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Who is Provoke Insightse

« A full-service global market research leader

« Specialists in branding, advertising, media, and content
marketing initiatives

« Surveys, focus groups, in-depth interviews, secondary research
and more

+ Researchers + Brand Strategists



Background & Objectives

\ Inflation, COVID and politics has
dramatically changed consumer

preferences, resulting in the need for

' brands to quickly shift strategies.

l

\ Since 2020, Provoke Insights launches

' comprehensive bi-annual studies focused

on deciphering consumer purchasing

habits and identifying emerging trends that

significantly influence.



Methodology

* Bi-annual 15-minute survey

- 8h Wave: 1,500 respondents completed
the survey in April 2024

« US Census representative sample
between the ages of 21 and 65

« Results based on this sample have a
maximum margin of sampling error of
+2.5% at a 95% confidence level.

- Statistical differences between subgroups
indicated in this report were tested at a
95% confidence level.
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Radio Listeners Srovoke
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of Americans listen to the radio at least
weekly
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Weekly Radio Listeners
Are Significantly More Likely To Be...

B Baby Boomers (58%)
$ Carry CC Balance (54%)
” Midwest (51%)

/ﬂ\ Suburb outside urban area (50%)

Base: Radio Listeners (n=716) 7



Radio Listeners Are Significantly More Active,

Especially Traveling Domestically
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Exercise outside
37%

Vid
ideo games 39%

If
Self care 34%

Home Improvement
X 25%

Gardening
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Travel domestically
(0]

Trc:veljng Eating out at high-end
. Domestically ' restaurants 23%

21%

Radio Listeners (n=71¢)
12% B Non-Radio Listeners (n=784)
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Three-Quarters Stay Atfuned to News & Local
Events through Radio
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37%

31%

16%

8% 9%

More than once a day Daily Weekly Monthly Less than monthly
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. 7 f 7 HHHE Major urban center (87%)
= O $ Impulse shop (82%)

' Of radio listeners utilize the
Bl radio to keep up with -‘% d Male (80%)

' local news or events more

§ than weekly
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Base: Radio Listeners (n=71¢6) 10
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Commuting is
Back in the U.S

o047

of employed
Americans were
working at physical
company locations
iNn 2022
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Radio Listeners Are
More Likely to Trial
Other Brands

Top 2 on a 7-Point Agree Scale

X

Stick with familiar brands

®m Radio Listeners Non-Listener
(n=716) (n=784)



Radio is the 4™
Most Trustworthy
Channel to
Americans

Trustworthy Media
Channels

Ranked In order of
Trustworthiness



Radio Listeners
FInancial Status
& Concerns




AUTO IS O
high-ticket
item & the

decision

Orocess Is
[e]gle
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Inflation Is A Top Concern For

provoke
insights

Radio Listeners

Inflation

Radio Listeners Non-listeners
n=716 n=784

Base: All Qualified Respondents (N=1,500) 17



Inflation Impact Across Different Types of Stores

Supermarkets Restaraunts Superstores/Big box  Department Stores Drug stores eCommerce only sites  Furniture Stores
stores (e.g. Amazon)
m Radio Listeners = Non-Listeners
(n=716) (n=784) Provo k e
*indicates significant differences insights

Q. In the last six months, which of the following venues have you noticed price increases? Base: All Qualified Respondents (N=1,500) 18



provoke

Radio Listeners are Active in Financial
Planning Habits

Save for retirement Follow financial news Trade stocks online

® Radio Listeners  m Non-Listeners
(n=716) (n=784)

*indicates significant differences






Radio Listeners are Purchasing Automobiles af
Nearly Double the Rate

Radio Listeners Non-Listeners

n=7/16 =784
| provoke
insights



AUto Purchasers

In tThe last month, men who listen to radio
had a higher propensity for buying s M
automobiles. Who is Significantly More

Likely o Purchase Autos

17% o

d Men (22%)

of radio listeners have
purchased autos in the
last month

Base: Radio Listeners (n=716) 22
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Planned vs. Spontaneous

Most consumers pre-plan this high-ficket purchase.

Unplanned

F~=N

Pre-planned

Base: Purchased an auto in the last month (n=193) 23



How Long Did it Take to Purchase Automobiles?

How long it fook fo decide to
purchase

Minutes Hours Days Weeks Months

©“ Radio Listeners m® Non-Listeners

L sl provoke
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New Brands vs. Tried & True provoke

Pre-Planned Auto
Purchases

/97 257

Purchased Purchased

Go-To Brand New Brand
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‘| Radio Listeners are More Conscious of Inflation....But more
" Financially Aware

Inflation is more of a concern for radio listeners versus
those who do noft listen to the radio.

They have also been more aware of rising prices at big-
box retailers and department stores.

Radio listeners are more in fune with healthy financial
habits such as saving and following financial news.
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2. Trust in Radio: A Reliable Source for Local News and
Information

Americans consider radio the fourth most trustworthy media channel out
of fiffeen options, highlighting its enduring credibility in delivering reliable
InNformation. This is a trustworthiness source to discuss automobiles.

Three-quarters of radio listeners are using radio weekly or more to keep
up with local news and events in their area.
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4.

Radio Is Considered to Help Sway
Decision Making

Most purchases are pre-planned, with
radio listeners taking multiple days to
decide. Radio can help sway decision-

Il

making.

Radio listeners are more likely to branch
out to try different brands, while non-
listeners stick to familiar brands. Radio is
an opportunity to reach new customers
for a brand.
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Thank You!

TTTTTT ://provokeinsights.com/

Jordin DeSenzo



https://provokeinsights.com/
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