Word of Mouth Drives Sales, Radio Drives Word of Mouth
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Power of radio

Study: Podcast Audience is a WOM Powerhouse

® rRADIO o= GED O e

Radio Ranks As Most Trustworthy Source
in New iHeartMedia Poll

The survey also revealed radio delivers tangible benefits to listeners, from
improving mood to remaining connected to the community

INSIDERADIC

THE MOST TRUSTED NEWS IN RADIO

Jes to rank very highly as a
=

also two times more trustworthy

Radio Has Survey: Listeners Trust In-
Trust Has Grown While Social Media
Declined.
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Conversations

By Category
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On average, volume most impactful for offline and
sentiment for online

Offline Word-of-Mouth Online Social Media
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VOLUME SENTIMENT BRAND SHARING INFLUENCE VOLUME SENTIMENT BRAND SHARING INFLUENCE

Relative Impact to Sales

Volume is the total amount of conversations about a brand

Source: Engagement Labs, 2023: TotalSocial (online survey) August 2022-July 2023, P13-69



Conversation impact starts ~8 weeks before the sale and
accelerates closer to the purchase

Impact of Conversations on Sales
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Media stimulates conversation

T ement Labs, 2023: TotalSocial (online survey) August 2022-July 2023, P13-69



Optimize social strategy by exceling online & offiine

Conversation to sales attribution is 19% on average
Virtually no correlation between the offline and online!
Volume most impactful for offline; sentiment for online...

25% of media's impact comes through conversations.

More & better conversations leads to big potential increase
in the bottom line

Conversations are your asset, don'’t let them languish.




Radio as a driver of brand conversations

THISE

IS RADIO



Radio is the social medium

Heavy radio listeners have more brand conversations than users of other media, including TV and social media

Weekly Brand Conversations (in Billions)

3.8B
. .2.6B .2.63 2.43

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

4.7B

DEFINING HEAVY USERS OF MEDIA:

Heavy Radio: 2+ hours per day on weekday or weekend
Heavy Social Media: 2+ hours per day on weekday and weekend
Heavy TV: 2+ hours of per day on weekday and weekend

Heavy Newspaper: 1+ hours per day on weekday or weekend
Heavy Magazine: 1+ hours per day on weekday or weekend

Source: Engagement Labs, 2023: TotalSocial (online survey) August 2022-July 2023, P13-69



Radio ranks #1 in brand conversations

Across all 15 industries and sectors
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Radio listeners buzz across categories

Heavy radio listeners rank #1 in every category vs. TV, Social Media, Magazine and
Newspaper
Projected Weekly Brand Conversations (in Millions)
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Radio listeners

Source: Engagement Labs, 2023: TotalSocial (online survey) August 2022-July 2023, P13-69

The Value of Everyday
Influencers:

“Reach Effect”
They talk about more brands with people

“Acceleration Effect”
They keep up with what's new and spread the word

“Amplification Effect”

They talk about advertising, So your message goes
further

We identify the influential consumers who represent ~10%
of the total public and may engage in 2-3x as many brand
conversations as others



Listeners are influencers in key verticals when compared
to tv

How Much More Likely Are Heavy Radio Listeners to be Category Influencers
Compared to Heavy TV Viewers...

Heavy Radio Listeners are 32% more
likely than Heavy TV Viewers to be

Children’s Products Influencers Radio TV
Financial
Travel Services
) . Food/Dining

Source: Engagement Labs, 2023: TotalSocial (online survey) August 2022-July 2023, P13-69



Listeners are influencers in key verticals when compared
to social media

How Much More Likely Are Heavy Radio Listeners to be Category Influencers
Compared to Heavy Social Media Users

Heavy Radio Listeners are 39% more
likely than Heavy Social Media Users to be

Household Products Influencers Radio Social Media
Media and Entertainment
Beverages
) Food/Dining
Children's Products _ 16%
Telecom - 6% Beauty and Personal Care = 0%
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Radio leads to purchase

More than half of brand conversations among heavy radio listeners lead to purchase intent.

Radio performs particularly well in:
Auto +14%
Sports +13%
Telcom +10%

Technology +9%

51%

Of brand conversations
among Heavy Radio Listeners
result in
Intent to purchase

That's ahead of the national Beverages +5%

avg. (49%) ‘ Healthcare +5%

Source: Engagement Labs , 2023: TotalSocial (online survey) August 2022-July 2023, P13-69




Heavy radio listeners are concerned about a diverse
range of issues

Leading Issues Discussed Among Heavy Radio Listeners
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They also have strong opinions on political issues

% of Heavy Radio Listeners Discussing Political Issues
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Source: Engagement Labs TotalSocial, August 2022 - July 2023




Making the case for the power of radio

Heavy radio listeners rank #1 in every category vs. TV, Social Media, Magazine
and Newspaper; delivering powerful results for advertisers.

— Nearly 5 billion weekly brand — Influential everyday
conversations consumers

— More brand conversations than — Their brand conversations
heavy TV viewers, social media lead to puU rchase

users, magazine readers and

newspaper readers — Concerned with a wide

array of hot-button

— A compelling story for radio ISsues, including political
across all verticals

ement Labs, 2023: TotalSocial (online survey) August 2022-July 2023, P13-69



Making the Case for the Power of Radio

Client Case Study




Study goals

Amidst growing dissatisfaction with social media among advertisers,
radio commissioned a study focused on trust, engagement and
brand conversations.

1. The trustworthiness of radio compared to other media, particularly social media

2. The power of the radio audience, as measured by the volume of weekly brand conversations
and concentration of everyday influencers among Heavy Radio Listeners vs Heavy Internet
Users and Heavy TV Viewers

3. The historical and current sentiment for Facebook, Twitter and Instagram to make the case
that there is more advocacy for advertisers from radio than social media

Source: Engagement Labs, 2023: TotalSocial (online survey) August 2022-July 2023, P13-69



Radio is highly trusted

Performing far ahead of social media

| trust what | see, hear or read on or in... Top 2 Box
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Source: Engagement Labs Media Trustworthiness Survey



Majority agree with the many benefits of radio

Those include improves mood, makes you feel less alone, connected to your community and
trustworthy radio personalities.

Top 2 Box
Listening to my favorite radio station helps _
improve my mood 80%
0
Listening to my favorite radio station makes me _
feel less alone 68%
| trust the information | get from my favorite radio _
hosts/personalities 66%
Listening to my favorite radio station makes me _
feel more connected to my community 62%

0% 20% 40% 60% 80%  100%

B Strongly Agree H Somewhat Agree

Source: Engagement Labs Media Trustworthiness Survey



Key

Radio is highly trusted, far more so than social media, which has become much less trustworthy over the
last year

Radio delivers tangible benefits to listeners, with an overwhelming majority citing that it improves their
mood, helps them feel less isolated and more connected to their community

Heavy radio listeners wield tremendous word of mouth power for advertisers, having more brand
conversations and more influential than heavy internet users and TV viewers

Sentiment for Facebook and Twitter has been plummeting in recent months; even Instagram is
undergoing steady decline in offline sentiment

-

\_

What This Means?
In a time when both consumer and advertiser affinity towards social media is eroding, radio continues to earn
consumers’ trust and deliver an audience that is highly engaged in brand conversations, which we know are a
driver of sales.

Radio’s ability to generate a lift in conversations for current advertisers should be a key reporting KPI when
evaluating success of an ad campaign, and a key selling point for prospects
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J

Source: Engagement Labs, 2023: TotalSocial (online survey) August 2022-July 2023, P13-69




Radio Campaign Effectiveness

Client Case Study




Beverage brand enjoyed massive lifts

In conversion volume among radio personality listeners.

% Talking About BEVERAGE ADVERTISER During the Past 7 Days
Indexed to Non-Listeners

83% lift in ADVERTISER 237
A word of mouth

among Radio
Personality listeners vs.

non-listeners
100

Non-Listeners Radio Personality Listeners Radio Personality Listeners who Recall
Campaign




Beverage brand achieved higher sentiment

Among radio personality listeners who recalled campaign.
Offline BEVERAGE ADVERTISER Sentiment among RADIO PERSONALITY Listeners

Net Sentiment
% Positive-% Negative/Mixed

Radio Personality Listeners who Recall - m 60
Campaign
Radio Personality Listeners  -10% 50

43

B Negative BMixed W Positive




Lift In conversation during campaign

% Talking About BEVERAGE ADVERTISER During the Past 7 Days
Indexed to Non-Listeners

——=Non-Listeners =——=Radio Personality Listeners =—===Radio Personality Listeners who Recall Campaign
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Pre-Post Change in ADVERTISER Talk

Radio outperformed TV for beverage advertiser

Source; TotalSocial® Offline,

% of People Talking About BEVERAGE ADVERTISER
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Key

Beverage advertiser enjoyed a substantial performance lift among Radio Personality listeners

* Beverage advertiser conversations had an +80% lift among Radio Personality listeners during the entire campaign
period versus non-listeners.

* beverage advertiser enjoyed markedly better sentiment among Radio Personality listeners who recalled the
campaign.

Campaign sparked dramatic increase in beverage advertiser conversations among Radio

Personality listeners versus the prior period and vs Heavy TV Viewers

* Beverage advertiser enjoyed a 55% increase in volume of talk from the pre-wave period among Radio Personality
listeners (vs. the 10% increase seen for non-listeners)

* Radio listeners outperformed TV viewers for beverage advertiser during the campaign

Source: Engagement Labs, 2023: TotalSocial (online survey) August 2022-July 2023, P13-69
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