Thanks so much for downloading

RADIO

HEARD HERE"

Whether you are considering a
traditional radio advertising campaign
or looking to integrate radio into your

current advertising strategy
newspaper, direct mail, internet,
mobile, cable or broadcast TV
or just have questions about radio
this report will provide you with insights
into the radio mix in the digital age

Mark Crowley - Chief Encouragment Officer



Listeners continue to tum to Radio for news, information and entertainment,
despite an ever-increasing selection of media options.
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WEEKLY REACH BY DAYPART
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AFRICAN-AMERICAN CONSUMERS

If your target is the African-American market with 5719 billion
in buying power, you'll find that 93% of your consumer base
listens to Radio each week.
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Two-thirds of 14- to 24-year-olds now listen to Radio as much or more than they M | L I_ EN N |ALS
did in recent years, citing “‘music choices and variety” as the reason. Perhaps that's
why Radio retains an impressive 70% of its 2006 12-24 Time Spent Listening!
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Target customers who "live the good lifess s G S AFFLUENT CONSUMERS

If you're one of the many advertisers who must
reach affluent, well-educated consurmers, youll 4
find them tuned in to Radio. 4
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Radio reaché‘sg T
$75k+ household income
Source: RADAR * 109, June 2011 © Copyright Arbitron

(Monday-Sunday 24-Hour Weekly Cumes and Daily Time Spent Listening Estimates)




AVERAGE DAILY REACH

Radio reaches

7705

Consumersd

Every day...

183,271 000

Source: RADAR ® 109, June E{JH © Copyright Arbitron (Monday- Sunday 24-Hour Daily Cume Estimate)

With nearly three out of every four Americans over age 12 tuning in on any given day, Radio represents
an excellent vehicle for advertisers to deliver their messages to a large number of prospects.




IN-CAR LISTENING

Americans spend increasing amounts of time in their cars — longer commutes,

running errands, and taking the kids (and themselves) from activity to activity, 24/7.
Radio — the medium that invented “drive time” -— is always along for the ride.
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Wherever they are, Americans tune in to Radio! This truly mobile medium
reaches people at home, on the road, in the workplace, and in numerous
other spots where they gather to shop and play.

LISTENING BY LOCATION

Radio reaches
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In the face of new media competition, Radio remains a vital part of
American life, retaining its listening audience and delivering consumers.
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AUDIENCE RETENTION

Source: RADAR *Listening Trends (RADAR 89, 93, 97, 101,
105, 109 June 2006 - June 2011) © Arbitron Average
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LISTENERS LISTEN AND LISTEN
Share of Media Consumption
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Source: Radio’s Share of Time Spent with
Selected Media - 2009 . Veranis Suhler
Stevenson Communications Industry
Forecast 2009-2013

The average consumer spends one month a year (716 hours or 30 days) listening to Radio. More
time spent listening means more opportunities to build strong brands and engage consumers.
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YEARROUND LISTENING

Radioreaches

year-round

% Persons using Radio
-ﬂ Persons 12+
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RADIO’S ROI ADVANTAGE

A recent study of real campaigns in four markets determined that inaemental
Radio advertising consistently and significantly increased product sales and
delivered meaningful profit for each dollar of advertising. Radio demonstrated
that it can function as a primary medium for advertising.
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Improves ROI
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“Radio’s ROI Advantage” -~ Millward Brown and Information Resources, Inc.
(IR1} for Radio Ad Lab, 2004-2005




Radio is the most-used medium just prior to shopping:

62% of shoppers listened to Radio 13 minutes prior to making a CLOSEST TO PURCHASE
purchase. 90% of consumers are in their vehicles less than 6 minutes

beforeshepping. Audio captures 89% of in-car media time.
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Whether consumers are buyinl nquithes. | RADIO REACHES RETAIL CONSUMERS

or appliances, Radio
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RADIO REACHES CAR SHOPPERS
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RADIO REACHES FINANCIAL CONSUMERS
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RADIO REACHES RESTAURANT CONSUMERS

Joffers restaurants efficient and
ieffective alternatives to print.
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RADIO REACHES GROCERY SHOPPERS

Radio offers supermarkets efficient and
effective alternatives to print.
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RADIO REACHES BEER, WINE & LIQUOR CONSUMERS
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Radio is an effective marketing tool for reaching the beverage marketplace.




RADIO REACHES REAL ESTATE CONSUMERS
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RADIO REACHES CAUSE & ORGANIZATION CONTRIBUTORS
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ONLINE LISTENING

million
onsumers
tuneinto online
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Radio is heard by consumers on air and online.

The Infinite Dial 2011 - Arbitron Inc./Edison Media Research




RADIO & THE INTERNET

Unaided recall
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brandnames o
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Source: Radio Ad Lab, Radio and the Internet

" Radio dramaticallyimproves the effectiveness of Intemet advertising.




RADIO INFLUENCES ONLINE SEARCHES

%
24 of adults
have initiated

"onlines€arc,

Study (SIMM17) & ""ﬂ_ T e,
December 2010, Adults 18-!- i

The most popular searches include maps/directions, travel,
product information, clothing, movies, and restaurants,



















If you are in the
Denver area,
Let’s get together
for coffee soon!
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