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A brand is no longer
what we tell the
consumer it is —

it is what consumers tell
each other it is. 5y

Scott Cook | Founder | Infuit



TODAY'S AGENDA

INTRODUCTIONS

BRIEF INTRO TO ENGAGEMENT LABS

INTRO TO TOTALSOCIAL DATA AND PLATFORM
RADIO AND BRAND CONVERSATIONS

RADIO CASE STUDIES



ENGAGEMENT LABS LEADERSHIP

STEVEN BROWN - President, CRO MATT PHILLIPS — VP, Client Success
steven.brown@engagementlabs.com matt.phillips@engagementlabs.com
) nttps://www linkedin.com/in/stevenmbrown04/ ) https://www.linkedin.com/in/matt-phillips-557772/
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ENGAGEMENT LABS

AWARD WINNING DATA & ANALYTICS FIRM

ik One American in 1€M
* Provides Fortune 500 companies RelationyShips Rule
. . . . in a Digital ‘
with unique Social Intelligence Marketplace
EXPERIENCED MANAGEMENT TEAM

tells the other nine
how to vote, where to

eat, and what to buy.
Highly respected industry experts They are
«  Best-selling authors The |nﬂuent|a|s

TOTALSOCIAL® PLATFORM

Cutting edge & patented technology and
methodology

AT

Ell FELLER AND JON BERRY

«  Only platform to integrate offline + online, tied

to predictive analytics N

i . 'LI.)\MarketResearch Council @/ : W G l:eat
Praised by Industry leaders for its data DI \\VONINMA Mind
unigueness and quality HALL OF FamE WONIMY AWARDS
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ENGAGEMENT LABS MEDIA COVERAGE

USA ;1 toe pcvertising,
TODAY G) MARKETINGDIVE

For Generation Z, iPhone, Apple have @ R e

most buzz while Coke, Pepsi fizzle Why USA Today’s Ad Meter will get the
‘ s sones Iavertllsingiﬁesearcn Super Bowl wrong — again

The system is an outlier in a comparison of different Super Bowl advertiser
2am ET Aug. 20, 2013 | Updated 1:30 p.m. ET Aug. 20, 2018 >

= ——_— erformance metrics that also highlights the need to assess offline buzz.
0O v = » e P

AdAge
Sl
st FEVER PITCH: HALF OF TURNER'S =

" UEFA SOCCER DEALS INCLUDE

s &
OUT-OF-HOME GUARANTEES T e _—
it S i . e 3 NAME BRAND
. 38 T SR edinsivamaayin) Seemingly apolitical brands such as Swiffer, DiGiorno and State Farm have big
> ¢ BN contonr divides in Democrat and Republican support, Engagement Labs finds
; ’ t][w] [in] [0] [=
» 4 [ By Jack Neft, Publizhed on Septemmbec 07, 2025,
' 2 g r a Ut

Top 5 creative Datanewsand  Ogilywins Verizon Agency newsand 5 CMO meeting tips
c wends ‘account rencs

16 Decemper 2022 0y o

World Cup shows why we need to talk about
brands being talked about

World Cup advertising and sponsorship has got fans talking about the brands
Involved - an Immediate behavioral response that works for both short and
fong-purchase-cycle categories
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POWER OF RADIO AND AUDIO

TotalSocial has a history of working with radio and audio

Study: Podcast Audience is a WOM Powerhouse

# Jobs People Moves Resources Lorilewis Deal Digest Subscribe Adver

Radio Ranks As Most Trustworthy Source
in New iHeartMedia Poll

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

Study: ‘Radio Catalyzes Consumer
Brand Conversations And Interactions.’

BY SUSAN ASHWORTH -

PUBLISHED: SEPTI
¥ f RADI
THE MOST TRUSTED NEWS IN RADIO

Asurvey condu

usiness News  ECC Daily Digests
r  Report N RSS

e o FRALEY

RAB and Engagement Labs Study Uncovers
Dynamic Insights e

# | Jobs People Moves Resources | Deal Digest | Subscribe Advertise C
trustworthy me

In fact it found

wansocame. SUFVEY: LiSteners Trust In Radio Has
Grown While Social Media Trust Has
Declined.

ERS

The Bible of Talk Radio and the New Talk Media
FRVING BROADCAST INDUSTRY PROFESSIONALS SINCE 1990

INDUSTRY NEWS

RAB Webinar to Present “Radio
3 E=m » Drives Brand Conversations”
RAB Delves Into Radio's Heavy Hand N | o oocmcmsonns Study

Brand Conversations i
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TOTALSOCIAL® PLATFORM

*  PROPRIETARY AND PATENTED METHODOLOGY TO SOCIAL INTELLIGENCE

» IDENTIFIES FOUR KEY DRIVERS OF BUSINESS PERFORMANCE FROM SOCIAL DATA
* THREE SCORES: OFFLINE, ONLINE & TOTAL (COMBINED)

* PREDICTIVE ANALYTICS

. @ €-® < Aa%

VOLUME 4  SENTIMENT <4  MARKETING <  INFLUENCE = totalsocial O

W Howmmh Howws"w ADVERTISING A,econsum MAKE EVERY CONVERSATION COUNT
( conversation is the conversation How much sharing influencers
about brand more eng, . . .
Offxyid conent PR Metric weighting
optimized to
\ . . ) predict consumer
\_ Proprietary database of offline & online data sales
for over 650 leading brands
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SOCIAL OFFLINE DATA METHODOLOGY

Offline data is measured using an online survey about brands

talked about “yesterday”

Representative national sample of people 13-69 years old
« 37,000 people surveyed per year (720 per week)

. Respondents are prompted with categories, and then fill in
the brands they've talked about

«  For all TotalSocial brands we utilize unaided report of
conversations people had “yesterday” (past 24h) in order
to measure the brand’s word of mouth volume

«  We then ask a structured battery of questions about each
brand conversation to understand sentiment, marketing
and advertising, media usage and much more
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Share of WOM
Impressions

Net Sentiment:
% Positive Less % Negative/Mixed

Share of conversations in
which people are talking
about a brand’s marketing
/ advertising

Level to which Offline
Influencers index in
discussions about a brand
*Advice givers across wide variety

of categories w/ big social
network



CONVERSATIONS DRIVE SALES

By Category

0% 10% 20% 30% 40%

o |[[[ICIININIINN) M SI0aM
‘I 0% Management Review

of sales come from Deriving Value From o
4A_ Beverages :

Face-to FTQCG Conversations About

conversations

Your Brand

Groceries
Food

, 95 o . i Offline
of sales come fon e -
Online Social Media Relievers m Online

Beauty
(Department Stores)
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ON AVERAGE, VOLUME MOST IMPACTFUL FOR OFFLINE
AND SENTIMENT FOR ONLINE...

Offline Word-of-Mouth Online Social Media

alll

a

<
o
,_
Ce
z
m

Relative Impact on Sales

<
o
,_
Ce
z
m

x T

1
~o” L G d

A 4

@-9®

SENTIMENT Fst s = INFLUENCE
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SENTIMENT ADVERTISIN G INFLUENCE

Volume is the total amount of conversations about a brand
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CONVERSATION IMPACT STARTS ~8 WEEKS BEFORE THE
SALE AND ACCELERATES CLOSER TO THE PURCHASE

Impact of Conversations on Sales
35%

30%
25%
20%

15%

10% /
5% /

0%
8 7 6 5 4 3 2 1
weeks before  weeks before  weeks before  weeks before  weeks before  weeks before  weeks before week before
purchase purchase purchase purchase purchase purchase purchase purchase
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MEDIA STIMULATES CONVERSATION WHICH IN TURN

STIMULATES SALES
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Indirect Influence
via TotalSocial

Direct Impact on
»




OPTIMIZE SOCIAL STRATEGY BY
EXCELING ONLINE & OFFLINE

€ Conversation to sales attribution is 19% on average

@ Virtually no correlation between the offline and onlinel!

© Volume most impactful for offline; sentiment for
online...

O 25% of media's impact comes through conversations

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

 Conversations are your asset, don't let them languish
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RADIO IS THE SOCIAL MEDIUM

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

Weekly Brand Conversations (in Billions)

2.6B 2.6 0 48

4.7B
3.8B

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

DEFINING HEAVY USERS OF MEDIA:

Heavy Radio: 2+ hours per day on weekday or weekend

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

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

Source: Engagement Labs TotalSocial, August 2022 — July 2023 .
Heavy Magazine: 1+ hours per day on weekday or weekend
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IN BRAND CONVERSATIONS ACROSS ALL
15 INDUSTRIES AND SECTORS

Food &
Dining

. . Heavy Radio Listeners
FInGnCIOI HeCIHhCOre have more brond
conversations across all
categories than heavy
consumers of:

Travel iy
Social Media
Magazines
Breadth of Children’s Newspapers
Industry Sectors Technology Products
Measured by
Engagement Labs
Telecom
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RADIO LISTENERS BUZZ ABOUT A RANGE OF CATEGORIES

HEAVY RADIO LISTENERS RANK #1 IN EVERY CATEGORY VS TV, SOCIAL MEDIA, MAGAZINE
AND NEWSPAPER

Projected Weekly Brand Conversations (in Millions)
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Source: Engagement Labs TotalSoc \AgTQOQQJIyQOQS
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RADIO LISTENERS ARE INFLUENTIAL...

HEAVY RADIO LISTENERS ARE MORE LIKELY TO BE EVERYDAY CONSUMER INFLUENCERS

vs the Avg
Person

vs Heavy
TV Viewers

vs Heavy Social
Media Users

The Value of Everyday Influencers:

« “Reach Effect”
« They talk about more brands with
people
« “Acceleration Effect”
+ They keep up with what's new and
spread the word
« “Amplification Effect”
« They talk about advertising, so your
message goes further

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

Source: Engagement Labs TotalSocial, AugusT 2022 - July 2023
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...INCLUDING BEING INFLUENCERS IN KEY VERTICALS
WHEN COMPARED TO TV...

ADVERTISERS SHOULD LOOK TO RADIO TO REACH THE MOST INFLUENTIAL CONSUMERS

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

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

Children’s Products Influencers mvs TV
Children's Products _ 32% Sports _ 18%
secuy ond personal Core. | <o Jyp—
telecom N 2
Shopping, Retail and Apparel _ 27%
the Home - | 7
Media and Entertainment _ 24%
Household Prociucts N 2% severages | 1%
Technology _ 20% Healthcare _ 13%

Source: Engagement Labs TotalSocial, August 2022 - July 2023; Ranked by Difference vs Heavy TV Viewers
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...AND INFLUENTIAL WHEN COMPARED TO SOCIAL
MEDIA USERS TOO

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

Heavy Radio Listeners are 39% more
likely than Heavy Social Media Users to
be Household Products Influencers B vs Social Media

Household Products _ 39% Shopping, Retail and Apparel - 2%
Finonciol - | 7 —
travel senvices | 7 | |

Media and Entertainment - 2%
Beverages . 2%

The Home | NN '
Children's Products _ 16%
sports I 15+ rechnolooy [ 1%

Telecom - 6% Beauty and Personal Care = 0%

Source: Engagement Labs TotalSocial, August 2022 - July 2023; Ranked by Difference vs Heavy Social Media
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RADIO LEADS TO PURCHASE

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

51%

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

Radio performs

particularly well in:
Auto: +14%
Sports: +13%
Telecom: +10%
Technology: +9%
Beverages: +5%
Healthcare: +5%
Source: Engagement Labs TotalSocial, August 2022 — July 2023
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HEAVY RADIO LISTENERS ARE CONCERNED ABOUT A
DIVERSE RANGE OF [SSUES

Leading Issues Discussed Among Heavy Radio Listeners

35%
30%
28% 28% 27%
I I Ic> 20% 20%
Shopping Nuftrition / Personal Vacation / Energy / Gas Schools / The Economy Job Concerns Major Health Healthcare
Healthy Eating Financial Travel Costs Education Issues System

Concerns

Source: Engagement Labs TotalSoc \AgTQOQQJIyQOQS
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THEY ALSO HAVE STRONG OPINIONS ON ISSUES

% of Heavy Radio Listeners Discussing Political Issues

11% 11% : ‘

The President Foreign Racism / Gun Policy Congress Imm|grohon The National
Affairs Racial Justice Elections I
I h Source: Engagement Labs TotalSocial, August 2022 - July 2023




KEY TAKEAWAYS

MAKING THE CASE FOR THE POWER OF RADIO

Radio delivers results for advertisers!
* Nearly 5 billion weekly brand conversations

« More brand conversations than heavy TV
viewers, social media users, magazine
readers and newspaper readers

« A compelling story for radio across all
verticals

* Influential everyday consumers
» Their brand conversations lead to purchase

« Concerned with a wide array of hot-button
issves, including political

engagementlabs CONFIDENTIAL - Do not duplicate or distibute without written permission from Engagement Labs 25



CLIENT CASE STUDY:
MAKING THE CASE FOR THE POWER OF RADIO

engagem entlabs  conmoenma - Do not duplicate or distribute without written permission from Engagement Labs.



MAKING THE CASE FOR THE POWER OF RADIO

Leading RADIO CLIENT commissioned Engagement Labs to make the case
to advertisers for the power of the radio audience over other mediums

Study Goals

Amidst growing dissatisfaction with social media among advertisers, RADIO CLIENT
commissioned Engagement Labs to conduct a study on the following three topics:

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

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

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

engagern 1entlabs CONFIDENTIAL - Do not duplicate or distribute without written permission from En gagement Labs 27



RADIO IS HIGHLY TRUSTED AND PERFORMS FAR
AHEAD OF SOCIAL MEDIA

| trust what | see, hear orread on orin... Top 2 Box
Local TV 72%
Local Radio 69%
Newspapers 69%
Broadcast TV 65%
Cable TV I 60%
Magazines I 56%
Websites I 54%
Twitter I 36%
Facebook NS 35%
Social Media in General IEEEEESEEE————— 35%

0% 20% 40% 60% 80%

m Strongly Agree m Somewhat Agree

Source: Engagement Labs Media Trustworthiness Survey
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MAJORITY OF PEOPLE AGREE WITH THE MANY BENEFITS OF RADIO

THOSE INCLUDE IMPROVES MOOD, MAKES YOU FEEL LESS ALONE, CONNECTED TO YOUR COMMUNITY, AND
TRUSTWORTHY RADIO PERSONALITIES

Top 2 Box
Listening to my favorite radio station helps _

improve my mood 80%
Listening to my favorite radio station makes _ 68%

me feel less alone °
| trust the information | get from my favorite _ 66%

radio hosts/personalities

Listening to my favorite radio station makes _ 62%
me feel more connected to my community

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

m Strongly Agree  m Somewhat Agree

Source: Engagement Labs Media Trustworthiness Survey
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KEY

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

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

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

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

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

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

labs CONFIDENTIAL - Do not duplicate or distribute without written permission from Engagement Labs
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totalsocial ®

Make every conversation count™

CLIENT CASE STUDY:
RADIO CAMPAIGN EFFECTIVENESS

CONFIDENTIAL - Donot duplicate or distribute without written permission from Engagement Labs.



BEVERAGE ADVERTISER ENJOYED A MASSIVE LIFT IN
CONVERSATION VOLUME AMONG RADIO PERSONALITY LISTENERS

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

83% lift in
BEVERAGE
ADVERTISER word
of mouth among
Radio Personality
listeners vs. non-

237

listeners
100

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

Source; Engagement Labs TotalSocial
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BEVERAGE ADVERTISER HAD HIGHER SENTIMENT AMONG
RADIO PERSONALITY LISTENERS WHO RECALLED CAMPAIGN

Offline BEVERAGE ADVERTISER Sentiment among RADIO PERSONALITY Listeners

m Negative m Mixed mPositive Net Sentiment

% Positive-%
Negative/Mixed

Radio Personality Listeners who Recall I _
Campaign 7% : 6% 60
Radio Personality Listeners -10% . 50
sonstencs 43

Source: Engagement Labs TotalSocial
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MEASURE LIFT IN CONVERSATION DURING CAMPAIGN

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

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

300

250

200

150

Non-listeners
100

50
Week 1 Week 2 Week 3 Week 4 Week 5 Week 6

Source: Engagement Labs TotalSocial
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Pre-Post Change in ADVERTISER Talk

RADIO OUTPERFORMED TV IN DELIVERING RESULTS FOR
BEVERAGE ADVERTISER DURING CAMPAIGN

% of People Talking About BEVERAGE ADVERTISER

Aha! Among Radio

_ ; : : Personality listeners,
H Pre Compolgn | Durlng Compcmgn BEVERAGE ADVERTISER
conversation rose 55%
during the campaign,

versus only a 20% lift

among Heavy TV
Viewers.

26%
26%

B2
o~

Index to Pre-
Campaign:

Index to Pre- 155

Campaign:
120

HEAVY TV VIEWERS RADIO PERSONALITY LISTENERS

Source: Engagement Labs TotalSocial®
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KEY

Radio delivers results for brand advertisers, with more brand conversations than
Heavy TV Viewers, and a highly influential audience

BEVERAGE ADVERTISER enjoyed a substantial performance lift among Radio

Personality listeners

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

+ BEVERAGE ADVERTISER enjoyed markedly better sentiment among Radio Personality
listeners who recalled the campaign.

Campaign sparked dramatic increase in BEVERAGE ADVERTISER conversations
among Radio Personality listeners versus the prior period and vs Heavy TV

Viewers

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

* Radio listeners outperformed TV viewers for BEVERAGE ADVERTISER during the campaign

labs CONFIDENTIAL - Do not duplicate or distibute without written permission from Engagement Lab:
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engagementlabs totalsocial®

MAKE EVERY CONVERSATION COUNT

THANK YOU!

STEVEN BROWN - President, CRO

steven.brown@engagementlabs.com

MATT PHILLIPS — VP, Client Success

matt.phillips@engagementlabs.com
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