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The Efficacy of Audio



€ Audio is becoming more important to people

AGENDA

1 ( The innate power of audio
2 € Insights on how audio drives website traffic
»
3 ( Digital audio — the benefits without the clutter
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Audio Healing
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‘“‘We’re on a mission to validate
music as medicine”’

Neal Sarin, Founder, Sona
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Increased penetration of connected devices makes audio
easier to access than ever before

Smart Speaker Penetration Smartphone Penetration

40% 90%

70%

0%

Ireland Ireland
m 2014 m2022 m 2014 m 2022

Source: Ipsos MRBI Media Platform Report Oct 14-Sep 15/Us Emarketer/UK Ofcom Technology Tracker



There is an increased availability of audiences to listen

Half of working adults work from home at least one day a week or more

4L46%

Which of the following best describes your working week now?
(% of working adults, number of days by location)

9% 10% 9%

Full time at 4 office, 1 home 3 office, 2 home 2 office, 3 home 1 office, 4 home Full time at home
workplace

Source: Global Audience Insider/Differentology Sep 2022




People continue to listen in great numbers to broadcast
radio either on KM, mobile, PC, or other connected

deViCES Weekly Reach

90% 3504 90%

All Adults 15-24 25-44

Source: JNLR 2022-2 Audio Module (Apr’22 to Jun’22 — 3 mth data)
Base: All 15+ x age group



Adding broadcast radio to a media plan in the U.S
generate a 41% increase in reach with the same spend

80% reach

41% Increase

57% reach ’

68% TV+13% CTV+20% digital 61% TV+11% CTV+18% digital+ 10% AM/FM radio

Nielsen Media Impact Study August 2019 Campaign
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UK research uncovered 7 need states that audio satisfies
PERSONAL

Help me
escape

Lift my
mood

Broaden AUDIO SATISFIES

CONTENT WA 7 CONTEMPORARY CONTEXT
NEED-STATES

Keep me
company

Provide Amplify
social the
currency moment

SOCIAL

Source: Generation audio Radiocentre UK/Differentology 2022



Live radio dominates share of most need states

Keep Me Company 79%

Keep Me Tn The Loop 76%

Lift My Mood 73%

65%

Help Me Escapre

Broaden My Horizons 29%

Share of total listening within each need state

Source: Generation audio Radiocentre UK/Differentology 2022
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While other formats are growing, live radio still dominates
audio listening

Listen Back POS;aSt
to Irish Radio 0
1%

ouTube mpSIc
Own Music

2%

Music Streaming
12%

Live Radio
74%

Source: INLR 2022-2 Audio Module (Apr’22 to Jun’22 — 3 mth data)
Base: All 15+ x







lvan Pavlov
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Composed by Bernard Herrmann
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Brands should harness ‘The Power of Audio’
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Radio has always been a medium
particularly designed for brands

71% of adults say radio is a good way for brands and advertisers to
tell me about products and services I might be interested in

Source: Radiocentre Ireland/Amarach Research April 2022



When aS ked peop I e Say they pay When you [consume gach medium], what proportion of the
atte ntl O n m O re to rad | O adve rtl SI n g ads do you pay attentlonr;oe?diﬁe: all consumers of each

70% Source: Amarach Survey for Radiocentre Ireland April 22
60%
50%
40%
30%

20%

10%

N
0%
No attention Little attention Some attention Full attention \

emPadio —Facebook —YouTube TV
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When comparing radio v non radio campaigns, the campaigns
on radio enjoyed much higher awareness, relevance and

brand trust levels

+49% uplift
Radio v non-radio

+32% uplift

Radio v non radio
+24% uplift

Radio v non-radio 17.9% uplift

Radio v non radio

Advertising Brand relevance Brand trust Brand
Awareness consideration

Source: Big Audio Datamine UK /Base: All aware of brand
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Research objectives

The objective of the Radiocentre Ireland research was to provide empirical evidence on the
effectiveness of radio in driving business results.

The ability to measure advertising responses is usually linked to attributable media channels such
as Pay Per Click (PPC) platforms like Facebook,

The primary aim of the research is to establish a concrete, direct link between the transmission of
radio ads and responses, both classic very short-term response (within a 0-15 mins post
transmission) and longer-term delayed response (15min to 24hrs post-trasmission).



The research measured responses to a Sky TV and
Broadband campaign

Sky Deals

Filter deals by:

Glass vV | TV & Broadband Broadband
TV & Broadband Deals

Save big on Sky TV and Ultrafast Broadband. All the best entertainment with Sky's best ever WiFi

05 14 27 08 05 14 27 08 05 14 27 08
SRi2 o i - ian - -
b ermimesh B e IO W A tactical, offer-led campaign - ‘Sky Sale
sroadband & Netflix at Ultrafast Broadband ¥ Q&Sky Brossiy €38 thl
no extra cost vith Netflix at no extra 100+ free-to-air channels on Sky Q box a mon

and download speeds of 500Mbps

Ining entertainment and stay cost
\ected with super reliable Epic Sky TV with all 8 Sky Sports INCLUDES €50 GIFT CARD
broadband channels & Ultrafast broadband

€45 ® Used a "Search Sky Sale’ call-to-action to
e £65 ’ drive traffic towards a campaign-specific
| landing page (see image)

FORMULA 1

Get started Get started Get started

@ RAD'UCENTRE IRELAND Source: Radiocentre Ireland / Colourtext 2023



Sky TV & Broadband radio campaign:
Total daily website visits

Daily Radio Advertising Impacts
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Source: Sky Google Analytics / Colourtext 2023
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Sky TV & Broadband radio campaign:
Total daily website visits

Total Daily Web Sessions (normalised values) Daily Radio Advertising Impacts
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Source: Sky Google Analytics / Colourtext 2023

@ RADIOCENTRE IRELAND



Radio web response & attribution:
SKy TV & Broadband radio campaign

Share (%) of Total Web Sessions by Traffic Source

® \We analysed various sources of web traffic to the campaign
landing page

® The four main sources were organic search, paid search,
direct and referral traffic

Organic Search Paid Search Direct Traffic Referral Traffic

Source: Sky Google Analytics / Radiocentre Ireland / Colourtext 2023
(G: RADIOCENTRE IRELAND



Radio web response & attribution:
SKy TV & Broadband radio campaign

Share (%) of Total Web Sessions by Traffic Source

® QOrganic and Paid Search referrals accounted for almost two-
thirds of all traffic to the campaign landing page

Organic + Paid Non-Search
Search Sessions Sessions

Source: Sky Google Analytics / Radiocentre Ireland / Colourtext 2023
(G: RADIOCENTRE IRELAND






The chart below shows the average responses times to a radio spot
for every 5 minute interval before and after the Sky TV and
Broadband spot is transmitted

Average Web Sessions via Organic & Paid Search : discreet 5 min
periods relative to spot transmission (normalised values)
120
. Spot |
transmission

I
= ® The results show a positive response 30
2 100 minutes after transmission
Z
80
g2
g

Source: Sky Google Analytics / Radiocentre Ireland / Colourtext 2023
( o, RADIOCENTRE
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Sky TV & Broadband radio campaign:
Total daily website visits

Total Daily Web Sessions (normalised values)
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® The picture of radio ad response emerging from
the Regression Analysis was entirely different

e We began by comparing the weight of *daily*
schedule impacts with the *daily* volume of web
traffic



Sky TV & Broadband radio campaign:
Total daily website visits

Total Daily Web Sessions (normalised values)
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® First results were very encouraging

® \We saw an immediate visual fit between all visits
to the campaign landing page and the radio
schedule lay down



When you plot daily website visits to the Sky TV and Broadband
campaign landing page and daily radio ratings for the campaign,
we can see an immediate visual fit

Total Daily Web Sessions (normalised values)

| A
» The graph shows clearly that as daily ratings
go up, so do visits to the Sky TV and
/ Broadband campaign landing page
\/ » As daily ratings decrease, so also do visits to
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the Sky TV and Broadband campaign landing
page
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SKy TV & Broadband radio campaign:
Radio ads stimulate search traffic

Radio Impacts & ALL-Search Daily Web Sessions
R”A2 = 0.54 (normalised values)

54% of the variance in online search

250

Q visits can be predicted by the volume
g of daily radio ad impacts

g = ol - For each additional 100,000 radio ad
E ¢ .'.. Se . impacts scheduled each day...

'é 100 ’ % ° .ttz.c o

§ ° .a:. “ °

; w“ : e ? ...the daily search visits to this

a e |* campaign landing page increased by

an average of 6.6%

0 50 100 150 200 250 300

Daily Radio Advertising Impacts Indexed against Average

Source: Sky Google Analytics / Colourtext 2023
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When you compare a 3 day moving average of daily radio ratings
and website visits for the SKy campaign, the lines are almost
identical

Organic & Paid Search Referrals (3-day moving average / normalised values)

250

200

® You can predict how many visits the
campaign landing page will receive by the
amount of daily radio ratings bought for the
Sky TV and Broadband campaign

150

50

Normalised values indexed against average

Source: Sky Google Analytics / Radiocentre Ireland / Colourtext 2023



The relationship between radio impacts and online search
referrals becomes even stronger when we use a 3-day moving
average baseline attribution periods

x = Radio impacts / y = Search Referrals (3-day moving average)

RN2 =0.72
300
250 -
L ]
200
L]
150 t;
100
. : * tﬂ"o‘ b
N ] e *
L
L M L
®
50 se ® .
L Y
20 40 60 80 100 120 140 160 180 200

@ RAD'UCENTRE IRELAND Source: Sky Google Analytics / Colourtext 2023



Using regression analysis to measure the relationship between
daily radio ratings and website visits for the Sky campaign, we
can make very clear predictions

® /2% the increase in website visits to the Sky TV and Broadband campaign were
predicted by the daily radio ratings that were bought for the Sky campaign.

® This shows that radio ad response tends to be delayed, and an advertiser will see
the real impact of their radio campaign over a 24-72hr period.

® This is called the radio advertising ‘Attribution Halo'.

@ RADIOCENTRE IRELAND



Key findings

« Very short term response (within 15 minutes) measurement do not pick up on the strength of
the relationship between radio ratings and responses such as website visits.

« Due to the often passive and secondary nature of radio listening, radio effects manifest as ad
responses over a longer period after exposure

« There is huge opportunity cost suffered by advertisers who might have mis-evaluated the
performance of their radio activity by purely focussing on very short term responses to their
activity. It is only the tip of the iceberg as many responses to a radio commercial occur
between 24 to 72 hours after transmission.

G RADIOCENTRE
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Audio advertising is unique in that it can be heard as
intended when people are doing other things.



Digital audio Is about the ability to communicate in an intimate one-
to-one environment but with all the tracking, targeting, behavioural
and contextual opportunities that you get from visual digital activity

Q @ 0

Location Device

@

o

Gender Contextual Behavioural




28% uplift in long term memory for brands heard in a
relevant context to the task the listener was doing

287%

Stronger branding in long term memory

94th

Test brand average heard in Test brand average heard in
NON-RELEVANT context RELEVANT context

Source: Neuro Insight.



Advertisers are investing in digital audio
Revenue Growth 2002 v 2021

Digital Audio +55%

Branded

0]
Solutions +12%

Spot Revenue +7%

Source: Radiocentre Ireland



But there are challenges around audience measurement



There are significant changes in some markets with Australia
leading the way by providing research that integrates FM
listening, streaming and podcasts
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Summary

@ We are in the middle of a “sonic boom”.

€ But there are many challenges ahead.

€ Radiocentre Ireland is here to help in any way.
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