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OBJECTIVES

Investigate

The shifting technological preferences for
consumption of audio by Canadians.

Broadcasters and advertiserson
opportunities for audio marketing.

Identify

What a post-COMID-19 audio landscape
could end up looking like.




DEFINITIONS USED

Streamed AM/FM Radio
Broadcast AW FM Radio streamed either through an app or a
station’s website

Podcasts

Pre-recorded digital audio programs, usually spoken word,
that you can subscribe to in a feed and/or download to listen
to later

Free Ad-Supported Music Streaming
Music streaming services that include ads, but do not have a
subscription
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Paid Ad-Free Music Streaming
Paid subscriptions to music streaming services that allow on-
demand access with no ads. (e.g., Spotify Premium)

YouTube for Music
Using YouTube to listen to music, as opposed to video
content

Personal Music
CDs, vinyl, and owned digital music files such as mp3s



EF2))

Over-the-air AWWFMreach exceeds that of any other audio media,
with AW FM streaming being the icing on the cake.
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RADIO'S WEEKLY REACH NOW 93% OF FEB 2020

PPM AVERAGE WEEKLY CUME (000) IN MAR 2021 COMPARED TO FEBUARY 2020

PRE-COVID LOCKDOWN REOPENING STABILITY STAGE 2 COVID LOCKDOWN

1 o,
00%  97% o  93%  95%  97%  94% 939 9o

I I | 87% I I

Feb 20 Mar 20 Apr20 May20 Jun20 Jul 20 Aug20 Sep 20 Oct 20 Nov20 Dec 20 Jan 21 Feb 21 Mar 21

Jan 20- Feb 24- Mar 23- Apr 20- May 25- Jun 22- Jul 27- Aug 31- Sep 28- Oct 26- Nov 30- Dec28- Jan 25- Mar 1-
Feb 23 Mar 22 Apr19 May 24 Jun 21 Jul 26 Aug 30 Sep 27 Oct 25 Nov 29 Dec 27 Jan 24 Feb 28 Mar 28

93%

88% 90%

6 | RADIO CONNECTS | Signal Hill Insights Source: Numeris PPM, All Week, Canada (NC), 12+ Weekly Cume



AM/ FM RADIO IS THE REACH MACHINE FOR
AUDIO

Listened in Past Week —Adults 18+

Music on YouTube

Personal/owned music

Online music streaming - Paid, ad-free

Online music streaming - Free Over the air and

AWFM stations - streamed eVeryWhel’e, AM/FMis
s the domlna.n.t platform
g for advertising reach
SiriusXM
AWFM stations - via cable/satellite TV
Music-only TV channels . Ad-supported audio
Audio books

. . . B3b. When is the most recent time, if ever, you listened to the following types of audio on ANYDEVICE?
7| RADIO CONNECTS | Signal Hill Insights Base: Canadians 18+ (n=2,001)



GROWTH OF MUSIC STREAMING SLOWING

Year-Over-Year Growth in On-Demand Audio Streams

gy, B H16%

* +47%

2 +170%

Growth continues as
Canadians move from owning

% +305%

their musicto rentingit, but at
a slower rate each year.

2015-2016 2016-2017 2017-2018 2018-2019 2019-2020

8| RADIO CONNECTS | Signal Hill Insights MRC Data/Billboard/Nielsen Year-End Music Reports: 2015-2020



MUSIC STREAMERS STILL LISTEN TO AM/ FM RADIO

Among past week users of online
streaming services or YouTube for music:

; red 0 say they listen to AWFM Radio on “a
\ i 86 /0 typical weekday”
<))

' a ; are heavy AWFMRadio listeners (listen
; for 2+ hrs/typical weekday)

F16e. Given all the other ways you have to listen to music, which of the following reasons best describe why you still listen to AMor FMradio?
9| RADIO CONNECTS | Signal Hill Insights Base: Canadians 18+ who listened to music streaming service/ YouTube for Music in past week (n=2,053) past month AND listen to 2+ hours of radio on typical weekday (n=638)



STREAMERS USE AM/ FM RADIO TO CONNECT

What makes many music streamers heavy listenersto AWFM Radio?

It's free

Enjoy listening while I'm working or doing other things

It's convenient

To get practical information --- traffic, weather, advertising
To hear the latest news

To hear what's happening in general

For the local connection

To keep me company

For the personalities - the human connection

To put me in a good mood

To hear new music | wouldn't hear about otherwise

59%
58%
50%
47%
46%
44%
43%
35%
31%
30%
25%

Radio delivers a unique

set of benefits from
music streaming.

. Easy / convenient

. Connecting to now

. Personal connections

. Ambient connections

F16e. Given all the other ways you have to listen to music, which of the following reasons best describe why you still listen to AMor FMradio?
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Base: Canadians 18+ who listened To 'Music Streaming Service'/'Streamed YouTube For Music' In Past Month AND Listen To Radio Typical Weekday 2+ hrs/day (n=317)



SPOTIFY DELIVERS LITTLE EXCLUSIVE REACH

Most daily listeners to ad-supported Spotify also report listening to AW FM Radio “on a typical weekday.”

@ Lsten to some AWFMRadio on “atypical weekday’ @ Listen to ad-supported Spotify daily

Adults 18-34 Adults 18-49 Adults 25-54

8.9% 6.9%

0.45%
exclusive
reach

0.79%
exclusive
reach

0.47%
exclusive
reach

E1. Thinking of all the time you may listen at home, in the car, or at work, how much time in total do you spend listening to AM or FM radio stations during a typical weekday?
F13. [Spotify] Overall, thinking of all locations, how often, if ever, would you say you listen to:
q A A F16a. You mentioned listening to Spotify. Which of the following best describes your Spotify subscription?
11| RADIO CONNECTS | Signal Hill Insights Base: Canadians 18-34 (n=586), Daily listeners to ad-supported Spotify; 18-34 (n=86); 18-49 (n=110); 25-54 (n=99)
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Like so many other day-to-day activities, AWFM Radio
listening on digital platforms has grown during COMD.
Meanwhile, smart speaker penetration and use of
smartphones for all types of audio keepsrising.



STREAMING OF AM/ FM RADIO UP DURING COVID

% Streaming AM/FM Radio
Fall 2019/Jan 2020 = Feb 2021

28%
Nearly 1-in-5 Canadians
say they stream AM/FM
18% stationsin the past week,
I up from 14% pre-COMD.

Past week Past month

. . . B3B. [Past month summary] When is the most recent time, if ever, you listened to the following types of audio on ANYDEVICE?
13 | RADIO CONNECTS | Signal Hill Insights Base: Canadians 18+, Fall 2019/Jan 20 (n=4,000); Feb 2021 (n=2,001)



STREAMED AM/ FM IS UP AMONGALL DEMOS

Past week use of streamed AM/FM Radio

= Fall 2019/Jan 20 = Feb 2021
A 21%
0,
18% 7%
15%
14% 13%
All 18+ A18-34 A35-54 A55+

B3b. [Past Week Summary] When is the most recent time, if ever, you listened to the following types of audio on ANY DEVICE?
14 | RADIO CONNECTS | Signal Hill Insights Base: Canadians 18+ (Fall 2019/Jan 20 n=4,000 / Feb 2021 n=2,001), 18-34 (n=1,128/586); 35-54 (n=1,206/781); 55+ (n=1,666/634)



STREAMED AM/ FM UP ACROSS ALL REGIONS

Past week use of streamed AM/FM Radio

17°
16% i
13%
I
BC AB
B3b. [Past Week Summary] When is the most recent time, if ever, you listened to the following types of audio on ANY DEVICE?

15 | RADIO CONNECTS | Signal Hill Insights Base: Canadians 18+ (Fall 2019,Jan 20/Feb 2021) BC(n=618/270); AB (n=492/224); MBI SK (n=357/146); ON (n=1,240/ 765); QC (n=920/461); ATL (n=373/135);

m Fall 2019/Jan 20 m Feb 2021

22%
20% :
18% 17% 17%
15%

MB/SK Atlantic Canada




NUMERIS: % OF AM/ FM HOURS GOING TO STREAMING UP

Streaming as a % of AW FM listening (AMA)

m Nov 25, 2019-Feb 23, 2020 = Nov 30, 2020-Feb 28,2021

Streaming accountsfor a
greater proportion of hours

15% 15%
12% 12% tuned to radio listening
. than it did pre-COMD.
9% 9% e
Especially among A18-34.

All 18+ A18-34 A35-54 A55+

16 | RADIO CONNECTS | Signal Hill Insights Source: Numeris PPM, Canada (NC), Mo-Su 5a-1a, Al locations



IN-HOME LISTENING DRIVING AM/ FM STREAMING GROWTH

Streaming as a % of All AW FM listening (AMA)
m Nov 25, 2019-Feb 23, 2020 ® Nov 30, 2020-Feb 28,2021

15%
12%
10%
9%

In-Home Out-of-Home All Locations

17 RADIO CONNECTS | Signal Hill Insights Source: Numeris PPM, Canada (NC), Mo-Su 5a-1a, Average Minute Audience; All locations

More time at home
during COMD =more
time streaming AWFM



ARE SMART SPEAKERS THE NEW RADIO?

Radio and Smart Speaker Ownership
m Radio Only ® Radio + Smart Speaker
% with radio- 81% 74% 82%

capable device:

Smart speakers help to
fill the gap in homes with

?:é; have no radios, providing
radio’in | instant accessto AM/FM
the home Radlo

All 18+ A18-34 A35-54 A55+

X X X QCle. Which of the following devices do you have in your household for listening to over-the-air AWFM stations? F17. Which of the following would best describe your experience
18 | RADIO CONNECTS | Signal Hill Insights with the Amazon Echo /' Alexa', Google Home and Apple HomePod 'smart' speakers? Base: Canadians 18+ (n=2,001); 18-34 (n=586); 35-54 (n=781); 55+ (n=634)



SMART SPEAKER PENETRATION KEEPS GROWING

Smart Speaker Ownership
Almost 1/3 of Cdn mAny mGoogle = Amazon mApple
31%
households now have a
smart speaker. 259,
Googleisthe brand of 0% 0,
choice for Canadians. 0
8%
3%
2% 2% 1%
4% | 30
[ I = . - I
Fall 2017 Fall 2018 Fall 2019 Apr 2020 Feb 2021

F17. Which of the following would best describe your experience with the Amazon Echo and Google Home Amazon Echo /”Alexa”, Google Home and Apple HomePod “smart”

X i i speakers?Base: Canadians 18+ (n=1,512), January 2019/ *Canadians 18+, Radio on the Move, Apr 2020 (n=3048) Fall 2019 (Nov-Dec only) (n=3,005), Fall 2018 (n=3,505), Fall
19 | RADIO CONNECTS | Signal Hill Insights 2017 (3,470) Feb 2021 (n=2,001)



MULTIPLE SMART SPEAKER HH'S ARE GROWING

% of Smart Speakersin HH

(among owners)
®m Three or more
Two

44% of smart speaker
owners now have two or I I
more speakers.
67% 63% 59%

Fall 2018 Fall 2019 Apr 2020 Feb 2021

mOne

F20a. In total, how many of these 'smart' speakers do you have in you
20 |RADIO CONNECTS | Signal Hill Insights Base: Canadians 18+ (Fall 2018n=3,505) ; Fall 19 Nov-Dec on| Iy( -4000) Ap 2020( =3048); Feb 2021 (n=2,001)



SPEAKERS INCREASINGLY IN BEDROOMS AND OFFICES

Smart Speaker Location in Household
Fall 2018 m=mFall 19/Jan 20 mFeb 2021

509, 62%
(o]

More Canadians now placing
smart speakersin bedrooms

0, .
%% 36 and working areas.
29%29%
15%

9% 9°/ 0
0 o7 59 6% 6% 40 5% 6% % 5% 6%
- N - .

Living or family Bedroom Kitchen Home office Den Workshop Other

room

X i i F20b. In what room(s) in your home do you currently have your smart speaker(s)?
21 | RADIO CONNECTS | Slgnal Hill |nSIghtS Base: Canadians 18+ who own a smart speaker (n=662)



PRIVACY CONCERNS EASING SINCE LAST YEAR

Q To what extent, if at all, are you concerned about your
privacy by having a 'smart speaker' in your home?

% Very | Somewhat Concerned
mFall 19/Jan20 = Feb 21

70%

All 18+ Owners Non-Owners

Concerns are down
slightly, but still an issue
for many—a particular
barrier for non-owners.

. . ) F21_2. To what extent, if at all, are you concerned about your privacy by having a ‘smart speaker' in your home?
22 |RADIO CONNECTS | Signal Hill Insights Base: Canadians 18+ (Fall. 19/Jan.’20: n=4,000), Feb 2021 (n=2,001), Owners (n=818/622) Non-Owners (m=2,732/1,224)



SMARTPHONES INCREASINGLY USED FOR AM/ FM

Devices Used for Streamed AM/FM Radio
(among past week AM/FM streamers)

m Fall 2018 Fall 2019/Jan 2020 = Feb 2021
45%

33% e o e
(o]
27%
10 21%
109 1% 1%
170 m

Smartphone Laptop / desktop  Tablet computer Smart speaker
computer

Despite Canadians
spending less time out and
about, smartphones have
surpassed computers as
the main device for
streaming AM/FM Radio.

QB3e. [Streamed AW FM stations] Thinking back to the PAST WEEK; which devices did you use to listen to each of the following media?
23 |RADIO CONNECTS | Signal Hill Insights Base: Canadians 18+ who streamed AV/FM in past week; Fall 2018 (n=583) Fall 2019/Jan 20 (n=595); Feb 2021 (n=360)



/'3 OF AM/ FM LISTENINGBY 18-34s VIA HEADPHONES

Average % of AM/FM Radio listening time

Ve On average, Canadians say
that 17% of their AV FM
Female istening s done over

headphones—double that

much among 18-34s.
35-54 85%

SR 5% 93%

®m Wired headphones = Wireless headphones = Speaker  *numbersmaynot appeartoadd up to 100% due to rounding

Ci1d. Of all the time you spend listening to FM or AMradio, what proportionis... [Through headphones/ ear buds connected BY AVMRE to a mobile device] [Through headphones/
X i i ear buds connected VWIRELESSLYto a mobile device via Bluetooth] [Over speakers] Base: Canadians 18+ who ever listen to AWFM (n=1,731); Male (n=805); Female (n=921); 18-34
24 |RADIO CONNECTS | Signal Hill Insights (n=483); 35-54 (N=705); 55+ (n=543)



HEADPHONE LISTENING UP FROM A YEAR AGO

% of AM/FM Radiio listening time spent with headphone (wired or wireless)

m Fall 2019/Jan 2020 Feb 2021

The shift of AWFM
listening to headphones
highest among 18-34s and
women.

15%
13%
All 18+ Male Female 18-34 35-54 55+

Ci1d. Of all the time you spend listening to FM or AMradio, what proportionis... [Through headphones/ ear buds connected BYAWRE/ connected VIRELESSLYto a mobile device
. . . via Bluetooth] Base: Canadians 18+ who ever listen to AWFM (Fall 2019/Jan 20 n=3,467 / Feb 2021 n=1,731); Male (n=1,698/805); Female (n=1,769/921); 18-34 (n=953/483); 35-54
25 |RADIO CONNECTS | Signal Hill Insights (n=1,073/705); 55+ (n=1,441/543)



SMARTPHONE USE UP FOR ALL AUDIO

% who used smartphone in past week for each media
(among users of each media)

m Fall 2019/Jan 2020 = Feb 2021 Smartphones have taken the
e place of laptops/desktops as
; preferred device for virtually

o 54% 53%
49% 0
Bl o oo de% all types of audio.
5 38%
33% 30% 33%, °
23%
I 13%

Paid Music Podcasts Audiobooks Free Music YouTube Personal Streamed SiriusXM
Streaming Streaming  for Music Music AM/FM

B3e. Thinking back to the PAST WEEK, which devices did you use to listen to each of the following media? Base: Canadians 18+, listened to each type of audio in the past week, Podcasts
(n=390) Audiobooks (n=144), Free music streaming (n=467), Paid music streaming (n=511), Streamed AW/ FM (n=381), Music on YouTube (n=870), Owned Music (n=610), SiriusXM (n=283)
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SMARTPHONES CONNECTING WIRELESS SPEAKERS
TO AM/ FM?

% who streamed AM/FMon a smartphone in past week

Owners of wireless speaker
systems more likely than

17%
1% 12% othersto be using their
° smartphones to stream
AWFM Radio

All 18+ Own a Sonos Own a Bose Own Bluetooth
wireless speaker  wireless speaker wireless speakers
system system

QB3e. [Streamed AM/ FM stations] Thinking back to the PAST WEEK, which devices did you use to listen to each of the following media?
q q g F22. Besides the 'smart' speakers mentioned previously, do you have any of the following speakers or speaker systemsin your home that you can control with your
27 |RADI O CONNECTS | Signal Hill Insights smartphone?Base: Canadians 18+ (n=2,001); who own Sonos (n=87); Bose (n=158); or Bluetooth wireless speakers (n=533)



‘"CONNECTED CAR" OWNERSHIP UP, BUT STILL
AVAILABLE TO FEWER THAN 3-IN-10 CANADIANS

% of Canadians A18+who have a vehicle in the household with the
following technology

m Fall 2019/Jan 20 Feb 2021

Any type of Built-in Wifi Apple Carplay Android Auto
connected car

. . . F2d. Do you-or does anyone in your household-have a car or truck with the following:
28 |RADIO CONNECTS | Signal Hill Insights Base: Canadians 18+ Fal 2019/ Jan an20 (n=4,000); Feb 2021 (n=2,001)

Built-in Wifi, Apple
Carplay and Android
Auto are all gettinginto
more vehicles, pushing

‘connected cars up by 8

points.



FEW CANADIANS HAVE ACCESS TO A "CONNECTED CAR’

% of Canadians A18+ who have a vehicle in the household
with the following technology

Despite growth of
households with a
‘connected car,’ they still
represent only afraction
of households with a car
radio.

77%

A radio capable Any type of Built-in Wifi ~ Apple Carplay Android Auto
of tuningto  connected car
AM/FM stations

X X X QCte. Which of the following devices do you have in your household for listening to over-the-air AWFM stations? F2d. Do you-or does anyone in your
29 |RADIO CONNECTS | Signal Hill Insights household-have a car or truck with the following: Base: Canadians 18+ Fall 2019/Jan20 (n=4,000), (n=2,001)



CANADIANS WITH CONNECTED CARS LISTEN
TO MORE AM/ FM RADIO

AM/FM Listening — Typical Weekday

Mean: 1.6 hrs Mean: 1.4 hrs
8%

17% m None . _
Canadianswith a

m < 1 Hour connected car in the
household listen to more
1 to <4 Hours AV FMradio than other
Canadians, not less.

m 4+ Hours

Have connected car No connected car

X i i E1. Thinking of all the time you may listen at home, in the car, or at work, how much time in total do you spend listening to AMor FMradio stations
30 |RADIO CONNECTS | Signal Hill Insights during a typical weekday?Base: Canadians 18+; with a connected car (n=611); without a connected car (n=1,390)



IN-CAR AM/ FM LISTENING: PART OF OUR
MUSCLE MEMORY

Share of Audio to AM/FM Radio
Fall 19/Jan 20

When Canadians get in the
car, they reach for the
radio. Even among 18-34s,
AW FM's share of audio
nearly 2x higher in-car*.

*18-34 Share of Audio to AW FM (Fall 19/Jan 20)
All locations In-Car « All locations: 28%

* In-car: 53%

Source: RADIO ON THE MOVE 2020
QB3dx. [Mean Summary] 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
q . . each one?Base: Canadians 18+ (n=4,000)
31| RADIO CONNECTS | Signal Hill Insights C2. [Mean Summary] - All Days - Thinking of all the time you spent in the vehicle YESTERDAY, how much time did you spend doing the following? Base: Canadians 18+ (n=3,150)



SPOTIFY LEADS FOR USE OF DIGITAL MUSIC SERVICES

Weekly and daily use among A18+

m Daily Weekly

14%

Spotify Apple Music Amazon Prime Music

F13. Overall, thinking of all locations, how often, if ever, would you say you listen to:

32 |RADIO CONNECTS | Signal Hill Insights Base: Canadians 18+ (n=2,001)



SPOTIFY USE UP FROM LAST YEAR

Apple continuesto lag behind Spotify asthe music industry shifts towards ‘rented’ music business model.

Weekly and daily use among A18+

SPOTIFY WEEKLY YOY

26%
2 0,
16% 19% e N/A

FA16 FA17 FA18 FA19/  Feb 2021 FA16 FA17 FA18 FA19/ Feb 2021
JAN20 JAN20

SPOTIFY DAILY YOY

14%
9% 9% 10%

N/A
FA16 FA17 FA18 FA19/ Feb 2021 FA16 FA17 FA18 FA19/ Feb 2021
JAN20 JAN20
33 |RADIO CONNECTS | Signal Hill Insights Elie@éfa'ééhn'iﬁi?f gggllzz)ozia(tgsog%gaﬂﬂ%%g: \z;gr(nw;uégoy)o;os% (ync:ygg)n ;%17 (n=3,470); 2016 (n=2,026)



AD-FREE USERS POWERING SPOTIFY GROWTH

Daily Spotify Listeners
(among all Canadians aged 18+)

Fall 2017 R KR 4.3%

Since 2017, daily listening to ad-free
paid Spotify has more than doubled,
while listening to ad-supported

Fall 12%/ Jan VN S Spotify is essentially flat.

Fall 2018 RS X:F78 5.9%

Feb 2021 R34 4.2% 9.2%

m Listen to others' subscriptions m Ad supported Paid ad-free

F13. Overall, thinking of all locations, how often, if ever, would you say you listen to Spotify? F16a. You mentioned listening to Spotify. Which of the following best
34 |RADIO CONNECTS | Signal Hill Insights describes your Spotify subscription? Base: Canadians 18+, Fall 2017 (n=3,452) Fall 2018 (n=3,505) Fall 2019 (n=4,000) Feb 2021 (n=2,001)



GROWING % OF SPOTIFY DAILY USERS AD-FREE

% of daily Spotify listeners who choose paid ad-free vs. ad-supported Spotify subscription

——Paid Free =—e—=Use someone else's subscription
. 66%
. V
5M ~ The gap between daily
listeners with paid and free
s Spotify subscriptions has
widened—2/3 of daily
31% 33% 30% subscribersdon’t hear ads.
6% 6% 8% o
o o e :./o
Fall 2017 Fall 2018 Fall 2019/Jan20 Feb 2021

35 |RADIO CONNECTS | Signal Hill Insights

F16a. You mentioned listening to Spotify. Which of the following best describes your Spotify subscription?
Base: Daily Spotify listeners (2017n=252); (2018n=324); (2019n=444); (2021n=326)
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Advertising on AW FM Radio is uniquely engaging.
Audio makes deeper emotional connections than video.
Music on AWFMis more ‘lean in’ than music streaming
services, and radio ads are less likely to be avoided than
other media.

36 |RADIO CONNECTS | Signal Hill Insights



RADIO MAKES AN EMOTIONAL CONNECTION

In February 2020, Brainsights measured the brain wave activity of 100 Canadian adults as they consumed multimedia
content. Nine brands across eight industries were studied. Each featured both a TVand radio ad from the same campaign.

Key Findings
Ex le: Beauty Cat Connection Sco
S A et A B A * Overall, Radio spots generated greater
Emotional Strength scores than their TV

counterparts.

Olay L'Oreal Sally Henson
100%

* On average, Radio reached emotional
50% peaks that were +23% higher than TVs.

* Emotional peaks were higher for Radio
across all demos, including men, women,
under 35 and 35+ audiences.

0%

Source: Brainsights/ Canadian Broadcast Sales, September 2020
37 | RADIO CONNECTS | Signal Hill Insights Base: English Canadians 18+, (n=100) BRAINSIGHTS



AUDIO BEATS VIDEO FOR EMOTIONAL CONNECTION

In afollow-up study in September 2020, Brainsights measured the subconscious response of more than 400 English
Canadian adults as they consumed arange of audio and video content.

Key Findings
 Findings from this 2nd wave of research confirm the power of audio for brand-

building, capable of reaching the connection heights of video.

* 74% of audio content segments placed in the top half of Emotional Strength scores of all
content tested, vs. just 45% of video content.

» Host-read ads performed particularly well for Attention, Connection, Encoding,
Persuasiveness and Emotional Strength.

)
{
=
S

Source: Brainsights/ Canadian Broadcast Sales, September 2020 BRAIN

38 |RADIO CONNECTS | Signal Hill Insights Base: English Canadians 18+, (n=400) l
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ATTENTION GAP BETWEEN AM/ FM AND FREE
MUSIC STREAMING

Q How much attention do you pay to what is being said between the
music on the following? (among users of each media)

People listen differently to
22% AV/FMmusic stations
m No attention at all than free musiC
32% .
streaming. They are more
31% ot el e likely to listen to what'’s
between the songson
429% [ AW FM, while streaming
. 26% Somewhat close attention stays inthe backgrou nd.
63% T
47%
- - m Extremely/very close attention
AM/FM music stations Free online music streaming

AD6. [Top 3 Box Summary] How much attention do you pay to what is being said between the music on the following? (e.g., hosts/DJs, ads,
announcements, etc.) Base: Canadians 18+ who listen to AWFM in past month (n=1,503) listen to free music streaming services (n=680)

39 |[RADIO CONNECTS | Signal Hill Insights



MORE ATTENTION TO AM/ FM MUSIC ACROSS ALL AGES

% who pay extremely/very/somewhat close attention to what’s
between songs (e.g., hosts/DJs, ads, announcements, etc.) on...

m AM/FM stations that play music Free online music streaming services

Al ages are more likely to

72% - 69% hear what’s being said on
63% AWFM music stations vs.
52% free ad-supported music

streaming.

Total 18-34 35-54 A25-54
AD6. [Top 3 Box Summary] How much attention do you pay to what is being said between the music on the following? (e.g., hosts/DJs, ads,
. . . Il cements, etc.) Base: Canadians 18+ who listen to AWFM music stations (1,503) / free online music streaming services (n=680); 18-
40 |RADIO CONNECTS | Signal Hill Insights 34 (n=440/300); 35-54 (n=607/255); 55+ (n=456/ 125); 25-54 (n=969/484)



THE ATTENTION GAP IS WIDER WITH WOMEN

% who pay extremely/very/somewhat close attention to what’s
between songs (e.g., hosts/DJs, ads, announcements, etc.) on...

m AM/FM stations that play music Free online music streaming services

L 61% o4 :
Thereismore than a 20-
point gap amongwomen
between attention paid
to what’s between the
songs on AM/FMmusic
VS. music streaming.

Total Male Female

X i i AD6. [Top 3 Box Summary] How much attention do you pay to what is being said between the music on the following? (e.g., hosts/DJs, ads, announcements,
41| RADIO CONNECTS | Signal Hill Insights etc.) B Base: Canadians 18+ who listen to AW FM music stations (1,503) / free online music streaming services (n=680); Male (n=682/298); 35-54 (n=816/379);



ATTENTION GAP WIDER AMONG THOSE WHO USE FREE
MUSIC STREAMING FOR BACKGROUND LISTENING

Q How much attention do you pay to what is being said between the music on the
following? (among those who use music streaming services for background listening)

5%

27%

48%

AM/FM music stations

68%

42 |RADIO CONNECTS | Signal Hill Insights

42% ~

More than 4-in-10 listenersto
21% m No attention at all music streaming services (42%)
say they use them “for

background listening.”
37% Not much attention

These background listeners are
even more likely than other
Somewhat close attention  streamers to pay closer attention
27% to what’s between the songson
AWFMthan on music streaming

Free

m Extremely/very close .
- attention Services.

online streaming music

AD6. [Top 3 Box Summary] How much attention do you pay to what is being said between the music on the following? (e.g., hosts/DJs, ads, announcements, etc.) Base:
Canadians 18+ who listen to streaming services for background music; and listen to free streaming (n=289); listen to AW FM music stations (n=369);



ADS ON AM/ FM RADIO THE LEAST-AVOIDED

Avoid ads most/ all of the time

AM/FM Radio 45%

Print newspaper or magazines 53%

TV 55%
Podcasts* 55%

Online ads are the most
avoided of all media,

Direct mail 60% while AWFMRadio is
Online music streaming services* 62% the least.

Email advertising 66%
Online banner ads 71%

Online video 74%

Online pop-up ads 76%

. . ) [AD4] When you come across ads in each of the following places, how often do you actively avoid those ads by skipping, blocking, tuning out, turning away, throwing away or
43 |RADIO CONNECTS | Signal Hill Insights otherwise avoiding the ad? Base: Canadians 18+ (n=2,001) *of those who use Online music streaming services (n=680) and podcasts (n=601)



INDEPENDENT STUDY: RADIO HOLDS ITS AUDIENCE IN
AD BREAKS

Commercial break audience indexed to program audience

120
100 . .
Confirmed by an analysis
80 of four months of
Vancouver PPMdata by
60 Australia’s Ehrenberg
-Bass Institute for
40 . .
Marketing Science.
20
0
Music Talk In Home OOH Breakfast Daytime Drive  Evening
Journal of
Source: Michelon, A, S. Bellman, M. Faulkner, J. Cohen, and J. Bruwer: “Anew benchmark for mechanical avoidance of radio advertising: ‘-d""“.'ﬂﬂ
Why radio advertising is a sound investment” Journal of Advertising Research, March 2020 Research

44 |RADIO CONNECTS | Signal Hill Insights Base: PPM panel members 12+ in Vancouver, BC. (N=800), Oct 2015, Jan 2016, Apr 2016, Jul 2016



AM/ FM RADIO MOTIVATES ACTION

Actionstaken after hearing ad on AM/FM

A18-34 mA35-54 mA55+ ‘
Canadians—especially
younger demos —take

44%
T action after hearing
- 32% .
adson AMFMRadio
25%
18%

Gone online to get Told someone else Purchased it Took any of these
more information about it actions
about it

Ad1. Whether listening in the car or elsewhere, have you ever taken any of the following actions after hearing a brand, product or service advertised on AWFM

45 |RADIO CONNECTS | Signal Hill Insights Radio?Base: Canadians 18-34 (n=586); 35-54 (n=781); 55+ (n=634)



TAKEAWAYS

Radio means reach

0 1 Over-the-air and everywhere, past week reach
for AWFMisfar greater than that of any other
audio available to advertising.

Most Canadians using ad supported music
streaming services also listen to AW/ FMto connect.

Digital listening to AM/ FM is on the rise

O 3 AW FMstreamingis up since pre-COMD: in-home, over smart
speakers and on smartphones. This corresponds with a year-over-
year increase in listening over headphones.

46 |RADIO CONNECTS | Signal Hill Insights

04

05

06

Paid, ad-free users a growing %
of Spotify listening

Use of Spotify is up from last year, with the paid, ad-
free service driving virtually all growth of daily
listeners.

Radio commands attention

AW FM Radio provides uniquely engaging
advertising opportunities. Audio delivers more
emotional impact than video. And AW/ FM, even on
music stations, commands more attention than
music streaming services.

Radio ads are least-avoided

Free of ad-blockers, ads on AM/FMradio continue to
be least-avoided advertising. And they inspire action.



Appendix
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PAST WEEK USERS OF AUDIO
INDEXED TO CANADIAN ADULT POPULATION

Streamed Free ad- SiriusXM  Stingray TV Personal/
Past week listeners AWFM Paid ad-free supported satellite music Music on owned
Radio streaming streaming radio channels  YouTube music Podcasts Audiobooks

Sample size 381 511 467 283 233 870 610 390 144
Male 114 105 99 120 105 109 118 115 103
Female 85 95 100 82 96 90 82 85 98
A18-29 108 218 175 141 88 157 110 177 149
A30-44 118 133 126 124 81 127 120 142 144
Ad5-54 120 85 90 81 89 97 108 111 79
AB5-64 95 50 66 71 129 71 86 47 55
AB5+ 59 32 53 84 119 54 73 27 68
(500K cpopuiation oSt 104 109 95 9% 95 106 102 107 121
University education 113 119 113 103 90 108 109 138 129
$100k+HHI 122 127 110 149 100 93 97 134 105
Al s 204 95 125 122 147 100 113 119 131
Livein Quebec 97 A 90 96 99 99 114 69 81

B3B. [Past week summary] When is the most recent time, if ever, you listened to the following types of audio on ANYDEVICE?
48 |RADIO CONNECTS | Signal Hill Insights Base: Canadians 18+, Past week listeners to each media



PAST WEEK LISTENERS TO STREAMED AM/ FM RADIO

Indexed to Canadian Adults (n=381)

D 95% own a smart phone, 110i

- a N B 50% own asmart speaker, 161i
55% [ 44% e 22% have a car with built-in iFi, 148i
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A25-54: 120 «\%0 \%°<° .pé@ v éé‘
\\QQQ} 00\
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PAST WEEK LISTENERS TO PAID, AD-FREE MUSIC STREAMING

Indexed to Canadian Adults (n=511)

D 99% own a smart phone, 114i
B 58% own asmart speaker, 188;
T 19% have a car with built-in VM, 131i

3 )
A25 54: 123 L %° \@6 R
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PAST WEEK LISTENERS TO AD-SUPPORTED MUSIC STREAMING

Indexed to Canadian Adults (n=467)

D 94% own a smart phone, 108i

B 46% own asmart speaker, 147i
S 22% have a car with built-in WiFi, 151i
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PAST WEEK LISTENERS TO SIRIUS XM

Indexed to Canadian Adults (n=283)

D 96% own a smart phone, *~ 111i

B 59% own asmart speaker, 190i
e 29% have a car with built-in WiFi, 197i

122 118 109
103 103 109 104
I I Iﬁ1 il | I _II _______ I I _____ i _II Iiiii
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PAST WEEK LISTENERS STINGRAY TV MUSIC CHANNELS

Indexed to Canadian Adults (n=233)

D 86% own a smart phone, 99i

B 38% own asmart speaker, 123;
T 19% have a car with built-in WiFi, 131

100 96 99 98
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PAST WEEK LISTENERS TO MUSIC ON YOUTUBE

Indexed to Canadian Adults (n=870)

m
.r{ %‘f - :;

£

53% | 46%

D 91% own a smart phone, 106i

B 35% own asmart speaker, 113i

e 17% have a car with built-in WiFi, 118i
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PAST WEEK LISTENERS TO PERSONAL MUSIC

Indexed to Canadian Adults (n=610)

D 90% own a smart phone, 105i

_ : B 34% own asmart speaker, 109i
57% | 42% s 16% have a car with built-in WiFi, 112i
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PAST WEEK LISTENERS TO PODCASTS

Indexed to Canadian Adults (n=390)

D 95% own a smart phone, 110i

B 48% own asmart speaker, 153
Q@. 19% have a car with built-in WiFi, 129i
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PAST WEEK LISTENERS TO AUDIOBOOKS

Indexed to Canadian Adults (n=144)

D 95% own a smart phone, 110i

B 50% own asmart speaker, 162i

50% /| 50% S 23% have a car with built-in WiFi, 155i
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