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AUDIO (R)EVOLUTION

MORE MORE MORE
DEVICES PLAYERS CONTENT/FORMATS
LIVE & AMPLIFIED IMPROVED AUDIO
ON-DEMAND COVERAGE QUALITY & XP




AUDIO (R)EVOLUTION

AUDIO GROWING
UBIQUITY CONSUMPTION



RADIO IS THE BIGGEST
PART OF THE
BOOMING AUDIO
LANDSCAPE



Multiplatfom &
Mobile

Technology enables access

» Audio is everywhere and radio is the
most mobile medium.

» \With additional touchpoints and formats
brought by digital audio radio becomes
even more ubiquitous and accessible




transformation

radio Is evolving to be a digital audio medium

SHARE OF TIME O
SPENT DIGITAL

: DIGITAL
DEVICE DEVICE

AM/FM
AM/FM

Source: Radiocentre Ireland -Source: JNLR 2021-2 Core Interview-(Jul'21 to Jun'22)
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Smart Speakers
are defined as

speakers that
control, such as

Amazon
Dot/Echo or

work by voice
Google
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® Listen Again/Catch up radio ® On Demand music ® Podcasfs/ Downloads ® Live Radio ® Audiobooks
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Live Radio, 72
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All day companion iHeart

\

“People have run out of time for their eyeballs.

In audio it’s clear, people still have time for their
ears - cooking, working in the yard, driving to

work.”
- Bob Pittman, iHeart Radio Chief Executive -
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All day companion

Radio Is a hands-free, eyes-free
medium present In unigue Moments
throughout the day.
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Live radio dominates
the total audio

consumption

Belgium | 12-74

100%
90%
80%
70%
60%
50%
. Streaming services 27,9%

30%

20% 17-4% 13.5% Podcasts 3,7%

Owned music Audio Music via Podcasts Timeshifted Radio on
streaming videoplatform radio agregator
services

_ 9.1% ) _ '
10% / Y o
. 2.1% 1.8% 2.7%

0% I ||

Live radio 67,1%

6.1%

Radioon
Site/App

10.6%

Radioon TV
set

15.4%

Radio DAB

47.5%

Radio FM




Live radio dominates
the total audio
consumption

~ q)r A 4
oF 7 ® \;(, 7 |

90% 40% 35% 18% 6% 23% ‘l c ‘

LISTEN TO LIVE LISTEN TO MUSIC LISTEN TO YOUTUBE LISTEN TO OWN LISTEN TO PLAY LISTEN TO
RADIO STREAMING MUSIC MUSIC BACK RADIO PODCASTS

Weekly Listening
-
Module (Apr'22 to Jun’22 — 3 mth data) .
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RADIO IS A
BUSINESS
BOOSTER

www.egta.com



RADIO
IS A

REACH MACHINE

swwegtacon . egba.




STRONG REACH & LISTENING

Radio allows brands to reach millions of people on a daily basis.

Radio has more than European radio listeners

7 Oo listen on average to
daily rea{:h 3 h ours

in Europe of radio every day
egba

Source: egta Radio Focus 2021



STRONG REACH

Greater reach than any other audio platforms

AM/FM Radio reach vs. used an internet-based services past 7 days.

SOURCE RTS SP 022 CANADA | PAST 7 DAYS | ANUFM Radie | USED APP, WERSITE, OR INTERNET -BASED SERVICES

82% ‘
— 78%

35%
- 27%

; E E
‘ 1% 1%
.E % 8 e 10% g s 9%

[ aBnde -

12+ 18-49 25-54

» AM/FM Radio : Totad Spotify - subscription without ads Spotify - free access with ads

YouTube Music free acoess with ads Amazon Prime Music » Appie Music (the streaming service)

u Stingray Music » YouTube Music subscription without ads

Source: Radio Connects (CA)



STRONG REACH

Reach is a strong media driver of sales effect

sales lift

egba



RADIO DELIVERS
HIGH ROI &

AMPLIFIES
.. OTHER MEDIA ...




ROI

Gap between reality and perception

Delivers a better campaign ROI
What the evidence says
1 Television
2 Radio
3= Newspapers (print)
3= Online video
5 Magazines (print)
6 Direct mail
7= Online display
7= Out of home
7= Social media (paid)
10 Cinema

—
o

W R~ M BN DO N NO

What advertisers and agencies say

1= Online video

1= Social media (paid)
3= Radio

3= Television

5 Direct mail

6 Online display

7 Out of home

8 Newspapers (print)
9= Magazines (print)
Q= Cinema

3.9
3.9
3.8
3.8
3.5
3.2
3.1
29
2.8
2.8

Source: Re-evaluating Media: The Belgian edition - Ebiquity

egua.



ROI

Media investment in radio is disproportionate to amount
of media time consumers spend with radio

Share of Media Time Spent % of Dollars spent in Radio in
with Radio (Ad18+ who Nielsen observation of 1000+ % of Dollars spent in Radio in
purchased CPG products})! CPG campaigns? across CPG in 2020 2

www.egta.com egbao

Source: AM/FM Radio Boosts Trade ROI — Nielsen (Radio Connects, CA)




ROI ()

Radio generates strong ROI and is as effective as TV

Radio

Zenerates strong ROI* Radio is as effective as TV with regards to

1€ 4,9 €

o €7.7 Spend on Cenerated
"’ ) ‘ ger?;rraet\éedns:rcg?;/\%z?eedin radio

A radio, in the 4 sectors under

\ study:
A Automotive
, ' Telecommmunications _-
A ' PCG
| W
R : Y Retail fr—
o \\EE

vvvvvv.egta.com Sources : *Ekimetrics 2021 ; **SNPTV 2019 Survey, link egba.

\


http://www.egta.com/egta_bites/egta_bites_290_21022020/index.html
https://bit.ly/egtabite378

ROI

Radio generates short-term ROl — ROl calculator

HANDEL

Gemittelter ROl der Kampagne e

7.55€

19,34 £

VERBRAUCHERMARKT

16,61 £

DISCOUNTER

14.26€

SUPERMARKT

VERBERAUCHERMARKT

1210 €

DROGERIEMARKT

9.80€

DROGERIEMARKT

Quelle: audioeffekt, ROI-Counter, www.audioeffekt.de

Source:Audioeffekt, ROl Counter (Germany),

https://www.audioeffekt.de/cases/



ROI

Radio outperforms total marketing

Radio Generates Additional Sales Volume When
Added To The Media Mix

1.06% is the avg. media synergistic lift with Radio
0.91%
0
0.79% 0.70%
OCOH LV

Trade Promotions TV Social Search 0

Display

Source: Nielsen Canada CPG Norms Database and Synergy Analysis 2021

6

Radio Outperforms Total
Marketing by 128% (1.3X higher)

Retail Revenue Return on

Investment
$2.35
$1.83
All Media Radio

6 | Radio Connects |January 2022

egba.



Multiplier

Radio has a unique campaign multiplier effect

INn the media mix

38%

C] Campaign
efficiency®

= 40%
Higher ad-recall**
Onllne audio
Boost in ad-recall***

Out-of-home

Sources:

*SNPTV econometric modelisation study, egtabite n. 290 by egta, **RMS
AUDIO TOTAL Tracker data,

***Plankton Pancake campaign, egtabite n. 303 by egta


https://bit.ly/egtabite290
https://bit.ly/egtabite303

Multiplier

Radio amplifies the efficiency of other channels

[

AUTOMOTIVE

L] %

Search
+8%

O

Press
+7%

Sources: Ekimetrics 2021 -

WINNING COMBINATIONS

TOP3 of channels for synergies with the Radio

& v

B

PCG TELECOMMUNICATIONS RETAIL

L] 5 [ % -

+13%
On average in the retail

+9%

Outdoor O Search =
+7% ‘ =
al=

Press a[= Press
—— +5% —— +5%

i

*This study includes +50 models and ~200 campaigns

sector, a 13% gain in the

Press efficiency of the 2
+6% channels when they are
used together vs their
efficiency when played
Outdoor asynchronously
+6%

Ekimetrics.

egba


https://bit.ly/egtabite378

Multiplier - T
Introducing radio in the media plan increase reach N | -
with the same spend

Nielsen Medialmpact: % reach with a 10% reallocationto AM/FM radio

+41% increase 80% reached

57% reached ‘

68% TV + 13% CTV + 20% digital 61% TV + 11% CTV + 18% digital + 10% AM/FM radio
egba

Sources: Nielsen Media Impact (2019)
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Source: Building Shelf Awareness

Drive to store

Radio advertising that reaches shoppers before
shopping has a significant effect on purchase
consideration for FMCG brands

Radio advertising that reaches shoppers in-car Purchase intent increases significantly
increases brand visibility on-shelf by 11.3% across all buyers

+11,5% +33,1%

77% 86% 25%

No radio ads Radio ads

No radio ads Radio ads

egba.

Www.egta.com



RADIO
IS A

DIGITAL BOOSTER
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Digital booster

Radio drives traffic, search and e-commerce

Radio delivers up to:

lift in web activity for D2C brands* lift in web traffic for automotive**

On average, advertising on radio drives a Research showed that radio drives

+21% lift in site activity for direct-to- immediate web traffic response for
consumer brands automotive advertisers

Sources:
* Radio: LeadsRx study of 62 direct-to-consumer advertisers, November 2017-November 2018, link

* LeadsRx and iHeartMedia Automotive Radio Attribution Study, 2019. N = 310 automotive advertisers
in 100 markets, 19 brands, Jan 2018 - May 2019, link
***Measuring radio’'s ability to drive web conversions - Talpa (NL)

+92%

Additional direct online effect***

Research showed that radio drives up to
92% additional direct effect online

egba


https://www.westwoodone.com/2019/09/18/westwood-one-becomes-first-national-audio-platform-to-select-leadsrx-attribution-for-cross-channel-advertiser-measurement/
https://leadsrx.com/automotive-study
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Digital booster 5.
Radio reaches more online stores’ customers 2
than any social media platform

AM/FM Radio reaches more of Canadians who shop at online stores in 7 days, than any digital platform.

AM/FM Radio Facebook YouTube Instagram LinkedIn

© 0 O ©
AM/FM Radio has the

\ S Ny
scale to reach more of
these consumers in 7 e o e
days vs. any social media

platform

Twitter Pinterest Video Sharing (Tik-

Tok) RADZO egba °

5 Source: Numeris RTS Canada SPRING 2022 / Al8+/ Total Canada SHOPPED INTERNET DEPARTMENT/WAREHOUSE STORES PAST YEAR/*Media Mix Radio / TV / Daily Newspaper / Community Newspaper / Magazine / Internet CONNECTS



RADIO
OFFERS

CREATIVITY, FLEXIBILITY
AND AGILITY



Creativity, Flexibility
& Agility

» Audio offers creative & effective solutions at an
affordable production cost.

» |ts flexibility and agility enables to quickly adapt and air a
spot.

» Audio advertising gives each listener a unique experience

within the theatre of the mind.
I egta



Creativity

Creativity drives sales uplift

Reach 22%

Creative I 74

Brand 15%
Targeting 9%

Recency -5%
Context B 2%

Sources: * Nielsen Catalina Solutions egba



Creativity

Creativity in sonic branding brings results

Music, sonic identities and jingles make significant difference in purchasel]

+44% +146%

Average increase in
(post exposure)
purchase intent

VS pre-exposure

No jingle Jingle No music Music No sonic identity Sonic identity

Sources: WestwoodOne | Veritonic Testing of US-focused radio award winners

at Cannes Lions (2018) and Clios (2018), Radio Mercury Awards (2015-2017
winners only, 2018 finalists and winners)

www.egta.com



Creativity

The power of sonic branding is increasingly
being recognized by brands

I
Autoemotive

Energy and Utilities

egba



Collection of creative radio cases

e 2 editions
* INSpiring creative cases
* from diverse markets

\  Case description + Campaign results + Video clips
’ * Branded Content / sponsorship /new platforms/
7 4 radio as an amplifier in the media mix /voice

enabled (smart speakers)/event...

volume 1: here
volume 2: here

RADIO & AUDIO (SIS EIE

egbao www.egta.com


https://cli.re/AudioCollection
https://www.flipsnack.com/paulinakott/egta-collection-of-creative-radio-audio-campaigns-vol-ii/full-view.html
https://www.flipsnack.com/paulinakott/egta-collection-of-creative-radio-audio-campaigns-vol-ii/full-view.html

RADIO
OFFERS A

TRUSTED, SAFE &

SUSTAINABLE
~ ENVIRONMENT

egba.



Trust & Safety

Radio is a trusted source of information — even
more in time of crisis — and offers premium
content, ad fraud, and bots-free efy#@ih ment

‘ Radio

TV
Most trusted
media Written press
Internet
Country not included
Source: EBU based on Standard Eurobarome ter 92. EBU Media Intelligence
Service — Trust in Media 2021 : most trusted medium per country

WWW..ggta.com



Trust

Ads heard on Radio - the most trusted, reliable
and least av0|ded

X3 60%

the trust granted to digital ads radio advertising is reliable Least likely to be avoided
Ads heard on AM/FM Radio are the most Almost 60% of 18-34 declare radio Ads heard on Radio are least likely to be
trusted by A25-54 — nearly 3x the trust advertising as reliable avoided vs. those in any other environment

granted to digital ads

Sources: Radio On The Move 2022 & 2021 (Canada), Etude d'impact publicitaire 2022 (Switzerland)

www.egta.com egbao



Sustainable

Radio is the most climate-friendly medium as it
generates least amount of CO2

CO2 EMISSIONS OF ADS IN DIFFERENT MEDIA

Source: Green GRP - Germany

Legende
" Radio ads for 10.000 contacts Online Display 10.000 Ad Impressions Online-Video 10.000 Ad Impressions
[j [ )ITV ads linear 10.000 contacts Billboard 18/1, 10 Posters 22 Newspapers % page 5.000 circulation
""""""""""""""" = = Www.egta.com




BUT RADIO IS ALSO
A BRAND BUILDER,

A RECOVERY DRIVER,
ENGAGING, ...



We need to
communicate

about the
power of radio !

egba



@WORLDRADIOALLIANC

egta. @€  ™..ccumee  ACR))  RADIO

AAAAAAAAA Associacié Catalana de Radio CONNECTS
RADIOCENTRE
RADIO .
ADVERTISING A m
RAB: RADIO q ~
“EMNTRALE ASSOCIACAO DE RADIOS

AERC
VIN

:z: ~c~ RadioMedia

.| l |. _
l I priva@nuer ((C: RADIOCENTRE IRELAND egta.com
Audify Worldradioalliance.com



Thank You !

Graues




