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Radio Connects examines prevalent advertiser/agency
perceptions about consumer media habits as
reported by Advertiser Perceptions, the gold standard
in understanding marketer/agency sentiment.

To determine the realities of consumer behavior, we
turned to Nielsen, Numeris, Statistics Canada and
Signal Hill Insights for proof of Radio’'s impact and
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“Why do people think that
nobody listens to radio
anymore? Because there is a
narrative that new media kills
old media, so nobody bothers
to look at evidence that
doesn't fit the narrative.”

Duncan Stewart

Director of Research, Technology, Media &
Telecommunications

Deloitte's Technology, Media, and
Telecommunications, Predictions report 2019
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“The biggest risk for AM/FM
radio is the 26-year-old
planner who lives in New York
or Chicago and does not
commute by car and does not
listen to AM/FM radio and thus
does not think anyone else

listens to AM/FM radio.”

Colin Kinsella, the CEO of Havas Media North
America
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Perception # 1

“Due to the pandemic, no
one is listening to AM/FM
Radio.”
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Reach recovery index:
Numeris PPM Total NC Canada Fall 2022 versus Spring
2019, weekly reach Monday-Sunday 6a-6a

Reality:

AM/FM radio has retained 96% of
its 18+ reach. And for the most
sought-afterrconsumer, those with

a $75K+ income, reach exceeds
Spring 2019 levels.

A25-54 HHI HHI $75K+
$75K+

Source: TOTAL NC CANADA | AW | TOTAL RADIO | WEEKLY REACH (000) | FALL 2022 VS SPRING 2019
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Perception # 2

“Due to the pandemic,
everyone's working at
home and no one is
commuting.”
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Reality:

Workplace changes

BO0ut-of-Home OHybrid BHome Worklng Canadians are

increasingly moving back to the
18% 16% oy
24% y workplace. Statistics Canada
8% 9%
% reportsthat only 16% of

employed Canadians are
working exclusively out of their
home, down 50% from the
beginning of 2022. 84% of
working Canadians are now

, , , | working away from home at
January '22 July 22  November 22 least some of the time
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Perception # 3

“AM/FM Radio has very low
reach."
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Reality: AM/FM Radio weekly reach is
greater than any other audio platform.

82% 84%
78%

R7%

23%
[18% |
14% 4%

e s s, 10% go, 11% 10% goy, 1% 13%109%10% g9y
(o]

.ﬁ 29 3% 3% 3% “4% 2%

12+ 18-34 18-49 25-54

BAM/FM Radio : Total pSpotify - subscription without ads pSpotify - free access with ads mYouTube Music free access with ads
OAmazon Prime Music mApple Music (the streaming service) mStingray Music oYouTube Music subscription without ads

Source: RTS Fall 2022 Canada | Past 7 days | AM/FM Radio | used app, website, or internet-based services
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Perception # 4

“Audience shares to Spotify
are nearly equal to AM/FM
Radio.”
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Reality: AM/FM Radio delivers the largest buyable reach and
audiences against key advertising demos.

Share of Time spent listening

Podcasts Ad-Supported

Music Streaming
Podcasts Ad-Supported

Music Streaming

68%

Is AM/FM Radio’s share of the
buyable audience to reach
the key A2554 demo

Among the audio inventory available to N
Canadian advertisers, AM/FM leads for b o
time spent among Canadian adults

Ad-Supported
Music Streaming
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Reality: When compared to ad-supported audio platforms,
Canadians spend more time with AM/FM Radio. They spend 3.8x
more time with Radio than with free Spotify.

Hours per week

Free
Spotify

U

o o0
M o

12+ 18+ 18-34 18-49 25-54

OAM/FM Radio: Ads OAny other advertising-based music streaming services Ads OYouTube (non-paid): Ads OSpotify Basic: Ads

13 Radio Connects | December 2022 Source: RTS Fall 2022 Canada | Past 7 days | AM/FM Radio | used app, website, or internet-based services
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Reality: AM/FM Radio delivers greater exclusive weekly reach
than ad-supported Spotify, across all key demos.

AM/FM delivers 52% exclusive reach against Canadians 18+ vs. 4% delivered by Spotify.

Ad- Ad- Ad- Ad-
Supported Supported Supported Supported
Spotify Spotify Spotify Spotify

A18'|: A2554% A1849 Al1834
Exclusive Exclusive Exclusive Exclusive

Reach Reach Reach Reach
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Past week usage Al18+
Streaming audio only

AM/FM Streaming
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Ad-Supported Spotify
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Reality:

Addressable digital audio is
not the sole domain of ad-
supported Spotify.

Even without its dominating
over-the-air reach, for
advertisers looking to reach
streamers, AM/FM Radio
streaming delivers as many

past week listeners as ad-
supported Spotify.

Source: Signal Hill insights ROTM Share of Audio Fall 2022
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Perception # 5

“In the world of the connected car,

the number one thing people do in
their car is stream online radio on

their smartphones.”
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Reality: Having access doesn’t mean using it

Type of connectivity in Canadian vehicles

Owning a “connected”
vehicle doesn’t mean

using its connectivity

Only 11% have and use Apple
Carplay, while only 7% have and
use Android Auto 35% B

-7

% 33 B

Bluetooth  Apple CarPlay Android Auto Built-in Wifi

OHave anduse BEHave anddon'tuse ©1Don't have

. S : Si | Hill insights ROTM Spri 2022
17 Radio Connects | December 2022 ource: signal Hill Insights pring



A18+ share of audio in a private vehicle 2
weekdays Rea I lty:

B e arning 29, With 62% of all in-car audio
(o]

audiobooks tuning, AM/FM Radio provides the

Podcasts

Paid online “ . . g
streaming soundtrack for in-car listening.

Streaming music accounts for

Al18+
e e e e only 9% and Podcasts only 2%.

SiriusXM a private vehicle
WEEINCEWAS

AM/FM
62%

Personal
Music

CDs/ MP3s

Source: Signal Hill insights ROTM Share of Audio Fall 2022
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Reality: AM/FM Radio is the clear choice to catch Canadians
on the go.

Share of buyable audio in a private vehicle on a weekday

Podcasts

Podcasts Ad-Supported

AM/FM Radio has a Music Streaming
captive in-car audience

with a 91% share of
audio

More than 9 out of every 10 hours of

in-car audio available to advertisers
is spent with AM/FM Radio

Podcasts

Ad-Supported
usic Streaming

19 Radio Connects | December 2022 Source: Signal Hill insights ROTM Spring 2022
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Reality: Connected car owners are more likely to listen to
AM/FM Radio “on a typical weekday.”

Time Spent with AM/FM on “typical weekday”

84%

They're heavy AM/FM

listeners
84% of “connected” car owners
spend more time with AM/FM
Radio

18%
M% 1%

Connected Car (Any) No Connected Car
OAny 0O2+Hours O4+ Hours

. S . Si | Hill insights ROTM Spri 2022
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Perception # 6

“My digital plan is driving my search
results."
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Reality: Hearing ads on AM/FM Radio motivates action.

Action taken after hearing an ad on AM/FM Radio

48%

44% of P
A25-54 and 48% of A18-34,
who heard an ad for a
product or service on
AM/FM Radio, took action

30% visit an advertiser’'s website 1% 11% 12%
after hearing an ad on AM/FM Radio

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

OAI8+ HOAI8-34 HOA25-54

. S . Si | Hill insights ROTM Spri 2022
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Perception # 7

“] would love to consider Radio,
however, there's a total lack of ROI
and sales lift evidence for AM/FM
Radio.”
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Reality: AM/FM Radio delivers excellent ROI across various
categories.

Bar
$1.81

AM/FM Radio sales return for every $1 ad investment

L4

Quick Serv.
Rest.

$3.01

O

O

Telecom

$14.00

O

Grocery

$23.00

Men's
Per. Care

$11.96

Q@

O

Gas
Retailer

$11.50

©

Auto
After Mkt.

$21.00
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Source: Nielsen Buyer Insights, radio campaigns measured 2013-2019
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Reality: When AM/FM Radio is added to campaigns, it improves overall ROI
and generates sales volume lift. Across 1,000 examples of Canadian CPG

Norms, when AM/FM Radio was included in the media mix, its RO|
outperformed other media used.
How to read: Nielsen calculated AM/FM Radio ROI @ $2.35; the Total ROI calculated for all media @ $1.83

$2.35

$2.15

2.05
i $1.83

ROI for
All Media

$0.97

_ Digital Media Trade Promotions

Source: Nielsen Canada CPG Norms Database and Synergy Analysis 2021

25 Radio Connects | December 2022



RAD:O

CONNECTS

Reality: AM/FM Radio generates additional sales volume when
added to the media mix. Radio in combination with Trade, TV
and OOH drives the largest media synergy sales volume lift for
CPG brands.

2.56%

How to read: When Radio was added to Trade Promotions, it generated an
additional 2.56% in sales lift; when added to TV, AM/FM generated an additional 1.47% in sales lift.

1.47%
3 1.06% avg.

lift with
AM/FM

0.40%

Trade Dsplay
Promotions

Source: Nielsen Canada CPG Norms Database and Synergy Analysis 2021
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Reality: When AM/FM Radio is added to CPG campaigns, it
improves overall ROl and generates incremental sales

volume |ift.

For Every $1 Spent

Radio generates over 2X
the value in short-term
sales (1.3x higher than the
Total Media ROI)

Supporting Trade Improved Sales

24X 28%

Radio is more synergistic Improvement to
than all other Media in synergistic sales volume
supporting prioritized when added to other

Trade Activity Media Tactics

27 Radio Connects | December 2022

Source: Nielsen Canada CPG Norms Database and Synergy Analysis 2021
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Perception: Advertisers estimate more than half of all AM/FM
Radio listening occurs during “drive times.”

O Perce ption: Avg % Of Tun |ng Q. Thinking about traditional AM/FM
radio, to the best of your knowledge,

please indicate what percentage of
listening occurs in each of the time slots
listed below?

BR (Mo-Fr 6-10a) | DA (Mo-Fr 10a-3p)| DR (Mo-Fr 3-7p) | EV (Mo-Fr 7p-12a) OV (Mo-Fr 12a-6a) ....SS02:00-26:00

29 Radio Connects | December 2022 Source: Perception: Advertiser Perceptions December 2021, 301 respondents.
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Reality: Almost 60% of listening occurs outside of drive
times; middays and weekends are far stronger than
advertisers perceive.

O Perception: Avg. % of Tuning B Actual 12+ Tuning Q. Thinking about traditional AM/FM
radio, to the best of your knowledge,
please indicate what percentage of
listening occurs in each of the time slots
listed below?

22%

BR (Mo-Fr 6-10a) DA (Mo-Fr 10a-3p)] DR (Mo-Fr 3-7p) |EV (Mo-Fr 7p-12a)|OV (Mo-Su 12a-6a) |....SS 6:00-24:00

) Source: Perception: Advertiser Perceptions December 2021, 301 respondents. |
30 Radio Connects | December 2022 NUMERIS PPM 12+ | TOTAL METER CTRL | AW | TOTAL RADIO | BASED ON AW TOTAL HRS |FALL 2022




Reality: AM/FM Radio leads for buyable audiences all day.
Throughout the working day and when stores are open, AM/FM
Radio has a wide lead over Podcasts and Ad-Supported

streaming services.

Midto 6AM 7AM 8AM OSAM 10AM 11AM 12PM 1PM 2PM 3PM 4PM 5PM 6PM 7PM 8PM 9PM 10PM TIPM

<6AM to
Total AM/FM Podcasts Ad-Supported Music Streaming <Mid

31 Radio Connects | December 2022 Source: Signal Hill insights ROTM Share of Audio Fall 2022
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Bonus Perception

“No one under 35 listens to AM/FM
Radio anymore.”
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Reality:
AM/FM Radio connects with

Canadians of all ages. In Canada’s
largest markets, as measured by
PPM's, 83% of Canadians 12-24,
and 81% of 25-34’'s are listening to
AM/FM Radio on a weekly basis.

Weekly Reach PPM Mkts. (000)
2,217.2

83% 81% 87%
Reach Reach Reach

P12-24  A2534  A35-44

33 Radio Connects | December 2022 Source: TOTAL METER CTRL | AW | TOTAL RADIO | WEEKLY REACH % | FALL 2022



Setting the Record Straight.

s . s e . AM/FM Radio’s weekly reach against HHI$75+ is
AM/FM Radio is retaining its reach \ higher than pre-COVID Spring 2019

Canadians are back on the road 75% of Canadians state they working away from
their homes

AM/FM's reach beats all audio platforms Radio reaches more Canadi.an’s tha.n any other
audio platform available, with or without ads

More Canadians are streaming AM/FM Radi AM/FM Radio’s share of streaming is equal to
Spotify’s ad supported platform

9 out 10 hours spent listening to ad-supported
audio in the car is spent with AM/FM Radio

Even in a connected car, Canadians are
choosing AM/FM Radio

Ads heard on AM/FM motivates / 30% of A2554 went online to search a product

consumers or service after hearing about it on the Radio

Across all key categories, AM/FM AM/FM has a particularly strong impact on sales
delivers ROI volume when synergized with Trade Activity

Not just during drive time, but throughout the

When screens are off, Radio is on day, no other audio reaches as many Canadians
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Thank you

caroline.gianias@radioconnects.ca
lisa.dillon@radioconnects.ca
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