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88%
@ of the

population
tune into radio
every week

Source: RAJAR June 2022



36 million UK adults
for
14 hours each week




The Audio Revolution




‘The Audio Revolution’



Growth of On Demand in UK

Share of weekly on-demand audio listening hours
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Live radio continues to dominate listening

Share of weekly on-demand audio listening hours
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Digital platforms make radio even
more accessible
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Radio is the most widely accessed form of
audio entertainment on smart speakers

Live Radio 73%

Base: Share of time spent listening to audio on smart speakers Source: RAJAR MIDAS Summer 2022



OPERATING EUROVISION AND EURCRADIO

Radio

TV

Written press
Internet

Social networks

Country not included

MOST TRUSTED MEDIA

(Net Trust Index 2022)

»

Source: EBU based on Standard Eurobarometer 94.
EBU Media Intelligence Service -Trust in Media 2022
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Challenges



Third of major brands to cut EMEA
media budgets as recession looms

Growth channels
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The Commercial audio audience
Perception



Commercial audio audience split

m Live commercial radio

® On-demand music (free with ads)
RAJAR MIDAS: Winter 2021 H POdcaStS (non_BBC)



Disconnect in perceptions of listening behaviour

THE EVIDENCE WHAT ADVERTISERS AND AGENCIES THINK

m Live commercial radio
® On-demand music (free with ads)
= Podcasts (non-BBC)

Source: RAJAR MIDAS (winter 2021), All adults Source: n=102 advertisers and agencies asked to estimate share of commercial audio listening



““Isn't it just older
people listening to
radio?" *




Commercial Radio remains the audio medium

to reach 15 -24s

Weekly reach of 'commercially accessible' audio

6000

5000

4000

3000

2000

1000

RAJAR MIDAS

/

/

Spring 18

Linear Radio - Commercial

Spring 19

——Podcasts (excluding BBC)

Spring 20 Winter 21

——Q0MS (free service with ads)

Weekly reach
60%
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21%

Weekly reach
27%



How to get advertisers to
See Radio Differently



Radio for Targeting



Targeting the right people in the right place
at the right time

2020 - Perception

1 Social media 4.2
2 Cinema 3.9
3 Direct mail 3.7
3 TV 3.7
3 Online video 3.7
b= Radio 3.4
b= Online display 3.4
b= Out of home 3.4
Q= Magazines 3.2
9= Newspapers 3.2

'ERCEPTION Mean score. Q. Using a scale of 1-5 where 5 is "very good'’ and 1is ‘very

Re-Evaluating Media



Targeting the right people in the right place
at the right time

2020 - Evidence 2020 - Perception

1 Radio

2= Social media
2= TV

4= Online display

T Social media 4.2
2 Cinema 3.9
3 Direct mail 3.7
3 TV 3.7
3 Online video 3.7
b= Radio 3.4
6= Online display 3.4
6= Out of home 3.4
Q= Magazines 3.2

4= Cinema

6= Direct Mail
6= Out of home
6= Online video
Q Newspapers

w oo oo 00 00 NN 00O 00 WO

10 Magazines Q= Newspapers 3.2

EVIDENCE Ebiquity's score based on whether a medium can be bought by geography, PERCEPTIOM Mean score. Q. Using a scale of 1-5 where 5 is ‘very good’ and 1 is ‘very
demographics, day of week. time of day, contextually, addressably (each scored 0-2 poor', please rate each medium for its ability to target the right people in the right place
where O=no, 1=yes with limitations, 2=yes). at the right time. Base: n=17.

Re-Evaluating Media



Consumer context \
Other tasks accompany 9 out of 10 listening occasions
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Hearing ads in a relevant context
significantly increases engagement and recall

% INncrease
23% 22%

Engagement Memory encoding

Source: Hear&Now



Example : travelling by car to supermarket

% Reach by medium

41%
5% 5% 39,
- - ¢ O e
Live radio On-demand TV General web Personal Social media Published
audio browsing comms brands

Sources: IPA Touchpoints 2021



When an ad is heard on the way to the shops

Purchase intent increases

e

33.00%

% of shoppers claiming they would buy
advertised products (test vs control)

Source: Radiocentre Building Shelf Awareness



When an ad is heard on the way to the shops

Purchase intent increases

e

33.00%

% of shoppers claiming they would buy
advertised products (test vs control)

Source: Radiocentre Building Shelf Awareness

Brand visibility increases

86.00%

% of respondents noticing brands when
looking at the relevant shelf (test vs control)
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EFFECTIVENESS INSIGHT

Radio: The ROI Multiplier

In a world first, this study evaluates radio advertising
effectiveness in detail in terms of revenue return on
investment (ROI) across a broad dataset.




Radio delivers strong revenue ROI for brands

Revenue return on investment by medium

£8,70
£7,70
£5,80
£4.90
£2,00
Radio Print Online OOH

Source: ROI Multiplier



Chart - C4 RETAIL ROI PERFORMANCE BY MEDIUM
£18.90

£11.50

£6.50

Radio TV Press QOutdoor

Insufficient cases for direct companison: Outdoor (0 cases); Online (1 case) £9.90
source: Radio ROl Dataset [no. of cases shown in white)

Online




Measuring success



RADIOCENTRE @ Ra d |Og au g e About Radiogauge How to apply The process

robust research into the effectiveness of your radio campaign

About Radiogauge

Radiogauge is a free service from Radiocentre which

Radiogauge has measured over

provides advertisers with robust data to help them
understand the effectiveness of their radio campaign.
Results are benchmarked against the competition

and analysed to suggest ways that ads can be ‘
campaigns for some of the

enhanced creatively to improve future performance. : :
world's biggest brands.



Post Covid opportunities



The development of new working habits

% seeking to work from home

61% 28%
Multiple times per week Once a week to Once a Less than Once a month Never
month

Source: Radiocentre/DRG



MIDAS measurement of Internet Delivered Audio Services

SUMMER 2022

TIME OF DAY LISTENING — MONDAY TO FRIDAY AVERAGE WEEKLY REACH %
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Radio listening habits

O of the UK Working from
home audience are
commercial radio listeners

Source: Radiocentre/DRG



Radio accompanies listeners as they work

| have more time/opportunity to listen to

the radio than | did before 88%

Keeps me informed K105/
News about my area WAV
Improves my mood ReR§yA

It keeps me company RPEA

| can play it in the background while
working

89 %

Source: Radiocentre/DRG



An audience receptive to advertising

% agree

When | hear something on the radio, | will
often look it up online

52%

Source: Radiocentre/DRG



New brands
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UK D2C advertisers spend in radio

Top 20 D2C Advertisers (£)

83.383.559
+81%
54.723.198
2020 2021
Total Radio Investment £776,834,166 £940526054 +21% Y-0-Y

Source: Nielsen Ad Dynamix






SAY HELLO TO 36 MILLION RADIO, THE INFLUENCER
RADIO LISTENERS EVERY WEEK. ADVERTISERS CAN TRUST. WITH RADIO ADVERTISING.
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SEE RADIO DIFFERENTLY
RADIOCENTRE AT RADIOCENTRE.ORG













