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RADIO

A mass medium delivering audio content to
passionate and loyal listeners across multiple
platforms
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RADIO TODAY







Over 243 Million

P12+ tune in to

radio

every week

Source:Arbitron, RADAR 116, March 2013 Arbitron (Persons Wdhday-Sunday24-HourCumeEstimate$
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Source:Arbitron, RADAR 116, March 2013 Arbitron (Persons Wdnday-Sunday24-Hour Weekly Cume
Estimate}
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HIGHER REACH VS. OTHER MEDIA OPT

94%

Listened to Radio Past 7 Read Any Newspaper Watched Any TV Past Watched Any Non- Spent Any Time on
Days Past Week Week (M-Su, 5a-2a) Premium Cable Past Intemet Past Week
Week
Adults 1834

Source: ScarboroudhSA+, Release 2 2012 USA Aduk34l@Sample Size: 28,781
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CONSISTENT TIME SPENT WITH R£

Even Among Heavy Users of Other Media

P12+ Heavy Radio Heavy TV Heavy Internet
Listeners Viewers Users

B Radio Time Spent ® TV and Internet Time Spent

Source: The Infinite Dial 20¢ 3\ rbitron Inc., Edison Research
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LISTENERS CHOOSE RADIO OVER FACI

62% 60% 62% 63% 60%
53% 54%
45% 45%
34%
® My favorite radio station went away M Facebook went away

wSFRY L ¢g2dZ R 06S OSNEBR RAALI LIL| oo 1 SR
ritonDigital

Source:Alan. dzNY ak ¢ NA G2y S5A3AGEHE &G¢KS CdzidzNB 2F wl RA2¢ { S
Panelists; August & September 2012; All Ages, Genders and Format Fans; Total Polled = 41,252; Roughly in Line with

2010 Census; Heavily Caucasian RADIO
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THE SOURCE FOR MUSIC DISCOV

% Who Ever Use Each Source to Learn About and Ke€&p-Digte With New Music

AM/FM Radio 78%

Friends/Family 73%

YouTube 55%

Music Television Channels 44%

Facebook 41%

Pandora 39%

Apple iTunes 37%

Information/Displays at Local Store 30%

SiriusXM Satellite Radio 16%

Music Blogs 15%

iHeartRadio 14%

Spotify 8%

.asSy ¢K2aS alreAay3a Al Aad axSNE LYL
About and Keep Upo-Date With New Music
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Source: The Infinite Dial 20¢ 3\ rbitron Inc., Edison Research



RADIO IS THE TORJKNR DE
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34% MG

of drivers cite '

radio

=

as their primary,
In-car

entertainment
device

Source: The Infinite Dial 20¢ 3 rbitron Inc., Edison Research
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CONSISTENT AUDIENCE HNMNE

2

Source: ArbitronRADAR 116, March 2013, Arbitron (Mon&aynday 24Hour Weekly TSL Estimales
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TUNEIN TIME HIGHER AMONG HISPANI
AND AFRICAN AMERICAN LISTENER

African American listenerandHispanidisteners

(versus General Market, P-%3)

Source: ArbitronRADAR 116, March 2013, Arbitron (Mon&aynday 24Hour Weekly TSL Estimales
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TECHNOLOGY DELIVERS RADIO
BEYOND THE DIAL

¢cSOKy 2t 23e& KI &
delivery platforms to create an
Interactive, engaging and highly
communicative environment

RADIO
RAB ADVERTISING
BUREAU



w! 5LhQ{ 5LDL¢![ hCC
INCREASING

Nearly6 400 More th.an2200 32MM American

streaming stations have downloade

: : broadcasting in a podcast in the
stationsin 2013 HD past month

Source: Inside Radio / M Street Corp., 2013; No Canadian or Mexican stations are included (HD Radio stat from
iBiquity/HD Digital Radio Alliance, 2013); The Infinite Dial 288itron Inc./Edison Media Research
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120 Million

P12+ have listened to ep—

online radio
in the past month
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AUDIO STREAMING MIRRORS THE WORI

AQH Persons 18+
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Source: Locébtreaming Station Audience, Arbitron PPM, February 2013, Persons 18+ (41 stations from 31 metros) RADIO
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ONLINE RADIO LISTENING COMPLEME
BROADCAST RADIO

% of weekly Online Radio listeners who
listen to Broadcast Radio
(versus those who do not)

Source: The Infinite Dial 20¢ 3 rbitron Inc., Edison Research
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BROADCAST RADIO LISTENED TO MOF
PUREPLAY LISTENERS

19.1
I 12.7

Pandora Listeners Non-Pandora Listeners
m Hours Per Week

Sources What Pandora Means for Radio, Vision Critical, November 2012; Base: American online adults, aged 18+ ;

Sample: 1,017 American adults; of these, 323 identified themselves as Pandora users (used aromiemetio
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service in the past month; and at least sometimes use Pandora)
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LISTENERS TAKE THEIR AUDIO ON THI

T Ondemandcontent delivering sports,
music, information and entertainment
downloadswhenever and wherevethe
listener wants it

T 44%of Smartphone users listen to
online radio {8%dlisten daily)

T 55%of listeners said they listen to their
favorite personalities on computers or
mobile devices when away from a radio

T Tablet and Smartphone users oxMadex
for weekly AM/FM radio listening

Source: The Infinite Dial 20§3rbitron Inc./Edison Research; USC, Annenberg School for Communication &
Journalism, PSI Study Released June 2012, Woodley, P. and Movius, L. People With a Favorite Radio Personality in
LA; Scarborough USA+ Release 2 of 2012
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