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MMM STUDIES HELP

ADVERTISERS PREDICT
ROI IMPACTS

5 Years of MMM Normative Data

> 1,000+ observations of unique CPG brand activity in TV,

Radio, OOH, Online and Trade activity from 2015 through
to the end of 2020, in Canada

Investigate Impact of Radio In
the Media Mix

>> Nielsen evaluated Canadian ROI norms to understand how

Radio advertising impacted ROI and worked in synergy

with other media to improve sales volumes



RADIO DELIVERED

1.3x +2%
Radio ROI Outperformed Total Total Media ROI is higher
Media ROI by with Radio in the mix
128%
Adding Radio can drive Sales volume lift when
an additional 28% in Radio activity runs in
sales volume lift tandem with Trade activity

Source: Nielsen Canada CPG Norms Database and Synergy Analysis 2021 3 | Radio Connects | 2021



Radio’s ROI is
higher than
other Media

Tactics

RADIO MARKETING OUTPERFORMS TOTAL MARKETING BY 128%

Radi
e HIGHER ROI
- When compared to
: u Total Marketing

Retail Revenue Return on Investment
(Ine. Sfnvestment)

$1.83

Marketers/Advertisers have a variety of
; solutions to measure their efforts, but much of
£ the focus is on using ROl as the main metric to

TotaiMaketing 1 evaluate is a tactic is successful or not.




TL MEDIA ROI IS 2% HIGHER WHEN RADIO IS IN THE MIX VS. NOT

Adding AM/FM
4 CANADA MEDIACPG NORMS: 2015-2020YTD
Rad o) I m p roves Retail Revenue Return on Investment (Inc. $/Investment)
Total Media ROI TotalModia

100% 101%

99%

All Observations With Radio W'D Radio




Adding AM/FM
Radio to the
CPG Media Mix
will deliver
additional sales

RADIO DROVE A SIGNIFICANT LIFT ONTO TOTAL BRAND AND HAS
THE OPPORTUNITY TO DRIVE ADDITIONAL 28% VOLUME SALES
WHEN EXECUTED ALONGSIDE OTHER MARKETING TACTICS

% Sales Lift

{Radio Inc./Avg. Base Value)

£

Radio I

MMM Sales Lift MMM Sales Lift + Synergystic Effect

s MMM Sales Lift = Additional Synergystic Lift



THE LARGEST DRIVER OF SYNERGY VOLUME IS THE COMBINATION
OF RADIO WITH TRADE PROMOTIONS & TV. THIS COMBO -@7
CONSTITUTES MORE THAN 50% OF ALL SYNERGY VOLUME DRIVEN

Radio is a great ACROSS ALL TACTICS.
CO m pl i m e nt to j % Synergistic Lift (Additional Vol. from Synergy / Total Overlap Volume)
other Media f

When Radio is
executed:;

| Trade Promations .-': Social Online Search® Online Video Display

“FAB calegory has low engagement on
Online Search, and as il comprises the
majonty of the CPG brands measured, we
s 8 lower synergistic it for Search when
executed alongside Radio.




THE LARGEST DRIVER OF SYNERGY VOLUME IS THE COMBINATION ¢
OF RADIO AND TRADE PROMOTIONS AT}

AM/FM Radio
boosts CPG | oyt L

Additienal Vol from Synergy / Total Overlap Valume

Trade Activity When Radio i 256

delivering oo
i m p roved Sa Ies Trade Promotions All other Media

impact

Radio helps Trade Promotions the most
when executed at the same time
constituting of 50% of all Synergy
volume,




AM/FM Radio connects
Consumers with CPG
Brands and improves Total
Media ROI

>> Radio’s ROI is 1.3X higher than Total Media

» Radio is 2.4X more synergistic than all other Media in
supporting Trade Activity

» AM/FM Radio added to other Media Tactics improves
synergistic sales volume lift by 28%

Adding AM/FM Radio to CPG brand activity improves
>»> Total Media ROI, increases Trade Activity synergies and
results in overall improved sales outcomes

Source: Nielsen Canada CPG Norms Database and Synergy Analysis 2021 | 2. Radiocentre.org May 2020 9 | Radio Connects | 2021



For more information on
how Radio Connects with
CPG brands and Canadian

Consumers:

> Contact us: caroline.gianias@radioconnects.ca

lisa.dillon@radioconnects.ca

> Visit our website: RadioConnects.ca

)} Follow us on LinkedIn

>> Sign up for our regular Audio Updates



https://www.linkedin.com/company/radio-connects/?viewAsMember=true
https://radioconnects.ca/audio-updates/
mailto:aroline.gianias@radioconnects.ca
mailto:Lisa.dillon@radioconnects.ca
https://www.radioconnects.ca/
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