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COMPARABLE METRIC 71N

P18+ WEFKLY REACH BY MEDIA TYPE soczlMedia
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Social Madia
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A mass medium delivering audio content to passionate
and loyal listeners across multiple platforms
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RADIO TODAY

Interactive

Experiential
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RADIO. IT’S ON.

A mass medium
capable of easily !
deliveringyour
message to many |
people i

Targetable assuring
the right people are
exposed to your
message
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A trusted medium
and always available
especially during
times of crisis
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. Digital capabilities  :
—  offering interactive w
:  opportunities |
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Complements and

! enhances on air

— campaign by reaching

. consumers using
multiple touch points

ey

Delivers content
wherever and
whenever listeners
want it
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mﬁpz environment that
delivers consumers
—: who are engaged and
passionate about the
content

Offering
~=: companionship and
information
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Exposure to the
message when and
* where consumers are
ready to buy or shop
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of Americans 12+
every week
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RADIO’S INCREDIBLE REACH
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RADIO BOASTS HIGHEST MASS REACH
AMONG POPULAR MEDIA

Weekly Reach
(% of Population)

93%

93%

Adults 18+ P18-34 P35-49

Tablet

Radio ®TV ®MPC BRTV-Connected Devices Smartphone

Source: Nielsen Comparable Metrics Report Q2 2016
Presentation courtesy of the Radio Advertising Bureau, 2016 — All Rights Reserved
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HIGHEST REACH AMONG ALL MEDIA OPTIONS

Adults |8+

80%

Listened to Watched  Watched Any Used Visited Visited Read Any Used Visited Listened to Visited
Radio Past 7 Broadcast TV Non-Premium Cellphone to Facebook YouTube Newspaper Netflix Pandora Satellite Radio Spotify
Days Past Week Cable Past  Access Internet Past Month  Past Month Past Week Past Month Past Month Past Week Past Month
Week

Source: Scarborough USA+, 2016 Release 1 Adults 18+ (February 2015 — April 2016) .
Presentation courtesy of the Radio Advertising Bureau, 2017 — All Rights Reserved

www.rab.com RADIO
- z ADVERTISING
BUREALS




HIGHEST REACH AMONG ALL MEDIA OPTIONS

Adults 18-34

Listened to Used Cellphone Visited Watched Any Watched Visited Used Read Any Visited Visited Listened to
Radio Past 7 to Access Facebock  Non-Premium Broadcast TV YouTube Netflix Newspaper Pandora Spotify Satellite Radio
Days internet Past Manth Cable Past Past Week Past Month Past Month Past Week Past Month Past Month Past Week
Week

Source: Scarborough USA+, 2016 Release 1 Adults 18-34 (February 2015 — April 2016)
Presentation courtesy of the Radio Advertising Bureau, 2017 — All Rights Reserved
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HIGHEST REACH AMONG ALL MEDIA OPTIONS

Adults 25-54

75%

Listened to Watched Used Watched Any Visited Visited Read Any Used Visited Listened to Visited
Radio Past 7 Broadcast TV Cellphone to Non-Premium  Facebook YouTube Newspaper Netflix Pandora  Satellite Radio Spotify
Days Past Week Access Cable Past  Past Month  Past Month  Past Week  Past Month  Past Month  Past Week  Past Month
Internet Week

Source: Scarborough USA+, 2016 Release 1 Adults 18+ (February 2015 = April 2016)
Presentation courtesy of the Radio Advertising Bureau, 2017 - All Rights Reserved
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RADIO REACHES MILLENNIALS
ACROSS THEIR STAGES OF LIFE

Weekly Cume Radic Audience
{P18-34)

Source: Mizlsen Total swdience Repart O34 2095 Adylts 158+
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CONSISTENT REACH LEVELS
A MEDIUM FOR ALL SEASONS

91% 91% 91% 91% 91% 91% 91% 91% 92% 92% 92% 92% 93% 93% 93% 93%

s

P18+ P18-34 P25-54

& Dec'16

Source: Nialsen Audio, RADAR® 127-131, December 2015, March 2016 ~ December 2016 {Monday-Sunday 24-Hour Cume Estimates, All Radio}

Presentation courtesy of the Radio Advertising Bureau, 2017 — All Rights Reserved
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RADIO PEAKS DURING THE WORKDAY

84% 84% How to read: Each
week in the 3-7p
daypart, radio reaches
83% of Adults 25-54,

P18+ P18-34 P25-54 P35-64

Source: Nielsen Audio, RADAR 131, December 2015 (Persons 18+, 18-34, 25-54 and 35-64, Monday-Sunday 24-Hour Weekly Cume Estimates, All Radio)

Presentation courtesy of the Radio Advertising Bureau, 2017 — All Rights Reserved

WWW.rab.com RADIO
ADVERTISING
BUREAL




PEOPLE LISTEN AND LISTEN
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COMPARABLE GENDER TUNE-I

M18+ YR o N b / Wis+
| 15 Hours } o T | 1 13 Hours
\ PerWeek JEEEE S _ “\ Per Week

Source: Nislsen Sudio, REDAR 131, Decamber 2018 {Mondzsy-Sunday 2&Rauritas ki TEL Eatimatss)
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TUNE-IN TI

E IS HIGH ACROSS ALL

POPULATION SEGMENTS

African Americanlisteners, General Market listeners and Hispanic listeners
(A25-54)

Frezemzticn aourtasy of the Redia Advertising Buresu; 2017 —&1 fights Ressrvad . e
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Radio has a solid position in time spent with
electronic devices by consumers.

Radio captures nearly 1/5 of all content hours.

Weekly hours spent with media

13.5 32.1 15.2 6.7 3.4 1.5 1.8 0.9

HRS HRS HRS HRS HRS HRS HRS HRS
AM/FM LivesDVR App/Webon  internet  Time-Shifted Game Muldimedia Vsl
Radio TV Smartphone onaPC Playback Console Device Blu Ray

75.1 hours of content each week across radio, TV, online and mobile
by average U.S. adults

Sourae: Miglsan, The Tetsl dudiznce Repart 2 2036; Rass; Adulz 18+
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RADIO’S TSL IS CONSISTENT ACROSS ALL GROUPS

WEEKLY TIME SPENT — ELECTRONIC DEVICES

HRS:MIN
Weekly

Adults 18+ African-Americans 18+ Hispanics 18+

mTV ®Radio ® TV-Connected Devices mPC

Saurce: Nielsen Comparable Metrics Report Q2 2016

2 Smartphone -~ Tablet
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RADIO IS AN IMPORTANT PART
OF TWEENS’ AND TEENS’ DAILY MEDIA

Avg Time
Among Al

Who Use

Avg Time

Among Who Use

CDs

5%

6%

1:13

Computer :02 16 3% 12% --- 2:11
Smartphone :10 41 12% 40% 1:25 1:41
Tablet :06 :07 10% 8% :57 1:36

1:16

iPod/MP3 Player

12%

17%

1:17

1:46

Source: The Common Sense Consensus: Media Use by Tweens and Teens, 2015

Presentation courtesy of the Radio Advertising Bureau, 2017 — All Rights Reserved

Tween: 8-12 yrs
Teen: 13-18 yrs
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NO COMMERCIAL SKIPPING
RADIO LISTENERS ARE RECEPTIVE TO ADS

What Io_o_vm:m When
the Spots Come On?

2011 Edition

» 2011 highlights 93% retention
» 2006 highlights 92% retention
» No time shifting
* No below the fold

e No load times

Sources: 2011 Nielsen Audio, Media Monitors, and Coleman Insights
Presentation courtesy of the Radio Advertising Bureau, 2017 — All Rights Reserved
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RADIO IS IMPORTANT TO LISTENERS

Www.rab.com RADIO
ADVERTISING
BUREAL




RADIO LISTENERS USE SOCIAL MEDIA
HEAVY RADIO LISTENERS ARE FACEBOOK FANS, TOO

Facebook: Daily Usage

65% 66%

53%

No Broadcast Radio Broadcast Radio Broadcast Radio Broadcast Radio
<1 Hour 1-2 Hours > 2 Hours
How to read: Among those who listen to Broadcast Radio more &
than two hours a day, 69% use Facebook daily. nuvoodoo

Source: NuVoodoo, Based on 1,100 respondents 14-54 in PPM markets, 2015

Presentation courtesy of the Radio Advertising Bureau, 2017 — All Rights Reserved
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LISTENERS FAVOR RADIO OVER FACEBOOK

62% 60%

Total <18 18-34 35-54 55+
My favorite radio station went away % Facebook went away
Read: 1 would be very disappointed if... o
Y PP TritonDigital
Source: Alan Burns/Triton Digital “The Future of Radie” September 2012 Natlonal Consumer Database; 25,000,000
Panelists; August & September 2012; All Ages, Genders and FormatFans; Total Polled = 41,252%; Roughly in Line with
2010 Census; Heavily Caucasian
Presentation courtesy of the Radio Advertising Bureau, 2017 — All Rights Reserved
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BROADCAST RADIO PLAYS MORE
“LIKED” SONGS THAN PANDORA

Total CHR P1 AC/Variety Hits Country P1 Rock/Alt P1  Classic Rock/Hits Urban/Urban AC
P1 P1 P1

Imagine you tune into the station you listen to most for music and listen to the next 10 songs.
How many will be songs you like a lot?

:Imagine you start a session on Pandora and listen to ten songs without skipping any of them.
How many will be songs you like a fot? @

nuvoodoo

Seurce: NuVoodoo, Based on 1,100 respondents 14-54 in PPM markets, 2014

Presentation courtesy of the Radio Advertising Burezu, 2017 — All Rights Reserved
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RADIO’S THE TOP ELECTRONIC SOURCE
FOR MUSIC DISCOVERY

% Who Ever Use Each Source to Learn About and Keep Up-To-Date 'With New Music

Friends/Family

A SEN Radio

ﬁmﬁiq
YouTube

Pandora

Facehaok

Music TV Channels

Information/Displays at Local Stores
Apple Munes

Spotify

SiriusXM Satellite Radio
iHeartRadio

hqusic Blogs

Base: Those saying itis "Very Impaftant” ar “Somewhat | mportan” o Learn
Ehoutandieep Up-To-Detedith Mew Must

PWRALEELCOM gwx
_ ) URE

Zource: The Infinite Dial 204 &~Edizon Rassarch / Triton Digits]
Prezanmtian cowtesy of the Radio Advertizing Burssw, 20 7—AN Rights Razarvad




RADIO: MOST USED SOURCE FOR MUSIC DISCOVERY

AM/FM
Radio
29%

Pandora

5> 8%
Sirius XM

Spotify Facebook 4%

Base: Those saying it is “Very Important” or “Somewhat
3% 4% Important” to Keep Up-To-Date With New Music

Source: The Infinite Dial 2016 — Edison Research / Triton Digital
Presentation courtesy of the Radio Advertising Bureau, 2017 — All Rights Reserved
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AMERICANS TURN TO RADIO FOR NEWS

% Using each medium last week to get news

10%
TV Laptop/ Radio Newspaper/ Cell Phone Tablet Smart TV/ E-reader
Computer Magazines Game Console
(paper)

Source: The Media Insights Project, 2014; based on a nationally representative telephone survey of 1,492 adults, fJan 9 -Feb 16, 2014
Presentation courtesy of the Radio Advertising Bureau, 2017 — All Rights Reserved
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RADIO’S EQUATION
MUSIC + INFO + EMOTION

Hear
Favorite
Songs
64%

ik

A 75

el

y mxmmum _<_m
News =iCompany
Getina 41% 47%

#i Better :
scape

Discover M\%\oa _.:nmh.m_u
New (]
Music Locally ‘: _u_,mm,mcqmm
= > Music 33% 33%

‘\Weather [ Surprises  32%

26% 28% \

1 24%

% o Jacsbs ~

TECH
SURVEY

Prizes
13%

Main Reason for Listening to Radio

Source: Jacobs TechSurvey 12, 2016, n-38503

Presentation courtesy of the Radio Advertising Bureau, 2017 — All Rights Reserved
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RADIO IN-CAR
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MOST CHOSEN IN-CAR FEATURE

AM/FM Radio

CD Player

MP3 Smartphone
Player Access

Satellite Radio

Streaming Internet Radio/
Streaming Music Service

Q: Disregarding any associated costs, if you could select only
up to 3 of the following options to be available on your next
car entertainment systems, which 3 would you select?

Satellite Radio

HD Radio

Preference for Entertainment Options in Next Car

Seurce: Ipsos In-Car Audio Study, February 2015
Presentation courtesy of the Radio Advertising Bureau, 2017 — All Rights Reserved
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“10a +3p-Tp, Out of Home, Pérsons 12+

Source: Nielsen Spring 2015 NRD, Weekly Cume,
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OVER 40% OF ALL RADIO LISTENING IS NOW IN CAR

Based on Diary Markets / AQH Persons 12+

In Car BRI CETRE o o |

Percentage  385%  387% = 39.6% = 402%  41.3%
At Work

Percentage  21.6%  21.6% 21.1% 20.7% 20.5%
rbaibne TR SRR TR SR SR
Percentage = 37.6%  37.4%  36.8% = 368%  359%
Other

Percentage 2.5% 2.4% 2.6% 2.4% 2.4%

e i

LR ELEA] R ]I 00

e Tlbr i hgthgy

[ENTITN R TN

Source: Nielsen National Respondent Level Data / Available Diary Metros only f M-8 6a-12M [/ % of AQH audience by location 35



E SPENT LISTENING

57% listen

minutes or less | S | R minutes or more
, ‘minutes
of audio listening
in the car per day

Share of Ear Q2 2016

Source: Edison Research: Sharing the Road: The Changing In-Car Audio Space, 2016
Presentation courtesy of the Radio Advertising Bureau, 2017 - All Rights Reserved
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RADIO IN-CAR HAS GREATEST SHARE

In Car Listening by Age

B - Oraned Streaming ”
Elriusii - Music Audla  Other

- Age 55 and cider

odison Base: Listen ko audio in a carffruck

1ozenrsh

Source: Edison Research: Sharing the Road: The Changing In-Car Audio Space, 2016

courtesy of the Radio Advertising Bureau, 2017 - All Rights Reserved
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Greater than ...

CD Player— 56%
MP3 Player / Owned Digitai M
Online Radio— 21%
. . % currently ever
Satellite Radio— 19% using medium

Source: The Infinite Dial 2016 —Edison Ressarch { Triton Digital
Base:Age 18+ and driven/riddenin acar last month
Presgntation curtesy of the Radio Advertising Bureau, 2017 —All Rights Reservad




IN-CAR RADIO A MUST FOR

IILLENIALS

#1 used in-car device
among

P18-34

greater thon

Owned Digital Music [(60%)
CD Piayer [(49%)
Online Radio {36%)
Satellite Radio (14%)

g i

Sourca: Tha Infinite Disl 2016—Edizon Reseerchy Trivon Digiesi

Prezentztion courasy of the Radio Advertizing Bureay, 2087 —&l| Rights Raserved
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AM/FM RADIO COMMANDS IN-CAR LISTENING

How people typically listen to music in the car

77 76 75 %2013 mM20i4 MW2015

AM/FM radio CD Smartphone, Sirius XM In-dash
MP3 Player, iPod application

Source: 2015 Nielsen Music 360 Study
Base: Listens to music while in & car - 2003 (2285}, 2014 {1786}, 2015 {2210)
Thinking about the past 12 months, how do you typically listen to music while in a car? 23



RADIO OUTRANKS PERSONAL DEVICES
FOR MUSIC IN-CAR AMONG MILLENNIALS

Thinking about the past 12 months, how do
you typically listen to music while in car?

399, Base: Listens to music while in car, Millennials
28%
)
15% 1% 13%
4%
AM/FM CcD Device that Device that Device you SiriusXMm In-Dash
Radio connects to plays through play through Radio App
car stereo so  its speakers so headphones and
all can hear all can hear only you hear

Source: Nielsen Music 360 2015 Report
Presentation courtesy of the Radio Advertising Bureau, 2017 — All Rights Reserved
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72% OF ALL NEW CARS HAVE SATELLITE RADIO
BUILT IN - BUT ONLY 21% USE IT WEEKLY

Weekly reach of AM/FM and Satelliteradio by vehicle model vear

W Listened to AM/EM Radio past Week B Listened to Satellite Radio past Week

81% 91% 1% a1% 919 92% 82% 81% 92% 92% 92%

2005 2006 2007 2008 2009 2012 2013 2014 2015

OBE

Source: Niglsen Scarborough USA+ BRI 2015, Adults 18+, Model vear of owned or leased yehicls, 30153008
“Sateliliz radia peneiration amang new cars comes from iBlgukty

(=3
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MOST USED IN-CAR AUDIO SOURCE WEEKDAYS

93% AM/FM Radio

hw& _um_,mo:m_ _<_Cm_n

me ._.m__A_sm on v:o:m

Among those
who spend at wa mm.ﬁm___ﬁm wmo__o

least some E& nmsao_.m
time in g car

s L e Lri e et A e e e

Ax, O,%m_. m.QmmB_:m mmE_nmm

ﬂxu _uoanmm.ﬁm
Jacebs

mx >ca_o woo_Am

average Emmkqnv\ 3:5.9@ answers n:os\mo. SURVEY

J
-

Source: Jacobs TechSurvey 12, 2016
Presentation courtesy of the Radio Advertising Bureau, 2017 — All Rights Reserved
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