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People of All Ages Value Radio
Over Facebook

62% 60% 62% 63% 60%

<18 18-34 35-54 55+

@ My favorite radio station went away ® Facebook went away

Read: | would be very disappointed if...

Source: Alan Burns/Triton Digital “The Future of Radio” September 2012 National Consumer Database; 25,000,000
Panelists; August & September 2012;All Ages, Genders and Format Fans; Total Polled = 41,252; Roughly in Line with 2010
Census; Heavily Caucasian

Record labels testify to the power of radio to break hits. CBS Radio says a day of meeting
with record label executives yesterday brought a recurring acknowledgement of radio’s role in
artist promotion. That’s a noteworthy shift back to the long-held position of the record companies,
which in recent years publicly questioned radio’s role in selling records as part of the fight over a
performance royalty. “The power of radio has never been greater,” said Azoff Music promotions
consultant Richard Palmese, whose career began in the late 1960s in morning drive at rock
KSHE, St. Louis (94.7) and who has held senior executive positions at MCA Records, J Records,
Arista and RCA Music Group. He credited CBS Radio for helping break several of the artists he’s
worked with. “The airplay is everything and the power rotation is really special,” Palmese said.
During a meeting with Columbia Records, VP of promotion John Borris drew a direct correlation
to music sales. He pointed out that Rita Ora’s single “R.1.P.” posted a 5% boost in national sales
this week — but the gains were five-times as big in markets where CBS Radio’s CHR stations
have been spinning the record. CBS Radio executives and its senior programming team are
continuing with a series of meeting with about one dozen record labels today in New York. The
company says during yesterday’s conversations a recurring theme was a desire to create
programs with radio that will help sell artists and their music. CBS says it expects to announce
several new programming initiatives based on those discussions in the coming months



On a typical day in the

USA, of people 18-34

85% more will use
Radio than will go to
Facebook

100% more will use
Radio than will go to
Google Search

215% more will use
Radio than will go to
YouTube

1430% more will use
Radio than will go to
Twitter

On a typical day in the

USA, of people 25-54

130% more will use
Radio than will go to
Facebook

135% more will use
Radio than will go to
Google Search

400% more will use

Radio than will go to
YouTube

3070% more will use
Radio than will go to
Twitter
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On a typical day in the USA, of people 18-34:
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Persons 18-34 in millions

Source: comScore Inc Ratings April-June 2012, RADAR 114 September 2012, P18-34, 6A-12M
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Persons 25-54 in millions

Source: comScore Inc Ratings for April-June 2012, Average Daily Unique Visitors 25-54; RADAR 114 September 2012, P25-54, 6A-12M

(11 Tube}

(1 Tube

v

On a typical day in the USA, of people 25-54:

v
[



On a typical day in the
USA, of people 12+

oS Ona tybical day in the USA, of people 12+:

Radio than will go to 180
Facebook Million

more will use 100
Radio than will go to
Google Search
80
more will use
Radio than will go to

YouTube 60
more will use
Radio than will go to 40
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Persons 12+ in millions -

Average Daily Unique Visitors 12+, RADAR June 2012, P12+, 6A-12M

Source: comScore Inc Ratings for April-May .2012,

On a typical day in the
USA, of people 12+

more will use
Radio than will go to
Facebook

more will use
Radio than will go to
Google Search

more will use
Radio than will go to
YouTube

more will use
Radio than will go to
Twitter
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Source: comScore Inc Ratings for April-May .2012, Average Daily Unique Visitors 12+, RADAR June 2012, P12+, 6A-12M



AM/FM Radio Leads Other Media
During the Daytime Monday Through Friday

Average Day Reach by Half Hour During WEEKDAYS
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T
AM/FM Radio’s Daytime Lead Expands

Among EMPLOYED 25-54s During Weekdays

Average Day Reach by Half Hour During WEEKDAYS
EMPLOYED Persons 25-54
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AM/FM Radio Equals TV In Delivering
Adults Who are Feeling Positive

% of Audience Feeling Positive*
Persons 25-54

Live TV

75.4%

AMIFM Radio T4.9%
Internet
Mobile Webi/App

Social Networking

Print

* Positive emotion includes confident, excited. happy, hopeful, interested. loving, or relieved.

Aﬁ'R sk Source: MBI Teuchpoints™
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Six in Ten AM/FM Radio
Listeners Feel Happy

% of Audience Happy
Persons 25-54

Live TV 61.9%

AM/FM Radio 59.0%
Social Networking
Internet

Mobile Web/App

Print

T
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Study Reveals Media Pros Have Digital Media Bias (And
Explains Why You're Probably Reading This Via Email)

by Joe Mandese, 47 minutes ago

Madison Avenue, directly or indirectly, allocates nearly a trillion dollars in advertising
budgets to influence consumers via media, but how much does the personal media habits
and interests of industry pros influence the media they use to do that? It’s an old question
that it taking on new impetus in the age of hyper accelerated digital media change, and
some new research indicates that the personal media habits of industry pros isn’t anything
like that of the consumers they are charged with influencing.

The research, which was presented by the Media Behavior Institute Thursday night
during MPG’s Collaborative Alliance session during Advertising Week, indicates that
media pros are much more likely to be heavy users of digital media —particularly mobile
and social — and are much less likely to use traditional media such as TV and radio than
average consumers.

The study, which utilized a mobile app-based diary that a small, non-projectable sample
of industry executives used to self-report their media usage during one day in their
working life, compared their behavior with MBI’s ongoing USA TouchPoints study,



which captures the same daily usage data among the general consumer population for 10-
day periods.

While the data is based on a small sample, the findings are striking, because the media
pros reporting were so dramatically different than average consumers, especially when it
came to their use of Internet-connected computers and mobile devices.

Amazingly, the media pros spent 53% of their waking day interacting with email, vs.
20% for the general population, and they spent 28% accessing the Internet vs. 15% for
average consumers.

Their use of mobile apps and social networks were similarly distorted, which may go a
long way toward explaining Madison Avenue’s obsession with those media platforms.

Ninety-two percent of the media pros utilized mobile apps, and they used them for 11%
of their waking day, on average. Only 25% of consumers utilize mobile apps, and use
them for 6% of their waking time on average.

Exactly half of the media pros used a social network and accessed it for 19% of their
waking time vs. 19% of consumers who used it for 7% of their waking time.

There obviously are many reasons why the media pros index so much higher in their use
of digital media, including the fact that it is part of their job, but the data indicates they
clearly are not representative of the overall population they are hired to influence with
media.

The only digital medium where media pros appear to be in sync with consumers is in
their usage, if not ownership, of tablet computers. While media pros were nearly three
times more likely to own a tablet (25% vs. 9%), both pros and consumers who own a
tablet use them an average of 7% of their waking time.

When it comes to “traditional media,”’consumers utilize all forms — especially radio —
more than industry pros with the exception of print.

“The difference in radio usage was more marked,” notes MBI’s Mike Bloxham,
explaining that, “42% of media professionals listened to the radio, but almost twice that
(80%) of the general population sample tuned in.

“The percentage of waking time that listeners from either group spent with the radio was
much closer however at 25% for media professionals and 23% for the general population
sample.”

While 85% of the general population watched TV, only 75% of the media pros did, and
their waking time spent with TV showed similar disparities: 26% for consumers vs. 9%
for pros.



“The traditional medium that bucked the trend was print,” said Bloxham, noting that,
“42% of our media professionals read some form of print on the day vs. 25% of our
general population sample, with both groups spending 5-6% of waking time with the
medium.”

Bloxham emphasized that the findings are largely anecdotal and that a larger scale study
of media pros would need to be conducted before scientific conclusions could be drawn,
but that based on the small subset of industry executives sampled, there does indeed
appear to be a disparity between their media usage habits and the consumers they are
responsible for influencing.

Bloxham said that while some of those skews represent “professionally appropriate
biases” — the fact that media pros need to utilize new media in order to evaluate their
potential impact, etc. — he said it’s reasonable to conclude that their behaviors and habits
likely influence the way they think about consumer media usage too.

“We all view the world from our own eyes,” he said, “If we find as a community that we
are markedly different from the communities that we are trying to communicate with and
engage for our brand clients, that is a real challenge.”
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The Second Most Used Platform Today
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AM/FM Radio Adds Considerable Reach
When Used in Combination with Other Media

Average Day Reach, AM/FM Radio And Other Media Combinations
Persons 25-54
+5%
+14%

+60%

59.0

AM/FM Radio Live TV AM/FM Radio + Live Internet AM/FM Radio + Live TV/Internet  AM/FM Radio + Live
v Internet TV/Internet

© 2012 Arbitron Inc.
Source: MBI Touchpoints™

Radio doesn’t have you put your life on pause to consume. It takes a part in your life

As an "intimate" medium, radio affords the intimacy of magazines
and the trust of a friend (personalities)

Pittman: But his pitch was more subtle, telling marketers that just because consumers are digitally
connected , doesn’t mean they’ve unplugged traditional media like radio and TV. In the past their
“second screen” was a magazine, or perhaps a telephone conversation. Today it’s a smartphone
or iPad. “I think people do online what they already do, they just use online to make it more
efficient,” Pittman said, adding, “When you think about it in those terms you can find an opening
for the dialogue with the consumer

Ongoing migration to digital radio platforms documented in new study.

Offering the most dramatic snapshot yet of how quickly radio consumption
is moving to internet-delivered platforms, nearly half of respondents (46%)
to a new Alan Burns/Triton Digital poll say they listen daily to AM/FM radio



on a computer. That’s significantly higher than the 29% of Americans who
said they listened to online radio in the last week in Arbitron & Edison’s
survey conducted in January and February of this year. The difference in
methodologies — Burns/Triton used an online opt-in survey,
Arbitron/Edson conducted a national telephone survey — may be as much
of a factor as the ongoing shift to online listening. Burns/Triton also report
nearly one in four smartphone owners (23%) say they listen to broadcast
radio daily on their smartphone. The poll finds radio’s smartphone
audience is using both station-specific apps and ones offered by
aggregators. The percentage of smartphone owners that have downloaded
a specific radio station app (22%) is about the same as those who have
downloaded the iHeartRadio app (21%). Aggregator Tuneln’s app is further
down the list, downloaded by 8% of the sample. The study finds nearly one
in four (39%) listen weekly to music on their smartphones while one in four
do so daily with 17% listening for an hour or more daily. Meanwhile,
consumers with in-car internet access are not using radio significantly less
— perhaps 7% less, the study suggests. Among the two in ten (19%) that
report having internet access in the car, the vast majority (70%) say they
listen most to AM/FM radio in the car. The study also calls into question
industry theories that Pandora listening takes more time away from
recorded music collections than radio. Of those who listen weekly to the
pureplay, 28% say they are listening less to CDs, MP3s and records — the
same percentage that say they’re listening to less radio. But the majority
(52%) says they aren’t listening less to other music sources or they just
don’t know. “Radio AQH may be nibbled at by other media but consumers
don’t sense themselves using it less,” consultant Alan Burns says. More
than half (55%) say they are listening to radio the same, 30% say more and
21% less.

CBS PHILADELPHIA RAISES OVER $800K FOR KIDS

9-27-2012

WOGL-FM and WIP-AM hosted Radiothons that raised more than $881,000. The 98.1 WOGL Loves Our
Kids Radiothon raised $658,272 in two days for The Children’s Miracle Network. In the past eleven years,
98.1 WOGL has raised $5,514,604 for Children’s Hospital. And, the WIP EYP/City Year Eagles Radiothon
raised $223,150 in two days. All donations raised are split equally between Eagles Youth Partnership and
City Year Greater Philadelphia. This was the 12th year of the Eagles Radiothon.



CBS Radio Philadelphia Market Manager Marc Rayfied said, "We get to see first-hand the impact our radio
stations have on the community. We are local business operators who feel it’s our duty to support fine
organizations like CHOP and the Eagles Youth Partnership. Like many, our families have been the

beneficiaries of the services they provide, and we are very fortunate to have them in our back yard.”

BURNS: "IT'S UP TO YOU TO WIN THE MEDIA BATTLE."

9-27-2012

Last week at the Radio Show in Dallas, Alan Burns and Associates and
Triton Digital released results of a poll that included 40,000 people. Burns
has condensed the results into a top ten list and concluded, “Radio’s future is
not in the hands of Pandora or any other technology - it’s squarely in the
hands of consumers, who will react to what we give, or fail to give, them.
Thus ultimately Radio’s future is in Radio’s hands.

Here is the Top Ten list from the Burns/Triton poll:

1. With consumers, Radio wins by large margins images such as the medium
that energizes them; relaxes them; puts them in a better mood; helps them
have a good time; feels like a friend; and has honest and believable ads.

2. Television wins images for “annoying ads” and “ads you can skip.”

3. Internet services win images for being informative and connecting
consumers to other people. Internet and Radio tied for “ads targeted to
people like you.”

4. Newspapers did not win a single consumer image.

5. Radio is less strongly bonded to listeners under 35. Younger listeners
want music control and fewer commercials.

6. There is demand for a cell phone Radio chip. 38% of all consumers, and
43% of under-35s, would be more likely to buy a specific phone if it had a
radio tuner in it.

7. The radio usage of consumers who have internet access in their cars is
virtually identical to that of consumers without in-car internet.

8. Advertising agency employees are less likely to name Radio, and more
likely to name Television, for the positive images consumers hold of radio.
They are less likely to cume radio daily, and more likely to cume a
personalizable music stream.



9. However, Radio ranks #1 even among those agency professionals in all its
basic areas of strength with consumers, plus it ranks #1 for targetable ads.
10. More consumers - including consumers under 35 - would be “very
disappointed” to lose their favorite radio station than to lose Facebook.

Radio Tomorrow
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Sample

Triton Digital National Consumer Database
25,000,000 Panelists
August & September 2012
All Ages, Genders and Format Fans
Total Polled = 41,252
Roughly in Line with 2010 Census

Heavily Caucasian




Daily Media Usage

Use the Internet 84.7%
Watch TV 80.2%
Listen to AM/FM Radio 73.8%
Watch Local TV News 56.3%
Visit Facebook 52.0%
Get News on the Internet 50.7%
Read a Newspaper 35.9%
Listen to Customized Music Stream on the Internet 22.6%




What Medium or Service....

Keeps You Company

Radio
TV
Internet

None

Newspaper

36.6%
30.3%
16.9%
12.0%

4.4%

What Medium or Service....

Comforts You

Radio
TV
None

Internet

Newspaper

40.7%
22.1%
20.6%
12.2%

4.6%




What Medium or Service....

Helps You Have a Good Time

Radio
TV
Internet
None

Newspaper

41.0%
21.1%
19.0%
15.0%

4.1%




What Medium or Service....

Helps You Relax

Radio
TV
Internet

None

Newspaper

46.8%
25.4%
12.4%

9.2%

6.3%




What Medium or Service....

Energizes You

Radio
None
TV

Internet

Newspaper

49.1%
23.6%
12.3%
10.3%

4.7%




What Medium or Service....

Improves Your Mood

Radio
TV
None

Internet

Newspaper

57.4%
16.0%
11.4%
11.2%

4.1%




Listening to Radio More, Less or the Same?

More 30.0%
Same 55.1%
Less 20.5%

Net +9.5%




Listening to Radio More, Less or the Same?

Total + 9.5%
Shoppers +11.9%
Under 18 +18.0%
18-34 + 8.5%
35-54 +12.5%
55+ + 6.1%

Streaming Music Usage on Smartphones Growing

Listening to All Music Sources — Radio streams, Pandora, Etc.

Weekly 39.3%
Daily 25.4%

1+Hour Daily 16.5%




AM/FM Radio on Other Platforms

Hour
Daily or More
On Computer 46.4% 36.2%
(incld laptop/tablet)
On Smartphone 23.0%" 18.1%

* of Smartphone owners




Would Listen to Radio More If....

oty overy Uiy | o | <18 1330 | 350 | ssr

It Had Fewer Commercials 61.4%
You Can Skip Songs You Don’t Like 54.6% 64.1% 65.1% 54.7% 43.8%
You Can Control the Music 56.1%  61.5% 63.9% 56.5% 47.8%
Watch Videos of Songs as They Played 33.5%

Favorite Personality Was on Longer/More Often 34.7%
There was more/better News and Information 35.5%

If You Could Rewind Commercials 21.0%




Which Are Important Parts of Your Community?

TV Stations 78.7%
Radio Stations 78.6%
Newspaper 67.6%

Internet Sites 59.3%




Ever Purchased an Item or Shopped at a Location
You Heard About First on...

Yes%
TV 69.2%
Radio 58.8%
Website 49.0%
Newspaper 45.6%

Facebook 22.2%




What Medium or Service....

Has Ads That are Honest and Believable

Radio 23.3%
TV 18.9%
Newspaper 15.1%
Internet 9.5%

(None 33.2%)




Show This to Your Agencies!

Total Agreement with the Statement Total <18 18-34 35-54 55+

| would be very disappointed if my favorite radio

. 61.6% | 60.0% | 62.0% | 62.7% | 59.6%
station went away

| would be very disappointed if Facebook went
away

44.7% | 53.3% | 54.2% | 44.7% | 33.9%

Eric& Kathy WTMX/Chicago

\f‘lEr 36 hours, you hELpEd us rAIsE $1,722,153.36 for ThE Ann & Robert H.
Lurie Children's Hospital of Chicago! €hE€k ouT ALL of pICTUrEs In our Photo
Gallery And don'Tmiss Any of ThE Radiothon 2012 Videos

Here are some thoughts about how broadcast radio might plan its next set of moves:

* This isn’t about starting a personalized music service on your website. Pandora, Apple,
and Spotify can and will do it better.

* It is about thinking how radio brands can provide a unique and welcome service that is
different from what they get from pure-plays.

* This is yet another call for broadcasters to clean up and improve the streaming
experience, whether it is cleaner ad insertion, less buffering, more commercial-free
programming, higher bit rates, or other solutions that make radio brands more
competitive - or at least on an equal footing in a streaming environment.



*  Programmers need to be incentivized for their streams and they need to start
monitoring them for quality and reliability.

And that leads to a series of questions that need to be asked at The Radio Show and
other conferences, at company meetings, and inside every station and cluster in America:

1. What are radio’s defining differences - today and down the road? What can a local FM
radio station offer that consumers cannot get from a pure-play? What is broadcast
radio’s “why?”

2. What role does a personality/concierge play in the consumption of music - and how can
radio brands leverage that advantage?

3. How can a local radio brand better cater to advertiser needs and produce results in
ways that global pure-plays cannot?

4. How can radio better serve the emotional needs of the audience by providing
programming, services, and even companionship that goes beyond what a pure-play can
offer?

5. How can radio offer better experiences to its audience - unique opportunities to
interface with the music and those who make it?

6. And finally, how can radio improve the overall CX - the customer experience -
whether it’s answering the phones, social media acknowledgement, or showing up for
local civic and charitable events?

Lee Clow is one of the great creative minds in last 25-35 years

From: Lee Clow [mailto:lee@mediaartslab.com]
Sent: Wednesday, June 17, 2009 3:48 PM

To: McCurdy, Bob

Subject: Re: Mag Article

HEy, Bob.

RaAdlo Is:

IT's INTIMATE LIKE TWITTES.



ITs ConVvErsAmonAL LIKE FACEboOK.

ITCANn produ€E humor And ouTtAgEOUSNESS (ALDEITIN your mind) LIKE
YOUTubE.

ITCAn bE mEAsUrkEd. \nd ITCAN bE COSTEfECTIVE. SEEMS LIKE 4 no-
brAInEr.

By Carl Marcucci on Sep, 18 2012 with Comments 0

Arbitron’s September 2012 RADAR 114 report shows radio’s audience increased slightly
year over year by 249,000 persons aged 12+, representing nearly 93% of the population.

Young radio listeners were largely responsible for the YOY increase, with Adults aged
18-34 showing the largest gain in weekly listeners, adding more than 800,000. Persons
aged 12-17 increased slightly also. Radio continues to reach 91% of this demo. Adults
18-49 and 25-54 showed YOY declines in weekly radio listening, largely due to shifts in
the composition of the population versus last year. Radio attracts 126 million adults aged
18-49 and 119.6 million adults 25-54 on a weekly basis.

Radio’s diverse listener base saw a big jump in the September 2012 RADAR study
compared to the September 2011 study. The number of Hispanic weekly radio listeners
saw impressive increases across most demographic segments.

Radio’s Hispanic audience aged 12+ grew by more than 2.5 million versus the September
2011 report. Radio reaches nearly 95% of Hispanics aged 12+. Hispanic Teens aged 12-
17 showed an impressive increase over the past year, rising by more than 300,000 weekly
listeners.

The Black (non-Hispanic) audience also show significant gains. Radio among Black
(non-Hispanic) listeners aged 12+ grew by more than 975,000 versus September 2011.
Radio reaches 93% of the Black (non-Hispanic) population. Black (non-Hispanic) adults
aged 18-34 showed the most gains, adding nearly half a million average weekly listeners
versus last year.



The adult 25 to 54 Black (non-Hispanic) demo also showed impressive gains with an
increase of more than 280,000 weekly listeners.

More than 95% of adults aged 25-54 with a household income of $75K or more and a
college degree tune in to radio on a weekly basis, that’s 25.6 million listeners in this
demographic. Also, nearly 69.7 million, or 94%, of Adults 18-49 with a household
income of $75K or more tune into radio on a weekly basis.

Radio’s so-called “Money Demo” is also its biggest user. A fresh analysis of national listening
habits finds nearly one-in-five radio listeners (18+) are heavy users of the medium. Heavy
users are defined as spending 180 minutes a day or more during a typical day — or 21
hours or more per week — tuned to the FM/AM dial. While young adults (18-24) make up
11% of heavy radio users, in the 25-54 demo sought out by advertisers, three-fifths are
categorized as heavy radio listeners. The report also shows there are some regional
differences. The South makes up 31% of radio’s heavy users, followed by the West (28%),
Midwest (21%) and Northeast (20%). Along racial lines, whites under-perform the overall
population but blacks and Hispanics both outperform. Research Director Inc.’s analysis of
The Media Audit data also shows that in PPM-measured markets, P1 listeners represent
20% of a station’s cume and 63% of a station’s AQH audience. The results were laid over
the top of The Media Audit’s qualitative data to show such things as frequent fast-food
consumers are 42% more likely to be heavy radio users. And mattress shoppers are 24%
more likely to be heavy radio users. “We have always known that heavy users of any
media product are important to that medium’s long-term success,” Research Director
president Charlie Sislen says. “Now we can show — in great detail — what kinds of
consumers these people are.”

Canadians up TV watching, radio listening and downloading
from the Internet

September 4, 2012. 12:45 pm « Section: Digital Life, STAFF
Posted on Jul 28, 2012

Predictions about the death of traditional television and radio are greatly exaggerated —
at least in Canada where consumers are spending more time watching TV and listening to
the radio .

According to the Canadian Radio-television and Telecommunications Commission’s
annual Communications Monitoring Report released today, TV watching was up slightly
at 28.5 hours a week in 2011 from 28 hours a week in 2010 and radio listening crept up a
fraction, to 17.7 hours a week from 17.6.

But all the same, Canadians are using the Internet more, upping the amount they
download every month — whether it’s watching movies or video chatting with the



grandchildren. Last year Canadians downloaded more than 20 per cent more from the
Internet every month than they did in 2010.

Typical CPMs By Medium
Dollars

17.5

Total 18+

50.5

Adults 18-34

32.0

Adults 25-54
Network Spot (100  Celebrity/ ~ Mass Dual Travel Broadcast Cable Newspaper Out-Of-
Markets) Entertainment Audience Networks Home
Radio (:30) Magazines Television
(P4C) (Prime-Time
:30)

Source: Media Dynamics, 2011
Note: TV figures are based on upfront estimates. Newspaper figures for B&W mag. size for top 40 market papers. OOH figures for 30-sheet poster in top 50 markets.

Typical CPMs By Medium
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The Social

Network

Called Radio is On a typical day in the USA, of people 18-34:
Bigger

Than the

Social = 85% more will use Radio than will go to facebook

Network (49.0 vs 26.4 million)

Called

= 100% more will use Radio than will go to Google
Search (49.0 vs 24.3 million)

Facebook
Among Adults
18-34 .

215% more will use Radio than will go to Youtube
(49.0 vs 15.6 million)

= 1430% more will use Radio than will go to Twitter
(49.0 vs 3.2 million)

Every day, about 70% of people 18-34 invite Local
Radio to be a major part of their lives. Let Radio
connect you with our listeners.

Sources: comScore Inc Ratings for April-June 2012 Average Unique Visitors 18-34; RADA June 2012, persons 18-34, 6A - Mid n

On a typical day in the
USA, of people 18-34

more will use
Radio than will go to
Facebook

more will use

Radio than will go to
Google Search

more will use
Radio than will go to
YouTube

more will use
Radio than will go to
Twitter

Radio Facebook  Google YouTube Twitter

Persons 18-34 in millions

Source: comScore Inc Ratings April-June 2012, RADAR June 2012, P18-34, 6A-12M



The Social

Network

Called Radio On a typical day in the USA, of people 25-54:
is

Bigger Than

the Social = 130% more will use Radio than will go to facebook
Network (92.1 vs 40.1 million)

Called
Facebook = 135% more will use Radio than will go to Google Search
(92.1vs 39.0 million)

Among
Adults 25-54

= 400% more will use Radio than will go to Youtube
(92.1 vs 18.5 million)

= 3070% more will use Radio than will go to Twitter
(92.1 vs 3.0 million)

Every day, 73% of people 25-54 invite Local Radio
to be a major part of their lives. Let Radio connect
you with our listeners.

Sources: comScore Inc Ratings for April-June 2012, Average Daily Unique Visitors 25-54; RADAR June 2012, persons 25-54, 6A-Mid

On a typical day in the
USA, of people 25-54

more will use
Radio than will go to
Facebook

more will use
Radio than will go to
Google Search

more will use
Radio than will go to
YouTube

more will use
Radio than will go to
Twitter

10 3.0

Radio Facebook  Google YouTube Twitter
Search

Persons 25-54 in millions -

Source: comScore Inc Ratings for April-June 2012, Average Daily Unique Visitors 25-54; RADAR June 2012, P25-54, 6A-12M



The Social

Network . .

Called Radio On a typical day in the USA, of people 12+:
is

Bigger Than

the Social = 180% more will use Radio than will go to facebook
Network (179.9 vs 64.6 million)

Called

Facebook = 200% more will use Radio than will go to Google Search
(179.9 vs 60.6 million)

Among
People 12+

= 4559% more will use Radio than will go to Youtube
(179.9 vs 32.5 million)

= 2000% more will use Radio than will go to Twitter
(179.9 vs 6.0 million)

Every day, about 70% of people 12+ invite Local
Radio to be a major part of their lives. Let Radio
connect you with our listeners.

Sources: comScore Inc Ratings for April-June 2012, Average Daily Unique Visitors 12+; RADAR June 2012, persons 12+, M-Su 6A-Mid;

[

On a typical day in the
USA, of people 12+

more will use
Radio than will go to
Facebook

more will use
Radio than will go to
Google Search

more will use
Radio than will go to
YouTube

more will use
Radio than will go to
Twitter

Radio Facebook  Google YouTube Twitter

Persons 12+ in millions -

Source: comScore Inc Ratings for April-May .2012, Average Daily Unique Visitors 12+, RADAR June 2012, P12+, 6A-12M

Clearly, Dunkin’ is pushing into mobile and social media. How is your marketing
strategy for 2012 and 2013 changing?

A:John Costello Dunkin CMO: Dunkin’ is fortunate, because we’re still getting a
strong ROI on traditional media like television, radio, outdoor and in-store POP. We’re



somewhat different than some other marketers who shifted into interactive marketing
because it no longer works. We conduct fairly sophisticated analyses across all media,
and then adjust our plans based on that ROI. So while interactive, mobile and social are
growing at a faster rate than traditional marketing tools, they’re earning their way into the
marketing plan through the ROI that they provide. You won’t see a wholesale shift to
those media. Traditional media still represent over half of our total marketing budget.

The Whole Story: Moms, Radio And Recency
by Mike Bloxham, 6 hours ago

Radio has been such a major part of our lives for so long that it’s easy to take it for
granted. This USA TouchPoints analysis looks at how exposure to radio correlates with a
range of life activities throughout an average day of American moms. The findings tell a
long tail indeed.

The cross-section of activities accompanied by radio listening by at least some moms
illustrates the extent to which daily life is led to it’s own soundtrack. Whether talking and
chatting with others, commuting, eating, working, doing housework, radio has a
presence.

This ubiquity of location and social setting is perhaps matched only by mobile media,
where it is almost certainly more readily expected to be found. This proximity to such an
array of activities provides a platform for leveraging the recency effect in relation to
things like shopping, time with children etc.

This analysis clearly supports other research that points to the correlation between time



to the radio.

Moms, Radio and Recency
What Are Mothers* Doing While Listening To The Radio?

spent in the car and time spent listening

2.0

18110

*Ages 18-64
< 5 Source: USA TouchPoints 2012.1

\n AnALyslIs of radio LISTEnIng dATA from \rblTron shows ThE mEdium
Is hoLding up VEry WELL, pArfICULArLy oVEr ThE pAsT 3 yEArs In spITE of
digiTAL Audio ALTErnAMIVEs. From 2009 1o 2011, wEEKLY rEACh Is OVEr
95% for AJVErNsErs’ mosTImporTAnT dEmogrAphi€s {\1 8-49 And \25-
54), And usAgE Is oVEr 2 hours pEr day.



Nearly Everyone Uses Radio.
In Real Time. Every Week.

$31%  o2.1% o35% 9o3%  951% 96.0% 94.1% 955% 957% 95.5%

100.0%
90.0%
80.0%
70.0%
60.0% -
50.0% -
40.0% |
30.0% |
20.0% |
10.0% |

0.0%

-___

P12+ P12-24  P18-3¢  P2554  P35-64 Hisp18-49 AA/BIk18- W25-54 A18-49 Col P18-49Col M25-54
a9 Ed, HH Ed Emp
$75K+

Weekly Radio Usage

II(ATZ AADID GROUP

Source: RADAR December 2011



Radio is #1 reaching medium from 6a-5:30p
among Employed Adults 18-34

% Weekly Reach by Medium Mon-Fri

66% 63%

6a-10a 10a-3p 3p-5:30p

BTV ®mAM/FM Radio

TV includes live and time-shifted

Source: 2012 USA TouchPoints

Radio is #1 reaching medium from 6a-5:30p
among Employed Adults 25-54

% Weekly Reach by Medium Mon-Fri

70%

6a-10a 10a-3p 3p-5:30p

mTV = AM/FM Radio

TV includes live and time-shifted

Source: 2012 USA TouchPoints



Radio is #1 reaching medium from 6a-5:30p
among Employed Adults 35-54

% Weekly Reach by Medium Mon-Fri

71%

6a-10a 10a-3p 3p-5:30p

=TV = AM/FM Radio

TV includes live and time-shifted

Source: 2012 USA TouchPoints

(co/ﬁ/ﬁsNr. ™IS IS I/ﬁPOR'I\N'I'DUE TO BOTH THE \UTHOR \ND
™HE RESE\RCH. /ﬁIKE BLOXHV IS \/ﬁUcH RESPECTED
RsSs\RcHER. KEY 1\KE\WY HERE IS ﬂ—l\rR\DIO IS \BI.E TO
'I\RGET—IN-'Il/ﬁE \ND RQ\cH LISENERS WHEN THEY \RE CLOSETO
PURcH\SE- RECENCY \ND PROPINQUITY)

7/12 The Whole Story: Breakfast Media

by,/llkE BLoxhAm

BrEAKfASTIN \mErICA hAs €hAngEd bEyond rE€ognimon sSINCE ThE ‘50s
And ‘60s. This US\ Tou€hPoInTs AnALysls (SEE bELow) shows ThE



rEACh of dIffErEnT mEdIA wWhILE pEOpLE ArE prEpAring or EATIng A mEAL
bETWEEN 5:00 And 11:00 A.m. ThroughouTThE WEEK.

WhAT, whErE And whEn WE EAT brEAkfAsTTodAy €ouLd noTbE morE
diffErEnTfrom ThE domESTIC IdyLL of yESTEryEAr. BrEAKfAsTIS no
LongEr €onfinEd To ThE homE And ITCErTAINLY Isn’T A whoLE fAMILy
AftAIr. /ﬁorE ofTEn ITIs A MEAL EATEN In ShifTs by dIffErEnTfAMILY
MEMbErs As ThEy pAss Through ThE KITEhEn. OThErs EAT AT work or on
ThE wAy ThErE. STArbu€ks Is As mu€h A pArT of ThE brEAKfAST
LANdSCApE As ThE CErEAL box And ThE dEsk Is As ImporTANT As ThE
brEAKfASTTADLE.

WiTth ThATINn mind WE LookEd ATThE 5:00 To 11:00 A.m. window And
COrrELATEd MmEdIA usg with whEn pEOpLE rEporTEd prEpAring or EATINg A
MEAL. ThE ChArTbELOW ILLUSTIATES ThE Top fIVE mEdIA As ExXprESSEd In
TErms of dAlLy rEACh (In€Luding wEEkdAys And WEEKENdS).

Breakfast Media

Top 5 Media Used During Meal Prep And Eating

Television
72%

Computer

319% Mobile

31%

Print’
11%

Source: *Average Daily Reach, SAM-11AM,
USA TouchPoints 20121 teal Prep and Eating




ThE mix of mMEdIA And ThEIr rEACHh Is MOSTLIKELY hEAVILY
InfLUENCEd by ThE rAngE of Lo€ATIons In whi€h pEOpLE EAT
brEAKfAST. From ThE morE TAdIMonAL homE SETIINg To ThE OffICE,
ThE CoffEE shop or EVEn In ThE €Ar, EACh providEs A dIffErEnT
mEdIA mICroCLIMATE of ITS own wWhErE dIffErEnT mEdIA
hIErAr€hIEs prEvAIL with €orrEsponding opporTUnimEs To dELIVEr
CONTEXTUAL rELEVANT MESSAQES To A morE rECEpTVE (food-
orlEnTEd) €onsumEr.

TV domiInATEs ThE homE, whi€h WILL bE ESpECIALLY rELEVANT for
WEEKENd brEAKfAsTS buT ALso for wEEKdAys As pEOPLE CATCh
NEws, WEAThEr And LIfESTYLE progrAms bEforE LEAvIng ThE
housg. Kids TV wiLL ALsSO pLAy A roLE hErE. This domInAnCE
mEANns ThATTV dELIVErs 72% of pEopLE who ArE prEpAring or
EATINg brEAKfAST.

RAdlo, €ompuTEr And /ﬁoblLE PhonEs ALL COmE In A dISTANT
sECond To TV buTwith RAdlo (36% REACh) jusTAhEAd of
compuTer (31%) And /ﬁobn.s PhonE (31%). WhILE ALL of ThESE
ArE sTrongLy AssOCIATEd with mEdIA usg whILE working And €4n
probAbLy bE LINKEd To brEAkfAsT€onsumpTion ATThE workpLACE
— WhEThEr In ThE €CommunAL EATINg ArEA or As A bowl of CErEAL
ATThE dEsk — RAdIo ALso bENEfITs from bEIng sTrong In ThE homE
And pArmCuLArLy In ThE €Ar for ThoSE TAKINg AdVANTAQE of ThE
drivé Through QSRs, CoffEE Shops ETC.



FInALLy, PrinTwith 11% REAChH of This group mAINnTAIns A
rESpECTADLE showing. F\s A mEdium ThAT rEquIrEs morE diIrECT
ATEENTION ThAn somE oThErs And mu€h of whi€h Is nEws
orlENTEd, ITIS WELL-SUITEd As A brEAKfASTmEdIum — pArTICULArLy
In sITUATons WhErE ThE rEAdJEr Is rELATIVELY undISTFTACTEd And
ADLE TO Absorb EdITorlAL And AdVErTisIng.

Data From Alan Burns Study titled, “Here She Comes 2012”

(coﬁ/nENr. THE KEY TO THIS \R‘IICLE IS THE TMLE. WE /ﬁUSr
cO /ﬁ/ﬁu Nlc\na ™IS F\R \ND WIDE \ND CORRECTTHE
INCORRECTPERCEPTION TH\TLIS'IENERSHIP IS DECRE\SING)

Survey: radio listening isn’t decreasing, it’s just shifting devices.
From moviEs To TV To books, produ€Ts Enjoy INCrEASEd €onsumpTion

whEn ThEy bECOME AVAILADLE In morE pLACES. NEw dATA from A

NATIONAL survEy of fEmALE rAdio LISTEnErs AQEd 15-54 shows A sImILAr
SCEnArio for rAadio. WhILE sELf-rEporTEd €UME And TIME SpENT

LISTEnINg To broAd€AsTrAdIo on an-over-the-air receiver fELL from

LASTyEAr's LEVEL, boTh mETHCS rosE for LISTEnIng TO broAdCAsT

STTEAMS onLINE And on €ELL phonEs. ThE onLINE sTudy €onduCTEd by
\un Burns And \ssoCM‘lEs In/ﬁﬂy Among A sAmpLE of 2,010 womEn
ConCLuUdEs ThAT radio LISTEnIng Isn’T dECrEAsIng, IT's jusTshiffing

dEVICES. LISTENINg TO rAdio on €ELL phonEs Is bE€oming signifiCANT
with 13% of womEn rEporTing LISTEning Tbv/F/ﬁ rAdlo on ThEIr CELL
phonE VIrTUALLY EVEry dAy, up from 8% LASTyEAr. OnE In four LISTEN
dAlLy TOo broAd€AsTrAdIo onLINE, ThE SAME numbEr ThATLISTEN dAILy To




ONLINE €usTom musl€ sTTEAMS. SEVEN In TEn sAy ThEy TUNE In dAlLy VIA
An OVEr-ThE Alr rECEIVEr. On A WEEKLY bAsis, LISTEnIng To rAdio on A
CELL phonE nEArLy doubLEd from 15% To 26% whILE usAgE of
broAdCAsT STTEAMS VIA €COmpUTEr or LAPTop rosk from 34% To 43%
And WEEKLY OVEr-ThE-AIr Tuning dECLINEd from 95% To 87%.

\un Burns STudy bELOW:

ALAN

BURNDS

& ASSOCIATES




Women 15-54
AC & Top 40 Cumers
Age Proportionate to Combined Cumes

N=2,010

Interviewed May 2012
Online via SSI National Panel

D202 Azn Burns & Assocates

(COMMENT: IN THE SLIDE BELOW, RADIO, A 100 YEAR OLD
MEDIUM IS OUTPERFORMING A NEWDIGITAL DARLING,
TWITTER)



Usage

Compared to a Year or Two Ago

“More” minus “Less” Net
Facebook +18.0%
Internet Music Streaming +15.5%
Radio (Air or Online) +6.7%
+3.8%

Twitter

E2002 Alan Burns & Aszociztes




What is the Main Reason You Listen to Your

Favorite Radio Station?

.

Both the music and the morning show _ 25.8%

The morning show . 5.3%

Something else i 3.1%

Information you get j 2.3%

M Total

E2012 Man Burns & Ascociates

Extremely important slide:




Weekly/Daily Media Usage

Weekly % Daily %

2011 2012 2012
Listen to Radio on a Radio 94.6% 86.6% 68.7%
Listen to Custom Music Streams Online 39.2% 48.8% 25.8%
Listen to Radio on a Cell Phone 15.4% 26.2% 13.4%
Listen to Online Stream of a Radio 33.9% 42.7% 24.8%

£.2002 Mzn Burns & Aszociztes

(€0 /ﬁ/:ENr. SLIDE BELOW- WHILE LISTENING TO THE R\DIO IS DOWN
15 /ﬁlNUES FRO /ﬁ |$\S1'YE\R LISEENING TO R\DIO ONLINE OR ON \
CELLIS UP \N HOUR s\cH)



Media Usage

Time Spent Average Quarter Hour

2011 2012

TSL TSL
Watch Television 3:30 3:30
Use Facebook 1:45 2:00
Listen to AM/FM Stations on a Radio 2:00 1:45
Listen to Online Stream of AM/FM Station :30 1:30
Listen to AM or FM Radio on Your Cell 15 1:15

D2012 Aan Burns & Aszociates

(cO/ﬁflEN'l'. SLIDE BELOW- 13% OF RESPONDENTS TO THE BURNS
SURVEY INDIC\'IED THE LISTEN TO R\Dlo ON THEIR CELL D\ILY)



Cell Phone Listening

Becoming Significant

» Ever downloaded any app 89.9%
* Ever downloaded radio station app 49.3%
» Listens to radio on cell weekly+ 26.2%
» Listen to radio on cell ~ daily 13.4%
* TSL by daily cell listeners 1:15

Of those who've ever downloaded any app. All others = total sample.

©2012 Alzn Burns & Associstes L]

cO /ﬁ/ﬁENr. SLIDE BELOW- OVER\LL R\DIO LISTENING IS UP IN SPITE
OF LISENING 1O R\DIO ON \ R\DIO BEING DOWN \ BIT)



Radio Listening is Not Decreasing

It’s Just Shifting Devices...

Daily Listening to AM/FM Radio

2011 2012
On a Radio 79.6% 68.7%
___ X8gh ___ Xigh
= 637 = 481
|
Online 19.3% 24.8%
—x2gh ____xbgh
= 39 = 149
On a Cell Phone 8.2% 13.4%
x1gh x5gh
= 8 = 68
.|
Totals = 684 = 697 up 1.9%

©2012 Man Burns & Aszodates

The Radio medium is Rock Solid:

(COMMENT: RADIO’S AUDIENCE CONTINUES TO REMAIN STRONG,
REACHING EVERY AMERICAN REGARDLESS OF RACE ACCORDING TO
THE RADAR JUNE 2012 REPORT)

cOoLU /ﬁBl\, /ﬁD; Jung 12, 2012—\rbmon Inc. (NYSE: \RB)
Announ€Ed TodAy highLighTs from ITs Jung 2012 R\D\R@ 113
NATIonAL RAdIo LISTEnIng REporT. ThE rEporTshows radio’s AudIEnCE




INCrEASEd sLIghTLy VEAr oVEr YEAr by 590,000 pErsons AgEd 12 And
OLdEr, rEprESEnTIng nEArLY 93% of ThE popuLATIOnN.

In AddiTion To INCrEAsIng ITS AudIEnCE of pErsons AgEd 12 And oLdEr,
young rAdio LISTEnErs ALsO INCrEASEd sLIghTLy with pErsons AgEd 12
TO 17 AT22.8 miLLion WEEKLY LISTENErS. \duL‘ls AgEd 18 TO 34
showEd ThE LArgESTINCrEASE YEAr ovEr yEAr, Adding 845,000 wEEKLY
rAdio LISTENErs. \duus AgEd 18 To 49 And \duus AgEd 25-54
showEd yEAr ovEr yEAr dECLINES In WEEKLY rAdlo LISTEning. RAdIo
ATACTS 126.3 miLLlion AJULTs AgEd 18 To 49 And 119.9 miLLIon
AdULTS AgEd 25 To 54 on A WEEKLY bAsIs.

Radio’s Diversity
RAdIO’s dIVErsE LISTENEr bASE sAw 4 blg jump In ThE JunkE 2012

R\D\R sTudy €ompArEd To ThE Junk 2011 sTudy. ThE numbEr of
BLACK (non-HispAani€) And HispAni€ WEEKLY rAdlo LISTENErs SAW
IMprEssIVE INCrEASES ACross mosTdEmMographl€ sEgmEnTs.

ThE Junk 2012 R\D\R rEporTshows 4 signifiCAnTINCrEASE In
HispAni€ WEEKLY LISTENErs. RAdIo’s HispAni€ AudIEnCE AgEd 12
And oLdEr grEw by morE ThAn 2.5 miLLlon vErsus ThE Jung 2011
rEporT. RAdIo rEAChEs nEArLy 95% of HispAni€s AgEd 12 And
OLdEr.

HispAnicC \duL‘ls AgEd 25 To 54 INCrEAsSEd ThE mosToVEr ThE
PASTyEAr, Adding morE ThAn 1.8 miLLlon WEEKLY LISTENErS.
BLACK (non-HispAni€) LISTENErs ALso grEw YEAr OVEr YEAr,
gAining 1 miLLion WEEKLY LISTENErs AQEd 12 And oLdEr. RAdIo



rEAChES ApproxXimATELY 93% of ThE BLACK (non-HispAni€)
pOpULATION.

Radio Delivers Affluent, Educated Adults
ThE JunE 2012 R\D\R ILLUSTFATES rAdIO’s ADILITY TO ATITACT AffLUENT;

EJUuCATEd €onsSumErs. /ﬁorE ThAn 95% of AduLTs AgEd 18 TO 49 with 4
housEhoLd In€omE of $75K or morE And A COLLEQE dEQrEE TUNE In TO
rAdio on A WEEKLY bAsls, ThAT's 22.5 miLLIon LISTENErs In This
dEmographiC. \Lso, NEArLy 34 miLLion, or 93%, of \duL‘ls Aged 18
To 34 with A housEhoLd In€omE of $75K or morE TunE InTo rAdio on A
WEEKLY bAsls.

ThE R\D\R Junk 2012 REporTInCLUdEs dATA from ALL 48 \rblTron
PP /ﬁT"" MArkETSs. ThE survEy dATEs for R\D\R 113 WErE from /ﬁArch
31, 2011 'Ib/ﬁArCh 28, 2012.

(co/ﬁ/;ENr. ONEWAY TO VIEW THE 3 /ﬁ\JOR DI /ﬁS)

VIs \mErICA’s hobby: If you do AnyThing for 4 hrs/dAy, ITIs your rEAL
hobby, noTsomEThing ELSE you mighTdo A4 €oupLE of ImEs/WEEK

RaAdlio \mErlCll’s compaAnion: shAring ThE SAME mMomMENTIN TIME wiTth
AnOThEr LIving brEAThIng humaAn bEIng....bEINg €onNnECTEd TOo ThE OuTSIdE
workd. \LLows you To bE ALONE WIThouT bEIng LONELY



INTErNET. “mANAgE my LIfE box”

RAdIo VEry EAsy To USE. “EAsy” WILL ALwAys win. JusTTurn on ThE buTion
And ITs ThErE. Thumbing up or down And €rEATINg your own pLAYLISTIS
OffEn nOT As sAMsfying As A CUrATEd STATIoN- ITIs jusTnoTworth ThE EfforT
To A LoT of pEOpLE

(cO/ﬁ/nENr. /lE\NS SEVER\L THINGS. WE NEED TO POSMON THE
/15D|U /ﬁ /ﬁORE F\GESSIVELY WitH KEY DECISION AKES rH\N
EVER BEFORE. SECOND, WE NEED TO BE CONVERS\N'I'WITH HOW
PL\N NERS cH\N NEL PL\N. BE FvILI\R WitH THE cH\N NEL
PL\NNING 1\8 OF THE PRI/ﬁER)

Ad Industry Media Options Explode: From 8 in The 1970s To
100+ Today

“In ThE 1970s, ThErE WErE EIghTChoICES,” A€Cording To PATHEK QuiInn,
founder And €EO of PQ /lEdIA. “TodAy ThErE ArE morE Than 100, And 17
from mobILE ALONE,” hE AddEd.

QuInn sAld ThAT fragmEnTATIon of opTons, And ThE probLEMS IThAs
CAusikd In mAnpowEr, workfLow, Thinking And €ompAring mEdIA
opMons, Is ThE No. 1 €hALLEngE CITEd by PQ flEdM’s pANEL of
IndusTty LEAJErs ThATIT survEys pEriodiCALLY. BuTRAdIo €onTInuEs To

bE A VEry IMpOorTANT pArT of pEOPLE’S LIVES:

(COMMENT: RADIO IS A GREAT WAY TO REACH ON-THE-GO
MOM’S AS THEY TRANSTION FROM THEIR WORKS LIVES TO
THEIR LIVES AS MOMS)



Connected, multi-tasking moms balance digital media with radio and
other traditional media. Nearly nine in ten (86%) say they listened to
AM/FM radio in the last week. And radio is still the winner for new
music discovery but it’'s a much closer race with the web now. More
than four in 10 (42%) say they turn to radio first to learn about new
music, compared to 38% for the internet. With a demanding lifestyle,
moms choose media they can multitask with in morning drive. For
one third, that means radio, while another third prefer TV in the
morning and 28% pick the internet. Just 5% use newspapers in the
morning. Radio consumption rises for moms when they get to work.
Nearly half (45%) of moms employed full- or part-time listen to the
radio at work. Of them, nearly seven in ten (66%) do so on a regular
radio. But about two in 10 listen on their computer (18%) and another
15% listen on a mobile device at work. “Mobile devices are changing
the way moms listen to radio at work in 2012,” Edison VP Melissa
DeCesare says. A case study conducted by the Media Behavior
Institute last fall showed how interwoven radio is in the media habits
of moms. According to that study, radio reaches moms at several
activation points during the day: prior to shopping (late morning hours
until early evening), during meal prep (one of moms’ most consistent
and prevalent activities throughout the day) and while out socializing.
In fact, radio has 12% daily reach during meal prep time among
Millennial and Gen X moms and 13% among Boomer moms

Study: Single parents married to radio- 2011. At an Advertising
Week event a Wal-Mart marketing executive said the nation’s top
retailer has tweaked some of its advertising to spotlight single moms
and dads, who now make up 11% of the population. It’s an attitude
family-focused formats like adult contemporary may want adopt.
That’s because The Media Audit says its analysis of media usage
patterns show single parents are heavier radio users. The study
found single moms and dads spend 16% more time listening to radio
during a typical day compared to the general population. Put another
way, single parents listen to radio on average 2 hours, 49 minutes per
day. That’s nearly one-quarter their total daily media exposure. The
Media Audit says it’s not just radio — single parents also spend more




time watching television and using the internet. One reason is single
parents tend to be younger — more than half are in the 18-34 demo..
Surveys were conducted among almost 7,000 single parents across

The Media Audit’s 80 measured markets.

(co/ﬁ/ﬁsNr. \ccORDING TO J\COBS TECH SURVERY 8, R\DIO
Rs/ﬁ\nNs \ KEY P\RrOF PEOPLE'S LIVES)



jacobs media’s

wdrnuunr“vey

ALL FORMAT

Radio’s Digital Landscape Study

170 stations | 12 radio formats | 57,358 radio listeners

Media Usage Pyramid 2012

HD Radio (6%)
n-Car Entertainment System (9%)

M
e e Satellne Radio (15%)"

Using medium weekly or more ® tUsing mediaum 1+ hour per day ® APaid & trial users ® No Canadian stations included in the Pandora values




(€O /ﬁ/ﬂENr-R\Dlo LISTENERS DON’rH\VE TO BE BRIBED TO “LIKE’
S1\1|ONS ON F\CEBOOK. THE “LIKE’ S1\1|ON SyﬁPLY BEC\USE
THEY LIKEIM)

5/12 For Radio Listeners, Liking is Literal

May 1, 2012 INshareS

RAdIo LISTENErs who LIKE ThEIr STATIons on FACEbook ovErwhELmIngLy
do so ouTof 4 simpLE AffinITy for ThE STATon, finds JACobs /ﬁEdM In A
surviy of AbouT 57,000 rAdio LISTENErs In ThE US And €CAnNAdA rELEASEd
In \prlL 2012. OuTrof ThE 45.9% of rEspondEnTs who hAd LIKEd ThE
STAMons ThAT SEnTThEm ThE survEy on FACEbook, An ImprEssIVvE
84.4% sAld ThElIr mAIn rEAson for doing so wAs bECAUSE ThEy jusTLIKE
ThE STATIon. ThE NEXT-CLOSEST primAry rEAsons gIVEn WEFE 1o find ouT
AbouTCONCEITS And EVENTS (32.3%) And To pLAy CONTESTS (29.7%).
By €ompdrison, dATA from A /ﬁArkETForCE SsTudy ALso rELEASEd In
\prlL 2012 IndICATES ThAT Among US rEspondEnTs who rEguLArLy LIKE
ThE FACEbOOK pAQE of rESTAUrAnT, rETAIL, TTAVEL, EnTErTAINMENT, And
finAnCIAL SErvICEs businEssEs, ThE ChIEf rEAson for doing so Is To TAKE
AdVANTAQE of dis€ounTs And oThEr INCENTIVES (79%), foLLOWEd by
SEEINg JETAILs on SALEs And EVENTS (70%). (highLighTs uniquE
rELATMonship with LISTENErS.



Reasons for Liking a Radio Station on Facebook

(% of radio listeners who have liked the Facebook page of thelr radio station)

May 2012

events 3.7
on the station <
hosts, and personalities :
deals from station advertisers o
the station -
® Main reason Secondary reason * No reason at all

(€O /ﬁ/ﬁsNr- WHO S\YS PEOPLE \REN’TENG\GED WitH R\DIO?)

The Power of Radio: More than $1 million raised by Radio One
for kids’ charity. From LOCAL gospEL STATIONS TO ITS syndICATEd

progrAms, RAdlo OnE sAys A onE-dAy rAdioThon rAlsEd morE Than $1
miLLion during ITS fifth AnnuAL RAdIo CArEs for ST. Judg Kids nATIonAL
EVENT. ThE CompAny sAys 11 of ITS gospEL STATIons TOok pArTIn ThE
\prlL 5 EVENT As WELL As SyndiCAmon OnE's “YoLANdA \dllms
/ﬁornlng Show” And “€o€o BroThEr LIVE’ progrAms — ThE LATIEr rAising

A rEcord $250,00 during his four-hour EVEning show.



(€O /ﬁ/ﬁENr. SLIDE BELOW- THE /IEDI\N \GE OF THE HE\VY R\DIO
USER /ﬁ\u:HES THE /ﬁEDl\N \GE OF HE U.S. /ﬁORE CLOSELY
'I'H\N THE INTERNETOR 1V)

Ages of Heavy Radio Users Closest to Population; Heavy

Internet Users Skew Younger, Heavy TV Users Lean Older

Age Composition of...

Heavy Internet Users Heavy Radio Users Heavy TV Users
Median Age = 36 Median Age = 42 Median Age = 47

21%
20% 20%
18% 19%

Heavy Internet Users Heavy Radio Users Heavy TV Users

@adison E12-17 0O18-24 ®25-34 0O35-44 W45-54 B55-64 D65+ 2 ARBITRON
research i

£ 2012 Artitron Inc. and Edison Research page 59



Nearly Everyone Uses Radio.

In Real Time. Every Week.

Radio reaches over 92% of virtually every segment of the population. That
that has been true year after year and remains true today.
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Nearly Everyone Uses Radio.

In Real Time.

Total Hours Spent Listening to Radio Remains
Massive and Consistent
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Total Hours of Listening in a Month in Billions
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(cO/n/ﬁENr. PUTS F\CEBOOK USE IN PERSPECTIVE IN
REL\HONSHIP TO R\DIO- NOTCELOSE)

ThE AVErAgE FACEboOK usEr spEnds SEVEn hours pEr month using ThE
SOCIAL nETwork, A€Cording TO nEw comScore data. That’s half as

much time as the average person listens to radio in a week,
according to Arbitron. LOOKEd AT AnOThEr wAy, ThE AVErAgE pErson

SpEnds eight-times more MTME pEr monTh LISTEnIng To ThE rAdio ThAn
INTErACTIng on FACEbOOK.

(€O /ﬁ/;ENr. STUDY \FER STUDY SHOWS 1'H\1'PEOPLE
OVERS'I\'IE THEIR US\GE OF THE NEW \ND ¢OOL DEVICES.
THERE'S V\JOR DIFFERENCE BETVVEEN WH\TPEOPLE \CTU\LLY
DO VS WH\T'I‘HEY S\Y THEY DO)

WE'VE SEEn ThE SAME Thing In ThE 2008 NIELSEn €ounCIL of RESEAr€h
EXCELLENCE $3.5 miLLIon mEdIA sTudy: pEOpLE grossLy oVEr-rEporT
ThEIr usAgE of nEw TEChnoLogy And mEdIA ALTErnATMIVES And undEr-
rEporTThEIr usi of TTAdIMonAL mEdIA- SAnford €. BErnsTEIN & €o.
SEnlor AnALysTTodd JUENQgEr nOTES ThAT WhILE ThE pErCEpTIon Is ThAT
young pEOpLE ArE AbAndoning TELEvIsIon, "EVErybody ovEr-rEporTs
USAQE of INTErnET And MobILE vidEo And undEr-rEporTs usAgE of

TAdmMonAL TELEvIsIon." (WE €An subsTTUTE “rAdio” for “TELEvision” And

AbOVE WOULd STILL bE TFUE)



(COMMENT: USA TOUCHPOINT DATA IS SOPHISTICATED AND RICH DATA
AVAIALBE TO MARKETERS AND SALES ORGANIZATIONS. THE AVERAGE
TOUCHPOINT RESPONDER FILLED OUT THE APP ON THEIR SMART PHONE
16X/DAY- EXTREMELY ACCURATE. WHAT IS PARTICULARLY INTERESTING
ABOUT THIS DATA IS THAT IN SPITE OF ALL OF THE TECHNOLOGICAL AND
AUDIO OPTION PROLIFERATION OVER THE PAST 4 YEARS, THE RADIO
DATA IS VERY SIMILAR TO THE ETHNOGRAPHIC MEDIA STUDY
CONDUCTED BY THE COUNCIL FOR RESEARCH EXCELLENCE IN 2008)

New research enables us to get a deeper glimpse into how
people use broadcast radio. USA TouchPoints: The media
industry’s newest and most sophisticated research confirms

Radio’s importance.

In 2010, ThE CoALIMon for INNOVATIVE /ﬁadm /ﬁEAsurEmEnrchosE /ﬁEdm
BEhAvior INSTITUTE As ITS pArThEr In dEVELOpIng An INNOVATIVE,
ConsuMEr-CENTHE €ross-mEdiA ConTEXTUAL pLANNIng INMATIVE. cyﬁ/ﬁ
As IT's known, Is €ompriséd of mAny of ThE nATlon’s LArgesT And mosT
SOphiIsTICATEd AJVErTMISErs And AgENCIES. /ﬁEdIA BEhAvior INSTITUTE WAS
€hosEn primAriLy duE To ITs mEThodoLogy, ThE US\ TouChPoInTs 10
day EDlAry, whi€h uTILIZES A smArTbhonE App ThAThAd bEEn usid for
SUCCEssfuLLy for SEVErAL yEArs In ThE UK. \s mMANAgIng dIrECTor of
cyﬁ/ﬁ JANE CLArk STATEd, “WE SEAr€hEd ThE gLObE To find ThE mosT
€onsumEer-CEnTHE pLATform ApproAChEs---UK Tou€hPoInTs Is by far
ThE mosTC€omprEhEnsIVE And providEs ThE bESTwAy TO LInk €ross
mMEdJIA mEASUrEmENT And providE An undErsTAnding of mEdIA usAgE In
CONTEXT”

ThE primAry goAL of ThE sTudy wAs To EnAbLE AdVErMISErs And AgEnCy
PLANNErs To gAln A grEATEr undErsTAnding And ApprECIATIon of ThE
EnTIrE ConsumEr mEdIA EXpErENCE, 1.LE. whAT mood And mINndsETThE



C€onsumEr hAd whiLE €onsuming mEdIA And En€ounTEring AdVErTising
As WELL As WhErE And with whom ITbEIng €onsumEd

ThE US\ Tou€hPolInTs plLoTrAn 10 dAys from O€TobEr 1, 2010- /ﬁnrch
1, 2011, And €onsIsTEd of A sSAmpLE of 1,000 AduLTs AgEs 18-64, with
ThE AVErAQE pArmICIpANTINTErACTINg WITh ThE App 16 TIMEs pEr dAay.

ThE US\'I'DUChPoIn'Is findings supporTThE rEsulLTs of both
/ﬁlddLElbwn sTudiEs €onduCTEd by ThE CENTEr for,ﬂEdM DEsign AT
BALL STATE UnivErsiTy In 2004 And 2005, As WELL As ThE €CounC€lIL of
RESEArCh EXCELLENCE VIdEO €onsumEr AApping STudy, €ondu€TEd In
2008 from whi€h NIELSEn’s 360 DEQreE VIEw of \udlo UsAQE In
\mErICA WAs EXTTACTEd In 20009. \LL ThrEE sTUdIEs uTILIZEd
EThnogrAphi€ mEThodoLogy And ALL ThrEE €Con€CLUdEd ThATrAdlo

rEmAIns An EXTIEMELY VITAL And VALUEd pArTof mAny pEOpLE’s dAy. \
brief rECAp of somE of ThE INMAL findings foLLow:

*Radio reaches more Millennials, Gen-Xers and Boomers each

day and throughout the week than the four television networks,
NBC, CBS, ABC and Fox, combined.

*Radio is the #1 medium with Millennials, Gen-Xers and
Boomers who are employed full-time Monday-Friday 6:00 AM-
5:30 PM, far out-distancing TV, not just the 4 major networks.

*OThEr dIgITAL Audio ALTErNATIVES rEMAIN SUpPLEMENTS rAThEr ThAn
SUbSTITUTES. TYpPICALLY 85%+ of ThoSE ThAT USE ThEM ALSO LISTEN TO

v/F/ﬁ rAdlo



*RAdIO’s AppEAL within ThE \1 8-34 dEmo Is ro€k solld And
ApproximATELy EQUAL To ThAT of ThE gENErAL populLATion wWiTh \1 8-34’s
LISTENINng 2:21 mInuTEs/dAy To rAdlo VErsus 2:34/dAy for \1 8-64.

*\Lmos'l'onE-qulIr‘lEr (23%) of ThE AVErAgE \1 8-64’s dAILy TmE with
mEdIA Is spENnTwiITh radio, 19% with ThE INTErnET, 2% with ThE
NEWSPApPEr, 1% with mAgAzInEs And 55% with TELEvISIoN.

*RAdIo rEmAIns ThE solld #2 mEdium with ThE \1 8-64 A ND ThE \1 8-
34 deEmographic€.

*RAdIo domINATES NEWSpPApPEr (ONLINE + prinTEd) And mAgAzInEs
(ONLINE + prinTEd).

*/ﬁoblLE phonE Apps And mobILE WEb usAgE rAngEs AnywhErE bETWEEN
1/4 1o 1/3 of rAdio dAlLy USAQE.

Despite the nearly three year difference between the data
collection for the Nielsen Audio study in 2008 and the USA
TouchPoints study in 2012, radio’s metrics remain extremely
impressive and consistent.

(GRE\TPERSPEC“VE FRO /ﬁ \N'I'ONY YOUNG €EO /ﬂNDSH\RE.
WE SHOULD POSMON THE R\DlO/ﬁEDlu/ﬁ ™IS W\Y EVERY
CH\NCE WE GET)



How to Package Traditional Media to
New-Age Marketers

In My LAST ArNCLE for \d \gE, 1 WroTE AbouThow nEw-mEdIA
CompAnIEs WErE su€CEssfuLLy EmpLoying VEry TrAdITIonAL mEdIA

TACTICS TO gAIn A LArgEr ShArE of Ad spEnding.

1 ThoughTI'd fllp ThAT on ITS hEAd This WEEK, As ThE TECh, mEdIA And
MArkETIng workds €onvErgE ATThE €onsumEr ELECTronl€s Show In LAs
VEQAs.

OnE €oulLd ArguE TrAdITionAL MEdIA Too hAVE bEEN Too "TTAdIMonAL" In
how ThEy pITth ThEmSELVES, mAKIng ITToo EAsy for AJVErMISErs And
OThErs To pEg ThEm To ThE pAsT. PErhAps ThEy'VE bEENn doing
ThEmMSELVES A dISSErvIiCE. WhATIf wWE rELOOKEd AT A mEdlum su€h As
rAdio, using ThE slzzLE EmpLOYEd by ThE vEry bEST of SILICon VALLEy
To promoTE This 90-yEAr-oLd AdvErTising mEdium?

HErE's WhAT A sALEs pITCh for radio €ould Look LIKE.

LET mE INTrTodu€E you To 4 groundbrEAking mEdIA €hAnnEL, A mEdlum
with ThE poTENTIAL TO rivAL FACEbOOK As A nEw-mEdIA dArLIng...

A powerful mobile medium
This mEdium Is AVAILADLE on jusT AbouTEVEry mobILE dEVICE,

InCLudIng ThosE running \ndrold And IPhoNE OpErATIng sysTEms. ITIs
ACCESSILLE In 100% of TodAay's €Ars. This mEdium Is A powErful
ChAnnEL To ENngAQE VEry dESIrAbLE, hArd-To-rEACh And mobILE



MILLENNIALS. ITS disTHbuTion ALso EXTEnds To ouT-of-homE VENUES
InCLudIng rETAIL OUTLETS, fAsT-food rESTAUrAnTs, CAr dEALErships And
SporTs VENUES, mAKIng IT A powErfuL mEdium AT poInT of pur€hAsE.

Drives word of mouth
WE €An INCorporATE pErsonALIzEd brAnd mEssAgEs To our AUdJIENCE To

CrEATE buzz And word of mouTh. WE usg ThE CrEdIbILITy of our
CELEDTy AnnounCErs To drivE ThE €onvErsATion Around your brAnd,
rETAIL EVENTS And promoTonAL offers. WE ALsO WILL gENErATE
ConsumEr pArmiCIpATion And EngAgEMENT vIA brAnd-bAsEd
CompEMMonNS.

Hyper-local targeting
No nEEd for wASTEfuL nATIonAL €AmpAigns ThATCAN'T bE CusTomizEd

bAsSEd on your LOCAL rETAIL-STOrE disTHbuTon. Our mEdium gIvES you

ThE fLEXIDILITY TO TArgET AT A hypEr-LOCAL LEVEL. \WE €An ALSO dELIVEr
SPECIIC LOCALIZEd MmESsAgIng.

Delivers across multiple platforms
WE dIsTHbUTE ACross broAd€AsT, onLINE And MobILE dEVICEs. Our

mEdium Is ALwAys on.

Provides scalable campaigns
Our AdVErniSEr promoTions €An dELIVEr progrAms ACross LITErALLy

miLLlons of €onsumErs In A4 shorT pEriod of IME. Our mEdium hAs A
rEACh of nEArLy 300 miLLIon uniquEs In ThE U.S. A€ross 4 monTh. ThAT
MAKEs This mEdium biggEr ThAn FACEboOK.

A viable revenue model
WE OpErATE A frEE-CONTENT, Ad-supporTEd modEL ThATENsSurEs high



UPTAKE And ThAT our rESEAr€h €onflirms €onsumers prefEr ovEr A pAld-
subs€ripmon modEL. \dvEmsEr uniTs provide mArkeTeErs with 100%
conTroL of ThE mEssSAQE. WE ALso offEr AJVErTISErs A brAndEd ConTENT
modEL. WE wiLL work with AdVErTISErs To dELIVEr CusTomizEd €ConTENT
ThAT brAnds €An bE INTEQrATEd wWITh or ASSOCIATE wiTh.

YEs, ThAT's righT, I'm TALKIng AbouTTrAdIo ... A unlQUE MODbILE, hypEr-
LOCAL, muLT-pLATform €hAnnEL ThAT dELIVErs SCALADLE brAnd
MArkETing €AmpAigns for AJVErTISErs.

Now doEsn'TThAT mAKE rAdio SEEm jusT A LITILE morE INTErESTIng!

ABOUT THE AUTHOR
Antony Young Is ThE CEO of ﬂlndshﬂm North \mErICA, A WPP

MEdIA STFATEgy And INVESTMENT AQENCYy. HE rECENTLY pubLIShEd
"BrAnd /ﬁadm STATEQY," A PALgrAVE /ﬁacﬁll.un And \dvamslng \gE
pubLICATION AbOUTINTEgrATEd Communi€ATIons pLAnnIng In ThE

GoOgLE And FACEbOOK ErA.

(€0 /ﬁ/ﬁENr. LIKE THE €O /ﬁ/ﬁu NIC\lION cONTNUU /1
\N\LOGY...R\DIO BRIDGES W\ND POINTOF PURcH\SE.
\I.SO LIKE CONTEXTOF USE \ND /ﬁO/ﬁENrOF RECEPTIVITY.
PEOPLE \RE /ﬁORE OPEN TO RECEVE €O /ﬁ/ﬁERcl\L /ﬁESS\GlNG



WHEN THEY \RE REL\XED 1H\N WHEN THEY \RE IN \1\SK
FOCUSED/ﬁODE WHICH THEY F\RE SO OF®EN WHEN ENGF\GING
WiTH THE INTERNET)

Radio - Deserving Of More Attention?
by Mike Bloxham

I'VE wriTIEn bEforE AbouTmy VIEw ThATno mEdium INNATELY “dESErvES”
Any pArMCULAr shArE of Ad spEnd bAsEd on ThE AmounTof TImE pEOpLE
spEnd with IT. Nor shoulLd ThE sSImpLE mATIEr of AUJIENCE SIZE bE ThE
SOLE dETErmINANT ThAT drivEs budgET ALLOCATION.

OThEr VArlAbLES su€h As ThE context of consumption (WhErE And
whEn ThE mEdium Is ACCESSEd, the social setting, ThE usgr

EXPErENCEs And ThE INnTEr-rELATIonship with oThEr mEdIA by dAay pArT
ETC.) ALL go To Informing ThE ALLoCATIon of mEdIA budgETs And
yIELdIng A highEr rETUrn on INVESTMENT.

ThEn ThErE's ThE sImpLE fACT of how WELL A gIvEn SECTor doEs In
bulLding And rETAININg ITS shArE. This, of €oursE, Is ThE ULTIMATE
dETErmINANT of SUCCESS. In ThE ArEnA of MEdJIA SALEs, ITS dEVIL TAKE
ThE hindmosTAnd AnyonE who €An AChIEVE A ShArE ThATIS AppArEnTLy
disproporfionATE To ThEIr rELATIVE posiTion As A mEdium (or propErTy) Is
frEE TO do so -- ALL CrEJITTO ThEm. ThE noTlon of proporflonALITY hAs
no pLACE In This pArTICULAr mix.

BuTEVENn TAKINg INTO su€h poInTs InTo ACCounT, I STILL find ITCurlous
rAdio hAs -- for ThE mosT pArT-- bECGOmE An oVEr-LookEd mEdium for



mAny brAnds rELATIVE TO TV And EVENn TO mu€h smALLEr (buT pErhAps
NEWEr And morE shiny) mEdiA opporTunimEs, su€h As soClAL And
MODILE.

ThE poInT of €oursE Isn’'TThAT rAdlo -- or Any of ThE oThErs -- ArE

“‘DETIEr” ThAn ThE rEST. \ny mEdium €An onky bE fuLLy mAximizEd for
An AdVErMSEr WhEn ApproAChEd As pArTof A joInEd up mEdIA mix. BuT
whEn you €onsidEr ThE nEAr-ublquity of rAdio In mAny €onsumers’

LIVES, ITIs surprising ThATThE mEdilum h4s 1o fighTso hard for ITs

shArE of ThE pIE.

For EXAmpLE; with 79% of \mErICAn AJULTS using 4 CAr In Any ONE
dAy And 39% of v/F /ﬁ rAdlo LISTEning TAKIng pLACE In ThE CAr (WhErE
ThE mEdium fAr ouT-pACEs €Ds, SATELLITE And mp3s), ThErE IS CLEArLyY

A signifiCANT opporTuniTy To rEACh mAny AudIENnCEs AT KEy momENTs of

rECEpTVITY And dECIslon mAKIng.

\dd To This ThE fACTThAT rAdIo ouTsTHpPS ALL OThEr mEdIA €ombInEd In
TErms of rEACh In An AVErAgE WEEKLY morning (64-12noon) Among
AdULTs mAKIng pur€hAsEs In A QSR bETWEEN 12-12.30 p.m., And IT's
NOT dIffICULT TO jusTify ThE mEdilum’s In€Luslon on A CAMpAIgn pLAN In
ThAT SECTOr.

SImILArLY (And This Is AnOThEr EXAMpPLE, As AboVvE, TAKEN from US\
TouC€hPoInTs dATA), In ThE hour bEforE ThE EArLy AfTErnoon pEAK
shopping TIME of 1:30 p.m., A fuLk 34% of shoppErs ArE LISTENINg To
ThE rAdio for ATLEAST somE of ThAT hour -- signifiCAnTLY morE ThAn Any
OoThEr mEdium.



DoEs ThAT mEAN ThAT ThosSE oThEr mEdIA don'ThAVE A roLE To pLAy In
TArgETINng shoppErs with rELEVANT MESSAQES In KEy momENTs of

rECEpPTVITY? Of €oursk noT. But there’s a communications

continuum for any brand targeting a given consumer group, and
while TV might be further from the point of purchase and mobile
may be at the point of purchase, radio makes a pretty strong
case as the medium that bridges the two.

ThESE ArE jusT A fEw EXAMpPLES, buT As 1 LOOK ATThE dATA -- dATA ThAT
hAs mu€h morE 1o do with context of use And LIKELy moments of

receptivity ThAn with simpLE mEAsurg of TmE spEnT or rEACh ALONE --

1 CAn'ThELp wondEr why morE brAnds ArEn’T mAking bETIEr usk of A

mMEdium ThATCAn gETThEm TO ThE righT pLACE AT ThE righT TIME.

HAs ThE IndusTy bEEn sEduCEd by Things ThAT ArE simpLy nEwWEr And
morE shiny? Or Is ThE AbsEnCE of vidEo sufflCIENT 1O jusTify 4 brAnd’s
AbSENCE ATKEy TImEs In ThE dAay?

ThE foLLowing JETAILS Usk\lbuchpolms mEThodoLogy 'I'hA'I'/ﬁIkE
BLoxhAm rEfErENCEd AbOVE:




'&5 Background

i In April 2010, the Coalition for Innovative Media

i Measurement selected Media Behavior Institute as
its partner in developing innovative cross-platform
.. insights and metrics

Current Members

A+E Networks
AT&T

Belo

Carat

CBS Corporation
Comcast Networks
ConAgra
Discovery
Communications

Gannett

GroupM

Hearst

Interpublic Group's
Mediabrands
Microsoft

NBC Universal
News Corporation
Omnicom Media
Group

P&G

PepsiCo

Publicis Groupe
Scripps Networks
Interactive

Time Warner
Unilever

Viacom

The Walt Disney
Co.
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Media Behavior Instiltute"

WU T USA TouchPoints ©

What Is USA TouchPolnts?

*  USA TouchPoints is a rich, multi-
dimensional study of American
consumers' daily lives - including their
moods, emotional states and media
consumption.

*  Captures behavior in real time throughout
the day, helping marketers identify the
contextual factors that impact
consumers' recepfivity to their message.

*  Provides unrivaled insights with which to
develop more precise and relevant
marketing plans and communications

*  Innovative foundation for fusing other
media research sernvices

USA TouchPolnts Life Gontext Measures

Who they're with ... 9 different social settings

Where consumers are ... 14 different locations

How they feel ... mood and 18 emotional states

When they are doing it ... all waking hours of the day in

¥ hour increments
What they're doing ... 19 life activities
What media they're exposed to

What they buy, own, use ... based on their answers to
MRI's survey of the American Consumer

What kind of people they are ... psychographics and
litestyle from MRI

Syndicated Study Plans
* National probability sample drawn from GFK MRI's Survey of the
American Gonsumer

* Fielded Oct 2010 - Mar 2011 and Aug 2011-Dec 2011
* Sample size: 21,000 based on 2,000+ respondents

Using USA TouchPolnts for Gampalgn Planning
Data available through IMS, Telmar and Pointlogic
* Cross-tabbing and mapping
s Schedule A/F will be available after currency fusions are
complete

What oan you do with USA TouchPolnts?
+ Paint a complete picture of the consumer landscape

*= The “who, what, what, where and when”™ of consumer
behavior and the interplay of media exposure in time

+ Uncover details about contextual factors that influence
receptivity

* Target consumers in specific “need states” or moods
+ [Enhance custom databases and segmentation studies
+ Understand actionable and quantitative ethnographies

USA TouchPolnts Medla Govered

54 Broadcast and cable nefs

11 Program types
11 Radic formats

15 Website genres
+ Word of mouth

16 Magazine g }al-chPc:inls

§ Local/Mat'l newspapers

co/ﬁ/ﬁENr. THE SLIDE BELOW HIGHLIGHTS THE F\CTTH\'I'
VIR'I'U\LLY 70% OF THE \VER\GE 18-64'S n/ﬁs IS SPENTWITH
vlF/ﬁ R\DIO. NOTE 'I'H\T'I'HIS DOE NOTINCLUDE STRsquG OF
v/F /ﬁ CONTENTSO IT\C‘I‘U\LLY UNDERS'I\'IES R\DIO’S TRUE

\U DIENCE)



Below is taken from 2012 USA TouchPoints- AM/FM radio
continues to dominate the audio landscape-

AM/FM Radio comprises over two-thirds of the time
Americans spend with audio

Internet

Share of Daily Audio Minutes
Adults 18-64

AM/FM Radio
69%

12
Source: 2012 USA TouchPoints

AM/FM Radio’s share of audio usage remains
dominantthrough the day

% Share of Audio Usage by Source
Average Weekday - Adults 13-64

100%
w“ CD players
20%
0% P “internet
Streaming
10% 41
w Satellite
% radio
50%
wiPodor
40%
“AMFM
0%
Radio
20%
0%
0%
GOJAM TOJAM E00AM GO00AM 1000AM1100AMIZ0OPM 100PM 200PM J0OPM 400FM S00FM 600PM T00PM B00PN 00PN
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Source: 2012 USA TouchPoints



(COMMENT: ALL TOO OFTEN STUDIES INCLUDE EMAIL IN THE INTERNET
USAGE #’S. THIS SLIDE DOESN’T BUT INCLUDES ALL OTHER ONLINE
FUNCTIONS. FACTOR OUT EMAIL USE AND RADIO’S SHARE OF THE DAILY
MEDIA UNIVERSE IS DOUBLE THE INTERNET, WHICH BTW INCLUDES
USAGE ON MOBILE, TABLETS AND COMPUTERS)

AM/FM Radio comprises 's of the time
Americans spend with media each day

ewspaper|
2%

Share of Daily Media Minutes
Adults 18-64

Television
61%

Note: TVincludes time-shifted viewing; Internet excludes email, butincludes internet
usage via PC, mobile or tablet; Newspaper and Magazine includes digital readership.

19
Source: 2012 USA TouchPoints

(€O /ﬁ/ﬁENr. R\DIO IS \ STRONG #2 IN D\ILY n/ﬁa SPENTTO TV IN
SLIDE BELOW)



Among young Adults 18-34,
AM/FM Radio represents nearly 1/3" of their media day

Newspaper| agazines
0% 1%
Intern
17%
Share of Daily Media Minutes
Adults 18-34
Television
AM/FM
Radio
28%

Note: TVincludes time-shifted viewing; Internet excludes email, butincludes internet
usage via PC, mobile or tablet; Newspaper and Magazine includes digital readership.

Source: 2012 USA TouchPoints



|| AM/FM Radio [ Satellite Radio | Streaming [ iPod or MP3 [ CD Player

Base: Adults 18-64
Target: Age 18-24

Avg Day

(€O /ﬁ/ﬁsNr. ™IS IS \NO'IHER W\Y TO VIEW \uono us\es
\CROSS ™HE D\Y. R\DIO IS LIGHTBLUE DoﬁlN\ms \u. HOURS)
\1 8-24

o o © v o o
& &8 % % 3 94 2 o o

uonsaNd I WO JO JudIAd

Source:

\25-34



iPod or MP3 ] CD Player

Satellite Radio || Streaming

AM/FM Radio

11:30p-12a

11p-11:30p
10:30p-11p
10p-10:30p
9:30p-10p

9p-9:30p
8:30p-9p
8p-8:30p

7:30p-8p

7p-7:30p
6:30p-7p
6p-6:30p
5:30p-6p
Sp-5:30p
4:30p-5p
4p-4:30p
3:30p-4p
3p-3:30p
2:30p-3p
2p-2:30p
1:30p-2p
1p-1:30p
12:30p-1p

12p-12:30p
11:30a-12p
11a-11:30a
10:30a-11a
10a-10:30a
9:30a-10a

9a-9:30a
8:30a-9a
8a-8:30a

7:30a-8a

7a-7:30a
6:30a-7a

6a-6:30a

r o o
S 3 8 8 o
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Source:
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|| AM/FM Radio [ Satellite Radio || Streaming [ iPod or MP3

Base: Adults 18-64

Target: Age 35-44
Avg Day

\35-44

11:30p-12a

11p-11:30p
10:30p-11p
10p-10:30p
9:30p-10p
9p-9:30p
8:30p-9p
8p-8:30p

7:30p-8p

7p-7:30p
6:30p-7p
6p-6:30p
5:30p-6p
Sp-5:30p
4:30p-5p
4p-4:30p
3:30p-4p
3p-3:30p
2:30p-3p
2p-2:30p
1:30p-2p
1p-1:30p
12:30p-1p

12p-12:30p
11:30a-12p
11a-11:30a
10:30a-11a
10a-10:30a

9:30a-10a

9a-9:30a
8:30a-9a
8a-8:30a

7:30a-8a

7a-7:30a
6:30a-7a

6a-6:30a

It o o
S 3 8 8 o

w

<

uonsaNd I WO Jo JudIAd

Source:

\45-54



iPod or MP3 ] CD Player

Satellite Radio || Streaming

AM/FM Radio

11:30p-12a

11p-11:30p
10:30p-11p
10p-10:30p
9:30p-10p

9p-9:30p
8:30p-9p
8p-8:30p

7:30p-8p

7p-7:30p
6:30p-7p
6p-6:30p
5:30p-6p
Sp-5:30p
4:30p-5p
4p-4:30p
3:30p-4p
3p-3:30p
2:30p-3p
2p-2:30p
1:30p-2p
1p-1:30p
12:30p-1p

12p-12:30p
11:30a-12p
11a-11:30a
10:30a-11a
10a-10:30a
9:30a-10a

9a-9:30a
8:30a-9a
8a-8:30a

7:30a-8a

7a-7:30a
6:30a-7a

6a-6:30a

r o o
S 3 8 8 o

uonsaNd I WO JO JudId
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Source:
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|| AM/FM Radio [ Satellite Radio || Streaming [ iPod or MP3

Target: Adults 18-34
Avg Day

Base: Adults 18-64

11:30p-12a

11p-11:30p
10:30p-11p
10p-10:30p
9:30p-10p
9p-9:30p
8:30p-9p
8p-8:30p

7:30p-8p

7p-7:30p
6:30p-7p
6p-6:30p
5:30p-6p
Sp-5:30p
4:30p-5p
4p-4:30p
3:30p-4p
3p-3:30p
2:30p-3p
2p-2:30p
1:30p-2p
1p-1:30p
12:30p-1p

12p-12:30p
11:30a-12p
11a-11:30a
10:30a-11a
10a-10:30a

9:30a-10a

9a-9:30a
8:30a-9a
8a-8:30a

7:30a-8a

7a-7:30a
6:30a-7a

6a-6:30a

It o o
S 3 8 8 o

w <

uonsaNd I WO Jo JudIAd

Source:

\1 8-34

\1 8-49



iPod or MP3 ] CD Player

Satellite Radio || Streaming

se:
rget:

Day
AM/FM Radio

11:30p-12a

11p-11:30p
10:30p-11p
10p-10:30p
9:30p-10p

9p-9:30p
8:30p-9p
8p-8:30p

7:30p-8p

7p-7:30p
6:30p-7p
6p-6:30p
5:30p-6p
Sp-5:30p
4:30p-5p
4p-4:30p
3:30p-4p
3p-3:30p
2:30p-3p
2p-2:30p
1:30p-2p
1p-1:30p
12:30p-1p

12p-12:30p
11:30a-12p
11a-11:30a
10:30a-11a
10a-10:30a
9:30a-10a

9a-9:30a
8:30a-9a
8a-8:30a

7:30a-8a

7a-7:30a
6:30a-7a

6a-6:30a

r o o
S 3 8 8 o
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Source:




\25-54

Base: Adults 18-64

Target: Adults 25-54

Avg Day

|| AM/FM Radio [ Satellite Radio | Streaming [ iPod or MP3 [ CD Player

Percent of GfK MRI Question
= I -

(co/ﬁ/ﬁsNr. /ﬁONDF\Y-FRID\Y R\DIO’S Rd\cH EXCEEDS ﬂ-l\'I'OF
THE 4 AJOR TV NETWORKS \ND \u. OF THE c\BI.E NETWORKS

cO/;BuNsD (F\C'IORING OUTUNIVISION). eU /ﬁs F\UDIENCE BELOW
EQU\'IES 1,0) /ﬁON-FRI. 6\-12/‘|ID. THE SECOND €OLU /ﬁN IS /ﬁON-
FRI. 6\-6P. ™IS IS \ HUGE POINT,)




Age Summary: 18-24 Avg Mon-Fri Percent of GfK MRI Question Cume Audience |6:00 AM-6:00 PM
Which TV Networks were you watching, live or via DVR or Tivo?; ABC, NBC, CBS, Fox 432 21.2

All Cable Nets live or via DVR or Tivo EXC Telemundo, Univision 60.1 37

How were you listening to the Radio or other Audio?: AM/FM Radio 53.5 479
Source: USA TouchPoints 2012.1 - Base: Adults 18-64

Age Summary: 18-34 Avg Mon-Fri Percent of GfK MRI Question Cume Audience |6:00 AM-6:00 PM
Which TV Networks were you watching, live or via DVR or Tivo?: ABC, NBC, CBS, Fox 49.9 286

All Cable Nets live or via DVR or Tivo EXC Telemundo, Univision 57.1 343

How were you listening to the Radio or other Audio?: AM/FM Radio 55.8 50.7
Source: USA TouchPoints 2012.1- Base: Adults 18-64

Age Summary: 25-34 Avg Mon-Fri Percent of GfK MRI Question Cume Audience |6:00 AM-6:00 PM
Which TV Networks were you watching, live or via DVR or Tivo?: ABC, NBC, CBS, Fox 51.2 29.5

All Cable Nets live or via DVR or Tivo EXC Telemundo, Univision 55 323

How were you listening to the Radio or other Audio?: AM/FM Radio 575 52.8
Source: USA TouchPoints 2012.1- Base: Adults 18-64

Age Summary: 35-44 Avg Mon-Fri Percent of GfK MRI Question Cume Audience |6:00 AM-6:00PM
Which TV Networks were you watching, live or via DVR or Tivo?: ABC, NBC, CBS, Fox 639 0.1

All Cable Nets live or via DVR or Tivo EXC Telemundo, Univision 60.3 364

How were youlistening to the Radio or other Audio?: AM/FM Radio 66 61.3
Source: USA TouchPoints 2012.1- Base: Adults 18-64

Age Summary: 45-54 Avg Mon-Fri Percent of GfK MRI Question Cume Audience {6:00 AM-6:00 PM
Which TV Networks were you watching, live or viaDVR or Tivo?: ABC, NBC, CBS, Fox 69.1 471

All Cable Nets live or via DVR or Tivo EXC Telemundo, Univision 62.9 85

How were you listening to the Radio or other Audio?: AM/FM Radio 63.1 588

Source: USA TouchPoints 2012.1 - Base: Adults 18-64




Age Summary: 18-49 Avg Mon-Fri Percent of GfK MRI Question Cume Audience (6:00 AM-6:00 PM
Which TV Networks were you watching, live or via DVR or Tivo?: ABC, NBC, CBS, Fox 573 3.7

All Cable Nets live or via DVR or Tivo EXC Telemundo, Univision 58.8 354

How were you listening to the Radio or other Audio?: AM/FM Radio 60.4 55.6
Source: USA TouchPoints 2012.1- Base: Adults 18-64

Age Summary: 25-54 Avg Mon-Fri Percent of GfK MRI Question Cume Audience |6:00 AM-6:00PM
Which TV Networks were you watching, live or via DVR or Tivo?: ABC, NBC, CBS, Fox 617 399

All Cable Netsive or via DVR or Tivo EXC Telemundo, Univision 59.5 3.8

How were you listening to the Radio or other Audio?: AM/FM Radio 62.2 5.1

Source: USA TouchPoints 2012.1- Base: Adults 18-64

Fact: \mErlCAns LISTEn TO 14.6 BiLLIon Hours of RAdIo EACh /ﬁon'lh

And ACcCording TO \rblTron, LISTENErs TUNE INTO rAdlo on AVErAgE 5

dAys pEr WEEK... on AVErAgE 3.4x pEr dAy.

Fact: /ﬁAny broAd€AsTrAdIo Audio COMpENTOrs INVOLVE MOrE SOLITAry

And INTTOSpPECTIVE LISTENINg EXpPErIENCES, WhErE ThE fAn pI€ks onLy ThE

musli€ hE or shE LIKEs. WWhEN LISTEnErs wANT morE soCIAL LISTEnIng

ExpErIENCEs, ThEy STILL Turn To rAdlo.

Wall Street’s view of radio may be slowly turning. BriLEy AnALysT

NICk €ApudAno sAys hE Thinks rAdio rEmAins “undErvALUEd” by ThE
MArkETS. €ApuAno sAys rAadio hAs bEEn “wrongLy LUmpEd In” with ThE




fAdIng nEwspApEr And dIrECTory businEss — EVEn Though ITrEmAIns A
“VEry rELEVANT AdVErTising mEdium” worth A frEsh Look. RAdIo’s rEA€h

And TIME spENT LISTENINg ArE STILL sTrong €ompArEd To oThEr mEdIA,
And CApuAno sAys ThE AudIENCE sIzE And rEACh for PAndorAa And
Sirlus X/ﬁ RAdIo pALE In €ompaArison To broAdCAST rAdio. “ThEy ArE
dwaArfed by ThE rEACh And TIME SpENT LISTEnIng TO rAdio,” hE TELLS
CLIENTS. “‘ALso, ThEy LACKk ThE AbILITy TO offEr AJVEMSErs ThE
CApPADILITY TO COST EffECTIVELY TArgET spECIIC dEmogrAphi€s In a

scalable way.”

SEVErAL quOTES of INTErESTThAT su€CINCILy posimon why radio
rEmAINS so populAr. Do noTknow ThE sourCE:

“‘RAdIo Is LIfE with 4 mi€rophonE, usid To IgnITE A €onvErsATIion with
As mAny INfLUENCErs As possIbLE, AToONE TIME. On rAdlo, SpokEn
words CrEATE A briEf SEnsSE of pErsonAL €onnECTon wiTh EACh LISTENEr,
In A wAy nEWEr mEdIA CAN'TrEALLY mATCh.”

\ LoT of pEOpLE don’ThAVE fASCINATINg LIVES. /‘Mny do ThEIr jobs for
ThE hEALTh InsurAnCE bENEfTS, ThEIr jobs don’TspEAK To ThEIr
SOULS...wITh radio you €An hAVE fun LISTENIng, ALONE In ThE workd

wiThouT bEIng ALONE...turn on the radio and your world gets

expanded.”




Fact: SupEr Sunday for RAdlo Too. NEArLy 8% of \mErlClIns CAught
ThE SupEr BowL on rAdio. For 23.1 miLLion pEopLE ThE SupEr BowL
WAS ALSO A rAdio EVENT. ThAT's how mAny LISTENErs TUnEd INTo ATLEAST
pArT of ThE gAME on ThE rAdio, A€Cording T DIAL GLobAL's Edison
RESEAr€h sTudy.

(€O /ﬁ/;ENr. rR\DmON\L /IEDI\- THE BESTW\Y TO GET\

/ﬁess\es OUTQUIEKLY \ND UNIFOR/ﬁLY)

(€O /ﬁ/ﬁENr. WHILE THE WORLD /IIGHTBE /ﬁORE DIGI'I\L HU /ﬁ\N

N\TURE \ND HU /ﬁ\N W\N1S \ND NEEDS H\VE NOT

cH\NGED....mS STLL \BOUTFULFILLING THESE NEEDS. DI1|\L IS
NOTHING /ﬁORE 1'H\N \NOTHER TO FILL rHE/ﬁ. NOTHING /ﬁORE,
NOTHING LESS)

(coﬁ/;ENr. LIKE THIS POINT)

Fact: RAdlo €onsumpTion Is pErCEIVEd pOSITIVELY- UNLIKE TV:
INTErEsTIngLy, of ALL mEdIA, TV In pArMICULAr Is SEENn by SOME As A
POTENTALLY “hArmful” mEdium: pEOpLE OfTEn fEEL ApOLOQEMC oOr

dEfEnsIVE AbouTThE AmounT of TmME ThEy spEnd wATEhing TV. RAdlo
on ThE oThEr hAnd Is ofTEn SEEn As hAving A poSIMVE roLE In pEOPLE’S
LIVES - KEEpIng ThHEm €ompAny, giving ThEm InformATion And ALLAyIng
fEELINngs of LOnELINESS or IsoLATon. No onE hAs EVEr sAld Too mu€h
rAdio mighTbE hAarmful.



Fact: RAdIo Is dIffErEnTfrom PrinT. RAThEr ThAn bEINg LIKE NEWSpPApPErs

And MAgAzInEs, rAdio Is fAr morE LIKE TELEvIsion. SImILAr To TV, rAdlo
Is Ad-supporTEd And frEE To €onsumErs, WhErEAs prinT, whiLE Ad-
SUppoOriEd, ALso €hArgEs subs€ripTon fEEs, whi€h hAs €onTHbuTEd To
ThEIr probLEmMS. \ddl‘llonALLy, UNLIKE prinTAnd nEWSpPApPErs drasTiC
dECrEASE In pENETrATION, rAdlo hAs suffErEd no AudIENCE JECLINE.

(€O /ﬁ/leNr. THERE IS V\LUE TO LEMNG PEOPLE SO\K IN THE
cONENr\ND /ﬁESS\GlNG. STUDIES H\VE SHOWN 1'H\1'PEOPLE
WHO \RE /IORE REL\XED \u.ow /ﬁESS\GING THROUGH THER
DEFENSES. THIS /IESS\GING IS \BSORBED P\SSIVELY \ND
yﬁPuanY. FOR /ﬁORE \BOUTTHIS TYPE OF LISTENING €HECK OUT
THE CH\P'IER TNLED, “THE SCIENCE OF SOUND”.)

Fact: F\s AJVErmsEr spEnding €onTINUES To MorE CLOSELY rEfLECT ThE
AmounTof ATIEnTIon €onsumErs gIVE To IndividuAL mEdIA, EACh wiLL
fArE dIffErEnTLy. For EXAmMpLE, TV And rAdio ArE hoLding on To ThEIr

AudIENCE. OnE rEAson for This Is ThAT TELEvIsIon And rAdio rEmAIn ThE

onLy mEdiums WhErE ThE mMESSAQE IS STILL SITDACK, rELAX And LETuUs
EnTErTAIN you- “sodk In rAThEr ThAn SEEK ouT’. This Is InCrEdIbLy

AppEALINng proposimon T mAny pEOpLE In This fAST pACEd SOCIETY.

ThE foLLowing qUOTE by /ﬁIChAH. LInk, VP of /ﬁﬂhodoLogICAL
RESEAr€h ATThE NIELSEn €CompAny mighTbE SEVErAL yEArs oLd, buT
ThE 2012 US\ TouChPoInTs dATA And OThEr rESEAr€h €onfirm ITS



VALIAITY TodAy: “ThErE ArE A LOT of €riITICs OuTThErE who WANTTo WHTE
off broAd€AsTrAdIo, buTThis AnALysls of rEAL-TIME mEdIA
consumpTon shows ThATITCoNTINUES To pLAy A VEry sTrong roLE’.

Several 2012 USA Touchpoint slides follow. Radio
is powerful...note how Newspaper and Magazine
fare:

Radio is the #2 reach medium
..ahead of the Web, Newspapers and Magazines

% Daily Reach of Media 84%
Adults 18-64

56%

41%

6%

Magazines Newspapers Internet AM/FM Radio Television

Note: TVincludes time-shifted viewing; Internetincludes via PC, mobile & tablet;
Newspaper and Magazine includes digital readership.
Source: 2012 USA TouchPoints



Radio listeners spend significant time with it daily

Minutes
Per User

% Daily Reachby Medium
Adults 18-64

56%

a2

12%

6%

T T

Magazines Newspapers Internet AM/FM Radio Television

Note: TVincludes time-shifted viewing; Internet excludes email, butincludes internet
usage via PC, mobile or tablet; Newspaper and Magazine includes digital readership.
Source: 2012 USA TouchPoints

Even among young adults 18-34,
Radio is #2 in daily reach

% Daily Reach of Media
Adults 18-34

Minutes
Per User

79%

53%

45%

S
4% 4%

Magazines Newspapers Internet AM/FM Radio Television

Note: TVincludes time-shifted viewing; Internet excludes email, butincludes internet
54 Usage via PC, mobile or tablet; Newspaper and Magazine includes digital readership.
Source: 2012 USA TouchPoints



(co/ﬁ/;ENr. cONFIR/ﬁS 2012 \L\N BURNS STUDY- /10RE OUMLETS
Ls\Ds 1O /ﬁORE CONSU /ﬁPnON. WHILE R\DIO TSL IS HIGHER IN

THE /ﬁRn RESE\RCH R\DIO’S REL\“VE R\NK \s THE #2 /ﬁEDnu /1

O RE/ﬁ\nNS cONS'I\N'I‘)

ThE InfinITE DIAL 2011 sTudy: NAvIgATIng DIgITAL PLATform showEd ThAT

\mErlCAns ArE spEnding morE TTmME with mEdIA- An hour And 21
MINUTES MorE pEr ddy with mEdIA TodAdy Than In 2001. F\LL of ThE nEw
TEChnoLogy Is mAkKIng ITEASIEr To €ConsumE mEdiA And ThE 2011
ESTIMATES from /ﬁEdeArk RESEAr€h shows radio’s signifiCAnCE In ThE

MEdIA LANdSCApPE €onTINUES TO bE sTrong. IT's ThE #2 rEACh mEdlum
with dAILy LISTEnIng oVvEr 3 hours/dAy. ThE/ﬁEdeArk rESEArCh

showEd LowEr dAiLy rEACh for rAdio ThAn ThE NIELSEn CRE sTudy did
buT ApprECIAbLy LongEr TSL. (NEwsSpApEr And /ﬁAgAzInE dAlLy rEACh

fAr highEr ThAn Any OThEr sTudy WE'VE SEEn. OnE rEAson €oulLd bE ThAT
GfK /IRI Is ThE prinTIndusTy’s EquIVALENT of \rblTron- ALL OThEr
STudiEs show mu€h LOWEr UsAgE.)

Gfk MRI Media Day (2011)

Television Radio Internet Newspaper Magazines
% Daily Reach (A18+) 81% 63% 57% 41% 27%
Minutes per user 305 182 201 72 74
Hrs:Min/Day 5:05 3:03 3:22 1:13 1:15




(€O /ﬁ/ﬁENr. WhILE SOCIAL mEdIA €onTINuEs To gArnEr A LoTof
ATEENTION, broAdCASTrAdIO’s pOPULArTY €onTINUES To dwArf somE of

ThE INTErNET's And SOCIAL MEdIA’'s “bIQQEST pLAYErs)

The Social

Network

Called Radio is On a typical day in the USA, of people 18-34:
Bigger

Than the

Social = 75%o more will use Radio than will go to facebook

Network (48.5 vs 27.6 million)

Called .

Facebook

Among Adults

18-34 = 210% more will use Radio than will go to Youtube

(48.5 vs 15.6 million)

100% more will use Radio than will go to Google
Search (8.5 vs 24.3 million)

= 1570% more will use Radio than will go to Twitter
(48.5 vs 2.9 million)

Every day, 70% of people 18-34 invite Local Radio to
be a major part of their lives. Let Radio connect you
with our listeners.

Sources: comScore Inc Ratings for Jan-Mar 2012; RADAR March 2012, persons 18-34, 6A - Mid

[

The Social
Network
Called Radio On a typical day in the USA, of people 25-54:

is

Bigger Than

the Social = 120% more will use Radio than will go to facebook
Network (91.9 vs 41.5 million)

Called

Facebook = 140% more will use Radio than will go to Google Search
Among (91.9 vs 38.1 million)

SIS 2 = 470% more will use Radio than will go to Youtube
(91.9 vs 17.6 million)

= 3280% more will use Radio than will go to Twitter
(91.9 vs 2.7 million)

Every day, 73% of people 25-54 invite Local Radio
to be a major part of their lives. Let Radio connect
you with our listeners.

Sources: comScore Inc Ratings for Jan — Mar 2012; RADAR March 2012, persons 25-54, 6A-Mid “



The Social
Network
Called Radio On a typical day in the USA, of people 12+:

is

Bigger Than

the Social 180% more will use Radio than will go to facebook
Network (179.6 vs 64.4 million)

Called ) ) _

Facebook = 210% more will use Radio than will go to Google Search
Among (179.6 vs 57.8 million)

People 12+

= 505% more will use Radio than will go to Youtube
(179.6 vs 29.7 million)

= 3550% more will use Radio than will go to Twitter
(179.6 vs 4.9 million)

Every day, 70% of people 12+ invite Local Radio to
be a major part of their lives. Let Radio connect you
with our listeners.

Sources: comScore Inc Ratings for Jan — Mar 2012; RADAR March 2012, persons 12+, M-Su 6A-Mid; “

NEwspApErs In ThE 2012 /ﬁEdIA UnIVErsE ArE ThrEATENEd And €onTINUES
TO LOSE rEAdErs. DAILy nEwSpApEr CIr€uLATion Is down -44% ovEr ThE
PAST46+ yEArsS.

NETwork TV’s Top 20 shows ArE ALso down QUITE STEEpLY, -45%, OVEr
ThE pAST 16 YEArs.

(cO/ﬁ/ﬁENr. THE EX\CTOPPOSI‘IE OF R\DIO. NO DECLINE IN SIGHT)



Newspaper is trending down

% Of Adults Who Read A Daily Newspaper

78

60% 2 67
50%
40%
30%
20%
10%

0%

1964 1970 1975 1980 1985 1990 1995 2000 2005 2006 2007 2008 2010

Source: Veronis Suhler Stevenson Communication Industry Forecast 2010,
Lehman Brothers Newspaper Fact Book, March 2008

(€0 /ﬁ/ﬁsNr. R\DIO’S WEEKLY Re\cH IS HIGHER 1H\N 1970!-
'IRE/‘IENDOUS S'I\YING POWER. NOTE m\r/ﬁsm\ OPMONS OVER
T™HE P\Srso YE\RS H\Vs INCRQ\SE /ﬁORE 'IH\N 10 FOLD)



Weekly Radio Reach: 2011 Higher than 1970!

Percentage of U.S. 12+ Population Using Radio Every Week

100.0%

80.0% A

60.0%

40.0%

20.0%

0.0% 1975 1980 1985

Source: RADAR Time Spent Listening Per Week Report (c] Arbitron: Monday-Sunday 24 Hours / Persan . RADAR 111 December 2011

PEr highLy rESpECTEd rESEArC€h COmpAny,,ﬁll.l.wlIrd Brown, RAdIo Is:
-/ﬁorE INTIMATE/pErsonAL ThAn TV

-LEss LIMITEd TO homE wiTh LISTEnIing o€Curring In mAny pLACES
-LISTENErs offEn MorE LOyAL To spECHIC sTATIoNs

-BEnEfITS from "ImAgEry TAnsfEr" from TV €ommErClALS

-USAQE Is LEss SEASONAL



(€O /ﬁ/;ENr. v\zme STUDY. OF \u. ™E G\DGE‘I‘S INVENTED,
R\DIO IS #2)

Fact: RAdIo rAnkEd #2 In PopuLAr AEChAnICs LisTof ThE 101

Gadgets That Changed The World- behind ThE smArTbhonE
And AhEAd of TV. \2011 F\&E produ€Ed show, In pArTErship with
Popular Mechanics, rATEd ALL of ThE mosTImporTAnT, InnovATIVE, And

INCrEdILLE dEVICES In hisTory.



Popular Mechanics’

101 Gadgets That Changed the World

Radio scores as the second greatest gadget of all time!

1. .}ti()l)‘ilc/Smarl phone 26. Crescent Wrench 51. Push Lawnmower 76. Chain Saw
“ﬁm L 27.Blackberry 52. Kindle E-reader 77.DVD players
e . il 28. Electric Guitar 53. Car Jack 78.Can Opener
3. Television Ny 29. Camcorder 54. Ballpoint Pen 79. Swiss Army Knife
.Hypt)dn‘rn}l(‘ Syringe 30.CD Player 55. CB Radio 80. Spincast Fishing Reel
5. }:CIZS.""&“ (..()‘n}pul(?l'. ~ 31.LED . Tape Recorder 81. Leaf Blower
l ortable Air Conditioner 5, Computer Mouse 57. Hair Dryer 82. Flashlight
. l];;il(fri?(::cull 33. Microwave Oven 58. Outboard Motor 83. Toaster
(). A|-‘,-m}(l,‘1‘n[ck 34. Digital Camera 59.CD-ROM 84. Drip Coffeemaker
R = 35. Microphone . Moog Synthesizer 85. Sunglasses
10. UR'"‘B““’ 36.8mm Camera . Smoke Detector 86. Hearing Aid
11. Dry Cell Battery 37. Wristwatch 2. Charcoal Grill 87. Ginsu Knife

12. Bicycle 38, Digital HDTV 3. Lunchbox 88. Flash Drive

13. Match 39. Electric Drill 4. Derringer 89. Teflon Pan
14. Typewriter 40. Wi-Fi Router 5. Zipper 90. Zippo
15. Modem 2 41. Pocket Calculator . Tape Measure 91. Digital Video Recorder
16. Transistor Radio 42, MP3 Player . Binoculars 92. Picinic Cooler
17. *ff“_‘d"“"{"_*’s ; 43, Polaroid Camera .Coleman Lantern 93.Bra
18. Vacuum Cleaner 44, Floppy Disk .Electric Toothbrush 94, Blender
19. Brownie Point and 45. Sony Walkman . Boombox 95. Super Soaker
Shoot ("”_"“'3 46. Fire Extinguisher . Kodak Carousel 96. Quick-Release Ski Binding
-Remote Control 47. Leatherman . Stopwatch 97. Aerosol Spray Can
y .:\,?:{wcnng Machine 48. Game Boy 3. Printer 98. Roomba
g 49, Circular Saw . Safety Razor 99, Stapler
3. Laptop 50. Cassette Tape 5. Electric Blanket 100. Fiberglass Fishing Rod
4. Sewing Machine 101. Duct Tape
25, Hi-Fi
* To make this list a Gadget had to be something one could hold in their hands, mechanical or electric, and be a
massed produced personal item. Finalists were selected by a panel of judges assembled by Popular Mechanics™.

vw.popularmechanics.com June 2011

(€O /ﬁ/ﬁENr. WHEN WE LISTEN TO THE R\Dlo WE \Rs SH\RING ™E
SVE /ﬁo/ﬁsNﬂN 1y|= WitH ﬂ-IOUS\NDS. THERE IS SO/ﬁE'IHING
SPECI\L \Boum\r BEING P\RTOF \'I'RIBE IS yﬁPORw\Nno
HU /ﬁ\N. H\VING \ HU /ﬁ\N CONNECTMON IS yﬁPORw\Nr. WE C\N
BE \LONE WHEN LISTENING TO THE R\Dlo BUTNOTBE LONELY.
LISTENING TO THE R\Dlo /l\KES us P\RTOF SO /ﬁEﬂ-IING BIGGER
'I'H\N OURSELVES. P\R‘I’OF \N EXPERIENCE 'IH\TOH—IERS SH\RE
'IH\TC\N BE DISCUSSED WiTH ms/ﬁ)



BroAd€AsTRAdIO ALsO posSESSEs 4 “muLTpLying” EffECT:

ThErE rEALLY Is somEThing ALmOSTMAQICAL AbouTrAdIo’s ADILITY TO
mMAKE musl€ sound morg ExCITIng, sATsfylng And biggEr ThAn LKE.
ThAT's A hugE bEnEfIT of “broAd€AsTIng”. WE CALL This rAdio’s musiC
‘MuULTIpLIEr” EffECT. IT's WhEn you LISTENn, Enjoy, And SOmETIMES Turn up
ThE vOoLUME of 4 song on ThE rAdio ThATyou’d normALLy €LICK pAsTon
your IPod or “Thumb down” on your pErsonALIZEd INTErET STATIon. TWO
ACTUAL TWEETS foLLow- TAKEN from ThE 2012 RAdIos€opE sTudy:

Hearing your favorite song on the radio is more
exciting than on your iPod.

[weat

| skip the song on my iPod; but then when it comes on
the radio | love it.

[weat

Songs pLAyEd on Alr SEEm TO rESONATE dIffErEnTLY dUE TO A
combinAmion of sErEndIpITy And surprisE. /ﬁAybE This Is why many of
us ArE morE LIKELy To €rAnk up ThE musi€ whEn IT€omEs on ThE rAadio
ThAn our IPod. HAVE you EVEr nOTICEd ThAT A moVIE VIEWEd In A ThEATIE
IS USuALLy A morE powErfulL vVIEwIng EXpErIENCE ThAn whEn VIEWEd
ALONE AThOmE on TV? ThE sAmE phEnomEnon Is AT pLAy WhEN
LISTEnIng To musli€ on ThE rAdlo. ThE CONTEXTUAL And SOCIAL
EnvironmENTIn whi€h A produ€Tls €onsumEd doEs mAKE A dIffErEnCE.



ThE ACT of downLoAdIng songs To IPods/AP3’s or Liking/diIsLIKIng
songs on INTErnET sTATIons ELIMINATES Any SEmbLANCE of surprisE.
k\nd witThouT surprisk IT's dIfflCULT TO EXpErENCE dELIGhT. Is IT possIbLE

ThATWE'rE pErsonALizing And “Thumbing” our musli€ up or down To ThE
poInTof EmoTonAL dETAChmENT? RAdIo on ThE oThEr hAnd, duk To ITS
SErEndIpITous NATUrE, hAs ThE ADILITY To dELIghTfAr bEyond ThAT of
OThEr musiCAL ALTErnATMVES.

So€IAL bonding or A pArA-soCIAL kind of rELATionshlIp Is ALso AT work

And EXCLUSIVE To rAdlo. ITrEvOLVEs Around ThE kinship LISTENErs
bELIEVE ThEY ShArE with ThE pErsonALImMEs, whi€h LEAds TO 4 “hE/shE
gETS mE’ rEsponsE from A pErsonAL And musli€AL sTAndpolnT, whi€h
EnhAnCEs ThE EnjoymENTThATLEAdS TO A riChEr LISTEnIng EXPErENCE.

BuTThErE's goTTo bE morE 1o rAdio’s mAgi€ ThAn This musiC
“muLTpLIEr” phEnomEnon. No mATIEr how hArd ThE onLInE Audlo
purEpLAys Ty ThEy wILL nEVEr bE ADLE TO mATCh rAdio’s ADILITY TO
providgE An INTIMATE shArEd EXpErlENCE—ANOThEr humAn bEIng shAring
ThE SAME MomENTINn TIME with ThE LISTENEr, offEring up MdbITs of nEw
InformATon AbouT An ArfisTor song, WhiILE InTrodu€Ing ThEm To nEw
musli€ bEINg pLAYEd In ThE ConTEXT of ThEIr fAVOrITE STATIoN’Ss pLAYLIST.
This Is rAdio And This Is WILL ALwWAyS bE spECIAL- ThE ADILITY TO providE
“sOCIAL CurreEnCy’.

Thinking of online music options as radio simply because both
play music is analogous to categorizing billboards, skywriting,




magazines and newspapers as similar mediums because all four
are dependent upon the written word. \WhILE rAdlo And ThE INTErnET

Audio ALTErnAMVES boTh pLAy musiC ThErE's A CAVErnous dIffErENCE

bETWEEN ThE Two Audlo opTions And why And how offEn ThEy ArE
UTILIZEd.

OnLINE musiC SErviCEs CErTAINLY hAVE A pLACE In ThE nEw Audio

workd buTThErE Is A CErTAIN SOULLESSNESS AbouTThEmM, A STEMLITY ThAT
Is AbsEnTfrom broAd€AsTrAdlo. Both CLEAr ChAnnEL And €BS ArE
now pLAyIng In This SpACE To round ouTThEIr Audio AsSETS, hAaving
CrEATEd IHEArTrAdIo And LAST.fm rEspECTIVELY. BUTno mATIEr how IT
mIghTbE sLICEd, dICEd or rATIONALIZEd ThAT ThESE INTErNET pLAYLISTS
ArE rAdio, ITIs dIffICULTTO NoT 1O fEEL LIKE WILL SmiTh, In ThE mOVIE, ‘I
Am LEgENd’- ISOLATEd, dis€onnECTEd And ALONE If you ArE EXpOSEd TO

ThEm for Too Long.

(COMMENT: Radio’s ability to influence frame of mind which is
key to commercial receptivity. LIKE THE ICE CREAM ANALOGY)

\201 1 sTudy €ommisslonkd In ThE U.K. by ThE RAdIo \dvEr'lIslng
BurEAu €on€LUdEd ThATLISTENINg TO ThE rAdlo mAKEs pEOpPLE hAppIEr
ThAn wATChIng TV or surfing ThE INTErET. 1,000 BriTons pArnCIpATEd
In ThE sTudy, using ThElIr smArTpbhonEs 1o rEspond To qUEsTIons AbouT
ThEIr mEdIA €onsumpTion And EmoTIonAL mINdSET AT vArlous TImEs of
ThE dAy.



"On AVErAgE, whEn €onsuming rAadio, hAppInEss & EnErgy sCorEs
INCrEASE by 100% And 300% €ompArEd T whEn no mEdiA Is bEIng

€onsumkd," ThE sTudy found. BuThAppinEss INCrEASEd mosTwWhEN
ThAT mEdIA wAs ThE rAadlo.
RAdIo Is 4 kKind of "LIfESTYLE supporTsysTEm," ThE Authors wroTg, ThAT

hELps pEOpLE fEEL bETIEr As ThEy go AbouTThEIr dAys. /Mny

rEspondEnTs didn'T rEALIZE how ImporTAnTrAdio wAs In ThEIr LIVES
unTiL. ThEy hAd pArmICIpATEd In ThE EXErCISE.

TO fllChAH. €. KEITh, A profEssor ATBosTon CoLLEQE And A LEAdIng
SChoLAr In hisTory And ELECTronIC mEdIA, ThESE €on€Luslons €COME As
no surprisk.

"Why ELSE do pEOpLE LISTENn To musl€ rAdlo, oThEr ThAn TO gET
EnjoymEnTouTof IT?" hE AskEd HuffPosTIn An INTErvIEW LAST WEEK.
"PEOpLE don'TLISTEN TO rAdIo To bE dEprEssEd, CErTAInLy noTwhEn IT
COMEs To EnTErTAINMENT rAdio or musli€ rAdio. ThE wholLE IdEA of

LISTEnIng TO rAdio Is To gdin €CompAnlonship And, ATThE SAME TME,

EnjoymEnT."

INdEEd, ThE sTudy's pArmICIpANTS CLAIMEd To EXpErENCE "pEAKs And
Troughs" whiLE €onsuming TV And onLInE mEdIA, buTrAdio provided A
"ConsISTENTENnvIronmMENTThEMEd And shApEd" To sulTThEIr nEEdS AT
Any givEn momENT.

GENErALLy, WE CANn ALL AQrEE, pEOPLE LIKE LISTENINg T© musiC. WE ALL
hAVE A sTATlon WE prEfEr with musi€ WE know WE'LL LIKE, And UnLEss



WE jusTbrokE up with our signifiCAnT oThErs, for ThE mosTpArTWE'rE
€hoosing musi€ ThATwILL MmAKE us fEEL good.

"RAdIo Is LIKE ICE CrEAmM," KEITh sdld. "You €hooSE ThE STATIon ThAT
TASTES bDESTTO you -- ThE fLAvor you LIKE ThE bESTIs going To gIVE you
EnjoymENnT."

WhErEAs TroLLIng onLINE mIghTo€CAslonALLy prESEnTyou with An
un€omforTAbLE ACTIVITY -- ChECKINg your bAnk STATEMENT pErhAps,
Looking for jobs or wATEhIng A rEALLY non-CUTE €CAT do somEThing
AwfulL -- TELEvIsIon hAs ALwAys bEEn €onsldErEd ThE ULTIMATE In
EsCAplsm. HowEVEr, mAny rEspondEnTs CLAIMEd ThEy EXpErENCEd A

Low AfTEr wATChIng ThEIr fAvoriTE progrAms, As ThEy WErE suddEnLy
pLungEd bACK InTo "rEAL LKE."

RAdlo, on ThE oThEr hAnd onLy ImprovEd And supporTed pEOpLES'
dAlLy ACTIVITIES, LIKE CLEANINg up Around ThE housk, or gETng rEAdy
In ThE morning. /ﬁAny rESpondENTS ALSO LISTENEd To ThE rAdio WhiILE
ThEy did oThEr work onLInE.

",/lorE ThAn AnyThing ELSE," KEITh sAld. "[RAdIo] Is usEd To providE
Compdnlonship, To sooThE, To rEASSUrE, To mAKE hAppy."

RAdIo Is su€h An INTEQrAL pArTof our dAiLy LIVEs ThAT pErhAps WE'VE
forgoTEN how ITTrULy AffECTS us."\ LoT of ThE nEw mEdIA gETS morE
prEss, mork buzz, morg ATEENTIon," BILL ROSE of \rbmon EXpLAINEd.
"BuT pEOpLE USE rAdIo morE yEAr ovEr yEAr."



cyﬁ/ﬁ: ThE CoALITIoN for INNOVATVE /ﬁEdIA /ﬁEAsurEmEnTls using
Tou€hPoInTs mEThodoLogy from ThE U.K. SmArTbhonEs WErE gIvEn TO
ThE rEspondEnTs who WErE prompTEd EvEry 30 mInuTEs To fiLL In ThEIr
MEdIA uSAQE As WELL As mINdSET. ThE US\ TouChPOINT rESULTS
pArALLEL ThE U .K. findings rE: rAdio’s ADILITY TO posIMVELy AffECT
pEOPLE’'S moods:

“Happy” audiences flock to Radio

% Happy
Total Day A18-49

100%

TV live Radio Mobile Books Magazines E-books Newspapers Games Magazines Internet via Newspapers
online pc online

Media Behavior Insttute” 1
am L1 L}



Audiences are “Confident” while listening to Radio

% Confident
Total Day A18-49

60%

50%

40%

30%
20%
0%

TV live Radio Internetvna Mobile Magazines Games Newspapers E-books Newspapers Books Magazines
online online
Media Behavior Insttu 4
W IIIIIIII

SurvEy rESULTS rELEASEd In FEbrudry 2012 by BrAndSpArk INTErnATionAL (bELOw) In
pArmErship with BETIEr HOmEs And GArdEns.




