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Radio Connects | Radio Connexions, founded in
2016, is the not-for-profit trade association for the
Canadian Radio Industry. As the advocate for
Who we are @ Canadian Radio, Radio Connects | Radio
Connexions promotes and markets radio
advertising at the agency and client levels in English
and French Canada.
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A known and respected media
professional with extensive agency C-
Suite and private consultancy
experience. Caroline brings a wide-
ranging knowledge base to her role.
Caroline also represents Radio Connects
as a member of the Numeris Radio
Executive Committee and she is a
member of the Canadian Marketing
Association’s Media Council. Caroline also
holds the designation of Chartered
Marketer from the CMA.

caroline.gianias@radioconnects.ca
C. Gianias LinkedIn

A media professional with an extensive
background in media and research. Having
worked at both agencies and vendors in
Toronto and Vancouver, Lisa has developed
keen insights on how information can be
used to demonstrate the power of radio in
the communication mix.

lisa.dillon@radioconnects.ca
L. Dillon LinkedIn

A leader in Quebec media with senior level
experience garnered at Quebec’s largest
agencies and vendors. Chantal utilizes her
broad skill set to ensure Radio Connexions
delivers the unique needs of Quebec
agencies and broadcasters.

e —
chantal.leblanc@radioconnects.ca

C. Leblanc LinkedIn
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Radio Connects is
supported by Canadian
private broadcasters.

Their financial support
enables Radio Connects
to invest in research and
marketing initiatives that
demonstrate the power
of radio, its ability to
drive business, validate
ROI, and communicate
radio’s role in the path to
purchase to Canadian
advertisers.
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The Canadian
Advertising Market

Where Canada places in the world
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RAD:Q canada Radio Fast Facts
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Rank in advertising 2019 vs. 2010 % change 2020 estimated decline
spend in Radio spend in Radio spend
4l
3.5%
In 2020, Canada slipped 10-year CAGR
from 3 to 4™ rank in 2021F change over 2020

Radio spend behind the Radio spend
U.S., China and Japan

Source: WARC International Ad Forecast Data | Published December 2020 | Based on present U.S. currency values at the time of publishing



Prior to COVID-19, Advertising Spend was

MAPRY o nected to slow.

" |n 2018 Global advertising, excluding U.S.
political advertising (large enough to distort Global, Year-on-year % change, Real terms POST-COVID
global growth rates by +/-1% each year),
expanded by +5.7%.

= 2019 appeared to grow at +4.8%, almost a
percentage point slower. 10%

= Prior to COVID-19, growth in 2020 and 2021

—Ad investment - GDP Inflation

5% >

was expected to slow by another 1%. /\ 7‘,'_’[\ /
= GroupM forecasted +3.9% growth in 2020 and -
+3.1% growth in 2021. o / f/ / /

p—
= Growth was expected to range between +3% to \/
+4% through 2024.
-6.4%

-5%
= Pre-COVID, total global advertising market
during 2020 was estimated at $628 billion USD

for reported media. 10% %
= Arecovery is forecast for 2021, at +4.9%. This
WI” Stlll Ieave the Value Of gIObal ad trade o 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020(f) 2021(f)
$21.9B lower than its 2019 peak. According to
WARC, ”ad investment WOUId need to r|Se 3.7% Source: WARC Data Adspend Database, Published May 2020 | Note: Ad investment measured in Purchasing Power Parity (PPPs)

in 2022 to complete the recovery fully”.

Source: Group M | This Year Next Year Worldwide | Published Dec 2019 | U.S. dollars 7 | Radio Connects | Radio Update | February 2021
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“While the trends
outlined in May’s
forecast were
accurate, the severity
was in most cases
understated.”

WARC DATA Global Ad Trends — December 2020

WARC Data Global Ad Trends, recently updated in December of 2020,
provides insight on the impact of the global coronavirus on global
marketing budgets and media deployment, particularly audio.

Collation of data by WARC, collected from over 100 markets around the
world, indicates a downgrading in the prospects for almost all media in
response to the second wave of the coronavirus outbreak.

Their data indicates that offline media channels were the most
adversely affected by the downturn in marketing budgets. Already in a
modest decline since mid-2019, marketing budgets recorded sharp and
sustained cuts across all regions since March of 2020, in line with the
spread of the virus.

Online video and online display, are the only formats of media for
which WARC as upgraded its estimation of investment.

In Canada, Radio and Out of Home have been the hardest hit media
with significant losses in advertising investment.
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WARC
Methodology

The basic premise of WARC's forecasts:

Advertising expenditure is closely connected to macro economic
indicators, such as GDP and private consumption. Projections for total
media are strongly grounded in the overall economic outlook

They have developed and refined regression analyses based on these
factors, drawing from their 40-year experience of UK market
monitoring.

Alongside the economic data, WARC also considers third party
datasets for example, media agency and media owner reporting, and
data from local monitoring organizations.

Alongside this are general considerations pertaining to cyclical events,
such as elections or sporting events like the Olympics.

In relation specifically to Canadian radio - WARC's latest Canadian
forecast was compiled four months' ago, predicting an overall decline
of 9%.

In light of more recent numbers, the 9% predicted decline will
probably be revised down further in the next forecast, due shortly.

As context, agency forecasts from GroupM and Zenith for radio stand
at -13% and -18% respectively.



WARC now predicts global ad market contracted
MRS [y S63.4b (-10.2%) in 2020.

" This represents a downgrade of 2.1%
points from the May 2020 forecast of Advertising investment, Year-on-year % change, Nominal
just over 8%.

—US$ —€ Purchasing Power Parity

= This is equivalent to an absolute loss of 20%
$13.8 billion.
" The total global spend is further . — - %
reduced when an estimated $4.9 billion M ‘{—}\\//7/\\\ /
spent on the U.S. presidential election is i/ \\ \/
removed. 7

* The result is an adjusted contraction of
11% or $68.3 billion in 2020.

-20%

001
2002
2003

004
2005
2006
2007
2008
2009
2010
2011
2012
2013
2014
2015
2016
2017
2018
2019

20201(f)

2021(f)

= The COVID pandemic had an even
greater impact than the last recession in
2009, when advertising investment fell
by $61.3 billion

Source: WARC Data Ad spend Database, Published December 2020 | Note: Ad investment measure d in Purchasing Power Parity (PPPs)

10 | Radio Connects | Radio Update | February 2021



JNe] Top ad markets by USS values.

CONNECTS GIobaI ad spend growth in 2021 WI|| not recoup 2020’s losses.

= According to WARC's forecast,

glObal ad Spend iS Set tO increase Advertising Expenditure, current U.S. values (millions)

o/ ; 2019 vs. % or 2020 ()% 2021 () %

by 67A) In 2021 2018 % 10 yr Global Ad change vs. change vs.

* However, this increase represents o0 rever TOR e — —
’ United States 218,9152 4.7 4.9 35.25 4.1 3.8
only 59% of 2020 losses being China 89,4475 1.2 11.0 14.40 4.7 7.7
. Japan 43,222.0 3.9 0.2 6.96 12.6 10.2

recouped in 2021. United Kingdom 30,883.0 4.4 3.4 4.97 13.6 14.7
u TO regain |OSS€S glObal ad Germany 25,078.6 -3.6 0.4 4.04 -10.1 9.0

. ¢ France 16,089.3  -1.5 0.3 2.59 16.7 7.1

investment needs to grow by 4.5% Brazil 15,029.9 0.9 0.1 2.42 43.2 2.2

in 2022 to top the peaks in ad Canada 12,033.9 3.9 -0.5 1.94 -7.8 4.5

) Australia 12,006.1 -76.0 0.2 1.93 -20.7 13.2
Spend recorded in 2019. South Korea 11,9144 25 6.4 1.92 6.5 2.6
Russia 9,684.4 1.8 2.3 1.56 11.9 6.7

= Canada would need to recoup ltaly 9,426.5 4.9 2.2 1.52 -20.1 11.3

$44O million in advertising spend India 9,359.2 8.1 7.0 1.51 277 14.2

. . Spain 7,680.6 2.7 0.1 1.24 18.4 12.5
(U'S'S) to aChIeve 2013 Spendmg Pan Arab 6,967.5 1.5 0.1 1.12 22.8 6.9

levels in 2021,

Source: WARC Data Ad spend Database, Published December 2020 | Note: Ad investment measured in Purchasing Power Parity (PPPs)

11 | Radio Connects | Radio Update | February 2021



Categones that are typically heavy investors in
® Canadian radio have the highest losses to regain.

RAD

CONNECTS
WARC forecasts declines in key categories typically o ”
active in radio. They would require significant Global, Advertlsmg investment forecast
increases in spend in 2021 to reverse the losses O 1@ Nl nns ?
experienced in 2020. Year-on-year % change, USS Nominal
Of the $63.4bn in lost media owner revenue in foaey
2020, a full 17.4% can be attributed to the Bushess o
automotive sector, the fifth-largest of 19 m‘a";‘“’;i‘:ﬁ'*s 108%
categories monitored by WARC. 2020 spend in this Fmanc:mcz iia
category was estimated to fall by 21.2%, or RS faat ’?%
$11.0bn. Tota =
. . Household & domestic 33%
The retail sector is expected to have lost 16.2%, or Clothing & accessories =
$10.5bn in spending. Food -
Technology & electronics
The travel & tourism sector was acutely impacted Retail e
by the global pandemic, and this resulted in ad Soft Drinks 82%
spend falling by a third (33.8%) to $16.4bn 2020. L‘*T‘S‘_‘I'et§e':e"3‘""‘:"‘ 103%
olietnes & cosmelcs 97%
All product categories are set to increase ad AcHo 141%
investment in 2021, although only telecoms & ; ”“r;:""f"‘s - 193%
utilities, media & publishing and business & i wmm L L T T S — m::“’ -
industrial ware estimated to top their 2019 outlay. i ' i o ' ' '

Source: WARC Data, Nielsen Ad Intel, Global Ad Trends: State of the Industry 2020/21

12 | Radio Connects | Radio Update | February 2021




YABEe) and Instagram.

SeaIBl 50% plan on using Spotify in 2021

= More than half of respondents to WARC’s
Marketer’s Toolkit expect to increase
investment in YouTube and Instagram next year,
in addition to capitalizing on the growth of
TikTok users.

= Google’s dominance within keyword search is
also shown in the results — only 16% of global
respondents are not spending on the platform,
and 53% plan to increase investment in 2021.

= Inthe audio space, 50% plan on using Spotify
with over half of them planning on increasing
their spend on the platform. While OTA radio
continues to deliver the most reach in all
markets, the shift to digital audio reflects the
growing interest in podcasting and
programmatic.

Increase in spending is expected for YouTube, Google

How do you expect investment in digital channels to change in 2021?

+51

19%

3
3
[
3
o
>

+49

16%

Google

+49 +39

17%

39%

TikTok

Instagram

mincrease W Staythesame

+27

15%

Facebook

Decrease

+30

30%

Linkedin

Net budget outlook for
2021 = % increasing
- % decreasing

+28 +23

47%

Spotify

+12

37%

Twitter

We do not spend on this platform

PR

Source: WARC State of the Industry 2020/2021| WARC Marketer's Toolkit

13 | Radio Connects | Radio Update | February 2021




= A survey of 1360 media
practitioners using WARC's
Marketer Toolkit indicates that
digital channels are set to
dominate media budgets.

* The outlook for traditional
channels is down, with almost a
quarter expecting to decrease
their radio/audio budget.

JoNel Advertising plans reflect a focus on performance.

SeaIB) A likely shift to performance formats in 2021

How do you expect investment in media channels to change in 202]?

Net budget outlook for
2021 =% Increasing

mIncrease m Stay the same = Decrease mWe / Our clients do not spend on this platform -% decreasing

+67
7%

Online video

+61

Mobile

Online search Online display

-7

-7

25%

Radio / audio

-22 -40 -50 4J
-
34%

OOH Cinema Print

Source: WARC State of the Industry 2020/2021| WARC Marketer’s Toolkit

14 | Radio Connects | Radio Update | February 2021




JEe) Canada hard hit by

lost ad revenue in 2020

SEaBl According to the media billings of Canada’s major media buying agencies.

= As reported by Standard Media Index
in May 2020, during the onset of the
pandemic, Canada was hardest hit
with the largest three-month decline

= By the end of December 2020, billings
from major media agency networks
shows a decline of almost 19% in
Canada, the most in the 5 markets
measured by SMI.

SMIi: Jan -

+10.0%

+5.0%

+0.0%

-5.0%

[-7.0% |

-10.0%

-12.8%

-15.0%

-20.0%

-25.0%

Source: SMI Pool

Total Market includes TV, Magazines,

Dec 2020 Market Ad Spend Trends by Country

m Total Market = Television = Digital

= I S L
K. '. l I

N_I:é
/AN

-10.7%

-20.1%

Newspapers, OOH/Cinema, Radio, and Digital

15 | Radio Connects | Radio Update | February 2021




YpNe] Canada the only country with a decrease in Q4 2020.

SR According to the media billings of Canada’s major media buying agencies.

= During Q4 of 2020, the U.S., U.K,,
Australia and New Zealand all
experienced growth.

= Canada experienced a -6%
contraction during October,
November and December 2020 in
comparison to the same time in
20109.

Anglo Markets - All Media Investment
Jan - Dec 2019 vs. Jan - Dec 2020

Quarterly Split
USD $Millions \
5%
-3% -6%
lI ] lI
Jan - Mor Apr - Jun Jul - Sep Oct - Dec
& Jan - Dec 2019 s Jan - Dec 2020
Anglo Markets - Investment Seasonality
Jan - Dec 2020 YOY
Percent Change by Month
% Change
3 +10%
6% Mx
1% % 02%
n% 0% 19%
4%




MRS Digital media least impacted by cuts in ad spend.

= The latest SMI spend data reflecting the 2020 vs. 2019 e
12 months of 2020 indicate Radio and TR GR
OOH were hardest hit with advertising 180% Tt 2% 2% 4% 6% g
All Media -53% .529% -39% -31%
losses.
+3°1L +1% +5°/£ +0%
. . ® P e ————— —— oy
= Digital platforms have been on a steady 12% Tt == 4%  -15%  .10%
: . , 48%  .53% -40% -36%
growth track since August, with Social, L1
Search and Programmatic fueling E —— —_—
: : . == 21% . -38% - 4 : 2% .
incremental investment by Canadian Print -28% -34%  -35% v A5%  .59% ° B% 2% 21% 4T -18%

advertising agencies.
— —r —- W

T . @ 9% 1% 5% \._3_’*———-'/_1:; 22%  -20% 8% 34
Digital’s share of advertising grew twenty Radio 80% -83%  -64% -48% b

seven percentage points in the last five 1% 2%

years, from 31% in 2014 to 58% in 2019 _230/0'W% 77 mw
: OOH S G o

(thinktv).

8%  +6% $2%  +9%  +15%  +13% +7%

2% gy, -39% -28%  -20%

Digital Source: SMI Pool

% Change Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec

17 | Radio Connects | Radio Update | February 2021



MAOBY Radio hard hit by drop in Auto Adverting.

= A significant loss in advertising
dollars in the Automotive
category, from both
manufacturer and dealer had a
major impact on Radio
revenues.

2020 vs. 2019

Top 10 Categories: Investment % Change
Jan — Dec 2020 YOY

Retail

Auto Brand

Banking / Financiall

Personal Care

Auto Dealers
Food/Produce/Dairy
Restaurants

Entertainment

Telecom / Communications
Household Supplies/Services

-16%
-30%
=25%

-29%

-5%

-15%

~-42%

-11%

— + 5/,
% Change

Source: Standard Media Index Pool 2021

18 | Radio Connects | Radio Update | February 2021
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= At the end of 2020, Canada slipped to 4th in terms of
overall radio spending. This 1.5% variance between
Canada and Japan may be a result of currency vs.
actual market spending.

= At 9.7% of share of total spend, Canada leads all
other countries; almost 10¢ of every media dollar
was spent in radio in 2019.

= Radio investment in Canada is disproportionately
large relative to other top ad spend markets.

= Despite decrease in spend, Radio is projected to
represent 9.2% of advertising expenditure in Canada
in 2020

“Radio is dtsproporttonatelly largein  Canada
with $1.5 billion (CDN) in revenue...likely due to relative over-
exposure in retail and auto categories.”

This Year, Next Year, Canada Forecast March 2019

Source: WARC Data Adspend Database, International Ad Forecast | Published May 2020 | Note: Data is net of
discounts but includes agency commission, exclude production costs; Online display includes social media and online video

Canadian Radio market is highly exposed to shifts in
global marketing strategies.

$13,402.5

$3,034.0

O4INA

Top 10 Markets in Radio Spending USS, Current Prices (Millions)

$1,1738 $1,035.7 $1,018.7 $839.6

CANADA JAPAN GERMANY FRANCE AUSTRALIA

$505.8 $4179
I e——

ITALY

Brazil

GLOBAL

Ranking based on Radio Share of Dollars in 2019

3.5%

FRANCE ITALY GERMANY CHINA UK.

2.7%

AUSTRALIA uUs.

19 | Radio Connects | Radio Update | February 2021



Canada’s Radio industry has had the largest declines in

WEe] the past 10 years.
eaal) Versus the top 10 radio markets measured by WARC in 2019 - 2020

14.6
2019 vs. 2010 % Change 291.9

10 Year CAGR
6.8
92.6
0.5
-3.0 2.7 2.2 -1.6 15 13 -0.3 >
I B T S - s - T
2259 24.3 -19.7 -15.2 -14.2 -12.7 :

Canada Spain France Australia Japan u.s. Germany UK China Philippines

Source: WARC State of the Industry 2020/2021| WARC Ad spend Database

20 | Radio Connects | Radio Update | February 2021



YAPEe] over the next 5 years.

Radio spending in Canada

Radio investment in Canada was forecasted to decline

SMMEAE Prior to the Pandemic, GroupM Global Forecast and WARC were estimating a decline in

= Relative to other Top 12 Global Markets, advertising spend in Radio appears to be overdeveloped.

= Declines likely due to relative over-exposure to retail and auto categories.

= Share is expected to decline to reflect global allocations of spend in audio relative to total advertising investments.

= By 2024, share of total spend is expected to drop to 7.5%, however, Canada is still expected to lead the U.S. @ 6.4%, Australia @ 6.3%

and the U.K. @ 2.1% in share of advertising dollars.

Canadian investment in radio is forecasted to decline an average of -1.1% over the next
5yrs vs. Global markets which are expected to grow on average +1% over the next 5yrs

2.6% 2.7%

-0.8% 1.1% -1.4%

2020 2021 2022 2023 2024

=8—GLOBAL MARKET RADIO ~ —#=CANADIAN RADIO

Canadian Radio’s share of spend is expected to continue to lead Global Markets’ share
spend over the next 5 years

Historical and Forecasted
9.0%

O 8.6%

8.2%

\
7.8%
7.4%
—
5.1% .
— 4.9% 4.9% 4.7% 4.6%
2020 2021 2022 2023 2024

~8—GLOBAL MARKETS RADIO SHARE «=8==CANADIAN RADIO

Source: Source: Group M | This Year, Next Year Worldwide , Published Dec 2019 , NON-CANADA DATA in USD |
ANADA specific data: GROUPM This Year, Next Year Canada Media Forecast, published March 2020

21 | Radio Connects | Radio Update | February 2021




Perception
vs. Reality

Marketing Radio in a Digital Media
Environment
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“Marketers spend half a
trillion dollars a year
on advertising. There is
incontrovertible
evidence that they are
alarmingly out of touch
with the people they are
trying to influence.”

Bob Hoffman, The Ad Contrarian

In an update to the 2017 Ad Nation Study, Ipsos Canada in
partnership with thinktv once again looked at Canadian and
Industry perceptions of advertising and media in 2020.

The online questionnaire, conducted over September/October
2020, asked 600 Canadians and 225 agency and advertising
professionals about their media usage and attitudes towards
advertising. In order to assess how well the Industry
understands the behaviors/attitudes of the pubic, Ipsos asked
the advertising professionals to state how Canadians would
answer the same questions.

It’s not surprising to find those of us in “adland” have radically
different lifestyles and media consumption habits compared to
the general public, including a much larger online footprint,
particularly when it comes to social media.

This is particularly true when it comes to understanding the
role of Spotify and personal music as it relates to Canadians’
consumption of digital music.
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“Marketers spend half a
trillion dollars a year
on advertising. There is
incontrovertible
evidence that they are
alarmingly out of touch
with the people they are
trying to influence.”

Bob Hoffman, The Ad Contrarian

In an update to the 2017 Ad Nation Study, Ipsos Canada in
partnership with thinktv once again looked at Canadian and
Industry perceptions of advertising and media in 2020.

The online questionnaire, conducted over September/October
2020, asked 600 Canadians and 225 agency and advertising
professionals about their media usage and attitudes towards
advertising. In order to assess how well the Industry
understands the behaviors/attitudes of the pubic, Ipsos asked
the advertising professionals to state how Canadians would
answer the same questions.

It’s not surprising to find those of us in “adland” have radically
different lifestyles and media consumption habits compared to
the general public, including a much larger online footprint,
particularly when it comes to social media.

This is particularly true when it comes to understanding the
role of Spotify and personal music as it relates to Canadians’
consumption of digital music.



“Adland” — younger, urban

= Those working in the
advertising field are
typically younger and are
live predominantly in

major markets like Toronto.

Source: . Ad Nation 2020, Ipsos Canada, thinktv

Context ltem #2 - About US and THEM
f
jamma Female Male
55% 447
BC Prairies (ex Ag) QC
6% 13% 2%|6%  5%|24%
AB ON Atlantic
‘ & 5] 11> 82% | 39~ 27|77 Female Male
O 9 ‘ 7 50% 50%
18-34 35-54 55+
28%|27%| 56%|34% 17%|39%
Advertiser Creative Publisher* Media Digital
agency agency agency

25 | Radio Connects | Radio Update | February 2021



’ . [ . °
JoNel They're also more digitally inclined.
SeMEIB) People in the advertising industry are much more likely to have digital devices and watch
streaming content.

Context ltem #2 - About US and THEM

e 97% € w 3"!2&\2‘;0(\1&( SMA;;;A;KHS &ZA;I;:
= As demonstrated by the Ipsos Ad 787 277 19% 497

Nation study, the media
behaviours of those working in
advertising and marketing are
quite different from the typical
consumer.

= They are more likely to be “cord

NETFUX AMAION PRIME APMLETY DISNEYe

95% 77% 31%

cutters” and streamers of digital == =

content than the average

Canadian.

Source: . Ad Nation 2020, Ipsos Canada, thinktv

26 | Radio Connects | Radio Update | February 2021



Personal biases may be impacting advertising
WABEe recommendations.

SMEIEl Canadians aren’t using apps or subscription services as much as the Ad Industry thinks.

" |Industry professionals are
inclined to believe their media
habits are in line with those of
the Canadian public.

* When it comes to digital media,
they overestimate how much
Canadians are engaging with
these platforms, while
underestimating how much time
Canadians are spending with
Television and Radio.

Source: . Ad Nation 2020, Ipsos Canada, thinktv

Daily Time Spent on Different Media Types (mean number of hours)

B Canadian public B Industry professionals Industry's estimate of the general public
3.7
2.8A
1 0 1 OA
0 5 0 5
Watching on TV WoTchmg Watching a Usmg YouTube Social networking Online for
on-demand subscription service or social media practical tasks

In an average day, approximately how much time do you spend doing the following activifies?

What percentage of ime do you think that the average adult Canadian spends doing the following acfivities in an average day?

27 | Radio Connects | Radio Update | February 2021



= Canadians spent 29% MORE time with

AM/FM Radio than those in the
advertising industry think.

Estimated Time Spent With
Radio:

Estimated Time Spent With
Podcasts:

ECanadians ®Industry

® Industry Perspective

Source: . Ad Nation 2020, Ipsos Canada, thinktv

JNe] Biases impact Radio’s ability to access advertisinv%dollars.

®o\\IZm) Perceptions amongst marketers of Radio tuning were negatively impacted by CO

= Canadians spent 8% MORE time with
AM/FM Radio, while the Industry thinks
Canadians spent 12% less time with
AM/FM Radio.

80
How do you think the COVID-19 pandemic I &
has impacted the time spent on an average
day listening to the radio? Net increase
equals Increase minus Decrease

5%
How do you think the COVID-19 pandemic
has impacted the time spent on an average
day listening to podcasts? Net increase
equals Increase minus Decrease

mCanadians ®Industry ®Industry Perspective

28 | Radio Connects | Radio Update | February 2021



" 63% of Marketing and Advertising
professionals used the Spotify app in
the past month, versus 25% of the
Canadian population.! Over 60% of
Canadian Spotify subscribers are
premium paid subscribers? and are
therefore not exposed to ads.

= When asked what percentage of
Canadian consumers used the app in
the past month, Marketing and
Advertising professionals overstated
the use by almost 300%. 1

Overcoming personal biases amongst marketers is a
YBNe] challenge for the radio industr

®o\|NlZ8} Canadians don’t use Spotify as much as advertisersYﬁink they do.

Used the Spotify App in the Past Month

74%
63%

Canadians Industry Industry Perception

Daily Spotify Listeners
among all Canadians aged 18+

Fall 2017 ! % 3.8% 4.3%
Fall 2018 = % 2.9% 5.9%
Fall 19/ Jan
Lo/ m 3.3% 6.1%
m Listen to others' subscriptions m Ad supported Paid ad-free

Source: 1. Ad Nation 2020, Ipsos Canada, thinktv | 2. Radio On The Move 2020 | F13. Overall, thinking of all locations, how often, if ever, would you say you

listen to Spotify? F16a. You mentioned listening to Spotify. Which of the following best describes your Spotify subscription? Base: Canadians 18+, Fall 2017 (n=3,452) Fall

2018 (n=3,505) Fall 2019 (n=4,000)

29 | Radio Connects | Radio Update | February 2021



MNeRS Data and analytics driving digital growth.

= Radio’s ability to deliver effective and
efficient local audiences has seen an
increasing threat from digital media.

= When it comes to scenario planning,
AM/FM radio is often excluded from the
media mix due a focus on extracting data
amassed through various digital
platforms.

= Using data from advertisers’ websites and
tools like Google Analytics, advertisers can
get real-time performance on how well
their digital tactics are working at
delivering results.

()
lll®
o
ll®
lll®

= Real-time dashboards enable advertisers Data Mobile Social Video Content
to focus on lower funnel activities,
allowing for quick optimization of digital

campaigns to potentially improve
campaign KPI’s.
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Data and analytics driving digital growth at the expense

CRO"',:‘,E)ECT? of awareness media.

= Despite proof to the contrary that

awareness building media, like Radio,
lead to better business outcomes,
advertisers are increasing their focus
on lower funnel tactics and
performance-based efforts.

= The pandemic accelerated behaviours
as Canadians turned to e-commerce to
meet their shopping needs. With
services like Shopify empowering small
business to meet their customers’
emerging shopping behaviours, more
local businesses have turned to digital
self-serve platforms like Facebook, to
support their messaging needs.

AWARENESS
Have consumers heard of your product
or business?.

CONSIDERATION
Would they consider your product or
service if they were in the market

BRAND IMAGE

What perceptions or impressions do
consumers have of your product or
service?

PURCHASE
Would a consumer purchase your
product or service without awareness?

Mass media is noticed by
consumers

AWARENESS

Mass media confers trust on
brands that use it.

CONSIDERATION

Highly regulated mass media environments
offer the brand safety advertisers need and
BRAND IMAGE consumers expect.

In order to be considered, a brand needs to

have top of mind awareness and a

competitive share of voice.
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MBS Dicital’s ability to deliver local.

= Digital’s ability to deliver hyper-local D v
campaigns, even without the reach
. . . Device: targeting based on Connection: targerting based on Content: targeting based on the
Offe red by te rrestrlal rad |O, |S a n manufacturer/model/device the carrer/Wi-I;i inbf?jrmation type of app/site being used
. - . capabilities/device age contatined in the bid request
attractive proposition for advertisers.
= Typically, local digital campaigns can be Q; :
delivered for a lower absolute L I
|nvestment Wh|Ch |S attra Ct|Ve, Geo-tracking by country/state/ Geo-tracking by POIs (such as Advanced targeting powered by
. . DMA/postcode/latitude/longitude airports/dealer locations) - geographically profiled audiences
particularly to small businesses. powered by Factual

= Self-serve campaigns on Facebook,
Spotify or Instagram campaigns offer a © spotify Advertising
one-stop solution for local businesses
with the potential for hyper-location
targeting.
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YpNe] Radio’s weekly reach now 90% of February 2020.

SelMadll PP\ Average weekly cume in February 2021 compared to February 2020

PRE-COVID LOCKDOWN REOPENING STABILITY STAGE 2 COVID LOCKDOWN
A A I A A A
f \f | | | | 1

97%
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93%
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Feb: 01/20/2020 to Mar: 02/24/2020 to Apr: 03/23/2020 to May: 04/20/2020 Jun: 05/25/2020 to Jul: 06/22/2020 to Aug: 07/27/2020 to Sep: 08/31/2020 to Oct: 09/28/2020 to Nov:10/26/2020 to Dec; 11/30/2020 to Jan: 12/28/2020 to Feb: 01/25/2021 to
02/23/2020 03/22/2020 04/19/2020 to 05/24/2020 06/21/2020 07/26/2020 08/30/2020 09/27/2020 10/25/2020 11/29/2020 12/27/2020 01/24/2021 02/28/2021

Source: Numeris Total Audiences to Stations in PPM markets, Non Currency, 12+ Weekly Cume
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AWNRY Digital’s challenge in a ‘cookie-less’ environment.

CONNECTS

= From the consumers’ perspective, advertising metrics were built at a pace faster than consumers’ comfort and readiness.
People want personalization, but it went too far too fast, and now the pendulum is swinging back the other way.

= Google, the world’s leading tracking-based advertising company is removing support for third-party cookies from Chrome,
the world’s biggest browser with two thirds of the market, and further confirmed they they would not build or allow any
alternate individual identifiers.

= Apple has long championed user privacy as a point of principle over profit, preferring to maintain complete control of the
data on their platform and have no interest in the advertising business. It’s also a benefit for them in their escalating battle
with other technology companies whose revenue is almost entirely based on targeted advertising.

= Themes marketers will need to be aware of and what agencies will focus on:
= Walled gardens are growing, which is impacting attribution models, frequency, optimization, etc.

= Personalization is useful, but an ongoing struggle — some people don’t want their data tracked at all, some people want more relevancy.
Google is going to be dividing consumers into cohorts as a solution to removing cookies. It’s important to consider what personalization

is possible with data transparency.
= There may be changes to costing and measurement and there is a need to educate clients on what the different measurements mean.

= Second party data relationships are going to change, and partnerships will be more important.

= Collaboration between media outlets could lead to a better data pool.
= Team structure and skillsets will be important to navigate this. CMOs have to be open to measurement, KPls and analysis changing.

= However, some advertisers may not see this as a significant problem, considering the accuracy of that third-party data is not
a new phenomenon. An analysis by researchers from MIT in 2019 determined of over 90 third-party audiences across 19
data brokers revealed that the cookies identified gender correctly only 46% of the time on average®.

= In a post-cookie world, advertisers will have to rely on first-party data from visitors to their own sites and CRM platforms, or
they can target based on the context of the content their ads appear around.

Source: * How Effective Is Third-Party Consumer Profiling and Audience Delivery?: Evidence from Field Studies
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https://papers.ssrn.com/sol3/papers.cfm?abstract_id=3203131
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“The biggest risk for
AM/FM radio is the 26-
year-old planner who
lives in New York or
Chicago and does not
commute by car and
does not listen to
AM/FM radio and thus
does not think anyone
else listens to AM/FM

radio.”

Colin Kinsella, the CEO of Havas Media
North America

When it comes to audio specifically, Marketing and Advertising
professionals have a much closer relationship with services like
Spotify than the Canadian consumer, and in fact, overstate how
much time Canadians engage with that audio platform vs.
AM/FM Radio. When it comes to gadgets, while 58% of
Canadian marketers and advertisers have "smart speakers" in
their homes, only 19% of Canadian consumers do. 1

Canadian advertising professionals are not unique. In fact,
across Australia, the UK and the U.S., similar results have been
found. Those of us in marketing and advertising need to
remember our behaviours and consumption habits are not
those of the typical consumer.

Get the thinktv study here

Source: 1. Ad Nation 2020, Ipsos Canada, thinktv


https://thinktv.ca/research/ad-nation/

MR \/edia agencies’ approach.

= Global agencies and advertisers take a “holistic” view in developing advertising and
media plans, based on the assumption that as technology becomes more prevalent and
mobile becomes “omni-present” they believe brands must have a multi-platform
approach to reach consumers.

= The media agency business is highly competitive with incredibly low margins of revenue.
In this competitive landscape, most media agencies enter into global and regional
partnerships with media vendors that enable them to leverage their global media
spending clout into partnerships in data and technology.

= The objectives of a global media agency entering into partnerships with companies like
Facebook, TikTok, Google and Spotify are:
= Innovate on a Global scale
= First in market beta partners
= Strategic alliances that expands above and beyond paid media
= Drive margin growth by increasing efficiencies

= Such relationships have raised issues of transparency and biases around investment of
advertisers’ media dollars that have commercial value for the global advertising
networks.

37 | Radio Connects | Radio Update | February 2021



JpoXe] \edia Planning and Buying.

meMadBl An interconnected, interdisciplinary practice.

Strategy and Planning

Uses consumer insights, bespoke
research, syndicated data and media
knowledge to translate business
objectives to media objectives

Client Business
Hires an media agency to help \‘ Buying and Pricing
achieve marketing and business Constructs pricing models and

objectives scenarios to deliver media objectives

' in the market. Transacts with media
owners

Procurement and Operation
Decides the cost they will pay an
agency for services as well and
‘oversees’ agency pricing deliveries
and audit
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Jole] Media Planning and Buying.

SO} A fine balance.

Answering a defined series of Getting the right message...
guestions that result in

communicating the message ‘ To the right person...
of a client’s service or At the right time...
products to prospective
consumer

For the right price...

To generate the desired response...
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JNe] Vedia Planning and Buying.

SIS A fine balance.

INTERDEPENDENT DICIPLINES

Direct relationship between strategy and costs of campaign. The
more niche and restrictive, the more expensive.

TIME SENSITIVE

Driven by supply and demand platform. Media inventory has a
shelf life.

PICK TWO

Good and Fast — typically isn’t cheap
Cheap and Fast — typically isn’t good
Good and Cheap — typically isn’t fast

Strategy

Good | Fast | Cheap
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MARKETING INPUT
The Client Brief

Business and Marketing Objectives
| Industry Trends | Sales-Brand-
Product Objectives | Major Brand
Launch Initiatives

MEDIA OBJECTIVES
The Media Brief

Translate business objectives
into Media Goals.

JNe] The Agency Planning Process.

gl An informed process.

MEDIA STRATEGIES

Strategic Guideline

Translate media goals into
strategic media planning
guidelines

MEDIA PLAN

Tactical Decisions

Make tactical decisions
specific to each media
channel and vehicle
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JNe] The Agency Planning Process

SeMMAIE] An integrated process

WHO? WHERE? HOW MUCH?
Demographic Profile | Target Group | Geography | Market Selection | BDI/CDI Trading teams generate pricing based on
Language | Consumer Segmentation data | Sales Insights campaign parameters. Is it affordable within
| Customer Insights & Psychographics budget and other constraints.

e
[e ]

WHAT? WHEN? PRESSURE TEST
Media Selection = Media Scheduling | Seasonality | Does the result answer the
Product Launches | brief?

Channels, Platforms &

Vehicles Competitive Landscape
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MAPEY Rodio Buying Basics.

= |dentifying the consumer and creating a ‘currency’ demo for transacting:

= Psychographics, behaviors and factors like household income and purchase history are identified and are
used with audience tuning data to inform station selection.

= Markets are selected based on advertising objectives:
= Centralized marketing decisions vs. local franchise or dealer needs?
= Focus on major markets based on population and measurement availability?
= Retail footprint and language needs?

= Weight levels are based on market dynamics and brand objectives:
= Planning effective GRP levels takes into consideration the marketing insights (brand health, competitive
landscape, SOV objectives, consumer target) which inform the individual market objectives.
= Based on these inputs, the following are determined:
® Reach: What percentage of the target market audience needs to be reached to achieve objectives?
= Weekly level
= Campaign level

" Frequency: How many times does the target market need to hear the message to take the required
action?

= Weekly level
= Campaign level
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