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« Business Development
« National Radio Talent Institute
+ Radio Mercury Awards
« Software tools
— Account Manager (CRM)
— GoCART
RAB.comt3 — PROposal Assistant
We hear from many of you +  Professional Development
that you start your workday — Online courses & certification
reading Radio Sales Today .
and logging onto RAB.com — Webinars
— In-person workshops
5
What We'll Cover
Radio Sales Today
6
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Radio Sales Today

» Exclusive newsletter to RAB
Members every Monday-Friday
morning.

« Content customized for today’s
radio seller.

« Research quick hits & sales tips.

Editorial focus on auto, digital,

advertising, research insights to

leverage at the national and local
level.

e s

Nobody knows which potiica ads
work and.

6% of women L confidance
inds
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RAB NEWS
HOW Join us in Las Vegas for NAB Show!

Whers ot Comes o e

NAB Show takes place in Las Vegas April 13-17. RAB is presenting several sales and marketing sessions
specifically focused on topics and issues of importance to radio broadcasters including political advertising,

P radio, digital g sales, bridging the gap between programming and sales and
radio’s point of purchase proximity and how it drives revenue for clients. For more detailed information on
these sessions, check out the NAB show link here.

RAB members can save $200* on the Core Education Collection conference pass, which includes the NAB
Small and Medium Market Radio Forum. Use code RABMEM*® when you register. RAB members who are
also NAB Members get an additional $150 off* the RAB member rate — use code SMMRF24* when you
register.

RESEARCH QUICK HITS

85 Dosler
NAHB releases housing forecast

The National Association of Home Builders is forecasting a soft landing for 2024, after two years that — for all
intents and purposes — can be described as a housing recession. At least 2022 and much of 2023 “felt like a
recession,” said Robert Dietz, NAHB's chief economist.

Chain Store Aga
Discount grocer tops list of nation’s fastest-growing grocers in 2023
1n 2023, the fastest-growing grocers apened 253 stores and added 84 millon square fest of new space, with
©ne company's expansion autdistancing all offers,

Progressive Grocer
What drives today's hybrid shoppers?

MNew omnichannel report from 84.51" affi entrenched attitud i i d
order fulfiliment
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Is your sales model obsolete?
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When was the last time hew
whaf's nol werking? As & manager, what are fha
abstacies. 1o even more excellent tam performance? Chances. are (s in ane
o o3 e sreas,

We herve anaiher Lesdership MasterClass siarling later (his year I you'e
Inferested in callaborating with oihar laders navigabng massive and constar!
chngs, we'd love 1o have you particpate. Send & quick note 10 Kim Jshnson
WP of profeasianal development. and we can shars sl the details, Reach har

iy
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Are you past your ‘Scmething o py

Hazpy Fricay!

RAB NEWS

Ja Scl of al
JEM.ScheiURAB, corn. You Can lso cannect with hirm on X and Linkedi)

) Meet Deidree Redleaf, this month's RAB.com

Superuser!
\ [EM BF“R

Fl rtner:

How many years have you been selling radio?

| started my new radio sales joumey just this past November! | was a robatics engineer §
h

before this!

‘What is your favorite RAB resource or tool and why?
| ahways use Instant Backgrounds. They are always a great resource for getiing angles

and learning haw 1o approach & new prospect!

This month, we announced February's RAB.com Superuser,
[SUTESE Deidrea Redieaf, Iocal sales manager, Reising Radio
Columbus, Indianal We asked Dexdree some questions about RAB and
radic. Read &5 she shares some of her wisdom and RAB.com pr

n RAB superuser, what advice do you have for RAB members on how to navigate resources?
T4t cant beleve Fm a superuser! Honestly, the best advice is reading it all. Take time to learm where

everything is.
What was your primary goal for the year?

1 just want io have fun and meet people! | warked with robots sa now | get to work with people and I'm just out

hese having fun and sefling radiol!

themed gift from us. Stay tuned to Radio

Thank you for you Deidreel

Sales Today and ‘e on the lookout for Marchs RAB. com Supemnrannnunum-m Your name may be

next

What We'll Cover

RAB.COM




Ask RAB
d help, Ask FABI Tho

Most affordable weekly reach.

e Radio Sizzle video

Welcome! Would you like a quick tour of the new
RAB.com?

13

Have a question? Need help? Ask RAB.

14

Most affordable weekly reach.

e Radio Sizzle video

Welcome! Would you like a quick tour of the new
RAB.com?

15
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Research Quick Hits

Dealerships' parts and service

revenue booms

New on RAB.com
Check out new sales tools,
resources, and our staff picks
on RAB.com

New from RAB

wary 2024 the Us.

4

Our Picks

payoffas  Alook at Black-owned businesses in
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The RAB Board of Directors

RAB Board Members

Meet he RAB Team

it o = B R E
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19

Welcome! Would you like a quick tour of the new
RAB.com?

20

Sign in to RAB.com

21

0ad the Radio Sizzle video
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Largesitime spenf,;

ad the Radio.

Welcome! Would you like a quick tour of the new
RAB.com?

Presentation

Proposal

Research

Appointments

= N O H OO N

Prospect

23

We're Mobile

See us on all
your devices

Same USER ID apnd'PASSWORD



http://www.rab.com/

RAB BADIOACTSY  PUANNINGIBUINGY  SALESTOOSY  CREATNEV  TRANINGY  STAFFY  MYRAB™
prospecting

Appointments

La - Researcn

Presentations

DallySales Tip

Welcome! Would you like a quick tour of the new
RAB.com? poical Adverthing =

Radio Sales Todsy
New

Check out

A8 Video Wall

25
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Important Links

RAB | Automotive = 8 J—
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Research and Articles

Automotive Research & Presentations
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RAB Auto Toolkit: Select a Vehicle Brand

28

RAB Auto Toolkit for Chevrolet: Select a Radio Format

29

& Do Tocdkit
et Ay Ve currertly ovmmeceasel:Chiwote

iased: Chesrol

& Dawniosd Tookit

st Ay Vehice currencly owecleasedi: ol Calorada & Dawnlosd Tookit
ot Ay Vahice currerely vmecteasen: Chesrolos Carveet A& Dawnioad Tookit

4 Dawnioad Tookit

Moot Ay Vehicle (currenc coecdfieased: Chevroles MR
& Downiosg Tookit

eased:Chesroles gl LE/S5

30
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Your RAB Auto Toolkit PowerPoint is epening ... 7.21

31

Net Any Vehicle (currently owned/leased): Chevrolet
Customer Profile

Other Consumer Insights
Race

79.08% White
9.41% Black
14.79% Hispanic
1.96% Asian
Employment
+ 48.21% Employed Fulltime
+  21.6% Retired
Marital Status
+ 58.49% Married
+ 25.99% Single or Never Married

32

Net Any Vehicle (currently owned/leased): Chevrolet
Customer Profile by Age

3/1/2024

A25-34 A35-44 A45-54 AB5-64 AB5+

A18-24

33

11



Net Any Vehicle (currently owned/leased): Chevrolet
Customer Profile by Income

34

Country Reaches Your Auto Buyers

Net Any Vehicle (currently owned/leased): Chevrolet vs. Country
Listeners

A18-24 A25-34 A35-44 A45-54 AS5-64 A5+

= Net Any Vehicle (currently owned/leased): Chevrolet = Format: Country

35

Country Reaches Your Auto Buyers

Reach auto buyers closest to the point of purchase with the #1 reach medium,
radio.

+ 58.49% are currently married.

+ 50.28% are male, 49.72% are female.

+ On a typical weekday, 87.18% of Country listeners listen in their car.

The most popular time to listen based on Radio/Audio Daypart Cumes: Weekday 3:00 pm - 7:00
pm: 60.27%.

36
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Radio Reaches Auto Customers

86% who plan to buy new/lease a SUV

86% who received transmission repair.

86% who plan to play $45K or more for a new/leased vehicle.
85% who use any auto site/app to shop new/used vehicle.

37

Radio Fast Facts

86% of radio listeners agree that having a vehicle that works for the entire family is
important.

81% of radio listeners purchase a vehicle based on how well it meets their needs,
regardless if it is a foreign or domestic vehicle.

75% of radio listeners find out about the car's safety rating before buying it.

68% of radio listeners will recommend a vehicle they like to people they know.

Sourc: 2023 g MR Simmons Douiebase; A8 (v rabcom)

o B
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Consumer Behavior by Format
(Gold Digger Reports)

RAB / MRI-Simmons Gold Digger Report: Country
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BB Instant Background Roport Roquests.

A8 The Piteh Queries -

B8 Co-up Category and Plan Queries

Aedia Monitars To 10 Matnal Radio, Cable Networks and TV
051 s

Promatianal Calendar
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oo
T meswly upated categories om Ths Pich affer radia istener vsights and research — Political, Lavwn &
Gardlen, an Moving & Storage,

Findings from the Nielser. 1 imprree
plitical campaign impact.
Use the updaten lnctan: Racgrauds 1 hel with yeur prospecting - Movie Theaters.

ossl thought startas:
Fgister for tha upcoming Ik presentation “The Sovon Steps To Solling Success - Praspecting” on
March 67 a1 12 PAA CT.

creat 30 un romatianal ideas that can drive busess for your clients?
s RAE's Bramatianal Calencar to help find halldays ta generate those keas.
M Facts offars an ovarvisw of diferent medis categores That Can 3555t you With undsrstanding the
curvent maia lndicape,
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RAB Top Business Trends 2023

3/1/2024

@ ar ar
san | peb | Mar | Total | Ape | May Loun | Yotal | sui | mug | Sep | Tewl | oa
R T 245 53

@
Mow | pec | Tata
248

Applance Stares 78 75 ss 8 g7 BE 248 51 288
Auto Deaers Mew) 76 75 o3& 248 BS B3 261 85 50 .2
Deslers [Usedl] 72 102 w0 M a2 ws 26 51 257
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Radio Reaches
More Voters

oo [—

o 83%
g Senvice »‘ 65%

Broadcast TV —" 68%
Cable TV > 45%

Nevespaper > 38%

M Voters Spend Time with Radio

AVERAGE MINUTES A DAY SPENT WITH MEDIA
PAST YEAR VOTED IN LOCAL, STATE, NATIONAL ELECTION

. RAB
56
DELIVERS
REGISTERED Radio reaches
VOTER:

v 83% of All Adults 18+

v’ 84% of Blacks 18+

% ﬂ " i ¥ 84% of Hisparics 18+
“ who are registered to vote in
4 their district of residence
‘ RAB
57

19



3/1/2024

Radio connects

«  83%of All Adults 18+

«  83%of Blacks 18+
*  84% of Hispanics 18+

who alwaysvotein
PRESIDENTIAL
elections

58

DELIVERS
"gl-lP AQI'FE%'SE Radio engages
CONSTITUENTS + 84% of All Aduts 18+

*  86% of Blacks 18+

*  84% of Hispanics 18+

who alwaysvotein
STATEWIDE
elections
59
GETS OUT THE LOCAL VOTES
Radio reaches adults who
alwaysvotein LOCAL elections

v 84% of All Adults 18+

v’ 86% of Blacks 18+

v 84% of Hispanics 18+ l l
60

20
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DELIVERS POLITICAL SUPPORTERS

Radio reaches

» 84% of All Adults 18+ » 86% of Blacks 18+ » 84% of Hispanics 18+

who contributed to POLITICAL organizations

3

.ﬁg

HIGHEST SHARE OF EAR

Radio - high reach in audio
among potential voters

62

RADIO RULES IN CAR
AMONG AUDIO OPTIONS

Radioreaches
adultsonthe go

21
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RADIO COMPLEMENTS TV TO REACH
REGISTERED VOTERS

g xrm wagrre i
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64

J0000.L0C

Super politically influential
adults are

50% more likely

to believe that

radio
is a good source for learning,

lI—

LISTENERS Selleves the Government
ARE Should Focus on DonatingActivists
Listen to Radio
\ Environmental Issues
POLITICALLY i - \
SAWY Aduts Who reTusted
by Family/Friends on
Political Topics
Listen to Radio
63%

66



TRUSTED FOR INFORMATION

194
I 157

67

% WHO HAVE TRUST (A LOT/SOME) IN SELECTED NEWS SOURCES

WALLADULTS BDEMOCRATCS WINDEPENDENTS M REPUBLICANS
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RADIOIS
TRUSTED
AMONG ALL
CONSTITUENTS
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In a survey among Black

VOTERS ARE vote‘r’s in swing states,
| RECEPTIVETO 70%

f Black Ameri
POLITICAL ADS gelieiid tlr'?aetriltc ?sn:mart for

1z

Biden to be using radio to
ON RADIO remind them of why he

deserves their vote.

69

23



Radio Impacts Voter Sentiment

Black voters exposed to a radio campaign show
higher approval ratings and greater voter intention

+26% +10%
Approval Boost Voter Intention Boost
believe President Biden likelihood to vote for Biden

is doing @ good job

[

70

Radio Impacts Voter Intention

Voters exposed to a radio

[ |

Stacey Abrams. Sarah Huckabee Sanders
Georgia Arkansas

who did not.

f

nois Toxas

71
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sign are morelikelyto votefor a candidate

18 Pritzker Greg Abbott
Wi

Live and Local Radio Boosts

Political Messaging

each and frequency

72

24
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Live and Local Radio Boosts
Political Messaging

+ Original social medium

+ Highly personal

:] + Emotionallyen

+ Drives conversationand
influence

i)

+ Trusted

RAB
73
Live and Local Radio Boosts
Political Messaging
/ « Insert your station copy here
e |
RAB
74
Insert Additional Headline Here
/ « Insert your station copy here
|
RAB
75

25



The Pitch Catalogue

76
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Instant Backgrounds

79

80

#1 tool used by RAB members

Whitepapers on key business

categories for radio

RAB Instant Backgrounds

Every Instant Background includes:

— Total ad spending
— Why Radio statistics

— Links to additional resources

— Snapshot of your advertiser’s customers

Instant Backgrounds

#1 tool used by RAB b

Whitepapers on key business
categories for radio

Every Instant Background
includes:

Total ad spending

Why Radio statistics

Links to additional resources
Snapshot of your advertiser’s
customers

RAB Instant Background - Legal Services

—
——

[r——

Whan They Buy

e They By

3/1/2024

Wiy They Buy

How They Buy

‘Why Radio

Miscellaneous Facts / Category Trivia

Tt

Business Information

81
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Search More Than 8,000 Co-op Plans

—

Let's Get Started with Co-op

-:mé

85

Co-op Directory - I

« Find new ways to fund radio

campaigns with cooperative
advertising information.

« The RAB Co-op directory
includes:
— Over 8,000 listings searchable by
manufacturer of category.
— Media plan information for radio,
digital and other media.
— Tutorial book and video.

86
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Let's Get Started with Co-op

Co-op Information and Resources

88

Let's Get Started with Co-op

+p Plans and Promee .:?:. Guide to Selling Co-op

89

Let's Get Started with Co-op

& RAB Introduces CO>OP Connect Conclerge

0208 Conomes Concerpe

90
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o
Presentations
oaltysslesTip

Welcome! Would you like a quick tour of the new

RAB.com? Pobtical Advertising

Radio Sales Todsy

New RAS Video Wall
Check out ) e

91
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Misperceptions of Radio
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RADIOWORKS

MISPERCEPTION

94
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“insights

New From Provoke Insights

97

provoke

insights

MELISSA CONFORTO

MANAGER, RESEARCH & STRATEGY
PROVOKE INSIGHTS
WBE[WSOB Ceriified

212-553-8818 X 704

99
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Media Facts from RAB

Making the Case for the Power of Radio

MAKING THE CASE

fon e rowen oF rapio [l s}

RAB

101

Choose a Media Facts Report

Television / Video /

102

34



CREATE A PROFILE: Television / Video

Television / Video

© Quick Fact
Intoday's media lards<ape. « broadcass, cable, ADS desvared, and anline ar mabile channels.
“T¥ viawing’ and the posithves, opportunities and challenges apply to *vided across the board:

all considerse

« TV sat generation in U, households i high
According 1o Nisisen, thers 3re 123.8MM TV homes i the U.S. for the 2022-2023 TV season,

(Saurce: Nielsen, National Televsion Household Uriverse Estimates)

= 69% of LS. TV viewers have used free streaming senvices ot east monthiy.
(Source: Horawitz Researchis State of Media, Entertainment & Tech: Subscriptions study, 2023 Ediion)
« 52% of content wiewers now faport subscrbing (o pay TV ssrvices.

(Saurce: Horowitz Researchs State of Media

Entertainment & Tech: Subscriptions study, 2023 Edition)

« 329 of su

bers siso said that they might considar going back to cable if the cast of th

streaming senaces increases.

[Saurce: Horawsz Researd

cate of Medi, Entertsinment & Tech: Subserlptions study, 2023 Edit

4 at et one Tv-connected dertce.

« As of Janwary 2023, 85% of houssholds

(Saurce: Nielsen National TV Panel, 2023)

[ —————————eeweee
103

Total TVMdeo Advertaing Advantages
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Prospecting
Appointments

Research

Presentations

DallySales Tip

Welcome! Would you like a quick tour of the new
RAB.com?

Poiical Advertising

Radio Sales Todsy
New

Check out

A8 Video Wall

106

Al
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CNA Training and Forms

MER NEEDS
TEM

109
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Inventory Analysi

| What Is your goal

How often does th
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SIX strategies!
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Profit Centers: (Pr

Profit Center

What keegs you up

Fow
purchase?
Does someone measure traffi
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Creative

* RAB'’s commercial audio library and scripts|

sussToOLS v TaNNGY sy wvmay Q

AR Scorecard

includes over 2,000 copy ideas in more a
than 160 advertiser categories. Sarmple Crastve Brief .
. " . . Commercial P Ausio
« List of radio production companies and b
studios that specialize in writing, casting Copyseas %
and producing great radio commercials.
+ 1,000 promotional ideas in more than 160 Creatie Resources Directory
different categories.
Promo Catenaar &
« Promotional calendar to inspire seasonal Promationalidexs
ideas. -

Racko Mercury Awords

113

June 2024 RAB

T N PSR ——

RReE"

CALL FOR ENTRY
Now Open

&

115
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produce better radio creative
Loarn from the st with i spachl UVE prosestacin sow

WATCH MO

contact us

116

Welcome! Would you like a quick tour of the new
RAB.com?

117

118

3/1/2024
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NEW FROM RADIO MATTERS

119

Radio Matters Sizzle Videos

RAB Radio Sizzle Video RAB Multicultural Video

120

eekly reach. o smeveo
==

Radio Matters

iy Radio

Welcome! Would you like a quick tour of the new
RAB.com?

121
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mgtter

122

(L Boni)
S G yor P

: 4 CASESTUDY  cASESTUDY

% a= NN 2/ILIAD
= g SUe
a B

eekly reach. o smeveo

o

Welcome! Would you like a quick tour of the new
RAB.com?

124

3/1/2024
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125

126

127

0/ )

} of marketers polled agree their brand needs
to establish audio cues on radio for the
growing adoption of voice-activated devices.

16 Resaons 1o Agvartse

RADIO FACTS

ato a custom profile of fadio listar fownioad the 10 Reasons to Advertise

are ready, click SUBMIT to create your report

CONTACT US

3/1/2024
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whyradic ] <) o asaisn

EFFECTIVENESS

128

RADIO DRIVES
AUTOSERGT

State
of Audio{

130
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TOOLS

133

44



THE MEDIA UNIVERSE o Z]

P18+ WEEKLY REACH

24m

E‘ DIA B il 104M 0

AMTM Radio
THE CONSUMER

oo s 212M

D @ sop + weo 103M

134

135

RADIO’S
INCREDIBLE
REACH

3/1/2024
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radio reaches

232 million

P12+ every week

o e RAB
137
RADIO BOASTS HIGHEST MASS REACH
AMONG TRADITIONAL MEDIA
- - R— La— ars
84% 86!
77% i
RAB
138

HIGHEST

REACH
AMONGALL
MEDIA
OPTIONS

139

3/1/2024
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RADIO BOASTS HIGHEST REACH
AMONG ALL AUDIO SERVICES

Adls 16+ Aduts 18.34
9% B5%
asx
T % a0 e 1 o 1% 1y 1%
a ] | |
i 3549 Aduks 5o
o a2
e T B T
| | ] | I
WRadio WYouTube Music ®Spotfy B Sateli ®Amazon Music 8 Apple Music
— RAB
140
|
RADIO PEAKS DURING THE DAY
5% co%
59%
0%
P18+ P18-34
ORI - W RAB
141
RADIO REIGNS AS AUDIO LEADER
AM/FM RADIO
ACCOUNTS FOR
69% OF THE
DAILY AUDIO TIME
SPENT WITH ANY
AR AD-SUPPORTED
PLATFORM
oy sppored -~
RAB
142
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PEOPLE
LISTEN
AND
LISTEN

143

HIGH TUNE-IN ACROSS GENDER

144

3/1/2024

TUNE-IN TIME IS HIGH ACROSS ALL
POPULATION SEGMENTS

B © .
e

1.3

Blacks Total U.S. Population Hispanics
(ADULTS 18+)

RAB
145
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Radio has a solid position in time
spent with electronic devices among all adults.
Radio captures 12% of all content hours.

Wéeskly ho h media

113 209 24.5 9.8 16.6 7.8
HRS HRS HRS HRS HRS HRS
AM/FM
Radio

Over 90 hours of content each week across radio, TV, online and mobile
by average U.S. adults.

RAB
146

RADIOIS
IMPORTANT
TOLISTENERS

3/1/2024

radio and podcast adve

trusting

49



3/1/2024

RADIO
IS THE MOST ¢ e

TR U STE D 256,‘2 :rustt ;?glligon
MEDIUM 57% trust websites

38% trust Twitter
37% trust Facebook

2X MORE TRUSTWORTHY
THAN SOCIAL MEDIA

149

ONE OF RADIO’S
TOP ATTRIBUTES
IS ITS LOCAL FEEL

Ftechsirveys
2023 RAB

150

LISTENERS ARE EMOTIONALLY
CONNECTED TO RADIO
[ 18 ]

eners b
——————
+ 82% of radio fans would truly miss their
favorite radio stationiit if were gone
« 77% of radio fans feel their favorite
stationimproves their mood — -/,
7 7= - .
+ 68% of radio fans have a favorite station /

151
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RADIO’S EQUATION
EASY + PERSONALITIES + EMOTION + CONNECTION

NEARLY 4 IN 10 FEEL A CONNECTION WITH THEIR
HOME RADIO STATION

Total Gen2 Millennials GenX Boomers Greatest

Ftechslirvey:
028 RAB

153

RADIO
INCAR

154
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RADIO IS THE MOST USED FEATURE IN-VEHICLE

Bluetooth 3% 72% use AM/FM Radio

156

radio is a top
in-car device

’ o
" | ()
» \\F & AM/FM radio while in car
RIS
\\\ . \‘\ \/ .
W\ N more than.
NN\ % owned digital music — 53%
podcasts - 38%
online audio - 37%
D player - 29%
20%

157

3/1/2024

RADIO IS EASY

67%

of radio
listeners say
that it is the
easiest to listen
to while in-car.

techslifveys
2023 RAB

158
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GEN Z TOP REASONS FOR IN CAR
RADIO LISTENING

159

RADIO TOPS MEDIA SOURCES — IN THE CAR AND ON-THE-GO

ery” time or most times

s
Streaming Music/audo subscription I *:*
— o

fom

Streaming Wideo (free) o

@ When g Whan Using M Trans

160

HD RADIO CONSUMER SATISFACTION Radio

Artist & Advertiser Experience images

# I FM Radio

ENHANCED 97.7 WXYZFM

o

161
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BROADCAST RADIO IS WHAT CONSUMERS TURN TO
FOR IN-VEHICLE MUSIC

E AM/FM Radio 70%
Streaming Music Service 46%

RADIO
ACROSS
PLATFORMS
& DEVICES

[ RADIO

163
RADIO’S DIGITAL PLATFORMS ARE
STEADILY GROWING
s::::ﬁ HD Radio Podcasting Streaming
e Il T [l ovrssoo
are familiar station
malrk;tr;;ace p\:g:azt websites
RAB
164

3/1/2024
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Device used tolisten to radio {select all that apy
83% ( pohy)

HOW DO
PEOPLE LISTEN H H

TO RADIO?

15%
1%

U -

]

Carradio liveradio  Smart  Portable Alarmclock  Other
app  weaker  radio  radio

165

MONTHLY PODCAST LISTENING GROWTH

-V 2%
—‘—

tal U, n12e
Sust it moeen
- B
-
- E
-
-
-
-
- E
-
-
o
-
-
-
S
-
n 14 01 01 2 P 20

166

PODCAST ADVERTISING INFLUENCES E%

45%

Podcast Super Listeners trust their hosts

Believe the hosts of podcast they regularly listen to are actual users of the
products/services mention on their podcasts

167

55



Online Radio

214MM

P12+ have listened in the past month
/

(AM/FM streams of intemat only streams)

168
MONTHLY ONLINE LISTENING
% listening to online audio in the last month
_ - i
‘Sowrce: The Infnste Dial 2023 - Edon ResearchiAmatos Msk/Wondeny/aRTS RAB
169
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GROWTH OF ONLINE LISTENING IN-CAR
VIA CELLPHONE

Online listening in-car grew from
41% in 2019 to 53% in 2023

170
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171

RADIO IMPACTS KEY ASPECTS OF THE PURCHASE JOURNEY

Search Consideration Retention

Social Ads, Reviews, Blog, Community Forum,
Media, Direct Email FAQ Knowledge Base

Awareness Purchase Advocacy

Radio, TV, Print, PPC, Out of In store, Ecommerce, Website Promotions, Blog, Social,
Home, PR, Word of Mouth, Email, Networks, Newsletter

Online Ads, Social Ads

172

ATTENTION: RADIO IS MOST EFFICIENT

aCPM: Attention Cost per 1,000 Impressions

$9.70
Radio is the most
efficient platform at
driving attention and at
the lowest cost.
$4.30
$3.53 $367
52.80 $3.00
g I I
=
AMFMRadio  Podeasts TV OnlineVideo  Sodal  DemtsuMorms  Display
Source:Dent itesen Econamy Sty 2023, conduced by umen RAB

173
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AUDIO GENERATES +8% GREATER
BRAND RECALL VERSUS DENTSU NORMS

Brand Recall
a% a41%
AUDIO GENERATES |
GREATER BRAND a0
RECALL I e
Audo Social Dentsu Norms Display Online video

rudy 2023, conductod by LumsecTV a0t

RAB
174

RADIO INFLUENCES BEHAVIOR

AFTER LISTENING TO A RADIO AD

2
S
5
E
i H i i

o RAB

175
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RADIO IS THE SOCIAL MEDIUM

HEAVY RADIO LISTENERS HAVE MORE BRAND CONVERSATIONS THAN USERS OF OTHER
MEDIA, INCLUDING TV AND SOCIAL MEDIA

Weekly Beand Conversations (in Bilions

l . . ” - b: !

Heavy Radio Listeners  Heavy Social Media Users Heavy TV Viewers  Heavy Newspaper Readers  Heavy Magazine Readers

( oesanG Heavy ustrs of meow:

adko: 2+ hous por day on weskday or woskend

Maavy T 2+ hours o por day on wekday and weskeed
vy Nowvipapse: 1+ hours g day on weskiday o weahind
| Heavy Magasine: 14 hours per day oo ooy or wweiend

176
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RADIO LEADS TO PURCHASE
MORE THAN HALF OF BRAND CONVERSATIONS AMONG HEAVY RADIO LISTENERS LEAD TO
PURCHASE INTENT, HIGHER THAN AVERAGE

51%

of brand conversations
among Heavy Radio Listeners
result in
intent to purchase
That's ahead of
the national avg (49%)

Radio performs
particularly well in:
Auto: +14%
Sports: +13%

+ Telecom: +10%
Technology: +9%
Beverages: +5%

«  Healthcare: +5%

labs 2 e RAB

177

IMPACT WHEN TV AD DOLLARS ARE SHIFTED TO RADIO

Net Reach Impact

RADIO ADDS el e
VALUE i ;
Ry o

10% i71en

-

179

DRIVING EMOTION AND ENGAGEMENT

An ad agency research study on storytelling found:

v Audio ads drive 21% stronger emotit;ns thanvisual ads

v Audio ads drove 50% more emotional peaks than visual ads

v’ Audio ads have a increase in for a brand than

visual-only ads

v Audio makes call-to-action ads a uniquely positive emotional experience

Seurce: MindShure Wearolat, 019; 50 ARt 1854 RAB

180
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A Friend Within the Community

181

X

e ©

81% 83%
Like a friend, Would follow Valueand trust
family their favorite their favorite
member or on-airpersonality personality’s
acquaintance PLAENESAON: opinion
Souce o e G, O WS, 2033 RAB

182

ON-AIR
PERSONALITIES
ARE INFLUENTIAL

< 21% Listen to radio for their on-air personality

% 14% Tune in for companionship

s RAB

183
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6 IN 10 SAY RADIO
PERSONALITIES ARE THE MAIN
REASON WHY THEY LISTEN

% Why Say Personaities are the Main Reason They Listen

60% o

’ \ Total GenZ Millennials Gen X Boomers Silent
“techs{irvey:
\\‘,‘ tochslivy: RAB

184

LISTENERS ARE PART OF A DJS INNER CIRCLE

What Listeners Know About Their Favorite DJ

185

Frequently Asked Questions

Radio- An Effective Medium

186

3/1/2024
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10 Reasons to Advertise

AD SPENDING

188

Search More Than 8,000 Co-( -

189

3/1/2024
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Upcoming Live
Presentations

190

Your Partner in Success

12 Bl
PRI
| | VELOP! |

Y

RAB:;

et

femmanmal

=

191

192
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What We'll Cover

193

Member
Response

Member Response

« 7:00 AM — 5:00 PM Central
Time every business day

* 800-232-3131
* MemberResponse @RAB.com

3/1/2024

« Chat with us on RAB.COM

JACQUIE AYRES

Member Response Manager

jayres@rab.com

194

Welcome!

Would you like a quick tour of the new

64


mailto:MemberResponse@RAB.com

I ... = T

_ e + Login
RAB f - -
s Company
RAB Site Map i eraara * TeamRaB
ey e s e « Bosrdof Directars
- - Nows

For New Members
* Member Benefits Webinar

* Ask RAE
Shortcuts
e, * Account Manager CRM
e * Proposal Assistant
o * RAB GoCART

* Pprofessional Development
= Radio Mercury Avards
* National Radio Talent system
Resources
Radio Matter Blog
Radio i

3/1/2024

* Why Radio
= Advertise with Us
- Assaclatl

B\
LargeSt tlm@ Spemj;v!uad theRadio Sizzle vVided

Welcome! Would you like a quick tour of the new
RAB.com?

197

— Ao Afrermarkes

Need Help?

Ask RAB!

Search RAB.com. If you still can't

call Email Chat

198
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199

200

Download thell [FeREs.

Promotionsi Casendar

Welcome! Would you like a quick tour of the new
RAB.com?

201
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Most Used Tools

Instant Backgrounds
Why Radio

Radio Sales Today (RST)
Co-op

Radio Works for Business
Copy

Webinars on Demand
The Pitch

Sales Tips

Commercial Audio

BOo®NOOMWOWNE

S

202

QUESTIONS?

203

THANK YOU!

‘ RAB

3/1/2024

MemberResponse@RAB.COM

800-232-3131

www.rab.com

204
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