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The "Seven Steps o Selling Success"” series of live

presentations helps sellers navigate the seven critical

steps to making a sale. In this session, we share the
importance of researcnh
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THIS MONTH'S SUPERUSER

Each month we will announce an RAB member, via Radio Sales Today (RST)who is a

superuser of RAB tools and services based on their activity. As a follow-up, we will
highlight the RAB Superuser in RST and ask them to share some of their best tips - giving

them the opportunity to share their RAB.com know-how.
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Contact James:

Jthomas.1300wtls@gmail.com

334-391-7866




Consultant Style Selling...

Different from traditional selling

It’s not about you, it’s about the client
Focused on solving problems
Positions you as the expert
Establishes you as a trusted advisor






Four Types of Sellers

1. The Commercial Visitor
2. The Product Peddler

3. The Consultant Seller

4. The Sustaining Resource
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Four Levels of Selling Checklist

Identify your relationship level at each of the 7-Steps. Then, level up

1 2 4
Commercial Product Sustaining
Visitor Peddier
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Commerdial Consultative Sustaining
Visitor
“Just checking in" Propared packages o | Pinding qsiiied Find addtional
“Stopping by" meet sakes goals prospects 1o solve departments to soive
"Limited territory - “The problems and increase | problems for greater
Good Ole Boys™ business share
Route system - Same Credibility based on Credibility based on Percelved as unpaid
accounts consistently - | product knowledge empathy, expertise, member of staff, Par
rarely any new and axpertise problem-solving skills of the internal Problem
business efforts Preveters
Call reports for sales Planned work focused | Source of Business Customer requesis are
manager: Dials, on dosing the sale - Advantage._ Informa- for business help and
contacts, conversions, | Heavy management tion relevant and advice more than for
call reports pressure on activity significant to cent the product
Make the buyer like Being a product expert | Open-ended questions -| Being an “insider” and
me - Measures activity | “Do you need any™ Objective identity the problem preventer
not results customer's needs from
customer's point of view
Memorzed script Feature/benefit Research clients Research based -
presentation - off the analysis, point by point | current position, customer focused.
shelf solutions” review of product competitors, industry Contains “insider”
information information
Verbal only or Low level stakeholders | Customized presents- | Connecied fo all levels
- in addition to buyer - tion based on neads of company manage-
presented to buyer Heavy selling-tool presented to Mud-evel -
usage managemant true “insidar"
Become friends - close | Product literature Systems and solutions | Profit driven to
personal relationship, customized 1o solve that may include improve retum on
gifts, social actities identified problem resources outside your | investment - profit
company - Team selling | hero
*1 like you - You like | remember when Being of sincere value | Baing a sustaining
me, let's do business working for this to cents - halp their resource to client. Know
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When you're known for being a
problem solver, people come
to you for help.




RAB Resources (research) to build
long-term clients
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Radio Sales Today

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

« Content customized for today’s

would not con

~mmm Many Americans are skeptical of

electric cars

A majonty of U.S, adult citizens say they don't own — and
sider buying — an electric car, and many
doubt electric cars are more efficient or better for the

«a environment than traditional gas cars.

radio seller.
« Research quick hits & sales tips.
 Editorial focus on auto, digital,
advertising, research insights to
leverage at the national and local
level.

o=

Assoc.

app

Warss Ao

Dealers' body shops repair bottom
lines

v Colision repair ssnt a service immediately associated with
o dealership, but around a third of franchised dealerships
have body shops, according to National Auto Dealers

f @

Median Play Newn
Survey: 57% of sports fans willing to
pay $50 monthly for live streaming

The finding comes as Disney, Fox Corp., and Wamer
Bros. Discovery have partnered to launch a sports-
themed app later ths year, in addition to Disney bowing a
rebooted ESPN+ streaming service in 2025,
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RAB NEWS

202 ol Need-to-know: Radio Mercury Awards Call for
Entry

It's time to #TouchThatDial and enter the premier creative competition for your radio work:

e Deadline: Monday, April 8.

o Eligible Entries: Broadcast radio spots and campaigns, multi-platform campaigns and nonbroadcast
audio (see entry guidelines for details).

o« Categories: Single spot and campaign categories plus specific categories for Promotional Spot, Humor,
Use of Songs/Music and Sound Design, short broadcast spots (under :15), Branded Podcasts and
more.

o Eligibility Period: January 1, 2023, to April 8, 2024.

e Questions? Download the entry kit, read our FAQs, email us or call 212.681.7212.

» Ready to Enter? Check out online entry and guidelines here.

www.rab.com




RESEARCH QUICK HITS

Multifamily Dive

Rents rise slightly, ending 7-month decline
Market trends are in flux, with deliveries on the rise and occupancy falling.

in
Supermarket News
Private brands' power continues to capture wallet spend amidst
inflation
With consumers continuing to try to ease wallet spend amidst inflation, private brands are on the rise —
exceeding $217 billion in sales in the U.S., according to market research firm Circana.
= @

MediaPost

QSR sales heat up as temperatures rise

It appears the negative effect of severe winter storms on QSR business earlier this year is waning. According to
the latest report “Where Is Retail and Dining Foot Traffic Thriving in Early 20247?” from foot traffic research firm

Placer.ai, as temperatures warm up across the country, so do fast food sales.
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. DAILY SALES TIP

Jeff Schmidt, SVP of Professional Development

Want more business? Look inside.

| could feel and hear her frustration. Ava used a great strategy to reach out to
prospective clients, but she was frustrated: "Nobody is responding.”

Sound familiar? A common theme in our industry is MORE. Whetheritis a
publicly held or privately owned company, that theme is the same. More
revenue creates more opportunities for companies to do the things we are
great at. | have yet to meet a manager who believes, "We have enough right
now."

One commonly overlooked place for new business is your current customers.
Depending on which research you read, getting a current customer to spend
more is about five times easier than finding a new customer. Yet, in our haste
and zest for new business, we look outside rather than inside. The reality is
we should do both.

A recent MediaPost blog entitled Looking For Growth? Start With Your
Current Customers reveals five innovative ways to drive growth from your
current customers:

1. Better understand and optimize their journey to conversion. No
matter how well you are converting prospects into users, there are
likely parts of the process of conversion that can be improved and
optimized. Review how current customers became buyers and identify
process gaps and leaks that are softening conversion.

2. Onboard new users to ensure they begin using your product. You
may have converted a customer into a sale, but it's important to
ensure that they begin using and gaining value from your product or
service.

3. Improve customer engagement to turn users into fans. Just
because customers use your products or services doesn't make them
loyal supporters of your brand. It's important to communicate with
them so they feel connected beyond the transactional, and that your
product/service is more than just its attributes.

4. Increase lifetime value of current customers. Current users have
chosen you for a specific solution you provide. But they may not know
about others you have — or higher tiers of your offering they might
grow into.

5. Learn from them to improve your offerings, your marketing and
your success moving forward. A less obvious but no less tangible
way current users can help you grow is to learn from them to create
the conditions for growth. Dig into your customer data to know what
makes them tick.

Because we have been fielding lots of RAB member calls lately on
prospecting and new business development, we'll focus on the topic again on
Monday, and give you another perspective on current and past customers
and how to approach them.

If the old ways are no longer working, it's time to explore new ways. As
always, if you have successes, we would love to share them with other
members, so please email or call. We love celebrating your success!

Happy Friday!

Jeff Schmidt is the SVP of Professional Development. You can reach him at
Jeff.Schmidt@RAB.com. You can also connect with him on X and LinkedIn.

www.rab.com RAB



MARCH 2024

Spring has officially sprung! |

hope you enjoy all the wonderful

things this season has to offer.
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RAB Radio Sizzle
Video
We're Mobile
See us on all L. =F

your devices

Same USER ID and PASSWORD
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TSYENT | M 1

RADIO FACTS ¥ PLANNING / BUYING ¥ SALESTOOLS ¥ CREATIVE Vv TRAINING v STAFF v MYRABY Q

Welcome! Would you like a quick tour? TOUR RAB.COM TOUR DASHBOARD
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Consumer Behavior
by Format

(one of my favorites!)
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lify and find new prospects

Appointments

120 more Ist appointments

. mbers Only A' R%search 13 RADIO
Presentations DIGITAL

Don't miss these upcoming RAB
R APComIng FAE EFFECTIVE
Live Presentations. Register and

get on the list. Click below. MAR. 27 AT 12PM CT

REGISTER NOW

Political Advertising
!'?11' 1atest _’_,;”!"_ : W DOHIICa!l adavert ':‘:"w‘fl

Radio Sales Today
Welcome! Would you like a quick tour? Visit the archive for RAB's daily newslettel

RAB Video Wall



Prospecting

Automotive @

As one of radio’s top spending categories, it's important to have all the tools you need in one place. The Automotive
sechion has that and moce, including Auto Toolkit. The Toolkit popuiates charts and graphs on auto owner's
characterstics, your radio station's format compared 1o the auto buyer and more - all created on a totally customizable
PowerPoint ternplate for download. Auto Buyer Profiles are aiso availabie for download on thes page

onsumer Behavior by Format (Gold Digger Reports) i

arg designed 1o gve you an in-depth loak in ere your audience base 15 extremely strong in
consumpoon of p personal attitudes. They can help you 2ero in on areas of business
where your format might hold potential to increase business for an advertiser,

2
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Cold Call Script

Taken from RAB's Radio Marketing Professional certification, this saript is intended as a guideline for making cold calis. As
with any such script, we strongly encourage you to make it your own, customizing the language to meet your needs. Don't
forget the purpose of the phone call: GET THE APPOINTMENT?

Co-opfm

Join the thousands of radio sales professionals who constantly find new ways to fund radio campaigns with the
cooperative advertising information contained in the RAB Co-op files. The Co-op Directory has over 8,000 freshly updated
listings, weekdy sales leads for retadier promotions, new digial co-op plans with ready-to-use web ads and quick and easy
video tutoriats

Instant Backgrounds &

The key to selling big accounts is understanding your prospect’s business, but who has the time to collect all that
Information? We do, Instant Backgrounds quickly tells your sales pros the "who, when, where, why and how” for over 100
different business and product categories. As an informed marketing consultant, use the instant Background information
to easily Include the insights in your correspondence and presentations.

thepitch

Radio Format Profiles éa

The more you understand listeners, the better you can tallor custom marketing solutions for your advertising cients. MR-
Simmons Radio Format Profiles are a key resource for current listener research. Click to get started and choose a format
profile from the ist. Also, the reports are packed with data, 50 be sure to see the "How to Read” guide, it's first on the kst
and it 1s a great resource for helping you understand the data.

Prospecting Report i

Creating promotional cpportunities for existing ckents and developing prospective clients can be chalienging, This special
section of RAB.com features a vanety of 1ools, special reports, artickes and more 1o help you maximize your sefing efforts
by exploring new opportunities and emerging categories.,

Ad-to-Sales Ratios @

How much should advertisers allocate to thedr advertising budgets? To help answer this important question, RAB offers
highlights from Schonfeld & Associates, Inc.'s annual Advertising Ratios & Budgets publication, Based on data from
government filings and published financial records for approximately 320 major industries, these tables now break out
histonical revenue and histoncal advertising dollars spent by each industry; annual revenue and ad growth rates, and ad
dollars as percent of sales. This information is based on fiscal versus calendar year.

Prospecting Success Indicator @

Not every potential chent (s a “good” prospect. There are a number of reasans some prospects are bedter than others, This
Excel worksheet will help you pre-qualify potential accounts so you can focus your time, effort and energy on targeting the
very best peaspects for your station.

Top Business Trends @

Based upon the latest three year average, this data from the U.S. Department of Commerce lists sales trends for key
advertiser cotegonies. Use this document to identify periods within the annual sales cycle where clients must advertise

The Pitch é&

Assists members in driving sales on the local, regional and national leve! by providing in-depth industry overviews and
customizable presentations that include insight-based ideas for over 125 categories of business.

-—ww,



n Favarite
Add to MY RAR menu

Cwmsmamons
Consumer Behavior by Format
(Gold Digger Reports)

Find advertiser who a perfect fit for your station{s),

You have in your hands a powerful sales development tool. The MRI-Simmons Gold Digger PROSPECTING REPORT that you have requested
from RAB is designed to give you an in-depth probe into the areas where your audience base is extremely strong in consumption of products
and services or media and personal attitudes. The purpose of the reports is to help you zero in on areas of business where your farmat might
hold potential to increase business for an advertiser. Each line of data can serve as a talking point to open a dialogue regarding the clients
needs and haw your station can work to build trade. We don't recommend that you deliver the entire MRI-Simmons Gold Digger PROSPECTING
REPORT to a client. Pull out a few bullet points and make them part of a comprehensive presentation for your client

Take note of the retailers your listeners frequent, too. If they index high for On the Border, Taco Bell and Chipotle, you have the ammunition to
contact any restaurant that serves up this type of food and make the case that your audience represents a prime prospect.

The “norm” for consumption of use (among Adults 18+ in the U.S.) for every single data point in the MRI-Simmons Gold Digger PROSPECTING
REPORT will be 100, In the MRESImmons Gold Digger PROSPECTING REPORTS we are comparing an exclusive group (the listeners to your
format) to this broad population segment. The Index is calculated by dividing the percentage of listeners to your form 10 USE a given
proguct by the percentage of the 18+ population who are users of that product. (This data is not shown on the MRi-Simmons Gold Digger
PROSPECTING REPORT.)

If the percentage of format listeners is lower than the population as a whole, the index will be under 100; iIf the percantage of format listeners
Is greater, the Index will be over 100. In the MRI-Simmons Gold Digger PROSPECTING REPORT you have in your hand, we only look at areas

where the index is higher than the norm - meaning your audience s more likely to use the product or service. With the "norm” at 100, ar

Indéx of 150 shows that your format’s audience is 50% more likely than the U.S, population in general to buy this product. An index of 250

would indicate that your audience Is 1-1/2 tmes more likely to buy the praduct

Title Description

* HOW TO USE/READ How to read your Gold Digger Report and suggestions for use.

_ * REPORTS LIST A list of all the Gold Digger reports that are currently available through the Radio Advertising Bureau through this Web www.rab.com RAB

site,



RAB / MRI-Simmons Gold Digger Report: Country

How to Read: Subtract 100 from the index to understand the percentage more likely to engage in speficic
behavior.

INDEX COUNTRY CONSUMER BEHAVIORS

281 CMT (Country Music Television) (watched/past 7 days)

246 RFD-TV (Rural Free Delivery TV) (watched/past 7 days)

1 58 HH owns motor home

176  Dish Network

174 - pa— S

= Custom Charts
173  chewing & Smokeless Tobacco/nicotine

172 MAVTV (watched/past 7 days)

171 1 f Music/Audio Listen to: Country/last 6 mos )

100 TR e - a {1+




Country Format Indexes High for Recreational Vehicles

THE COUNTRY FORMAT AUDIENCE IS 58% MORE LIKELY TO OWN A MOTOR
HOME THAN THE U.S. POPULATION IN GENERAL

I COUNTRY ®U.S.A18+

158%
INDEX

www.rab.com RAB



Country Delivers The Market For Chevrolet

25%
20%
15%
10%

5%

0%

X

18-24 25-34 35-44 45-54 55-64

m OWN/LEASE CHEVROLET = COUNTRY

www.rab.com RAB




RAB’S CONSUMER PROSPECTING REPORTS WILL HELP YOU MAKE MONEY

Available Reports

AAA

Adult Contemporary
Adult Hits

Adult Standards

All News

All Sports

All Talk

Alternative

CHR

Classic Hits

Classic Rock
Classical

Country

Gospel

Hispanic

Hot AC

Jazz
Mexican/Tejano/Ranchera
News/Talk

Oldies

Public
Religion/Christian
Rhythmic

Rock

Soft Adult Contemporary
Spanish AC

Tropical

Urban

Urban AC

Urban Contemporary
Variety/Other

Demographics/Lifestyle Groups

Affluent Adults: HH Income 150K

African American Adults 18-34

African American Adults 25-54

African American Adults 55+

Blue-Collar Men

College Or University Student

County Size: Cor D

Employed Women

Generations: Boomers (b. 1946-

1964)

e Generations: Early Boomers (b.
1946-1955)

e Generations: GenXers (b.1965-1976)

Generations: Late Boomers (b.

1956-1964)

Generations: Millennials (b.1977-
1996)

Generations: Pre-Boomers (b.
before 1946)

Grandparent or Great Grandparent
of Child Under 18

Hispanic 18-34

Hispanic 25-54

Hispanic 55+

Marital Status: Living with
Partner/Fiancé/Boyfriend or
Girlfriend

Mature couples |: Adults Age 40-54,
No Children 17 or Under Living at
Home

Mature Couples Il: Adults Age 55-
64, No Children 17 or Under Living
at Home

Mature Couples Ill: Adults Age 65+,
No Children 17 or Under Living at
Home

No. Of Adults In HH 25-34: 1 Adult
No. Of Adults In HH 35-49: 1 Adult
No. Of Adults In HH 50-64: 1 Adult
No. Of Adults In HH 65+: 1 Adult
Occupation Summary: Professional
and Related Occupations

Parent of Child 12-17 Years Old
Currently Living With Respondent
Parent of Child 6-11 Years Old
Currently Living With Respondent
Parent of Children Under 18 Living
in HH

Professional Women

Race: Asian

Self-Employed in Own Business
Self-Employed Professional
Teenage Households: Adults Living
in HH with 12-17 year old(s)

Young Couples: Adults Age 30-39,
No Children 17 or Under Living at
Home

Young Singles: Adults Age 18-24,

Digital and Satellite Radio

Downloaded Music on the Internet
Last 30 Days

Household Subscribes to SiriusXM
Radio

Listened Online to Streaming
AM/FM Broadcast Radio Stations
Last 30 Days

Listened to Any Podcast Last 30
Days

Listened to Internet-Only Radio or
Other Online Music or Audio
Services (eg. Pandora, Spotify, etc.)
Last 30 Days

Listened to Radio on
Cellular/Mobile
Phones/Smartphones

Radio Listening: Any Internet/App
or Satellite Listening

Sports and Traffic Reports

Listen To Sports Events On Radio:
Auto racing - NASCAR Last 12
months

Listen To Sports Events On Radio:
Auto racing - Other Last 12 months
Listen To Sports Events On Radio:
Baseball - College Last 12 months
Listen To Sports Events On Radio:
Baseball - MLB Regular Season Last
12 months

Listen To Sports Events On Radio:
Basketball - College Last 12 months
Listen To Sports Events On Radio:
Basketball - NBA Regular Season
Last 12 months

Listen To Sports Events On Radio:
Basketball - WNBA Last 12 months
Listen To Sports Events On Radio:
Boxing Last 12 months

Listen To Sports Events On Radio:
Football - College Last 12 months
Listen To Sports Events On Radio:
Football - NFL Monday, Thursday or
Sunday Night Games Last 12
months

Listen To Sports Events On Radio:
Golf - PGA Last 12 months

Listen To Sports Events On Radio:
High School Sports Last 12 months
Listen To Sports Events On Radio:
Horse racing Last 12 months
Listen To Sports Events On Radio:
Ice Hockey - NHL Regular Season
Last 12 months

Listen To Sports Events On Radio:
Olympics - Summer Last 12 months
Listen To Sports Events On Radio:
Olympics - Winter Last 12 months
Listen To Sports Events On Radio:
Soccer - MLS Last 12 months
Listen To Sports Events On Radio:
Wrestling - WWE Last 12 months
Traffic Reports: Regularly
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Prospecting
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Automotive @

As one of radio’s top spending categories, it's important to have all the tools you need in one place. The Automotive
sechion has that and moce, including Auto Toolkit. The Toolkit popuiates charts and graphs on auto owner's
characterstics, your radio station's format compared 1o the auto buyer and more - all created on a totally customizable
PowerPoint ternplate for download. Auto Buyer Profiles are aiso availabie for download on thes page

Consumer Behavior by Format (Gold Digger Reports) @

These reports are dessgned to grve you an in-depth look into the areas where your audience base 15 extremely strong in
consumption of products and services or media and personal attitudes. They can help you 2ero in on areas of business
where your format might hold potential to increase business for an advertiser,

Cold Call Script

Taken from RAB's Radio Marketing Professional certification, this saript is intended as a guideline for making cold calis. As
with any such script, we strongly encourage you to make it your own, customizing the language to meet your needs. Don't
forget the purpose of the phone call: GET THE APPOINTMENT?

Co-opé@

Join the thousands of radio sales professionals who constantly find new ways to fund radio campaigns with the
cooperative advertising information contained in the RAB Co-op files. The Co-op Directory has over 8,000 freshly updated
listings, weekdy sales leads for retadier promotions, new digial co-op plans with ready-to-use web ads and quick and easy
video tutoriats

Instant Backgrounds &

The key to selling big accounts is understanding your prospect’s business, but who has the time to collect all that
Information? We do. Instant Backgrounds quickly tells your sales pros the "who, when, where, why and how” for over 100
different business and product categories. As an informed marketing consultant, use the instant Background information
to easily Include the insights in your correspondence and presentations.

thepitch

Radio Format Profiles &

The more you understand listeners, the better you can tallor custom marketing solutions for your advertising cients. MR-
Simmons Radio Format Profiles are a key resource for current listener research. Click to get started and choose a format
profile from the ist. Also, the reports are packed with data, 50 be sure to see the "How to Read” guide, it's first on the kst
and it 1s a great resource for helping you understand the data.

Prospecting Report i

Creating promotional cpportunities for existing ckents and developing prospective clients can be chalienging, This special
section of RAB.com features a vanety of 1ools, special reports, artickes and more 1o help you maximize your sefing efforts
by exploring new opportunities and emerging categories.,

Ad-to-Sales Ratios @

How much should advertisers allocate to thedr advertising budgets? To help answer this important question, RAB offers
highlights from Schonfeld & Associates, Inc.'s annual Advertising Ratios & Budgets publication, Based on data from
government filings and published financial records for approximately 320 major industries, these tables now break out
histonical revenue and histoncal advertising dollars spent by each industry; annual revenue and ad growth rates, and ad
dollars as percent of sales. This information is based on fiscal versus calendar year.

Prospecting Success Indicator éa

Not every potential cient is a “good™ prospect. There are a number of reasons some prospects are bedter than others, This
Excel worksheet will help you pre-qualify potential accounts so you can focus your time, effort and energy on targeting the
very best peaspects for your station.

Top Business Trends i@

W average, this data from the U.S, Department of Commerce lists sales trends for key
advertiser cotegonies. Use this document to identify periods within the annual sales cycle where clients must advertise

The Pitch é&

Assists members in driving sales on the local, regional and national leve! by providing in-depth industry overviews and
customizable presentations that include insight-based ideas for over 125 categories of business.
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Top Business Trends 2023

RAB Member Response

Qtr. Qtr. Qtr. Qtr.

Jan Feb Mar | Total Apr May Jun | Total Jul Aug Sep | Total Oct Nov Dec | Total

All Retail Sales 8.4 8.3 8.2 25.0 8.3 83 8.3 249 8.4 8.4 85 253 8.4 8.2 8.2 24.8
Appliance Stores 7.9 75 8.6 280 7.7 8.4 8.6 24.8 8.2 9.1 8.3 255 8.4 8.9 8.5 25.8
Auto Dealers (New) 7.6 7.5 8.8 24,0 8.4 8.9 8.8 26.1 8.6 9.0 8.5 26.2 8.1 7.6 8.1 23.8
Auto Dealers (Used) 7.4 8.3 10.2 26.0 8.0 9.2 8.6 26.8 8.4 9.1 8.3 25.7 7.8 71 6.6 215
Auto Parts, Acc.&Tire Stores 7.5 7.4 86 235 8.3 8.9 9.0 26.2 8.6 9.2 86 265 8.2 7.9 7.7 23.8
Beer, Wine, Liquor Stores 7.1 7.1 7.9 221 7.9 8.6 8.6 25.1 8.7 8.3 8.2 25.2 8.2 8.6 109 276
Book Stores 11.0 6.7 7.1 24,8 6.9 7.8 7.0 21.7 7.0 10.5 8.7 26.2 7.0 7.4 13.0 274
Building Supply Stores 7.1 6.8 8.3 223 8.4 9.9 9.2 27.5 8.5 9.0 8.1 25.5 8.7 2 7.8 24.7
Consumer Electronic Stores 8.0 7.4 8.2 23.6 7.2 7.9 7.9 23.0 7.8 8.3 83 244 8.0 9.4 11.5 289
Department Stores 5.9 6.9 7.5 204 7.6 8.3 7.5 234 7.1 7.2 7.1 214 8.3 106 161 349
Discount Stores 7.2 7.1 8 22.2 7.9 8.1 7.8 238 8.1 8.9 7.7 24.7 8.2 9.2 11.9 2293
Drug Stores 8.2 7.7 8.6 244 8.1 8.7 8.6 254 8.3 8.8 8.5 25.6 8.2 7.9 8.5 24.6
Electronic Shopping & Mail-Order Houses | 7.7 7.3 8.2 23.2 8.0 8.6 8.2 24.8 8.4 8.6 8.1 251 7.9 9.1 9.9 26.9
Family Clothing Stores 6.0 6.2 7.9 200 79 8.3 8.0 242 8.5 8.9 7.8 25.2 8.2 9.7 12,7 305
Food and Beverage Stores 81 7.6 8.3 239 B2 85 8.3 25.0 8.5 8.5 8.2 25.2 83 8.4 9.1 25.9
Fuel Dealers 122 108 104 334 6.6 5.9 5.6 18.1 4.6 5.7 6.1 16.5 9.4 10,0 126 320
Furniture Stores 8.0 7.8 8.8 24.6 7.6 8.1 8.4 241 8.2 8.5 8.4 25.0 8.7 8.9 8.7 26.3
Gasoline Stations 7.5 7.1 8.2 22.8 8.0 8.5 8.4 249 8.5 9.1 8.7 26.3 9.4 8.6 7.9 26.0
Gift, Novelty & Souvenir Stores 5.7 5.9 7.1 18.7 7.1 8.1 8.4 23.7 9.3 8.2 8.7 26.2 12.5 7.7 11.2 B3ES
Grocery Stores 8.2 7.6 8.3 24.1 8.2 8.5 8.3 25.0 8.5 8.5 8.2 25.2 8.4 8.4 8.9 25.7
Hardware Stores 6.9 6.6 a3 218 85 9.8 9.5 278 86 8.9 81 25.7 8.2 8.0 85 24.7
Health/Personal Care Stores 8.1 7.7 8.6 244 8.1 8.7 8.6 254 8.2 8.7 B.5 254 8.0 B.0 8.8 24.8
Hobby/Toy/Game Stores 7.1 6.8 7.6 214 6.8 7.1 7.1 21.0 7.0 7.5 8.1 22.6 8.6 127 13.7 349
Home Furnishings 8.0 7.7 6.8 225 3.6 5.7 7.9 172 8.6 9.5 9.2 273 89 9.7 10.6 584
Jewelry Stores 102 99 5.7 P58y 18 4.4 84 246 95 9.9 100 294 9.9 9.6 106 60.2
Limited Service Eating Places 7.7 7.5 8.7 238 8.5 8.9 8.9 26.4 9.0 8.9 8.5 26.5 8.0 7.5 7.9 234
Men's Wear Stores 116 119 10.6 341 9.3 39 7.6 20.8 10.2 95 10.1 29.8 9.9 10.6 15.0 71.0
Motor Vehicle and Parts Dealers 7.5 7.6 9.0 24.1 8.5 91 8.9 26.5 8.6 9.0 8.5 26.2 8.0 7.5 7.8 233
Office Supply Stores 9.3 7.6 8.7 25.7 7.6 7.9 7.5 231 8.0 10.5 8.2 26.7 7.9 7.3 93 245
Paint & Wallpaper Stores 6.8 7.0 8.7 225 8.2 9.8 96 276 88 9.7 8.7 272 8.7 7.4 6.6 228
Full-Service Restaurants 7.6 7.6 8.7 23.9 8.2 9.0 8.8 26.0 8.7 8.9 7.9 25.5 8.0 7.8 8.8 49.2
Shoe Stores 5.9 6.7 8.4 20.9 7.9 8.3 7.8 24,0 8.6 10.6 7.8 27.1 7.9 8.7 11.4 28.0
Sporting Goods Stores 6.3 6.4 8.2 209 8.2 8.5 9.0 25.7 8.9 9.3 7.7 259 7.7 8.2 115 275
Supermarkets 8.2 7.6 8.3 24.2 8.2 8.5 8.3 25.0 8.5 8.5 8.2 25.2 8.3 8.4 8.9 25.7
Used Merchandise Stores 83 8.0 8.9 25.2 9.3 8.5 7.9 25.7 8.1 8.2 83 24.6 8.0 8.6 7.8 245
Warehouse Clubs/Superstores 7.7 7.3 7.8 22.8 8.2 8.5 8.4 25.1 8.5 8.6 8.2 253 8.5 8.6 9.8 26.8
Women’s Wear Stores 6.2 6.8 8.4 21.4 8.3 9.1 7.8 25.1 8.0 8.1 7.9 24.0 8.3 9.6 115 294

Hotline: 800.232,3131
Email: member_response@rab.com
Web: www.rab.com

READING THIS CHART:
Numbers are monthly percentages of
each category’s yearly business.

“HOT” months (8.6% or more of annual
sales) are in RED,

Average months (8.0% - 8.5%) are in BLUE.

Below average mopths (under 8%) are in

These trends are based on national three-
year industry averages to minimize such
variables as moveable holidays, inflation
ar recession, product shortages, and so
forth. Actual local or regional curves may
differ due to climate, market variation,

Note: Full data for categories highlighted
in yellow was not available for 2023 at the
time of this report.

Source: Data from the U.S,
Department of Commerce as of
November 2023.




RAB Top Business Trends 2023

Qtr. Qtr. Qtr. Qtr.

Jan Feb Mar | Total Jun | Total Jul Aug Sep | Total | Oct Nov Dec | Total

All Retail Sales 8.4 8.3 8.2 25.0 8.3 24.9 8.4 8.4 8.5 25.3 8.4 8.2 8.2 24.8
Appliance Stores 7.9 7.5 8.6 24.0 8.6 24.8 8.2 9.1 8.3 25.5 8.4 8.9 8.5 25.8
Auto Dealers (New) 7.6 7.5 8.8 24.0 8.8 26.1 8.6 9.0 8.5 26.2 8.1 7.6 8.1 23.8

Auto Dealers (Used) 7.4 8.3 10.2 26.0 8.6 26.8 8.4 9.1 8.3 25.7 7.8 7.1 6.6 215
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Automotive @

As one of radio’s top spending categories, it's important to have all the tools you need in one place. The Automotive
sechion has that and moce, including Auto Toolkit. The Toolkit popuiates charts and graphs on auto owner's
characterstics, your radio station's format compared 1o the auto buyer and more - all created on a totally customizable
PowerPoint ternplate for download. Auto Buyer Profiles are aiso availabie for download on thes page

Consumer Behavior by Format (Gold Digger Reports) @

These reports are dessgned to grve you an in-depth look into the areas where your audience base 15 extremely strong in
consumption of products and services or media and personal attitudes. They can help you 2ero in on areas of business
where your format might hold potential to increase business for an advertiser,

Cold Call Script

Taken from RAB's Radio Marketing Professional certification, this saript is intended as a guideline for making cold calis. As
with any such script, we strongly encourage you to make it your own, customizing the language to meet your needs. Don't
forget the purpose of the phone call: GET THE APPOINTMENT?

Co-opé@

Join the thousands of radio sales professionals who constantly find new ways to fund radio campaigns with the
cooperative advertising information contained in the RAB Co-op files. The Co-op Directory has over 8,000 freshly updated
listings, weekdy sales leads for retadier promotions, new digial co-op plans with ready-to-use web ads and quick and easy
video tutoriats

Instant Backgrounds &

The key to selling big accounts is understanding your prospect’s business, but who has the time to collect all that
Information? We do. Instant Backgrounds quickly tells your sales pros the "who, when, where, why and how” for over 100
different business and product categories. As an informed marketing consultant, use the instant Background information
to easily Include the insights in your correspondence and presentations.

thepitch

Radio Format Profiles &

The more you understand listeners, the better you can tallor custom marketing solutions for your advertising cients. MR-
Simmons Radio Format Profiles are a key resource for current listener research. Click to get started and choose a format
profile from the ist. Also, the reports are packed with data, 50 be sure to see the "How to Read” guide, it's first on the kst
and it 1s a great resource for helping you understand the data.

Prospecting Report i

Creating promotional cpportunities for existing ckents and developing prospective clients can be chalienging, This special
section of RAB.com features a vanety of 1ools, special reports, artickes and more 1o help you maximize your sefing efforts
by exploring new opportunities and emerging categories.,

Ad-to-Sales Ratios @

How much should advertisers allocate to thedr advertising budgets? To help answer this important question, RAB offers
highlights from Schonfeld & Associates, Inc.'s annual Advertising Ratios & Budgets publication, Based on data from
government filings and published financial records for approximately 320 major industries, these tables now break out
histonical revenue and histoncal advertising dollars spent by each industry; annual revenue and ad growth rates, and ad
dollars as percent of sales. This information is based on fiscal versus calendar year.

Prospecting Success Indicator éa

Not every potential chent (s a “good” prospect. There are a number of reasans some prospects are bedter than others, This
Excel worksheet will help you pre-qualify potential accounts so you can focus your time, effort and energy on targeting the
very best peaspects for your station.

Top Business Trends &

Based upon the latest three year average, this data from the U.S. Department of Commerce lists sales trends for key
advertiser cotegonies. Use this document to identify periods within the annual sales cycle where clients must advertise

Wi Sales on the local, regional and national level by providing in-depth industry overviews and
customizable presentations that include insight-based ideas for over 125 categories of business.
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Private & Charter
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thepitch
Private & Charter Schools

* The Private Schools industry comprises primary (grades iK-4) and secondary (grades 7-12) educational
Institutions that are predominantly funded theough tuition fees and other peivate sources. (Source:
|BI5Works, Fabruary 2023)

Whille these schools may receive indirect government funding through special programs, such sources
of income constitute a small portion of industry revenue,

* Thete are over 31K private schools in the LS. with revenue anticipated to grow to over $1008 by 2029,
[Source: iBI5World, February 2024)

Students left public schools it 2020 for private schools” smaller classroom sizes and n-person
instruction with elernentacy and secondaty private schools gaining 10.6% and 6.1% enroliment,
respectivety

fevenue from tuition jumped with enraliment, bringing an atypical spike in revenue as parents with
Rrowing dhposatie income could afford better sthooks for thast kids

The spike continued 2o 2021 but began to declitve again n 2022 as strained household budgets and
normalinng publc schoots pulled many students back to public schools,

* Secular schools (those that do not have a refigrous onentation), boast the lowest share of private school
anvoltment but command the largest shave of industry revanue (49.83) due to tation rates that are well
avave those of religous schools.

Prvate secular schools are much moce expentive (on average $30K per year) than private religlows
schools {on average SEX-S1IK por yial)

* Caeholic schools represent 18.4% of private school industry revenue and serve both Catholic and non-
Catholie students. (Source BISWorld, Februsry 2024)

The low cost has preserved encoliment in the past several years in spite of a long-term trend of
decining Catholiosm among U5, parents

High-cost Catholic schools geared toward wealthy students have seen higher énroliments and
revenue while lower cost schoots supporting urban, lower incorme families sre strugghing.

* Non-Cathalic affdated relipous schools serve ocal markets whare there are concentrations of various
populations and represents 31.8% of mdustry revenue. (Source 1RISWorkd, February 2004)

Baptst, Lutheran, jewish, Episcopal, Caviniat, Nondenominational Christian and other reliious
schools are iInduded In this segment

These schools ate typically smaller and serve toncentrated mankets. Jewrsh sthools in oties with large
Jewish populations tend to target the Jewish community as a masket. Srmalier Christian schools serve
the lacal community In the same way,

* Elemaentary encollement s falling as consumers have lewer chiddren while middie and hgh school
enroliment surges despite demographic concerna. (Source: I8:5World, Fetiruary 2024)

Dropping berth rates are translating to shrinking youth populations and a smalier base for
hindergacten and slementary prvate schools

Middie and high schools” share of total privete school enroliment has made leaps and bounds &4
hauseholss anrolied In these schodis have higher Incomes and understand the cost of 1LILOnN, 4nd the
strong reputation of peivate high schoaols keeps students enralied and revenue volstility dawn.

* Charter schoobs are nonprofit entities and can roceive donations from private sources and also receive
governrment futkling, but are subject 1o fewer rulis, regulations and statutes than traditional pubilic
schoois. (Source: 1BISWorkd, Novemnber 2023)

Chartars recenve less public fundng than traditionad putiic schoots, typically a fixed amount per pupd
Their students are still required to take state mandated exame.

* Thece are over 8500 charter schoals i the US. with rovenue antopated to grow 1o $508 by 2029
(Source: IBISWaorld, November 2023)

Chartar schools are siphoaing away enrolmmnt a3 parents 1oking for an alternative 10 putiiic schooty
ate often opting for moee atfardatle chaner schools, especlally amid nflation

* From ondy 1.8 in 2004, charter school students are expected to reach neatly a tenth of the public school
population by 2028, (Source: IBISWorkd, Nevember 2023)

Geowth bs peimarily 4 result of charter schooks’ intreasing importande in inner cithes like New Yok City
and Los Angeles, coupled with continued growth in urban populations
Seven states with bess than 1% of their pubiic school studernts enrodied at charter schools are sxpected
10 be sobd sources of growth for the industry

* Siates nclude! Wyoming, Mississippl, Kansas, Alsbama, Washengton, Vieginig and lowa,

THE PITCH NEWSLETTER
Private and Charter Schools

* Qver the last four schoal years (201920 to 2022-23), charter schools gained more than 300K new

students, an increase of %4, (Source: National Alliance for Public Charter Schools, December 2023)
Meanwhile, district public schools fost 1.5M students at the beginming of the pandemic and enroliment
has not rebounded over the past three ysars, creating a nat loss of 3.5%,

* Nearly every state in the US, gained charter students between the 201920 and 202223 schood years,
(Source: National Athance for Puble Charter Schools, December 2023)

Over the past four years, 40 of 42 states included in the analyss saw an Increase in students enrolling
In charter schools.

These enroliment increases range from 35 students in Virginia and Wyoming to 67,148 students in
Texas

o Charter elementary schools account for the largest share of all public schools and a 48.1% share of
revenue for the Charter School industry, (Source: |BISWorld, Novemnber 2023)

The United States ODepartment of Education (USDOE) defines “regular” public schools as
neighborhood based schools mandated to accepe all children kving in the area,

* Charter high schools and muddie schools are less popular with the percentage of students enrolled having
dropped because of a dechining number of adolescents aged 10 ta 19, but still represent 37% of industry
revenue. (Saurce: IBISWorld, November 2023)

Nominally, the number of charter high schools has increased steaddly as more parents have come to
favor charter schools over traditional schools. Through the remote learning brought an by the COVID-
19 pandemic. parents became less swayed by the environments private schools provide and instead
chose cheaper options where possible

* The remaining 15% of mdustry revenue for charter schools comes from nontraditional, ungraded and
mixed schools which are all declining in share. (Source: 1IBISWorkd, Novernber 2023)

Mixed schoots are charter elementary and secondary schools that offer a mix of different education
levels, such as midle And high school hybrids and X-12 schools,

Nontraditional education is intended to address the needs of students that cannot be met in o regular
school or simply as an alternative to tradmional schooling including:

* Specisl education schools focus on students in the following areas: deat, blind, hard of hearing,
health-smpaired, mentally handicapped, multi-handicapped, orthopedicatly impaired, seriously
emotionally disturbed. speechimpaired or visually impaired.

* Vocational education schools primarily focus on career, technical or vocational education; they
also educate and train students in at least one semiskilled or technical occupation,

* Alernative schools cater to student needs not met by tradional public schools and prowde
curricula that vary fram language immersion 10 teenage pregnancy

* Chatter schools are mostly located in urban areas and have recently become prevalent in rural areas
(Source IBISWorld, November 2023)

* Charter schoals specializing In performing arts and STEM (Soence, Technology, Engineering and Math) are
attractive to top-quality students from private schools that are interested in those areas. (Source!
IBISWorkd, November 2023)

Marry of these stutents are children of well-olf parents who can affocd private sehooling, so charter
schoois will need to prove their educational experience i comparable to compete with private
schools.
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IMPORTANT NOTES FOR MEMBERS:

This presentation was created on a blank, basic PowerPoint template
to allow you the ability to add graphics and branding (logos) for your station(s).

You will also note that throughout, we indicate (insert advertiser here) or identify an advertiser as “Advertiser X" — please replace those with the name of the
advertiser you are pitching.

In addition, we refer to your station(s) as “radio station” — please fill in your call letters or station ID.

Please delete this slide prior to your presentation.

www.rab.com RAB



Presented by:
Insert your name and title

Leveraging Radio and (insert station name) for
(Private or Charter School Advertiser)

(Insert date of meeting)

INSERT RADIO STATION LOGO(S)




Agenda

 Why radio

* Insight-based ideas for “insert advertiser”

www.rab.com RAB



RADIO RADIO RADIO RADIO RADIO
INFORMS ENTERTAINS ALLEVIATES HELPS DRIVES RESULTS

www.rab.com RAB



Radio Rules!

Radio is a top reach medium for all adults.
Highest among traditional media.

Weekly Reach
(% of Population)

87%

84% g39, 83% goo;

77%

40%

37% 37%

Adults 18+ Blacks 18+ Hispanics 18+
™ Radio B Smartphone (App/Web) B Live+Time Shifted TV

M TV-Connected Devices ™ Internet on Computer Tablet (App/Web) R
Source: Nielsen Audience Insights Q3 2023 (users among population)



Radio Reaches Private & Charter Elementary School Prospects

85% 87% 89%

Households with African American households Hispanic households
children 6-11 with children 6-11 with children 6-11

T RAB



Radio Reaches Private & Charter High School Prospects

85% 88% 8/%

Households with African American households Hispanic households
children 12-17 with children 12-17 with children 12-17

T RAB



Radio Engages Parents of Elementary Kids

Average Minutes a Day Spent with Media

Radio, 143

Internet (no Email),
167

Newspaper, 78

Satellite TV, 43

Local Cable, 92 Broadcast TV, 100

Adults with children ages 6-12 in the home spend more time with radio each day
than they do with any other traditional media.




Radio Engages Parents of High School Kids

Average Minutes a Day Spent with Media

Radio, 151

Internet (no Email),
163

Newspaper, 74

Satellite TV, 5‘

Local Cable, 97

Broadcast TV, 117

Adults with children ages 13-17 in the home spend more time with radio each day
than they do with any other traditional media.




Why YOUR Radio Station

* |[nsert key facts as to why your radio station is
the right medium for the Private or Charter
School Advertiser.




Leveraging Radio for a
Private or Charter School Advertiser




Objectives

* Build awareness for the private or charter school in the local market/region.
* Drive qualified inquiries, tours and applications for the school.

* Promote the core equities of the institution and its benefits versus the competition.

www.rab.com RAB



Strategies

 Leverage all radio station platforms to engage the core target audiences.
— On-air
— Online
— Mobile
— Social media
— Experiential (in-market/on-site)

* Create marketing solutions that will drive interest and influence choice for the private or charter
school advertiser.

* Deliver turnkey programs that integrate into the radio station content in a relevant way.

www.rab.com RAB



Leveraging Radio for
(Private or Charter School advertiser)

Insight-Based ldeas




ldea: Education Today

Radio station creates a vignettes series focused on the

www.rab.com RAB



ldea: Education Today

For parents, it is often overwhelming to make a decision as to which

school is right for their children. Every parent wants the best
education for their children, but the decision can be confusing

because school choices are much wider than they used to be.

In an effort to help parents fully explore everything Advertiser X has
to offer, radio station will create a series of :60 “news” segments
that are exclusively sponsored by Advertiser X and focused on the

what, why and how for education today.

T RAB



Education Today

How it works:

«  Segments will run in fixed position spots and may include on-air discussion between the Advertiser X dean of
students, teachers or other experts discussing topics such as:

—  Student-to-teacher ratios and why that matters.

—  Personalized approach to education.

— Importance beyond core subjects of English and math.
—  College prep and other specialists.

— Internships/real world experience.

—  Safety and inclusion.

www.rab.com RAB



Education Today

How it works:

Segments will run in fixed position spots and may include on-air discussion between the Advertiser X experts
and talent discussing topics such as (cont.):

—  Greater parent involvement.
—  Track record of standardized testing scores/higher lifetime earning.

—  The differences between private, charter and public education.

www.rab.com RAB



Education Today

How it works:

. Listeners will be invited to visit the radio station website to post questions for experts featured in the Education
Today reports.

—  Answers will receive responses directly from Advertiser X and may potentially be included in future Education Today reports.

. Education Today reports will be available on-demand on the radio station website accompanied by published
articles for each of the subject matters.

www.rab.com RAB



ldea: Are you Smarter Than an Ad X Student?

Radio station creates a weekly on-air and streaming
game show that demonstrates the academic and
extracurricular prowess of Advertiser X students.

www.rab.com RAB



Are you Smarter Than an Ad X Student?

How it works:

. Advertiser X sponsors a custom created feature where listeners are invited to register to compete against educators and
students from Advertiser X in a trivia-based game show.

. Each week, radio station will host a new feature presented by Advertiser X called “Are you Smarter than an Ad X Student?” a
60-second to two-minute game show.

. “Are you Smarter than an Ad X Student?” presented by Advertiser X will include all the bells, buzzers and applause that
listeners would expect from a game show.

www.rab.com RAB



Are you Smarter Than an Ad X Student?

How it works:

. Prior to the launch of the “Are you Smarter than an Ad X Student?” game show feature, radio station will run a series of
short-form promotional spots announcing the game show and inviting listeners to sign up via the station’s website to be a

contestant.

. Radio station will create a “Are you Smarter than an Ad X Student?” game show feature page on its website where listeners
can fill out a short form to apply for a spot as a contestant and sign the relevant releases to allow the station to include them
on-air, online and in the station’s stream.

. Contestants will be randomly selected, and the game show will be pre-taped for air on the station, in-stream and via
webisode video versions on the station’s website.

. Station talent that is broadcasting in the daypart will host each Advertiser X “Are you Smarter than an Ad X Student?” game
show.

S RAB



Are you Smarter Than an Ad X Student?

How it works:

. Game show questions will be categorical and include all academic and extracurricular
activities offered at Advertiser X, for example:

—  Music: Name the instrument (a la name that tune in three notes).

— Languages: Translate everyday phrases to Spanish, Japanese, Chinese, French, etc.
—  Math: Featuring common core equations.

—  English: Ranges from spelling to grammatical questions.

—  Sports (lacrosse, football, soccer, tennis, etc.) questions focus on “rules” of the game and athletes
that earned a private school education.

www.rab.com RAB



Are you Smarter Than an Ad X Student?

How it works:

. Advertiser X “Are you Smarter than an Ad X Student?” game show will air one time per
week in a fixed position within the daypart.

. Radio station will run promo spots throughout the week, each week, to drive tune-in traffic
to the “Are you Smarter than an Ad X Student?” feature page on the station’s website and
encourage listener and contestant participation.

. “Are you Smarter than an Ad X Student?” show flow:

—  “Are you Smarter than an Ad X Student?” audio signature/jingle will cue the show, followed by an
Advertiser X billboard.

—  Talent will open the show, tell the listening audience how it will work and introduce each week’s
contestants.

Advertiser X contestant will tell the listening audience a little bit about themselves and their experience at Advertiser X.
The listener contestant will do the same (with the exception of their experience with Advertiser X).

— Game show runs. Winner announced and rewarded.

—  “Are you Smarter than an Ad X Student?” audio signature/jingle will close the show followed by
an Advertiser X billboard and :30/:60 spot follows.




ldea: Student of the Week

Each week, Advertiser X shines a spotlight on a current or
former student who has achieved greatness across the
myriad of areas that the school supports. (e.g., sports, the
arts, academics, volunteerism, etc.)

www.rab.com RAB



Student of the Week

. Radio partners with Advertiser X to identify students (current or alumni) to be featured in a Student of the
Week vignette series.

One vignette will be introduced each week on Mondays and run across dayparts every day.

e  Students that will be featured will have demonstrated achievements across various categories:

—  Academics
—  Sports
— Arts

—  Community service

www.rab.com RAB



Student of the Week

*  Advertiser X-branded feature page will include:

—  On-demand audio and video vignettes and long-form vignettes. Current vignettes will be highlighted and all will be archived.
—  Photo gallery of Advertiser X campus and click for more information or to schedule a tour.

— Link to the Advertiser X website.

. Once the program gains momentum, radio station will work with Advertiser X to invite students to apply to become “Student
of the Week.”

. All applicants would be included on the Advertiser X feature page with a 100-word essay as to why they believe they are the
best candidate.

www.rab.com RAB



Student of the Week

. Listeners will be invited to vote for their favorites and ultimately, Advertiser X will determine students to be
featured.

. Each quarter, radio station will host a banquet honoring all students of the week along with live entertainment.

www.rab.com RAB



ldea: Radio Interns

Radio station opens its doors to a select number of interns from
Advertiser X each semester.

The interns will work at the station after school and also record
segments “live” from school.

www.rab.com RAB



Radio Interns

*  Advertiser X in partnership with the radio station identifies and recruits a select number of students to be
granted an internship opportunity for a semester.

. Radio interns will be under the employment of the radio station during the term (it’s a real job!).

*  Advertiser X interns will be introduced to the station’s listening audience on-air and will join the conversation
from time to time to convey what they are working on.

www.rab.com RAB



Radio Interns

*  Advertiser X radio interns will also be responsible for creating “Live from Advertiser X” on-location segments.

. Radio station will create a custom streaming and HD2 channel to broadcast all “Live from Advertiser X” on-
location segments.

—  Segments will be created daily and throughout the day and can be served as the school’s “Network News” program. (could be close-
circuited if necessary)

. Radio interns will receive Advertiser X credits for participating in the program.

. In addition, radio interns will recruit their colleagues to assist with radio station-hosted events and “street
team” guerilla marketing opportunities.

T RAB



Next Steps

 Gain feedback on ideas.
* Station to revise based on feedback and propose schedules and costs.

 Plan activation timeline including commercial creative and station-
produced spots (if required).

e  Discuss how campaign success will be measured.

*  Launch campaign.

www.rab.com RAB



Automotive
Categories include car
dealers, leasing, parts,

manufacturers and more.

Entertainment
Categoniesingiude move
(hedters, SIaPemUSIC=howvs
ansl mons

The Pitch Catalogue

Beverages

Categories indude soft
drinks, beer, sports drink
and more.

Financial
Categpries Indude Bapking,
taxes, mwﬁnu’nﬁ, rea
estate and more.

Select a category below to see the The Pitch profiles in that categoy.

Beauty

Categonies include makeup
brands, beauty supply

Stores, hair salons and more.

Health Care
Categories include doctors,
dentists, hospitals, dines and
more.

Education
Categories indude pubiic
and prvate education,
calleges and tiniversities,
UtoNngSenVikes and more.

Home

Improvement
Categories include builders,

home improverment stores,
lanscapers, gardeners,
handymen and more.
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Automotive @

As one of radio’s top spending categories, it's important to have all the tools you need in one place. The Automotive
sechion has that and moce, including Auto Toolkit. The Toolkit popuiates charts and graphs on auto owner's
characterstics, your radio station's format compared 1o the auto buyer and more - all created on a totally customizable
PowerPoint ternplate for download. Auto Buyer Profiles are aiso availabie for download on thes page

Consumer Behavior by Format (Gold Digger Reports) @

These reports are dessgned to grve you an in-depth look into the areas where your audience base 15 extremely strong in
consumption of products and services or media and personal attitudes. They can help you 2ero in on areas of business
where your format might hold potential to increase business for an advertiser,

Cold Call Script

Taken from RAB's Radio Marketing Professional certification, this saript is intended as a guideline for making cold calis. As
with any such script, we strongly encourage you to make it your own, customizing the language to meet your needs. Don't
forget the purpose of the phone call: GET THE APPOINTMENT?

Co-opé@

Join the thousands of radio sales professionals who constantly find new ways to fund radio campaigns with the
cooperative advertising information contained in the RAB Co-op files. The Co-op Directory has over 8,000 freshly updated
listings, weekdy sales leads for retadier promotions, new digial co-op plans with ready-to-use web ads and quick and easy
video tutoriats

Instant Backgruunds )

15 understanding your prospect’s business, but who has the time to collect all that
Information? We do. Instant Backgrounds quickly tells your sales pros the "who, when, where, why and how” for over 100
different business and product categories. As an informed marketing consultant, use the instant Background information
to easily Include the insights in your correspondence and presentations.

thepitch

Radio Format Profiles &

The more you understand listeners, the better you can tallor custom marketing solutions for your advertising cients. MR-
Simmons Radio Format Profiles are a key resource for current listener research. Click to get started and choose a format
profile from the ist. Also, the reports are packed with data, 50 be sure to see the "How to Read” guide, it's first on the kst
and it 1s a great resource for helping you understand the data.

Prospecting Report i

Creating promotional cpportunities for existing ckents and developing prospective clients can be chalienging, This special
section of RAB.com features a vanety of 1ools, special reports, artickes and more 1o help you maximize your sefing efforts
by exploring new opportunities and emerging categories.,

Ad-to-Sales Ratios @

How much should advertisers allocate to thedr advertising budgets? To help answer this important question, RAB offers
highlights from Schonfeld & Associates, Inc.'s annual Advertising Ratios & Budgets publication, Based on data from
government filings and published financial records for approximately 320 major industries, these tables now break out
histonical revenue and histoncal advertising dollars spent by each industry; annual revenue and ad growth rates, and ad
dollars as percent of sales. This information is based on fiscal versus calendar year.

Prospecting Success Indicator éa

Not every potential chent (s a “good” prospect. There are a number of reasans some prospects are bedter than others, This
Excel worksheet will help you pre-qualify potential accounts so you can focus your time, effort and energy on targeting the
very best peaspects for your station.

Top Business Trends &

Based upon the latest three year average, this data from the U.S. Department of Commerce lists sales trends for key
advertiser cotegonies. Use this document to identify periods within the annual sales cycle where clients must advertise

The Pitch é&

Assists members in driving sales on the local, regional and national leve! by providing in-depth industry overviews and
customizable presentations that include insight-based ideas for over 125 categories of business.
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Instant Backgrounds

#1 tool used by RAB members

WhltepaperS on key bUS|neSS Get to know your clients
categories for radio RAB Instant Backgrounds

RAB | t Backg iclude the ), what, whe why why and
v for the top ) business categories. Get up to speed quickly on
product or service categories, and be sure to watch for additional

* Every Instant Background includes:
— Total ad spending

Select a category and click SUBMIT to begin

— Why Radio statistics Legt servic
— Links to additional resources
— Snapshot of your advertiser’s customers
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RAB Instant Background - Legal Services

Instant Backgrounds -
e #1 tool used by RAB members -

What They Buy

 Whitepapers on key business
categories for radio

 Every Instant Background

includes: ik -
 Total ad spending
Why Radio statistics When They Buy

 Links to additional resources

Where They Buy

* Snapshot of your advertiser’s
customers
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RAB Instant Background - Legal Services

Why They Buy How They Buy

Déspite more clients preferring virtual meetings over in-person meetings, they still want their lawyers to be

local. jurisdictional peeference could play a rolo here, since chents may prefer that the lawyer thoy hire has 25% more clients prefer virtual meetings over in-person meetings with lawyers — and the rest indicated no

strong preference either way, meaning they're adaptable (Source: Clio, 2022 )

familiarity with loca laws and court procedures. (Seuree: Clla, 2022 ) § BaRg Y o T Mg T e By

Firms that are guackest Lo respond Lo potential dients—and Lo make a good impression with relevant and
Qver the past several years, structured settlements have become more comman in personal injury law.

Uses & lowyer Ml Structured settlements occur when damages are paid out over a specified period of time rather than in one

thorough information—are most likely Lo €arn new business. (Sousce: Cho, 1022)

—~thy . .
Personal Injury lawyers compete on & regional or local basts for chants. AS a result, reputation (s key to their lump sum. (Source: IBISWarld, 2023 )
business. Lawyers and attorneys who are successful In court are mast likely to benefit from word of mouth an
recommendations, which many rely on Lo sustain thes practice, Personal injury lawyers may also strengthen
their reputation through community service and pro bono work. Many industry operators also spend » . v 2.
significant portion of revenue on marketing to bolster local awareness of the services they offer. (Source
IBESWorsd, 2021) 100

Miscellaneous Facts / Category Trivia

Why Radio

As the global economy shows signs of increasing straln, legal professionals will be competing for a smalier slice
of the market as fewer consumers find themselves with the resources to access legal services. (Source: Cho, 2022
i

Radio has established itselfl as an excellent vehicle for advertisers to deliver their messages (o an increasing

number of potential buyers. Each week, radio reaches 83% of persons ages 18+, and 53% of these consumers

s ais
on a daily basis. In all, more than 215 millien Americans ages 18-and-older listen to radio every week, (Source
Mielsen Audic RADAR 157, 2023 o Helpful Links
N
A B AV L
™
- -
Business Information R
Sl Ll Ao it for L Plareer
.
In 2022, a combined gross revenue of approximately $131 billion was reported by the 100 highest grossing law LR esigadane
firms in the United States, (Source: The American Lawyer, 2023 )
s
kemprican Laspar
There are more than 1.3 million lawyers in the United States according to the 2022 ABA National Lawyer AR
Population Survey. (Source: American Bar Assoclation, 2022 ) "o
"n™»
Revenue generated by U.S. law firms totaled $397.1 billion in 2022. (Source: 1B15World, 2023 |
"
teaparn | v o lperel. Orig o8
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Automotive @

As one of radio’s top spending categories, it's important to have all the tools you need in one place. The Automotive
sechion has that and moce, including Auto Toolkit. The Toolkit popuiates charts and graphs on auto owner's
characterstics, your radio station's format compared 1o the auto buyer and more - all created on a totally customizable
PowerPoint ternplate for download. Auto Buyer Profiles are aiso availabie for download on thes page

Consumer Behavior by Format (Gold Digger Reports) @

These reports are dessgned to grve you an in-depth look into the areas where your audience base 15 extremely strong in
consumption of products and services or media and personal attitudes. They can help you 2ero in on areas of business
where your format might hold potential to increase business for an advertiser,

Cold Call Script

Taken from RAB's Radio Marketing Professional certification, this saript is intended as a guideline for making cold calis. As
with any such script, we strongly encourage you to make it your own, customizing the language to meet your needs. Don't
forget the purpose of the phone call: GET THE APPOINTMENT?

Co-opfm

Join the thousands of radio sales professionals who constantly find new ways to fund radio campaigns with the
cooperative advertising information contained in the RAB Co-op files. The Co-op Directory has over 8,000 freshly updated
listings, weekdy sales leads for retadier promotions, new digial co-op plans with ready-to-use web ads and quick and easy
video tutoriats

Instant Backgrounds &

The key to selling big accounts is understanding your prospect’s business, but who has the time to collect all that
Information? We do, Instant Backgrounds quickly tells your sales pros the "who, when, where, why and how” for over 100
different business and product categories. As an informed marketing consultant, use the instant Background information
to easily Include the insights in your correspondence and presentations.

Radio Format Profiles éa

The more you understand listeners, the better you can tallor custom marketing solutions for your advertising cients. MR-
Simmons Radio Format Profiles are a key resource for current listener research. Click to get started and choose a format
profile from the ist. Also, the reports are packed with data, 50 be sure to see the "How to Read” guide, it's first on the kst
and it 1s a great resource for helping you understand the data.

Prospecting Report i

Creating promotional cpportunities for existing ckents and developing prospective clients can be chalienging, This special
section of RAB.com features a vanety of 1ools, special reports, artickes and more 1o help you maximize your sefing efforts
by exploring new opportunities and emerging categories.,

thepitch

Ad-to-5ales Ratios @

How much should advertisers allocate to o . % budgets? To help answer this important question, RAB offers
& oCates, s annual Advertising Ratios & Budgets publication, Based on data from
government filings and published financial records for approximately 320 major industries, these tables now break out
histonical revenue and histoncal advertising dollars spent by each industry; annual revenue and ad growth rates, and ad
dollars as percent of sales. This information is based on fiscal versus calendar year.

Prospecting Success Indicator @

Not every potential chent (s a “good” prospect. There are a number of reasans some prospects are bedter than others, This
Excel worksheet will help you pre-qualify potential accounts so you can focus your time, effort and energy on targeting the
very best peaspects for your station.

Top Business Trends @

Based upon the latest three year average, this data from the U.S. Department of Commerce lists sales trends for key
advertiser cotegonies. Use this document to identify periods within the annual sales cycle where clients must advertise

The Pitch é&

Assists members in driving sales on the local, regional and national leve! by providing in-depth industry overviews and
customizable presentations that include insight-based ideas for over 125 categories of business.

-—ww,
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RAB Ad to Sales Ratios
2022 2021 2022vs. 2021
2022 Revenue 2021 Revenue _2022V:-2021 4 tising  Advertising Annual 2022

SICCode  emillions)  ($Millions) ‘G"':::::"‘m";‘ Spend Spend Advertising ‘:':';: s
Industry Name " Millions Millions) _Growth Rate % s
ABRASIVE, ASBESTOS & MISC NONMETALLIC MINERAL PRODS 3200 9761000  £498.000 14.86 125.000 110.000 13.64 128
ACCIDENT & HEALTH INSURANCE 6321  19502.000  22106.000 1178 204.000 229.000 -10.92 1.05
AGRICULTURAL CHEMICALS 2870 4586370  5527.955 -17.03 127.198 171622 -25.88 277
AGRICULTURAL PROD-UVESTOCK & ANIMAL SPECIALTIES 200 2341234 1777.159 31.74 13.569 12,600 769 058
AGRICULTURAL PRODUCTION-CROPS 100 6515622  6080.500 7.16 62.749 39.229 59.96 0.96
AGRICULTURAL SERVICES 700 2253137  1962.788 14.79 2.994 1578 89.73 0.13
AIR COURIER SERVICES 4513 104151957  93512.000 1138 516.121 470.000 9.81 050
AIR TRANSPORTATION, NONSCHEDULED 4522 1725880  1244.785 38.65 15.040 14189 6.00 0.87
AIR TRANSPORTATION, SCHEDULED 4512 200463543  121013.269 65.65 1020.900 760.600 3422 051
AIR-COND & WARM AIR HEATG EQUIP & COMM & INDL REFRIG EQUIP 3585  5632.891  4753.715 18.49 35.078 28.722 2213 062
AIRCRAFT 3721 528.077 461623 14.40 4.062 4836 -16.02 0.77
AIRCRAFT PARTS & AUXILIARY EQUIPMENT, NEC 3728 6.425 8914 27.92 0.427 0332 2861 6.65
AIRPORTS, FLYING FIELDS & AIRPORT TERMINAL SERVICES 4581  2747.614 712.296 285.74 1.654 0915 80.79 0.06
APPAREL & OTHER FINISHD PRODS OF FABRICS & SIMILAR MATL 2300 37064.675 30249.567 2253 2275.882 1606.651 41.65 6.14
AUTO CONTROLS FOR REGULATING RESIDENTIAL & COMML ENVIRONMENTS 3822 8.448 6.274 34.64 0.004 0011 -66.73 0.04
BAKERY PRODUCTS 2050  1350.850  1144.701 18.80 62.803 51.857 2111 462
BEVERAGES 2080 160179.850  145743.184 9.91 9590.724  9378.245 227 599
BIOLOGICAL PRODUCTS, (NO DIAGNOSTIC SUBSTANCES) 2836 76710989  74998.755 228 2146838 2002738 7.20 2.80
BLANKBOOKS, LOOSELEAF BINDERS & BOOKBINDG & RELATD WORK 2780 4185610  4047.497 341 147.531 164.861 -10.51 352
BOOKS: PUBLISHING OR PUBLISHING & PRINTING 2731 5624220 4776630 12.74 188,939 170.800 1062 336
BOTTLED & CANNED SOFT DRINKS & CARBONATED WATERS 2086  10609.904  9254.708 14.64 634.331 537.618 17.99 5.98
BROADWOVEN FABRIC MILLS, COTTON 211 386.442 382.199 111 0.128 0.408 -68.62 0.03
CABLE & OTHER PAY TELEVISION SERVICES 4841  246231.560  218284.095 1280 16278399  13332.781 22,09 6.61
CALCULATING & ACCOUNTING MACHINES (NO ELECTRONIC COMPUTERS) 3578 3712935  4110.402 967 8.500 7.100 19.72 023
CANNED, FROZEN & PRESERVD FRUIT, VEG & FOOD SPECIALTIES 2030 34515802  33086.800 432 966,268  1068.500 957 280
CANNED, FRUITS, VEG, PRESERVES, JAMS & JELLIES 2033 9302640  9384.180 -0.87 141,514 178.700 -20.81 152
CARPETS & RUGS 2273 11737.065  11200.613 479 126.898 139.538 -9.06 1.08
CHEMICALS & ALLIED PRODUCTS 2800 2637 2033 29.68 0.441 0.441 008 16.72
CIGARETTES 2111 59308.488  60209.480 -1.50 784.307 811.464 335 132
COATING, ENGRAVING & ALLIED SERVICES 3470 326570 264.303 2356 1.447 1147 2620 0.44
COMMERCIAL BANKS, NEC 6029 48133048  43040.477 11.83 794.569 805.145 131 165
COMMERCIAL PRINTING 2750 3260354  2909.438 12.06 $00.872 408.816 252 15.36
COMMODITY CONTRACTS BROKERS & DEALERS 6221 800.712 1626.228 -50.76 0.425 0.425 0.00 0.05
COMMUNICATIONS EQUIPMENT, NEC 3669 1892795  1802.231 5.03 32.565 27.433 18.71 172
COMMUNICATIONS SERVICES, NEC 4899  14645.829  14954.109 -2.06 552.039 516.587 6.86 377
COMPUTER & OFFICE EQUIPMENT 3570 123513.000 120837.000 1 2026000  2242.000 -9.63 164
COMPUTER COMMUNICATIONS EQUIPMENT 3576 61425550  58801.711 4.46 272777 306.953 1113 0.44
COMPUTER PERIPHERAL EQUIPMENT, NEC 3577 14314463  13134.908 8.98 939511 674.600 3927 6.56

How to read: Life Insurance: Carpets Rugs $2,637,000 y
Source: Schonfeld and Associates, Inc. - Advertising Ratios Budgets, 2023 Insurance Agents, Brokers Services $4,235,817,000  LelAl’
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Automotive @

As one of radio’s top spending categories, it's important to have all the tools you need in one place. The Automotive
sechion has that and moce, including Auto Toolkit. The Toolkit popuiates charts and graphs on auto owner's
characterstics, your radio station's format compared 1o the auto buyer and more - all created on a totally customizable
PowerPoint ternplate for download. Auto Buyer Profiles are aiso availabie for download on thes page

Consumer Behavior by Format (Gold Digger Reports) @

These reports are dessgned to grve you an in-depth look into the areas where your audience base 15 extremely strong in
consumption of products and services or media and personal attitudes. They can help you 2ero in on areas of business
where your format might hold potential to increase business for an advertiser,

Cold Call Script

Taken from RAB's Radio Marketing Professional certification, this saript is intended as a guideline for making cold calis. As
with any such script, we strongly encourage you to make it your own, customizing the language to meet your needs. Don't
forget the purpose of the phone call: GET THE APPOINTMENT?

Co-opé@

Join the thousands of radio sales professionals who constantly find new ways to fund radio campaigns with the
cooperative advertising information contained in the RAB Co-op files. The Co-op Directory has over 8,000 freshly updated
listings, weekdy sales leads for retadier promotions, new digial co-op plans with ready-to-use web ads and quick and easy
video tutoriats

Instant Backgrounds &

The key to selling big accounts is understanding your prospect’s business, but who has the time to collect all that
Information? We do. Instant Backgrounds quickly tells your sales pros the "who, when, where, why and how” for over 100
different business and product categories. As an informed marketing consultant, use the instant Background information
to easily Include the insights in your correspondence and presentations.

thepitch

Radio Format Profiles &

The more you understand listeners, the better you can tallor custom marketing solutions for your advertising cients. MR-
Simmons Radio Format Profiles are a key resource for current listener research. Click to get started and choose a format
profile from the ist. Also, the reports are packed with data, 50 be sure to see the "How to Read” guide, it's first on the kst
and it 1s a great resource for helping you understand the data.

rtil
o T T LUNities for existing chents and developing prospective clients can be chalienging, This special

section of RAB.com features a vanety of 1ools, special reports, artickes and more 1o help you maximize your sefing efforts
by exploring new opportunities and emerging categories.,

Prospecting Repo

Ad-to-Sales Ratios @

How much should advertisers allocate to thedr advertising budgets? To help answer this important question, RAB offers
highlights from Schonfeld & Associates, Inc.'s annual Advertising Ratios & Budgets publication, Based on data from
government filings and published financial records for approximately 320 major industries, these tables now break out
histonical revenue and histoncal advertising dollars spent by each industry; annual revenue and ad growth rates, and ad
dollars as percent of sales. This information is based on fiscal versus calendar year.

Prospecting Success Indicator éa

Not every potential chent (s a “good” prospect. There are a number of reasans some prospects are bedter than others, This
Excel worksheet will help you pre-qualify potential accounts so you can focus your time, effort and energy on targeting the
very best peaspects for your station.

Top Business Trends &

Based upon the latest three year average, this data from the U.S. Department of Commerce lists sales trends for key
advertiser cotegonies. Use this document to identify periods within the annual sales cycle where clients must advertise

The Pitch é&

Assists members in driving sales on the local, regional and national leve! by providing in-depth industry overviews and
customizable presentations that include insight-based ideas for over 125 categories of business.

-—ww,






RAB

RAB PROSPECTING REPORT

RAB INSTANT BACKGROUND REPORTS: April 22", 2024 — April 28", 2024

Category Rank by | RAB Observations
# Views
Furniture and Floor Covering Stores 1 Upgrading interior decor
4th of July/Independence Day 2 Preparing for the 4™ of July
Legal Services 3 Targeting attorneys
Mother's Day 4 Planning for Mother’s Day gift shopping
Auto Dealers 5 Sales on new and used cars

Source: RAB.com, Instant Backgrounds, Top 5 Page Views (Weekly)

www.rab.com RAB
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RAB PROSPECTING REPORT

RAB THE PITCH: April 22", 2024 — April 28", 2024

Advertiser Category Rank by | RAB Observations
# Views
Insurance Agents & Brokers 1 Prospecting insurance brokers & agents
Auto Dealers 2 Targeting local auto shops
Pools & Spas 3 Pool repair and maintenance for the summer
Senior Living 4 Insights into assisted living facilities
Private & Charter Schools 5 Understanding the private school industry

Source: RAB.com, The Pitch, Top 5 Page Views (Weekly)

www.rab.com RAB
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RAB PROSPECTING REPORT

RAB CO-OP CATEGORIES: April 22", 2024 — April 28", 2024

Advertiser Category % Searched | RAB Observations
Beauty Products 5 Offering aesthetic products and services
Automotive Acc 2 Auto accessory incentives
Boating, Accessories & Supplies 2 Providing supplies and accessories for boating
Home Furnishings 2 Upgrading window blinds & coverings
Pools, Spas, Hot Tubs & Supplies 2 Providing new pool accessories for the summer

Source: RAB.com, Co-op, Page Views (Weekly)

www.rab.com RAB



MEDIA MONITORS ~ SPOT 10 NATIONAL ADVERTISERS
Modia Monitors reports the most .played commercials for national advertisers on the

MECIA MmONITORS 10D rated Radlo stations in major markets: March 25%, 2024 - March 31%, 2024
Radio v Cable
Account Account Account

|Progressive Nissan TurboTax

|Orop Technologes Inc TurboTas NCAA Raskettall
ZipRecruner £OC Centers For Disease Controd & Pravention | Progressive
[ogsce Walmart = ourger g
lowe's Progressie Doming's
{Weadys Wendy's_ Chase
{ Morgan & Morgan Consumer Cellular
|Verizon Wirsless Ford Dealer Association XFINITY Wiretess
{latkson Hewat Tide LOréal

[indeed SKECHERS SKECHERS

RAB Top lino observations
*  DpRecruiter and Indeed are reaching job posters as well a3 Job seekers.

*  lowe’s and Walmart are promoting their various products.

= Domino’s, Burger King, and Wendy's are promoting their quick meal options.
*  Verizon Wireless, Consumer Cellular, and XFINITY Wireless are promoting thes phone plans and intermet services.

*  Nissan and Ford Deater Assoclation promoting thelr auto deals,
*  Chase &s promoting their financial services.
*  Jackson Mewitt and TurboTax are promoting Ihesr 1ax filng services.

TOP BUSINESS TRENDS

Among radio’s top advertiser Catogories, the fol businesses post high pi

ges of sales in these specific manths.

Ranking based on highest percentage of sales {top four anly) in month (versus other categories),

MAY
Rusiness Category. % of Anoyal Business in Mooth
Bulang Supply Stores a9%
Paint & Wallpaper Stores 9.8%
Hardware Stores 98%
Auto Deaders (Used) 9%

JUNE
Business Categoey % of Ansual Business in Month
Paint & Wallpaper Stares 926%
Hordware Stores 95%
Buddng Supply Stores 9.2%
Sporting Goods Stores 2.0%

Juwy
Busingss Category 2% of Anoyal Suzingss in Mooth
Men's Wear Stores 10.2%
Jewelry Stoces 95%
Urmited Service Eating Places 920%
Sporting Goods Stores 89%

Source: RAB Top Buwness Trends 2023 ~ Monthly percentape of category’s yearly buuness in applicable monch

PROMOTIONAL OPPORTUNITIES
These promotional events listed in Chase’s Calendar of Events can be used to attract promotional or nonspot dollars - monies that
are not traditionally allocated to a broadcast schedule - to your station. Look for additional promaotional opportunities here.

MAY JUNE

e National Hamburger Month e National Iced Tea Month

e National Salad Month e National Rose Month

e Cinco de Mayo (5/5/24) e National Donut Day (6/7/24)

e National Coconut Cream Pie Day e Cupcake Lover's Day (6/13/24)
(5/8/24) e Lobster Day (6/15/24)

e Mother's Day (5/12/24) e Father’s Day (6/16/24)

e National Apple Pie Day (5/13/24) e Apple Strudel Day (6/17/24)

e National Wine Day (5/25/24) e  World Music Day (6/21/24)

e Blueberry Cheesecake Day (5/26/24)

Source: Chase’s 2024 Calendar of Events (Monthly)

RAB Observations on Promo Opportunities:

“Lettuce” continue to provide you with more holidays and events that can assist you with growing local business revenue. Two juicy
and food-related holidays occur during May as National Hamburger Month and National Salad Month. Restaurants, grocery stores
and diners should be on everyone's prospecting list. There are also some adult favorites - Cinco de Mayo and National Wine Day.
Liquor stores, beer distributors, restaurants, grocers and party supply retailers as the perfect businesses to prospect. Dessert
fanatics should be very happy as there are multiple dessert related holidays that would “sweeten” their entire month, such as
National Coconut Cream Pie Day, Blueberry Cheesecake Day and National Apple Pie Day. Restaurants, grocery stores and bakeries
should be on your prospecting menu. No matter the age, every child should be getting their mother something special for Mother’s
Day. Retailers, jewelry stores, flower shops, gift and card shops, as well as restaurants, are perfect business and sales opportunities.

June is unofficially considered the start of summer and the start of drinking cold beverages like iced tea. June is National Iced Tea
Month, so restaurants, supermarkets, and retail stores are excellent prospects. June is also National Rose Month so reach out to
nurseries, landscapers, and garden stores and help their business bloom. There are also a lot of 'sweet' holidays to celebrate, such
as Cupcake Lover's Day, National Donut Day, and Apple Strudel Day. Bakeries, supermarkets, and restaurants are the primary
targets to look at for those three exciting holidays. Now that Mother's Day has passed, Father's Day is on the horizon for
celebration in June. Retailers of clothing and sporting goods, jewelry stores, gift card shops, and restaurants are the main places to
prospect for Father's Day. Lobster Day ‘claws’ its way into the month as it is celebrated on the 15th. Seafood shops, restaurants,
and supermarkets should be top targets for this occasion. Music lovers will be tuning into one of the exciting holidays of the month,
World Music Day. Record stores and music accessory and instrument retailers should be ‘key’ targets on your prospecting list.

www.rab.com RAB
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Automotive @

\‘ As one of radio’s top spending categories, it's important to have all the tools you need in one place. The Automotive

sechion has that and moce, including Auto Toolkit. The Toolkit popuiates charts and graphs on auto owner's
characterstics, your radio station's format compared 1o the auto buyer and more - all created on a totally customizable
PowerPoint ternplate for download. Auto Buyer Profiles are aiso availabie for download on thes page

Consumer Behavior by Format (Gold Digger Reports) @

These reports are dessgned to grve you an in-depth look into the areas where your audience base 15 extremely strong in
consumption of products and services or media and personal attitudes. They can help you 2ero in on areas of business
where your format might hold potential to increase business for an advertiser,

Cold Call Script

Taken from RAB's Radio Marketing Professional certification, this saript is intended as a guideline for making cold calis. As
with any such script, we strongly encourage you to make it your own, customizing the language to meet your needs. Don't
forget the purpose of the phone call: GET THE APPOINTMENT?

cooperative advertising information contained in the RAB Co-op files. The Co-op Directory has over 8,000 freshly updated
listings, weekdy sales leads for retadier promotions, new digial co-op plans with ready-to-use web ads and quick and easy
video tutoriats

Instant Backgrounds &

The key to selling big accounts is understanding your prospect’s business, but who has the time to collect all that
Information? We do. Instant Backgrounds quickly tells your sales pros the "who, when, where, why and how” for over 100
different business and product categories. As an informed marketing consultant, use the instant Background information
to easily Include the insights in your correspondence and presentations.

thepitch

Radio Format Profiles &

The more you understand listeners, the better you can tallor custom marketing solutions for your advertising cients. MR-
Simmons Radio Format Profiles are a key resource for current listener research. Click to get started and choose a format
profile from the ist. Also, the reports are packed with data, 50 be sure to see the "How to Read” guide, it's first on the kst
and it 1s a great resource for helping you understand the data.

Prospecting Report i

Creating promotional cpportunities for existing ckents and developing prospective clients can be chalienging, This special
section of RAB.com features a vanety of 1ools, special reports, artickes and more 1o help you maximize your sefing efforts
by exploring new opportunities and emerging categories.,

Ad-to-Sales Ratios @

How much should advertisers allocate to thedr advertising budgets? To help answer this important question, RAB offers
highlights from Schonfeld & Associates, Inc.'s annual Advertising Ratios & Budgets publication, Based on data from
government filings and published financial records for approximately 320 major industries, these tables now break out
histonical revenue and histoncal advertising dollars spent by each industry; annual revenue and ad growth rates, and ad
dollars as percent of sales. This information is based on fiscal versus calendar year.

Prospecting Success Indicator éa

Not every potential chent (s a “good” prospect. There are a number of reasans some prospects are bedter than others, This
Excel worksheet will help you pre-qualify potential accounts so you can focus your time, effort and energy on targeting the
very best peaspects for your station.

Top Business Trends &

Based upon the latest three year average, this data from the U.S. Department of Commerce lists sales trends for key
advertiser cotegonies. Use this document to identify periods within the annual sales cycle where clients must advertise

The Pitch é&

Assists members in driving sales on the local, regional and national leve! by providing in-depth industry overviews and
customizable presentations that include insight-based ideas for over 125 categories of business.

-—ww,
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03-15-24
Mopar Spring Tire Savings!

he Offers - m

o Let your Mopar certiad dedbers know a8out this igecial effer. Buy 3 tires BQ\Y TIRES
And et the 4th for $1 On select tires In S20Ck 3t ParEICPAling deslershios (S
Visit your Socal Mopar certified denfer for compiete offer details, Offer "o % JUE
expires Apni 10, 2074, Use the co-op Srogram 1o share all Guatifyng e (" A

procectonal Couts.

These promotion Setalls may be subiject to change #t any time, Venfy specfics
relsted to your certified Oealer(s) with the wrer before ) to
ary aif program. The featured image « for sample only,

Use the Stellants Moper cO-Gp Program 10 Share 1he 0ot of 10CAl Cartifiad deaiers’ Advirtiting. The certified tealer Can recaive
100% resmbursement for qualying Co-0p Mds. Please view ink for Setadled requirements. Prior aporovel i reguired for all co-
00 advertieng

Nind your locwl Mopar Certified Deslers:
Ad Plgnner Avalabiity
Contact the regional ssies representative for further ad marerisis.

Thes information 1s provided by Co>Op Connect 1o 255451 you in seling More advertising, Both 10 New ANd existing clents. Use
£ to take & compiete advertising 30ktion to your local retallers.

=

03-14-24
Spring Savings From Overhead Door!
The Offers “‘;;‘" Spring Savings

———— o —

* Let your Overhead Door @stnbutors know about ths specisl offer. Spring
0 savings with $100 back on Overhedd Door Tharmacdare, Cosrtyard snd
Windstorm modeis. Visit your ocal Overhead Door ditrdutor for complets
offer Getails. Offer expires Agril 30, 2024, Use the €0-0p program to share
o1 qualfying promotonal costs.

These promotion detals may be subject to change at any time. Venfy specfica
related 1o your Distnbutor]s) with the mancfscturer before comemtting to any
a2 program. The featured snige IS for sample ondy.

Ute the Overtend Door Corporation €o-of) progeam to share the cost of local
dsarutocs” advertising. The distrittor can recetve SO% remmbursement for
qualifying co-00 ads. Mease view ink for detalied requirerments, Pricr apgeoval
1 required for ol CO-0p Advertiung.

Find your local Overtsad Door Distributors

Accrual Pecod: 01/01 = 12/31 Pror Year

Performance Period: 01/08 - 1/

Qualifymg Media; Print, Rada, TV, Cable TV, Outaoor, DIGRA and Yelow Pages.
Ad Planner Avallabiey:

Contact the reganal sales represantative for further ad matenias.

Thes formanon 1§ Prowvided by CoxOp Conmect 1o 23St yOou I Seiing MOre advertung, Beth 10 New ANG existng Clens. Uie
& to take 3 complete advertining soltion to your local retallers.

=

03-14-24
Get Your Garden Started With Miracle-Gro!

The Offers:

* Let your Miracie-Gro retallers know about this rebate offer. Purchase o
e of two bags of Miradie-Gro Garden 5oil All Purpose, Garden Soll
Vegetables & Merts, Potting Mix or Raised Ded Sol OR Whaney Farms
Organic Raised Bed Mix and receive §2 back per bag after mall-mn rebate.
Visit your local Miracle-Gro retaller for complete offer Getads, Offer expures
Jume 30, 2024, Use the co-op prograen to share all qualdysng premotional
costs

These promotion detalls may be subject 10 change ot any time. Verdy specfics
related 1o your (8) with the i before W 10 afvy 8 DrOGT The featured Image is for sampie ooy,

Use The Scotts Company co-0p progiam 1o share the cost of 1ocal retallers’ advertising. The retaler can tecerve 100%
reimbursesnent for qualdyng co-op ads. Please view link for detaled requirements. Prior approval Is required for all co-op
advertmng

Find your IoCa Miracie-Gro Retailers

Accrusl Penod: 12/01 ~ 11/30 Current Year

Performance Period: 12/08 - 13/30

Qualtying Media! Print, Radio, TV, Outdoor and Digital.

Ad Ranner Availasdity

Contact the regional sales regresentative for furthar ad maternals.

Thes information i provided by Co>0p Connect 1O A5t you In seling more advertising, Beth to New 4nd oxssting Chents, Use
220 take » complete advertinemg solution 10 your local retaders.

=

03-13-24
Polaris It's Go Time Sales Event!

The Offers:

* Let your Polarts Off-Road dealers know about this sales event. Do more
Outdoors wieh up 10 $3,000 off or financing as low as 0.99% for 36 montns
on select new Polaris off-road models, Visit your local Polaris Off-Road dedler
foe complete offer details. Offer expires Apnl 30, 2024, Use the co-op
program to share all qualtywng promotional costs,

These promotion detalls may De SubJect 10 Change at any time, Vardy spechics
related to your Dealer(s) with the s or befoce cor 0 to any ad program. The featured image & for sample only,

Use the Polaris - Off-Road Vetucles 0o-0p program Lo share the cost of local dealers” advertising. The dealer can receive S0
reimrSursement 1or qualdyng co-op ads. Mlease view link for detaded requirements. Prior approval s reguered for all co-ep
advertising

Nnd your locat Pelars O -Road Deslers

Accrusl Period: 01/02 = 12/31 Price Yoar

Performance Period: 01/01 - 12/31,

S0% Detween Jan - June; S0% Detween July - Dec

Qualtymng Media: Pring, Radio, TV, Cable TV, Outdoor and Digeal,
Ad Panner Availabiity:

Contact the regional sales regredantative for Auther ad matenals

This information is provided by Co>0p Connect to assst you In seling more advertising, Bt to new and exsting clants. Use
£ £0 take & complete advertinng solution 20 your local retaders,

=

03-12-24
Spartan Mowers Spring Sales Event!

. ~
The Offers: up jpe—
+ Lt your Spartan Mower Sealers know About Ehis sales event. Get  $500 TO.
instant redate on seloct Spartan RE Seres mowers or A §1,000 instant
rebate on select Spartan RY, SRY, KG and KGZ Series mowers. Vist your
local Spartan Mowers desler for complete offer detalls. Offer eapires April
30, 2024, Use the co-0p program to share all qUaMYNg Promotons costs.

INSTANT B

Vot bt o

These promotxon details may be subject to change at any time. Verify speOfics related to your Desler(s) with the
" or before g to any ad program. The featured image is for sample only,

Use the Spartan Mowers Co-0p program 1o share the cost of loca! deslery” advertining. The dealer con receve S0%
resnbursement 1or qualifying co-op ads, Please view hnk for detallod requirements. Prioe apgeoval i reguired for ol co-op
advertising

Find your local Spartan Mawer Dealers.

Accrual Peniod: 11/01 - 10/31 Prior Yesr

Performance Period; 11/01 - 10/08

Qualifying Media: Pramt, Radio, TV, Caie TV, Outdoor and Digitat
AJ Planner Aysilatulity:

Contact the regional sales representative for further ad materials.

This information Is provided by Co>Op Connect to assist you in selling more advertising, both to new and mxisting clhents, Use
It to take a complete advertising solubion to your locas retaders,

=

03-12-24
Can-Am Specials to Get Riding!

The Offers:

* Let your Can-Am dealers know about thes specisl offer. Get financing a3 low
a3 1.99% for 36 months and a rebate of up to $2,000 on select 2022 Can-
Am J.whee! modeis. Visit your iocal Can-Am dealer for complete offer
detads. Offer exprres Apvil 30, 2024. Use the co-op program to share all
qualifying promational costs.

These promoticn details may be subject to change at any time, Viwify specfics
related 10 your Dealer{s) with the . before W3 10 any ad
peogram. The featured image ia for sample only.

Use the B8RP ~ Can-Am (Roadster) co-op program to share the cost of local
Gealers’ advertiung, The Gesler may recerve reimbursement for gualifying co-op
N0%, Plaase view ok for detaded requiremants. Prde aporoval 1S reguired for a¥ ’
€o-0p advertising. ==

Find your local Can-Am Dealers:

Parformance Period: 02/01 - 01/31

Qualifying Modia: Prit, Radio, TV, Cabie TV, Outdoor and Digital
Ad Planner Availabdity

Contact the regional sales representative for further ad materials

This information 15 provided by Co>Op Connect to assist you in sefing more advertising, both to new and exsting dients. Use
It to take a complete advertising soiution to your local retaflers.

=




Search More Than 8,000 Co-op Plans

—

Video Tutorial Want a Deeper Dive into Co-op?

RAB LEADS YOU

TO THE MONEY |}

Let's Get Started with Co-op

- Co-op Plans and Promotions



Co-op Directory

« 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.

RAB

Co-op Advertising Home Ad Material Warehouse Co-op Sales Leads Tutorials

|Quick Co-op Search

RAB.com

Quick Co-op Search

Search

Simply type in @ manufacturer name, manufacturer product or brand. If nothing pops up try just typing

the first few letters of your search criteria. This should help in your search efforts.

Quick Search [Shaw

| [Submit Search)

Advanced Co-op Search

Search by:

[Manufacturer Name |
Participation %
Expiration Date between

Year (Prior/Current):

[ Starts with v || |
| (0-100)

[1s v|=to|

[ |and | |

| v

(CFormal Co-op
[_IFixed & Unlimited
[Lwebsite
Clartwork

(Ce-mail

Media | v |

(Cspecial Arranged Co-op
(_laccrual Dollars Found
[Upealer Locator
Cseripts

Print Media

Categories (*Select all desired)

.Aircraﬂ, Accessories and Supplies
\Animal and Pet Supplies
Automobiles and Trucks
Automotive Accessories

Beauty Products and Toiletries
Bicycles, Accessories and Supplies

[Submit Search)|




[Quick Co-op Search | Search

Co-op Advertising Home Ad Material Warehouse Co-op Sales Leads Tutorials RAB.com

Shaw Floors
Plan 1D #001937 -- Plan Type: Active Plan

Manufacturer & Manufacturer Brand Links

Shaw Floors Mfr Web Site Dealer Locator Mfr Ad Planner All Artwork
Manufacturer Contact Information
Manufacturer Address Claim Address
Shaw Floors Shaw Advantage Account
P.O. Drawer 2128 11149 Research Blvd., Suite 400
Dalton, GA 30722 Austin, TX 78759
Manufacturer Contact Co-op Administrator:
Jennifer Ward Carol
Phone: Phone: (866) 267-6768
Fax: Fax: 512-343-1717
800#: (B00) 441-7429 E-mail: shaw@brandmuscle,.com
E-mall:
Trade Promotion Structure
Qualifying Products Acco:ou " Accrual Comment Pnrtiil:aﬂon
Shaw and Anderson Tuftex 1-3% 50%

All residential brands: Shaw Floors,
COREtec

Anderson Tuftex, Philadelphia
Commercial

5th & Main and Floorigami

Hardwood, Laminates, Resilient, Tile
& Stone

(Does not earn co-op, but can be advertised with
fiber funds)

Product Category: Flooring, Carpets & Ceilings

Accrual Info Performance Info Claim Info

Accrual Period: Performance Period: Claim Period:

01/01 - 12/31 01/01 - 12/31 W/1 6 months of ad run, 20 days after
year end

Accrual $s located by third party: Availability:

No Retailer Form of Reimbursement:

Credit Memo
Authorization Paperwork: Standard
Authorization Required E-Claims Accepted - Submit to:

shaw@brandmuscle.com

E-Proofs Accepted - Submit to:
shaw@brandmuscle.com

Plan Comments

The program applies both to the U.S. and Canada. The BDF program allows you to earn funds on all qualifying purchases
of residential brands; You know how much you have to spend at the beginning of the year instead of expiring each
month; Earn 1% of qualifying purchases to start; If your purchases increase at least 10% over prior year you earn
additional 1%. If they increase 15% or more from prior year you earn additional 2%, You must have an annual minimum
purchase of $150k is residential purchases to be eligible. Shaw will confirm your annual minimum purchases in both
January and July. Total purchases from previous year will be divided into two equal installments and loaded into your
account in January and July, You can see your balance at ShawNow.com.

(Hide/Show Plan Comments)
IRadiu m|l hble TV || Outd QMH

Eligible Media (Radio)
Radio;

Media Approval Required

Advertising Specs
Must feature one of Shaw's primary brands; Cannot be combined with competitor's message; One of Shaw's primary
brands must be mentioned at least once in a 15 or 30 second spot.

Claim Requirements
Date of ads/campaign; Invoice from service provider; Copy of the radio ad script.

www.rab.com RAB



Let's Get Started with Co-op

Use the tabs below to find co-op resources, forms and tools to help you access a bigger share of manufacturer funds.

Co-op Plans and Promotions - - :
’ E Co-op Information and Resources

Co-op Information and Resources

Guide to Selling Co-op

Use our forms and templates area to gain access to important co-op
documents such as Co-op Request Forms, Prior Approval Letters and

Advertiser Authorization Forms.

CO>0P Connect Concierge

e Co-op Forms and Templates

o

o

o}

o

O

o)

Co-op Request Form

General Authorization Letter

General Authorization Letter w/Header
Accrual Balance Fax Sheet

Accrual Request Letter to Manufacturers
Retailer to Manufacturer Letter

Letter to Retailer

ANA/RAB Tearsheets - Manual Billing
ANA/RAB Tearsheets - Digital Billing
Profiling your Account

e (o-op Request Form

e Co-op Authorization Letter



Let's Get Started with Co-op

Use the tabs below to find co-op resources, forms and tools to help you access a bigger share of manufacturer funds.

Guide to Selling Co-op

Co-op Plans and Promotions QOO
- -
L 4 ~

=

Co-op Information and Resources Use our getting started guide and helpful targeting tools as a basic

Guide to Selling Co-op co-op reference and product how-to. It will walk you through the site,
terminology and basic steps to uncovering co-op dollars.
CO>0P Connect Concierge
e Co-op 101: Getting Started - Understanding Co-op/ Why Co-op
Matters
o Co-op Basic Training
o What is Co-op Advertising?
Co-op Funding for Local Advertising

o}

Co-op Requirements and Reimbursement
Different Types of Co-op Programs

Reading a Co-op Plan

Why Should You Use Co-op

Asking the Right Questions

o Positioning Your Co-op Services to your Retailer

© ¢ © O ©o

o Figuring Co-op Potential in Your Marketplace
o Handling Co-op Objections

¢ Targeting Co-op Prospects

Targeting Your Best Prospects

e}

o Best Categories for Co-op

o NEW Weekly Co-op Promotions

o Basic Research on Dealer Co-op Funding
e Co-op Glossary




Let's Get Started with Co-op

Use the tabs below to find co-op resources, forms and tools to help you access a bigger share of manufacturer funds.

Co-op Plans and Promotions i
N

Co-op Information and Resources

Guide to Selling Co-op

CO>0P Connect Concierge

RAB Introduces CO>OP Connect Concierge

The number one barrier to stations maximizing co-op dollars is the
amount of paperwork and time involved in handling the details.
Because of our relationship with CO>OP Connect, RAB's provider for
co-op plans, we are pleased to share a new opportunity available
exclusively to RAB members for an additional cost - CO>OP Connect
Concierge service.

You will continue to receive all the benefits of the RAB co-op
directory, and all of the resources currently provided to our
members. This additional tool could be of significant value, if you are
looking for beginning-to-end support and a seamless co-op
experience.

With an exceptional lineup of subscriber services, CO>0OP Connect
Concierge will accelerate and simplify every aspect of co-op
advertising. They will work with you to manage the entire co-op
process by doing brand research and analysis, obtaining accrual
balances, submitting prior approvals and obtaining necessary
invoices, creating performance reports, and anything else required in
the preparation of the claim package for you and your customer.

RAB members will receive significant discounts from the normal cost
of this service, which is sold in packages that include everything
necessary to tap into the mountains of money available in co-op.
Pricing for RAB Members starts at $550 per package. For more
details or to discuss a package that might work for you, please email
rab@coopconnect.com.
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Prospecting

Automotive i

As one of radio's tog ding categories, it's important to have all the tools you need in one place. The Automotive

B more, including Auto Toolkit. The Toolkit populates charts and graphs on auto owner's
characterstics, your radio station's format compared 1o the auto buyer and more - all created on a totally customizable
PowerPoint ternplate for download. Auto Buyer Profiles are aiso availabie for download on thes page

Consumer Behavior by Format (Gold Digger Reports) @

These reports are dessgned to grve you an in-depth look into the areas where your audience base 15 extremely strong in
consumption of products and services or media and personal attitudes. They can help you 2ero in on areas of business
where your format might hold potential to increase business for an advertiser,

Cold Call Script

Taken from RAB's Radio Marketing Professional certification, this saript is intended as a guideline for making cold calis. As
with any such script, we strongly encourage you to make it your own, customizing the language to meet your needs. Don't
forget the purpose of the phone call: GET THE APPOINTMENT?

Co-opé@

Join the thousands of radio sales professionals who constantly find new ways to fund radio campaigns with the
cooperative advertising information contained in the RAB Co-op files. The Co-op Directory has over 8,000 freshly updated
listings, weekdy sales leads for retadier promotions, new digial co-op plans with ready-to-use web ads and quick and easy
video tutoriats

Instant Backgrounds &

The key to selling big accounts is understanding your prospect’s business, but who has the time to collect all that
Information? We do. Instant Backgrounds quickly tells your sales pros the "who, when, where, why and how” for over 100
different business and product categories. As an informed marketing consultant, use the instant Background information
to easily Include the insights in your correspondence and presentations.

Radio Format Profiles &

The more you understand listeners, the better you can tallor custom marketing solutions for your advertising cients. MR-
Simmons Radio Format Profiles are a key resource for current listener research. Click to get started and choose a format
profile from the ist. Also, the reports are packed with data, 50 be sure to see the "How to Read” guide, it's first on the kst
and it 1s a great resource for helping you understand the data.

Prospecting Report i

Creating promotional cpportunities for existing ckents and developing prospective clients can be chalienging, This special
section of RAB.com features a vanety of 1ools, special reports, artickes and more 1o help you maximize your sefing efforts
by exploring new opportunities and emerging categories.,

Ad-to-Sales Ratios @

How much should advertisers allocate to thedr advertising budgets? To help answer this important question, RAB offers
highlights from Schonfeld & Associates, Inc.'s annual Advertising Ratios & Budgets publication, Based on data from
government filings and published financial records for approximately 320 major industries, these tables now break out
histonical revenue and histoncal advertising dollars spent by each industry; annual revenue and ad growth rates, and ad
dollars as percent of sales. This information is based on fiscal versus calendar year.

Prospecting Success Indicator éa

Not every potential chent (s a “good” prospect. There are a number of reasans some prospects are bedter than others, This
Excel worksheet will help you pre-qualify potential accounts so you can focus your time, effort and energy on targeting the
very best peaspects for your station.

Top Business Trends &

Based upon the latest three year average, this data from the U.S. Department of Commerce lists sales trends for key
advertiser cotegonies. Use this document to identify periods within the annual sales cycle where clients must advertise

The Pitch é&

Assists members in driving sales on the local, regional and national leve! by providing in-depth industry overviews and
customizable presentations that include insight-based ideas for over 125 categories of business.

-—ww,
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RAB | Automotive

A research gold mine for the most important category
in radio advertising

RAB Auto Toolkit: Click the button to start a ﬁresentatinn. . . ~i

] = (o]

Instant Backgrounds Auto Buyer Profiles The Pitch RAB Co-op Library

Automotive Research & Presentations

Radio Drwves Traffic far Auto Auto Attitudes of Radko Listeners Reaching Auto-Buying Radio Rado Drives Search for Auto

Service f Usteners Mnsurance

=i —

Radio Drives the New Auto Buying Radio: Driving the Path to

Process Recovery for Autamative (Video) The Pitch - Automotive Racio Works for Automotive

Important Links

NADA @ Automotive News

J.D. POWER

Research and Articles

Cybersacurity threat likely 1o grow exponentially as SOVs emerge

Predicted APR drop expected o spur auto sales

Cox Automotive's Forecast: 2024 - A Return 1o Normaicy in the U.S. Auto Market
Dealers want to ‘hit the brakes’ on EVs

Fisker says more than 100 dealers are interested in selling its EVs

The 2024 Polly Embedded Auto Insurance Study

Dealers' revenues fall

Consurmner satisfachion with car buying expersence the highest since 2020

2023 Cox Automotive Car Buyer Journey Study: Summary

Complimentary services or quick services what after-sales services do US car owners value?

s auizhlog FLEET



RADIO FACTS v PLANNING/BU

RAB Auto Toolkit: Select a Vehicle Brand

RAB's Auto Toolkit uses MRI-Simmons data of radio formats and auto nameplates to help
you create a ready-to-present PowerPoint deck. Just following the instructions at the start

of each section.
Need more help? See the video to the right for complete training.

First, using the dropdown menu below, select an auto brand. You may only select one
auto brand.

Chevrolet v




RADIO FACTS v PLANNING/BUYING SALES TOOLS ~ CREATIVE v TRAINING v MY RAB v

sedrch RAB.com SeafCh

RAB Auto Toolkit for Chevrolet: Select a Radio Format

Next select a radio format. A separate tab will open and provide you with instructions. If you want to select additional models, return to the previous tab and make your selection.

Country v

www.rab.com RAB



Choose an Auto Toolkit from the Models Below

You have selected Chevrolet and Country. Next, choose from the list of models and click DOWNLOAD TOOLKIT. A separate tab will open

and provide you with instructions. If you want to select additional models, return to the previous tab and make your selection.

Automobiles And Other Vehicles - Manufacturer: Most Recent Purchase/Lease (currently owned/leased): Chevrolet

Net Any Vehicle (currently owned/leased): Chevrolet

Net Any Vehicle (currently owned/leased): Chevrolet Avalanche

Net Any Vehicle (currently owned/leased): Chevrolet Camaro

Net Any Vehicle (currently owned/leased): Chevrolet Colorado

Net Any Vehicle (currently owned/leased): Chevrolet Corvette

Net Any Vehicle (currently owned/leased): Chevralet Cruze

Net Any Vehicle (currently owned/leased): Chevrolet Equinox

Net Any Vehicle (currently owned/leased): Chevrolet HHR

Net Any Vehicle (currently owned/leased): Chevrolet Impala LS/55/Sedan

l

& Download Toolkit

& Download Toolkit

& Download Toolkit

= Download Toolkit

& Download Toolkit

& Download Toolkit

& Download Toolkit

<& Download Toolkit

< Download Toolkit

& Download Toolkit



Once yous deck s opem, be sre 1o clck ENABLE EITING at the top of the scroen

ay n Petecied Vew Enabie Edang

Your RAB Auto Toolkit PowerPoint is opening ... 7.21 - - -

{Once your deck is open, you can close this Window.) Offhee 365 Users: Your seoliit IvawvesPuiat iies Mustes Slides 1o make chasgeny the ook and feel easy. Claok the DESIGN tb sl the tp of the screen 0 sce avuilible tcmplaes.

bt "—-———’A. --J. Sree—t] {7‘: ji g --

If you are using Windows 10 or 2007 wath Microsofl Edge or Internet Explocer, your download will appear a1 the bottom of the screen, Click OPEN to open your RAB Awto Toolkit im Microsofl PowerPoimt —_

What do you want to do with Most Recent Purchase_Lease_Ford
Toolkdt Presentation pptx (176 KBj?
From: rab com

Office 363 Lsors: Yo can alws une PowerPoim Design Mose. Click the DESIGN TDEAS i 0w modhar on the night side of your screen 1o ser wagpesiad devgn chonenis.

e Db
If you are using Google Chrome, the download will appear in the lower lefl comer of the scroen. Once it's complete, simply click the rectangle to open you slide dock —-— — -
Design ideas vi.®

= e : .Illll

IMPORTANT NOTE: RAN reommmends PowarPomt fi Office 368 1 yum doert barve this pogram, pheass alk 1o ywur 1T sappert shost upgrading

Nood moce helpt! Ask RAI. Call $00:232.31 1| or oestl mossberrespomeid 1 coot
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Net Any Vehicle (currently owned/leased): Chevrolet
Customer Profile

Other Consumer Insights
Race
e 79.08% White
*  9.41% Black
* 14.79% Hispanic
* 1.96% Asian
Employment
e 48.21% Employed Fulltime
e 21.6% Retired
Marital Status
* 58.49% Married
* 25.99% Single or Never Married

www.rab.com RAB




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

25%

21%
20%

15%

10%

5%

%

A18-24 A25-34 A35-44 A45-54 A55-64 AGS+
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Net Any Vehicle (currently owned/leased): Chevrolet
Customer Profile by Income

25%

20%

20%

15%

10%

5%

%

20K-29,999 30K-39,999 40K-49,999 50K-59,999 60K-74,999 75K-99,999 100K-149,999 150K-199,999200K-249,999 250K+
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Country Reaches Your Auto Buyers

Net Any Vehicle (currently owned/leased): Chevrolet vs. Country Listeners
25%

21%

20%

15%

10%

5%

%
A18-24 A25-34 A35-44 A45-54 A55-64 AGS+

= Net Any Vehicle (currently owned/leased): Chevrolet ® Format: Country
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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 atypical 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%.

www.rab.com RAB



Radio Reaches Auto Customers

* 86% who plan to buy new/lease a SUV

* 86% who received transmission repair.

e 86% who plan to play S45K or more for a new/leased vehicle.
* 85% who use any auto site/app to shop new/used vehicle.

www.rab.com RAB




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.

Source: 2023 Spring MRI-Simmons Doublebase; RAB (http://www.rab.com) ; o RAB
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Research and Insights

Automotive i@

As one of rado’s top spending categones, It's ImpPortant 1o have all the tools you need in one phace. The Autormotive section has that and more
nchuding Auto Toolkit

Ad-to-Sales Ratios fa

How moch should advertisers allocate to ther advertising budgets? To help answer this important question, RAB offers highlights from

Schonfeld & Assotates, Inc s annual Advertisng Ratios & Budgets publicabon

Cannabis | Marijuana &

Mariana advertising s considered a new revenue opportunity for a8 media. As & portar
should be cormidered. In this section find FAQs whstepapers, blogs and more

10 radio advertising, there are some rules that

Co-opim
Joun the thousands of radio sales professionals who constantly Hiond new ways 10 fund radio cGampagns wath the cooperatve Avertsing
mfarmation contained in the RAB Co-op files. The Co-op Directory has over 8,000 freshly updated kstings, weekly sales leads for retaler

promaotions, new (gital co-0p phans with ready to-use wab ads and quick and easy video tutorialy

Digital Sales &

Speaal reports, studhes, reseanch, traning and mare to help you understand and sell ogtal advermsng 1o your chents

Instant Backgrounds @

The hey t heling B accounts o undersiar

W YOUr prodpect's Buminess, hut who Fum the tme to colect Jfl thy formation) We 4o Fistardt

ackgrumunds guachly tels vour wles pros the “who, when, where, why 20ud how” for over 100 terent butine 3 pradht Categnres As &
mformed macksting consuitant, se the Instant Sackground infarmation to eatily mcude the nsghts = your cormesgondences and

PrEserdatonm

Media Facts i
RAT'S Macka Facrs &
hook ¢

DO PEOVIESES. 20 Ovarview of key Medka CateQorees COMPeTng with rac) for advermming dollan. £ach repor provides 2

staty of the nduy oday for major meda optons.

isperceptions of Radio &

L Acvsory Comumittee, get the Lacts on the 10 conmmardy hdd rmis £ radke

Multicultural Marketing &
Banad on input om meda- tuying professionaly, Ssted in (s GoCLment Ay Some posnrs that marketing professonaly should share (0 valalate

e vl of the mucuftural consirme©

Provoke Insights @

Frovokon Frughes, i partmershin with the RAIL prowedes local rado sellers and managers strategic and nughtSs inowledge o the consimes
‘) r ‘,:‘ V li\' ;“ e mindnet sexd audo’s roke in coovumers befuvior aross key Dosness Ctegonies
v nsghts

Research Studies

Penaarch reports and Budes that focun on W0 tado, racho and dgital, podtanting and more.

The Pitch i@
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Misperceptions of Radio

Radio Matters because it works

7 RADIO'

MISPERCEPTION

RADIO

MISPERCEPTION

Is Anyone Listening? @

mediur

Radio Isn't Local Anymore @

and streams, social media and local commun

With 50 many new and exating options,

ng medium that conr

AM/FM radio remains the top audio source and reaches more people every week than any other

ects with listeners m local communities coast to coast via on-air broadcasts, onkne websites, podcasts

Ky events

Listeners Don't Connect with DJs é

Listeners have a personal connec

because of their favorite radio personality.

Everyone Is Listening to Pandora, Spotify or Satellite &

Despite numerous audio options, radic

) contir

0's influencers. Listeners I

ave a unique and personal connection with thesr favonte radio station

to play an important role for music, entertainment and information

RADID

MISPERCEPTION

= RADRD

MISPERCEFTION

Everyone Turns Off the Radio When a Commercial Comes On =)

Rado ads enpage and influence bebury Listenes ten ond haten and lister

Radio Reaches Only Low-Income Individuals éa

The s vast aeray of formaes, racho react nUMes

Radio Doesn't Drive Traffic or Sales &

the notale medium, radio reachs nsumers wherever thay are.

It's Hard to Track and Measure Radio's Local Results éa
Rado debw wsults MOowTt Y from Fortune SOX IMOINeS 10 Ma 11 pet

Iy, tacho provides measurable outcornies for advertizers in 3 mackets

Radio Can't Target a Specific Audience Like Cable in

a0 touches the ives of milhons of people weekly, more than ary othes medury
Social Media is More Effective Than Radio @



RADIO

www.rab.com

MISPERCEPTION

With so many new and exciting options, AM/FM radio remains the top audio
source and reaches more people every week than any other medium. Audio is
in the midst of a renaissance. New digital audio platforms like podcasts,
on-demand and streaming services and new and emerging technology in cars
and mobile devices are driving a revolution in audio.

Ynadio




www.rab.com
reaches more people every week than any other medium. Audio is in the midst of a

RADIO: VIBRANT AND THRIVING
A .

With so many new and exciting options, AM/FM radio remains the top audio source and

renaissance. New digital audio platforms like podcasts, on-demand and streaming

WURKS SO IS SREE R e e
tiitsseses 215 MILLION PEOPLE

fREPTEREHED  AMERICA'S #1REACH MEDIUM

’ ' ’ * ’ ' ' ' Radlo s America's #1 reach medium, connecting more adults 18 and older than
soclal media or TV via smartphones, tablets, PCs or apps and delivering a vast amount
of content wherever and whenever listenars want it - on-air, online and on-demand,

' ' ' ' Regardiess of advances in technology, radio remains the top source for music
discovery and the most used audio source in car.

‘w!!!mmq_ d,,e.\ cm% \ O AR, N IM%
: N % 7 %‘s & A\
= i | =)

() 21 @ 15m
@ B the numberof the number of
people who listen peopie who have

online each month ever istened

to a podcast

RADIO ]5,0004.

Local Everywhere

. with over 15,000 local radio
stations, radio touches
every corner of the nation.

www.rab.com

RADIO-
WORKS

With over 15,000 local stations across the country,

RADIO: LOCAL AND ENGAGING

Radio informs listeners of NEWS, traffic, weather,
events - about what's going on locally.
radio continues to entertain, inform and serve the

local communities. Radio personalities drive the

emotional and personal connection that listeners 24% 28% ; 37% 37%

have with their stations. And during times of

disaster and need, radio serves as the lifeline for According 1o Jacobs Media Tech s 022 ATl
Omm! cording to Jac urvey X o
JXBC DR adults attribute radio’s local feel as its key advantage.

Local Everywhere Listen Everywhere

with over 15,000 local radio radio reaches consumers
stations, radio touches everywhere, at home, at
every corner of the nation. work and in the car,

WOULD FOLLOW THEIR FAVORITE VALUE AND TRUST RADIO SPEAK TO FRIENDS ABOUT WHAT FOLLOW THEIR FAVORITE RADIO
PERSONALITY IF THEY WENT TO PERSONALITY'S OPINIONS THEY HEAR FROM THEIR FAVORITE PERSONALITY ON SOCIAL MEDIA

ANOTHER RADIO STATION RADIO PERSONALITIES

(), 1% e

of listeners would try a brand Usteners have a unique connection with their radio station because
recommended by their of their favorite radio personality. They engage with the radio station
favorite radio personality personalities on air, online and across social media. As soclal media
i ers, radio per lities speak to the local events and
occurrences of listener’s daily life.

(IO JGIZ 33 0ats Vwihe Co0nD Sorvmyh. T v i Madhabacses Wi 1ok Sy JE2L Rt i Tr Pd Panchoses 174 & Mstuan, RADAR T84 P18+
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Instant Backgrounds @
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Automotive i@

As one of rado’s top spending categones, It's ImpPortant 1o have all the tools you need in one phace. The Autormotive section has that and more
ncuding Auto Toolkit

Misperceptions of Radio @&

s Enershag with BAN'S Sales Advsory Comumtiee, pet the L

Dessgred m s on the 10 commrmerdy hedd rmispercept

Ad-to-Sales Ratios fa

How much should advertisers allocate to ther adverth

g budgets? To help answer this important question, RAB offers highlights from

Schonfeld & Assotates, Inc s annual Advertisng Ratios & Budgets publicabon

Multicultural Marketing &
Banad on input om meda- tuying professionaly, Ssted in (s GoCLment Ay Some posnrs that marketing professonaly should share (0 valalate

S vl of the rraitcuitural conslTe©

Cannabis | Marijuana @

Mariana advertising s considered a new revenue opportunity for a8 media. As  pertang 10 radio advertising, there are some rules that
should be cormidered. In this section find FAQs whstepapers, blogs and more

Provoke Insights @
Provoko Frugtes, i partmershig with the RALL privedes local racdo sellers and managers strategic and nughtSl inowiedge nto the consmes
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Co-opim

Join the thousands of radio sales professionals who constantly Hiond new ways 10 fund radio cGampagns wath the cooperatve Avertsing
salers loads for retaller

mformation cortained in the RAB Coop files. The Co-op Directory has over 8,000 freshly updated kstings, wee Research Studies

promotions, new (gital co-0p phans with ready to-use wab ads and quick and ea deo tutorialy

Senaarch reports and wudes that focun on 10D radio, racho and dgital, podtaating and more.

Digital Sales &

Special reports, studkes. research, traning and mare to help you understand and sell dgtal advermsing to your chents The Pitch @
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() Favorite

Add tc MY RAB menu

Media Facts from RAB

RAB's Media Facts Section provide an overview of key media categories competing with radio for advertising dollars. Each report provides a look at the state of the industry

today for major media options, including:

How consumers are using the medium - facts and figures

Challenges and opportunities each faces in the changing media environment

Terminology used in buy/sell transactions

Links to trade association and research service Web sites where you can find more in-depth information on the medium
Lists of positives and negatives for consideration by those considering placing their messages on the medium
Suggestions for how combining radio with the medium for enhanced advertising impact/ROI

Media Facts Reports

Making the Case for the Power of Radio

Engagement Labs study commissioned by RAB conveys and underscores radio's unparalleled potential as a driver of brand discussions for
advertisers. The study further explores how radio driven brand conversations impact and influence behavior, social issues and purchase intent for

a range of category verticals

MAKING THE CASE
FOR THE POWER OF RADIO

RAB

Need more help? Ask RAB! Please contact RAB's Member Response Helpline at 1-800-232-3131.




Choose a Media Facts Report

e Digital Audio / Satellite Radio

e Direct Mail

® |Internet / Mobile / Social Media
e Local Search (Digital / Print)

o Newspaper

e Outol Home

e Television / Video

Television / Video

In today's media landscape, most consumers don't differentiate between programming viewed on broadcast, cable, ADS-delivered, and online or

maobile channels. It's all considered "TV viewing" and the positives, opportunities and challenges apply to "video” across the board:

* TV set penetration in U.S. households is high
According to Nielsen, there are 123.8MM TV homes in the U.S, for the 2022-2023 TV season.

(Source: Nielsen, National Teilevision Household Universe Estimates)
* 69% of U.S. TV viewers have used free streaming services at least monthly.
(Source: Horowitz Research’s State of Media, Entertainment & Tech: Subscriptions study, 2023 Edition)
* 52% of content viewers now report subscribing to pay TV services.
(Source: Horowitz Research’s State of Media, Entertainment & Tech: Subscriptions study, 2023 Edition)
» 32% of subscribers also said that they might consider going back to cable if the cost of their streaming services increases.
(Source: Horowitz Research’s State of Media, Entertainment & Tech: Subscriptions study, 2023 Edition)
» As of January 2023, 85% of households had at least one TV-connected device.

(Source: Nielsen National TV Panel, 2023)

* As of January 2023, 36% of U.S. TV Households accessed their TV content solely through a broadband internet connection. o
_ www.rab.com RAB
(Source: Nielsen National TV Panel via NPOWER, 2023)




CREATE A PROFILE: Television / Video

Television / Video

© Quick Facts

In today's media landscape, most consumers don't differentiate between programming viewed on broadcast, cable, ADS-delivered, and online or mobile channels. It's all considerec
"TV viewing" and the positives, opportunities and challenges apply to "video" across the board:

* TV set penetration in U.S. households is high
> According to Nielsen, there are 123.8MM TV homes in the U.S. for the 2022-2023 TV season.

(Source: Nielsen, National Television Household Universe Estimates)
* 69% of U.S. TV viewers have used free streaming services at least monthly.
(Source: Horowitz Research’s State of Media, Entertainment & Tech: Subscriptions study, 2023 Edition)
* 52% of content viewers now report subscribing to pay TV services.
(Source: Horowitz Research's State of Media, Entertainment & Tech: Subscriptions study, 2023 Edition)
* 32% of subscribers also said that they might consider going back to cable if the cost of their streaming services increases.
(Source: Horowitz Research’s State of Media, Entertainment & Tech: Subscriptions study, 2023 Edition)

* As of January 2023, 85% of households had at least one TV-connected device.

(Source: Nielsen National TV Panel, 2023)




© Advantages
Total TV/Video Advertising Advantages

¢ |s deliverable 24/7

e Combines all the elements of sound, sight and motion to deliver a powerful impact on the senses

* Isintrusive, comes directly to the viewer for immediate impact

* Can be placed in a programming environment that complements the brand or retailer’'s business or message

 Allows for repetition of messaging with a defined timespan

» Exclusivity of product category is usually available at a price

* May reach consumers who tend not to access any other form of media

¢ Has largely moved away from seasonal viewing shifts as networks rose to challenges presented by independent stations and cable over the years, creating more program options and rolling out first-run
programming even during summer months. Nielsen trends now indicate that peaks in winter months and valleys in summertime have leveled off to relatively flat year-round ratings.

* Growing use of alternate video devices (computer, tablet, streaming services) creates an opportunity

¢ VOD (Video on Demand) opens growth area for consumer usage and awareness

Network TV Advantages

* Reaches virtually all U.S. markets, households

¢ Broad reach allows for fairly rapid cume build across a schedule

* Network programming is available in most dayparts

* Time buying and post-buy analysis are relatively easy compared to other TV platforms

e Attractive, high-visibility sponsorships are available

¢ Nets and program producers are increasingly offering product placement and digital sponsorship deals

¢ Pricing for short commercials is fair

* Primetime hours are relatively uncluttered with commercials. Clutter rates had risen earlier in this decade but have stabilized more recently
¢ Upfront audience delivery guaranteed on broad demographics

¢ Audience research through Nielsen's PeopleMeter provides a degree of precision in data compared to most other media
¢ Nielsen's commercial ratings give advertisers an ad-relevant overview

Local Spot TV Advantages

e For local market advertisers, the small number of local channels makes selecting programming and buying time relatively easy
* Advertisers can usually buy time in any daypart

¢ Geo-targeting capabilities are available

¢ Local TV stations offer community sponsorships and location-based opportunities to drive traffic to retail locations

¢ Short ad units (:15s) are accepted by most local stations, unlike on network TV

¢ Nielsen to intro new product-use interface with local TV ratings



© Disadvantages
Ad-Supported Cable TV Disadvantages

* Full-market coverage is only available in I+ markets; advertisers must supplement with ADS (satellite/telcos) to achieve full-market saturation
* Bundling - or the packaging of multiple channels by cable access providers - forces consumers to pay for channels they don’t watch
» Due to rising costs of subscriptions and increasing availability of other video options, more and more consumer are "pulling the plug” on cable services
* Approximately 13.6% of U.S. households only have access to broadcast TV, not cable
* While excellent programming is abundant, cable also fills a lot of air-time with reruns
* The large - and growing - number of cable channels creates a high degree of audience fragmentation, resulting in lower program ratings in general
* Number of channels makes buying difficult, placing commercials, tracking makegoods, doing post-analysis Is time cumbersome and time consuming
o Clutter is a major Issue on some channels, leading to even more avoidance than on broadcast TV
* Commercials give cable a downscale image
Glut of infomercials aired in late night and early morning
Poorly produced “local” spots may surround your well-executed spot
* Nielsen data on smaller cable channels, especially digital channels, is limited due to sample size issues
* Digital services such as Netflix pose a threat to cable and broadcast as the offer on-demand viewing, original content
* The top 7 cable companies lost an estimated 1,915,000 subscribers in 2020 (Source: Leichtman Research Group, 2020)

Total TV/Video Advertising Disadvantages

* |5 expensive to produce and to buy

* Prime placement may not be avallable due to limited avails within the most popular programs

* May be less demographically selective as other media forms, although cable TV options may be more focused

* Is typically cluttered, so spots may be placed deep within a string of commercials. Viewers may head to the fridge during long commercial breaks, or switch channels. Messaging may get lost In the shuffle,
long-term recall may be lost

* May be fast-forwarded if program is recorded for later viewing

*» Increased use of social media in conjunction with TV-viewing may diminish or eliminate any attention to advertising messages aired

e Over 70% of adults feel that broadcast TV, cable/satellite TV has too many ads (Source: Nielsen 2023 Consumer Survey Report)

Network TV Disadvantages

* Ratings have eroded considerable with the growth of cable viewing and increased competition from various digital media

o Viewer loyalty has declined due to excessive stunting, schedule changes and program preemptions

* Audiences are increasingly older, more downscale as younger consumers move to other platforms

* Primetime is no longer the ultimate vehicle to reach mass audiences. Between 20-25% of the population is not reached weekly by combined ABC/CBS/NBC/Fox prime
* Ad exposure and Impact have declined based on increased clutter, dial switching and ad skipping via DVRs

* No capacity to target specific areas within a glven market

* Expensive - Highest CPM of any form of TV

* High commercial production costs

¢ While Nielsen's TV are superior to other media research, challenges remain re sample balancing, editing rules and measurement of new forms of transmission

49 Plus Radio

Environment; Radio is relatively uncluttered compared to television, especially versus local TV stations and cable, Even if viewers stay tuned during commercial breaks on TV, messages
aired in long pods not register, or may become lost to memory by the end of the pod; and competitive advertisers may find their spots placed directly adjacent to each other Many of
the spots aired on TV/cable are poorly produced and irritating to the viewer; a well-produced spot will be aired in the same break. Radio spots can jog the memory of TV/cable viewers
who may not clearly recall ads they had been exposed to

Cost: Good radio advertising is inexpensive to produce in relation to TV/cable production costs. Creative for the same product can be tailored to appeal to a distinct consumer
audience within a unique format such as Country, Talk, Urban, etc.

Speed: The time to create a radio spot, produce it and get it on the air is shorter than the time to get a good TV/cable spot ready for airing. Radio can be the advance team for
messaging that needs to get out quickly, or for timed sales or events

WRAB | 125 West 55th Street New York | 800-232-3131 | www.rab.com
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Hi!
Welcome to the new Why Radio
F" microsite! Let's take a tour. Click NEXT to D .
gl Wkt yu s a deoa /o of marketers polled agree their brand needs

3 to establish audio cues on radio for the
growing adoption of voice-activated devices.

Learn more about marketer intentions and how radio delivers.

CLICK HERE

\
—p— (‘n/
audloI

RADIO FACTS

Use the drop downs below to create a custom profile of radio listening or clic e to download the 10 Reasons to Advertise

Report Type Medium Estimate Audience
Select a type of report Choose the medium you would like Select a estimate Choose an audience type
Please choose v Please choose v Please choose v Please choose v

When you are ready, click SUBMIT to create your report. | Submit




RADIO FACTS

Use the drop downs below to create a custom profile of radio listening or click here to download the 10 Reasons to Advertise.

Report Type Medium Estimate Audience
Select a type of report. Choose the medium you would like Select a estimate Choose an audience type.
Automotive Customers v Radio - Amount HHLD plans to pay for nev v All v

When you are ready, click SUBMIT to create your report. | Submit




Whyradio HOME = FACTS - EFFECTIVENESS = CASESTUDIES = CREATIVE = TOOLS = ADSPENDING = ASKRAB @ 800-232-3131

EFFECTIVENESS

Radio is America's #1 reach medium. Explore here for ideas on how to put ragfb's unique marketing power to work for you.

MATTER OF FACT

Keeping the advertising community in the know about
radio across all platforms with information, insights and

more. Click here to subscribe.

MORE RESEARCH

Find other important research studies including various
studies from Nielsen Catalina Solutions, The Infinite Dial,

the Jacobs Media Tech Survey and more.

FREQUENTLY ASKED QUESTIONS

Browse through a variety of topics covering commonly-
asked questions about radio and its extraordinary ability

to build brands and motivate consumers.

www.rab.com RAB
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TOOLS

These tools are designed to help you understand and use radio effectively. Click below to begin.

£ 2 m 10

10 REASONS TO ADVERTISE

Targeting, immediacy, ubiquity and more.
Here are 10 reasons why radio
advertising works

RADIO MATTERS

Radio Matters is an overarching Radio
Advertising Bureau initiafive that showcases
the strengths of radio in meaningful and
impactful ways

FAQ'S
Answers lo some of the most commonly
asked guestions about radio

WHY RADIO SLIDE DECK

A complete PowerPoint presentation
ill g o dio’s effectivensass

Why Radio - All JBlack | Hispanic
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SOCIAL

THE ORIGINAL
. SOCIAL
% MEDIUM

INTERACTIVE
ACTIONABLE,
CONVERSATIONAL,
TRACKABLE

"':"\
ENGAGING

CONTENT AND
HUMAN CONNECTION
ACROSS FORMATS

IMMEDIATE EMOTIONAL

NIMBLEAND GREAT STORYTELLING
AVAILABLE 24/7 DRAWING LISTENERS IN
ACROSS DEVICES



ONLINE

Digital capabilities offering
interactive opportunities

Complements and enhances on air
campaign by reaching consumers
across multiple touchpoints

Delivers content wherever and
whenever listeners want it

A mass medium capable of
easily delivery your message
to many people

Targetable assuring the right
people are exposed to your
message

Trusted medium and always
available especially during
times of crisis

ON TARGET
743\
)

An environment delivers
consumers who are engaged and
passionate about the content

Offering companionship and
information

Exposure to the message when
and where consumers are ready
to buy or shop
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radio reaches

232 million

P12+ every week



RADIO BOASTS HIGHEST MASS REACH
AMONG TRADITIONAL MEDIA

[IRadio [ Live+Time Shifted TV

72% i

62%

40%

Adults 18+

Source: Nielsen Audience Insights, Q3 2023; wesky raach

77%

50%

_Smartphone

83%

60%

arcC

73%

34%

P18-34

68%

O TV-Connected Devices DOTablet

86%
p— 82%

68%

44%

P35-49



82%
75% Adults |8+

69%
66%

44%

HIGHEST

38% 37%

27%

REACH
AMONG ALL
MEDIA

Lizenedto Wached Visted Wached Any Usad Visted Read Any Viged Any Visted Lizenedto Visted
O P I | O N S RadoPast 7 BroadcastTV Facebook Non-Premium Netflix YouTube Newspaper Radio Station Spotify  SaelliteRadio Pandora

Days PastWeek PastMonth CabiePast PastWeek Past Week OnDevice Webste/App PastWeek  PastWesek Past Week
Wesek PastMonth PastMonth

19% 18%
12%

22

Source: Scarborough USA+, 2023 Release 1Adults 18+ (Dec 2021—-May 2023)




RADIO BOASTS HIGHEST REACH
AMONG ALL AUDIO SERVICES

Adults 18+ Adults 18-34
91% 85%
43%
%
& I5% Sh% q9u 35 ] 18% 18%
I T 15% 4y 10% 13% 2%
i I B = m ! =
Adults 35-49 Adults 50-
93% 92%
35% 599 26% 5 25%
20% ° 22% 21/ 17%  14%

14% 11% 6%
1l 1 & l 0§ &

B Radio M YouTube Music M Spotify M Satellite radio Pandora M Amazon Music ™ Apple Music

Source: Nielsen, Audio Today, June 2023; monthly reach among ad-free and ad-supported sudio services RAB



RADIO PEAKS DURING THE DAY

72% 72%

o
64

P18+ P18-34 P25-54 P35-

Source: NiglsenAudic, RADAR 158, Dec 2023 - Mondsy-Sunday 24-Hour Weskly Cume Estimstas



RADIO REIGNS AS AUDIO LEADER

SHARE OF AD-SUPPORTED TIME SPENT AMONG P18+

AM/FM RADIO
ACCOUNTS FOR

699% OF THE

DAILY AUDIO TIME
SPENT WITH ANY
— . S— AD-SUPPORTED

PLATFORM

Ad-suPported | Ad-supported
Spotify,4%  Ad-supported Pandora
SiriusXM, 4% 4%

Source: Edison Research, “Share of Ear,” Q3 2023, P18+; SiriusXM ad-supportad spoken word,
-fi music, Podcastslistenad toon streaming platforms areincluded in podcasts



PEOPLE
LISTEN
AND
LISTEN




HIGH TUNE-IN ACROSS GENDER

Source: Nizlsan Audio, RADAR 153, Dec 2023, (Monday-Sundsy 24-HourWeskly TSL Estimates) RAB



TUNE-IN TIME IS HIGH ACROSS ALL
POPULATION SEGMENTS

11.3

Hours

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

Source: Nielsen Audio, RADAR 158, Dec 2023, ([Monday-Sunday 24-Hour Weekly TSL Estimatas) m



Radio has a solid position in time

spent with electronic devices among all adults.
Radio captures 12% of all content hours.

Weekly hours spent with media

11.3 20.9 24.5 9.8 16.6 7.8
HRS HRS HRS HRS HRS HRS
AM/FM App/Web on Live+ App/Webon  TV-Connected Internet
Radio Smartphone Time-shifted TV Tablet Devices onaPC

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

Source: Nielsen Audience Insights Q3 2023 (users among populstion), P18+ m
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IMPORTANT
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\\~

listen to commercials more often on
radio and podcasts

\

radio and podcast ads more relevant

radio and podcast advertisers more
trusting

% of adult respondents

I Benefits of Trust an&(m in Audio” iHeartMedia/PMX/Magid, April 2022 .




RADIO
IS THE MOST
TRUSTE D ;2‘2 trust ?elI\e?/ligon

M E D' U M 57% trust websites
38% trust Twitter
37% trust Facebook
2X MORE TRUSTWORTHY
THAN SOCIAL MEDIA

So iHeartMedia, Enzazement Labs Trustworthiness Survey, July 2020; Engagement Labs TotalSocial, July 2018-July 2020) RAB



ONE OF RADIO’S
TOP ATTRIBUTES
IS ITS LOCALFEEL

Total
GenZ
Millennials
Gen X
Boomers

Greatest

=techslirvey=
2023

% Agreement (Strongly Agree)

57%
52%
57%
60%

55%

42%



LISTENERS ARE EMOTIONALLY
CONNECTED TO RADIO

18

average number of years adult listeners have been
tuning into their favorite station

* 82% of radio fans would truly miss their
favoriteradio station it if were gone

» 77% of radio fans feel their favorite
station improves their mood

* 68% of radio fans have a favorite station

Source: Kats Radio Group Survey, April 2023 RAB



RADIO’S EQUATION
EASY + PERSONALITIES + EMOTION + CONNECTION

DJs/ Hosts/
Shows
Hear favonte

song /artist
57%

Easy to listen
to in car
It s free 67%

In the habit
56%
‘ Feela
' Like to work connection with
radlo
A wuth radio —
l | o~ better
' % Informed inan
I Escape life
pressures 31%
r MUSIC 31%
Weather Icuratnon
Dlscover 28%
‘ -
Charltable/
Sports | community
17% events
21% Main Reason For

What' I mood
on IicZI?; . s l Enjoy talk emergency 37%
Be informed 137% shows
about the news
37%
‘ Music new
Traffic surprises mu5|c/ artists
24% 25% 26%
Listening to Radio

Ztechslirvey=

2023 RAB



=techslirvey=
2023

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

% Agreement (Strongly Agree) of Those Who Feel a Sense of Connection

48%
44%
42% 41%
Cm - ' - I

Total GenZ Millennials Gen X Boomers Greatest
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RADIO IS THE MOST USED FEATURE IN-VEHICLE

AM/FM Radio

Bluetooth 33% 72% use AM/FM Radio
VS.
14% using Apple
Navigation/GPS 27% CarPlay

satellite Radio 24%

Voice Control

Apple CarPlay

Source: Xperi surveyed 2509 U.S. car owners/leasers via an online panel in Dec 2022. RAB



radio is a top
in-car device

73%

AM/FM radio while in car

more than...

owned digital music — 53%
podcasts — 38%

online audio — 37%

CD player — 29%

SiriusXM — 20%

% currently ever used in car lastmonth

Source: The Infinitz Disl 2023 —-Edison Research / Wondery/ART1S, Adults 18+, dnven orriddenin acar inthe pastmonth

RAB




RADIO IS EASY

67%

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

=techslirvey= ;
2023 = RAB



GEN Z TOP REASONS FOR IN CAR
RADIO LISTENING

It's free 85%

Easier to listen to in the car than other types of audio 69%
Part of your daily routine 68%
Want to hear specific programs and personalities 50%
Want to hear local news and information 49Y%,

Want to hear sports coverage 39%

Don't know how to listen to streaming audio in the car 27%

B % saying yes

Q: Do you listen to "Cver-the-air” AM/FM radio inthe car because .?

Source: Edison Research Survey 2023, N=1, 168 online interviews P13-24;
Base: Driven/ridden incar inlastmonth and ever listen to “over-the-air” AM/FM radicin the car, 72%



GO-TO RADIO IS PRESET IN-CAR

|o stations programmed into programmed into
,:,e r vehicle?




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

% using “every” time or most times

Broadcast Radio 63%

. . . _— 31%
Streaming Music/Audio Subscription =

45%

Satellite Radio

37%

Personal Music (downloads)

48%
Streaming Music/Audio (free)
47%
Streaming Video (free)
47%

M When Driving ™ When Using Mass Transit

Source: Hub Entertainment Research as published in MarketingCharts.com Jan 2023 RAB



HD RADIO CONSUMER SATISFACTION

Artist & Advertiser Experience images

@& I FM Ravd'i_o

Q7.7 WXYZ-FM
%’ Belmont Auto

X Stop in and browse
our huge selection!

ENHANCED
ADS
INCREASE [l -
IMPACT e Rl

K

© 2019 Xpen



“)Radio" XPERI

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

E AM/FM Radio 70%

nal Digital Music Collection 26%

CDs (Discs) 22%



RADIO
ACROSS
PLATFORMS
& DEVICES

RADIO




Device used to listen to radio (select all that apply)

83%

| HOWDO
PEOPLE LISTEN I

15%

11%
L

Carradio Live radio Smart Portable Alarmclock Other
app speaker radio radio

TO RADIO?

provoke

insights




MONTHLY PODCAST LISTENING GROWTH

Total U.S. Population 12+

% Listened to a podcastin lastmonth

- -V 42%

|

2012 2014 2016 2017 2018 2019 2020 2021 2022 2023

Source: The Infinite Dial 2023 — Edison Research/Amazon Music/Wondery/Art19 RAB



PODCAST ADVERTISING INFLUENCES Eeﬁ

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

Source: Edison Research, PodcastOne, Ad Resultz Madiz Super Listeners Study 2020; Baselisten to podcast=for atleastS



Actions Taken After Hearing a Product Advertised in a Podcast
Oct 2022

50%
46%
43%
36%

Searched online for more
information about the
product or service

Talked to my Discovered a new product
friends/acquaintances about or service that you never
the product or service heard about before

m Total Weekly Podcast Listeners ® Heavy Podcast Listeners (6+ hrs/wk)

O,

PODCAST ADS
DELIVER BRAND
AWARENESS

PODCASTADSALSODRIVE
ONLINE SEARCH

Source: Cumulus Media and Signal Hill Insights' Podcast Download —Fall 2022 Report, Cumulus Media, MARU/Matchbox National Study — October 2022;

Q: “After hearinga product or service advertised in a podcast, which of the following have you ever done?”



m All Podcast Listeners ® Hispanic Podcast Listeners ® Black Podcast Listeners

- 14%

12%

==

PODCASTS

| 9%

ADS ARE : B :
EFFECTIVE | | x I

VISITS A RETAILLOCATION VISIT A RETAILLOCASIONTO CALLEDPHONENUMBERIN
FOR MORE INFO PURCHASE A PRODUCT AD

Source: Nielsen Scarborough Podcast Buying Power, Nov. 2022 .
(listeners only) Adults 18+ RAB



Online Radio

214MM

P12+ have listened in the past month

(AM/FM streams or internet only streams)



MONTHLY ONLINE LISTENING

% listening to online audio in the last month

12-34 35-54 S5+

Online audio = Listened to AM/FM radio stations online and/or listened to streamed audio content available only on the internet

Source: The Infinite Dial 2023 — Edison Research/Amazon Music/Wondery/ART1S



GROWTH OF ONLINE LISTENING IN-CAR
VIA CELLPHONE

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

49%

Source: The Infinite Dial 2023 — Edison Research/Amazon Music/Wondery/ART1S
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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



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 $3.67
$2.80 33.00
AM/FM Radio Podcasts Online Video Social Dentsu Norms Display

Source: Dentsu Attention Economy Study 2023, conducted by Lumen RAB



AUDIO GENERATES
GREATER BRAND

RECALL

AUDIO GENERATES +8% GREATER
BRAND RECALL VERSUS DENTSU NORMS

Brand Recall
41% 41%
38%
I 36% 36%
Audio Social Dentsu Norms Display Online video

Source: Dentsu Attention Economy Study 2023, conducted by Lumen;TV not available for brand recall



RADIO INFLUENCES BEHAVIOR

AFTER LISTENING TO A RADIO AD
R
A

I 27%
I 19%

I 4%

R R
< <
-~ -~

SEARCHED SPOKETO PURCHASED THE ASKED ASMART WROTEDOWN FOLLOWEDTHE
ONLINE FOR OTHERS PRODUCT DEVICE FOR A PROMO CODE BRAND ON

MORE ABOUTIT MORE FOR LATER USE SOCIAL MEDIA
NFORMATION NFORMATION




RADIO IS THE SOCIAL MEDIUM

HEAVY RADIO LISTENERS HAVE MORE BRAND CONVERSATIONS THAN USERS OF OTHER

Heavy Social Media Users Heavy TV Viewers Heavy Newspaper Readers

MEDIA, INCLUDING TV AND SOCIAL MEDIA

Weekly Brand Conversations (in Billions)

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

/'DEFINING HEAVY USERS OF MEDIA: \

/

Source: Engagement LabsTotalSccal, August 2022— July 2023

engagementlabs

CONRODTA Lo notasdicat

or SETEuie WIhou! wiThan Panmenon 1om Engogament lobe

478
3.8B
. -2<SB .2<SB ]

Heavy Radio Listeners

Heavy Magazine Readers



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
infent to purchase.
That's ahead of
the national avg (49%)

Radio performs

particularly well in:
«  Avufo: +14%
» Sports: +13%
» TJelecom: +10%
Technology: +9%
* Beverages: +5%
* Healthcare: +5%

Source: Engagement LabsTotalSecial, August 2022 July 2023 Y
engagementlabs RAB



IMPACT WHEN TV AD DOLLARS ARE SHIFTED TO RADIO

Net Reach Impact

100% | 57.26%
, 90% [ {63.80%
E 80% | 167.67%
RADIO ADDS -l s
E 60% | {71.88%
VALUE s | Sk
E 40% | |73.85%
;ﬁ 30% _
20% | d74.14%
10% | i 73.14%
0% | | 68.45%

Source: Local Nielsen Media Impact; scenario based on $1.3MM ad budget



DRIVING EMOTION AND ENGAGEMENT

An ad agency research study on storytelling found:
v Audio ads drive 21% stronger emotions than visual ads
v Audio ads drove 50% more emotional peaks than visual ads

v Audio ads have a consistentincrease in emotional engagement for a brand than
visual-only ads

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

Source: MindShare Neurolab, 2019; 90 adulis 18-54 RAB



RADIO
AND ITS
SONALITIES

»



B

81% 84%

Like a friend, Would follow
family their favorite
member or on-air personality

. to a new station
acquaintance

Source: Katz Media Group, Our Media Survey, 2019

©

83%
Valueand trust
their favorite

personality’s
opinion



ON-AIR o /)
PERSONALITIES = “ L4
ARE INFLUENTIAL /;,_... \\ .

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

% 14% Tune in for companionship

\

provoke

insights



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

% Why Say Personalities are the Main Reason They Listen
65% 65% .
60% 63%
56%

48%

Total GenZ Millennials Gen X Boomers Silent

=techslrvey= -
2023 RAB



LISTENERS ARE PART OF A DJS INNER CIRCLE

What Listeners Know About Their Favorite DJ

Any Personal Detaill X8

\\\
Hobbies & Interests 55\ \
Causes & Charities \

They Support 46%

Source: Katz Media Group, Our Media Survey, 2019 RAB



e U JEFF THULL

Be a source of business MGSIering
intelligence and information Complé'“x Sule
with your prospects and vty

customers.

|

HOW TO
COMPETE AND WIN
WHEN THE STAKES ARE HIGH!




BORRELL

Traits That Ad Buyers Seek Most

% saying each is “very” to “extremely” important when selecting a media company

T —— s

Partnership attitude, not vendor attitude

Presents a well-supported marketing plan 82% |

Thinks holistically about my business, not just theirs

Brings unique & creative ideas

Makes my company feel valued

-~
@

Has local market connections 7
Expertise about my business/industry
Offers access to multiple advertising methods ;

Info & training to help me succeed

: |
4
-
| W

Produces thought leadership

W
-

Company's leadership is accessible to me

Borrell’s Take

Be a marketing expert and a partner, not a
vendor. That’s what local businesses want
today from a media company.

What’s NOT so important? Expertise about
the advertiser’s business, thought
leadership, and a broad set of advertising
offerings.

Translated: Don’t pretend to be a thought
leader who knows all about my business and
has everything | need. Be smart. Think about

my needs. We'll work out the rest.

For more, visit BorrellAssociates.com

www.rab.com
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“The more that you

the more things you will

KNOW.

The more that you

LEARN,

the more places you'll

GO.”

- Dr. Seuss
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