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MAKING THE CASE FOR THE POWER OF RADIO
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Scott Cook | Founder | Intuit

A brand is no longer 
what we tell the 

consumer it is –

it is what consumers tell 
each other it is.

“

”
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TODAY’S AGENDA

INTRODUCTIONS 

BRIEF INTRO TO ENGAGEMENT LABS 

INTRO TO TOTALSOCIAL DATA AND PLATFORM

RADIO AND BRAND CONVERSATIONS

RADIO CASE STUDIES
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ENGAGEMENT LABS LEADERSHIP

STEVEN BROWN – President, CRO
steven.brown@engagementlabs.com

https://www.linkedin.com/in/stevenmbrown04/

MATT PHILLIPS – VP, Client Success
matt.phillips@engagementlabs.com

https://www.linkedin.com/in/matt-phillips-557772/
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ENGAGEMENT LABS

AWARD WINNING DATA & ANALYTICS FIRM

• Provides Fortune 500 companies 

with unique Social Intelligence

EXPERIENCED MANAGEMENT TEAM

• Highly respected industry experts

• Best-selling authors

TOTALSOCIAL® PLATFORM

• Cutting edge & patented technology and 

methodology

• Only platform to integrate offline + online, tied 

to predictive analytics 

• Praised by Industry leaders for its data 

uniqueness and quality
H A L L  O F  F A M E

H A L L  O F  F A M E



6CONFIDENTIAL - Do not duplicate or distribute without written permission from Engagement Labs. 6

ENGAGEMENT LABS MEDIA COVERAGE
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POWER OF RADIO AND AUDIO

TotalSocial has a history of working with radio and audio
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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 

Metric weighting 

optimized to 

predict consumer 

salesProprietary database of offline & online data  

for over 650 leading brands
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TOTALSOCIAL OFFLINE DATA METHODOLOGY

• 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

Offline data is measured using an online survey about brands 

talked about “yesterday”
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CONVERSATIONS DRIVE SALES 
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10%
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ON AVERAGE, VOLUME MOST IMPACTFUL FOR OFFLINE 
AND SENTIMENT FOR ONLINE…

Offline Word-of-Mouth Online Social Media
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Volume 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 
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MEDIA STIMULATES CONVERSATION WHICH IN TURN 
STIMULATES SALES 

Media’s 

Impact

Indirect Influence
 via TotalSocial

Direct Impact on 
Sales

25%

75%
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OPTIMIZE SOCIAL STRATEGY BY 

EXCELING ONLINE & OFFLINE

❶ Conversation to sales attribution is 19% on average 

❷ Virtually no correlation between the offline and online! 

❸
Volume most impactful for offline; sentiment for 

online…

❹ 25% of media's impact comes through conversations 

❺
More & better conversations leads to big potential 

increase in the bottom line

❻ Conversations are your asset, don’t let them languish 
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RADIO AND BRAND CONVERSATIONS
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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

4.7B

3.8B

2.6B 2.6B 2.4B

Heavy Radio

Listeners

Heavy Social

Media Users

Heavy TV

Viewers

Heavy

Newspaper

Readers

Heavy Magazine

Readers

Weekly Brand Conversations (in Billions)

Source: Engagement Labs TotalSocial, August 2022 – July 2023

DEFINING HEAVY USERS OF MEDIA:

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

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

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

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

Heavy Magazine: 1+ hours per day on weekday or weekend
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15

Breadth of

Industry Sectors 

Measured by 

Engagement Labs

Telecom

Beauty &
Personal Care

Retail/Apparel
Media & 

Entertainment

Sports

Financial

Technology

Food & 
Dining

Beverages

Travel

Auto
Children’s 
Products

RADIO RANKS #1 IN BRAND CONVERSATIONS ACROSS ALL 
15 INDUSTRIES AND SECTORS

Household 
Products

The Home

Healthcare
Heavy Radio Listeners 

have more brand 
conversations across all 
categories than heavy 

consumers of:

TV
Social Media
Magazines

Newspapers
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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

552 533

474
425

345
324

279 266
242 235 223 222 211

180
140

Projected Weekly Brand Conversations (in Millions)

Source: Engagement Labs TotalSocial, August 2022 – July 2023
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RADIO LISTENERS ARE INFLUENTIAL… 
HEAVY RADIO LISTENERS ARE MORE LIKELY TO BE EVERYDAY CONSUMER INFLUENCERS

Source: Engagement Labs TotalSocial, August 2022 – July 2023

vs the Avg 

Person

vs Heavy 

TV Viewers

vs Heavy Social 

Media Users

+25%

+23%

+4%

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 
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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
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Technology
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Children's Products

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

Children’s Products Influencers
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Financial
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How Much More Likely Are Heavy Radio Listeners to be Category Influencers 
Compared to Heavy TV Viewers…

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

Source: Engagement Labs TotalSocial, August 2022 – July 2023; Ranked by Difference vs Heavy Social Media

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

be Household Products Influencers
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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

Source: Engagement Labs TotalSocial, August 2022 – July 2023

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%
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HEAVY RADIO LISTENERS ARE CONCERNED ABOUT A 
DIVERSE RANGE OF ISSUES

35%

30%
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24% 23%
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Shopping Nutrition /

Healthy Eating
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Financial

Concerns

Vacation /

Travel

Energy / Gas
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The Economy Job Concerns Major Health

Issues

Healthcare

System

Leading Issues Discussed Among Heavy Radio Listeners

Source: Engagement Labs TotalSocial, August 2022 – July 2023
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THEY ALSO HAVE STRONG OPINIONS ON POLITICAL ISSUES

20%
18%

17%

14%
12%

11% 11%

The President Foreign

Affairs

Racism /

Racial Justice

Gun Policy Congress Immigration The National

Elections

% of Heavy Radio Listeners Discussing Political Issues

Source: Engagement  Labs Tota l Socia l ,  August  2022  –  Ju l y  2023



25CONFIDENTIAL - Do not duplicate or distribute without written permission from Engagement Labs.

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 
issues, including political

MAKING THE CASE FOR THE POWER OF RADIO

K E Y  T A K E A W A Y S
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CLIENT CASE STUDY:
MAKING THE CASE FOR THE POWER OF RADIO
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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 trustworthiness of radio compared to other media, particularly social media

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

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

MAKING THE CASE FOR THE POWER OF RADIO
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RADIO IS HIGHLY TRUSTED AND PERFORMS FAR 
AHEAD OF SOCIAL MEDIA

0% 20% 40% 60% 80%

Social Media in General

Facebook

Twitter

Websites

Magazines

Cable TV

Broadcast TV

Newspapers

Local Radio

Local TV

I trust what I see, hear or read on or in…

Strongly Agree 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

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

Listening to my favorite radio station makes

me feel more connected to my community

I trust the information I get from my favorite

radio hosts/personalities

Listening to my favorite radio station makes

me feel less alone

Listening to my favorite radio station helps

improve my mood

Strongly Agree Somewhat Agree

Top 2 Box

80%

68%

66%

62%

Source: Engagement Labs Media Trustworthiness Survey 
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KEY TAKEAWAYS

1. Radio is highly trusted, far more so than social media, which had become much less 

trustworthy over the last year

2. Radio delivers tangible benefits to listeners, with an overwhelming majority citing that it 

improves their mood, helps them feel less isolated and more connected to their community

3. 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

4. Sentiment for Facebook and Twitter has been plummeting in recent months; even Instagram 

is undergoing steady decline in offline sentiment

What This Means?
In a time when both consumer and advertiser affinity towards social media is eroding, radio 

continues to earn consumers’ trust and deliver an audience that is highly engaged in brand 

conversations, which we know are a driver of sales.  

Radio’s ability to generate a lift in conversations for current advertisers should be a key reporting KPI 

when evaluating success of an ad campaign, and a key selling point for prospects
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CLIENT CASE STUDY: 

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

100

183

237

Non-Listeners Radio Personality Listeners Radio Personality Listeners who Recall

Campaign

83% lift in 

BEVERAGE 

ADVERTISER word 

of mouth among 

Radio Personality 

listeners vs. non-

listeners 

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

Source; Engagement Labs TotalSocial 



33CONFIDENTIAL - Do not duplicate or distribute without written permission from Engagement Labs.

-16%

-12%

-9%

-6%

-10%

-7%

65%

72%

76%

Non-Listeners

Radio Personality Listeners

Radio Personality Listeners who Recall

Campaign
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BEVERAGE ADVERTISER HAD HIGHER SENTIMENT AMONG 
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Net Sentiment                     
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Source: Engagement Labs TotalSocial
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Source: Engagement Labs TotalSocial 

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

Campaign 

started Week 1

Non-listeners

Campaign 

ended Week 6

BEVERAGE ADVERTISER lift 

among listeners increased 

as the advertising 

campaign progressed

MEASURE LIFT IN CONVERSATION DURING CAMPAIGN
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Source: Engagement Labs TotalSocial®

RADIO OUTPERFORMED TV IN DELIVERING RESULTS FOR 
BEVERAGE ADVERTISER DURING CAMPAIGN 

Aha! Among Radio 
Personality listeners, 

BEVERAGE ADVERTISER 
conversation rose 55% 
during the campaign, 
versus only a 20% lift 

among Heavy TV 
Viewers.

Pre-Post Change in ADVERTISER Talk

Index to Pre-

Campaign:

120 

Index to Pre-

Campaign:

155
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KEY TAKEAWAYS

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
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STEVEN BROWN – President, CRO
steven.brown@engagementlabs.com

MATT PHILLIPS – VP, Client Success
matt.phillips@engagementlabs.com

THANK YOU!
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