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SOCIAL

THE ORIGINAL
SOCIAL
MEDIUM

- INTERACTIVE

ACTIONABLE,
CONVERSATIONAL,
TRACKABLE

Yped
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ENGAGING

CONTENT AND
HUMAN CONNECTION
ACROSS FORMATS

IMMEDIATE EMOTIONAL
NIMBLE AND GREAT STORYTELLING
AVAILABLE 24/7 DRAWING LISTENERS IN
ACROSS DEVICES




ONLINE

[ S—a—

Digital capabilities offering
interactive opportunities

Complements and enhances on air
campaign by reaching consumers
across multiple touchpoints

Delivers content wherever and
whenever listeners want it

A mass medium capable of
easily delivery your message
to many people

Targetable assuring the right
people are exposed to your
message

Trusted medium and always
available especially during
times of crisis

ON TARGET

An environment delivers
consumers who are engaged and
passionate about the content

Offering companionship and
information

Exposure to the message when
and where consumers are ready
to buy or shop
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NCREDIBLE




radio reaches

232 million

P12+ every week

Source: NielsenAudio, RADAR 155 Dec 2023 —Weekly Cume Audience Monday-Sunday 12M-12M RAB



RADIO BOASTS HIGHEST MASS REACH
AMONG TRADITIONAL MEDIA

[JRadio [ Live+Time Shifted TV Smartphone arcC O TV-Connected Devices OTablet
0 86% g
84% 83% 5 83% 86 /0_ 82%
74% 77 /O
712% ° 73%
i 68% 68%
g% 60%
50%
44%
40%
34%
Adults 18+ P18-34 P35-49

Source: Nielsen AudienceInsights, Q3 2023; weekly reach



HIGHEST

REACH
AMONG ALL
MEDIA
OPTIONS

82%

69%
I |

Ligenedto Wached

RadioPast 7 BroadcastTV

Days Past Week

Source: Scarborough USA+,

Facebook

75%

44%
I |
Visited Wached Any Usad Visted
Non-Premium Netflix YouTube
PastMonth Cable Past Past Week Past Week
Week
Release 1Adults 18+ (Dec 2021-May 2023}

T i
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Adults |8+
37%
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Read Any Viged Any Visited Lizenedto
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OnDevice Webste/App PastWeek PastWeek
PastMonth PastMonth
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Visited
Pandora
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RADIO BOASTS HIGHEST REACH
AMONG ALL AUDIO SERVICES

Adults 18+
91%
29% 5%
I 20% 19% 15% 110,
B " B =
Adults 35-49
93%
35% o
29% 0% 26% 22%

I 14%
1 | 1 &

M Radio MYouTube Music M Spotify ™ Satellite radio

Source: Nielsen, Audio Today, June 2023; monthly resch among ad-free and ad-supported sudio services

85%

92%

¥ Pandora

Adults 18-34
43°/
35% ?
10% °F 13%
E || =N
Adults 50-
0 25%
21/ 11% I 17% 14%
B Amazon Music M Apple Music

6%
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RADIO PEAKS DURING THE DAY

66% 67%
58% 58%

P18+ P18-34 P25-54 P35-64

Source: NielsenAudio, RADAR 158, Dec 2023 - Monday-Sunday 28-Hour Weekly Cume Estimates



RADIO REIGNS AS AUDIO LEADER

SHARE OF AD-SUPPORTED TIME SPENT AMONG P18+

AM/FM RADIO
ACCOUNTS FOR

699% OF THE

DAILY AUDIO TIME
\ SPENT WITH ANY
- Y AD-SUPPORTED

PLATFORM

Ad-supported | Ad-supported
Spotify,4%  Ad-supported Pandora
SiriusXM, 4% 4%

Source: Edison Research, “Share of Ear,” Q3 2023, P18+; SiriusXM ad-supported spoken word,
Ad-free music; Podcastslistened toon streaming platforms areincluded in podcasts



PEOPLE
LISTEN
AND
LISTEN




HIGH TUNE-IN ACROSS GENDER

Source: Nislsen Audio, RADAR 158, Dec 2023, (Monday-Sunday 24-Hour Weekly TSL Estimates) m



TUNE-IN TIME IS HIGH ACROSS ALL
POPULATION SEGMENTS

11.3

Hours

Blacks Total U.S. Population Hispanics
(ADULTS 18+)

Source: Nielsen Audio, RADAR 153, Dec 2023, (Monday-Sunday 24-Hour Weekly TSL Estimates) m



Radio has a solid position in time

spent with electronic devices among all adults.
Radio captures 12% of all content hours.

Weekly hours spent with media

11.3 20.9 24.5 9.8 16.6 7.8
HRS HRS HRS HRS HRS HRS
AM/FM App/Web on Live+ App/Webon  TV-Connected Internet
Radio Smartphone Time-shifted TV Tablet Devices ona PC

Over 90 hours of content each week across radio, TV, online and mobile
by average U.S. adults.

Source: Nielsen Audience Insights Q3 2023 (users among population), P13+ m



RADIOIS
IMPORTANT
TO LISTENERS




\\~

listen to commercials more often on
radio and podcasts

\

radio and podcast ads more relevant

radio and podcast advertisers more t
trusting o B

% of adult respondents

J Benefits of Trust anm‘m in Audio” iHeartMedia/PMX/Magid, April 2022 .




RADIO
IS THE MOST
TRUSTE D EZ‘V/: trust ;?e[zlligon

M E DI U M 57% trust websites
38% trust Twitter
37% trust Facebook
2X MORE TRUSTWORTHY
THAN SOCIAL MEDIA

So HeartMediz, Enzasement Labs Trustworthiness Survey, July 2020; Engagement Labs TotalSocial, July 2015-July 2020) RAB



ONE OF RADIO’S
TOP ATTRIBUTES
IS ITS LOCALFEEL

Total
Gen/Z
Millennials
Gen X

Boomers

Greatest

=techslirvey=
2023

% Agreement (Strongly Agree)

57%
52%
57%
60%

55%

42%



LISTENERS ARE EMOTIONALLY
CONNECTED TO RADIO

18

average number of years adult listeners have been
tuning into their favorite station

* 82% of radio fans would truly miss their
favoriteradio station it if were gone

» 77% of radio fans feel their favorite
stationimproves their mood

* 68% of radio fans have a favorite station

Source: KatsRadioGroup Survey, April 2023 m



RADIO’S EQUATION
EASY + PERSONALITIES + EMOTION + CONNECTION

DJs/ Hosts/
Shows
Hear favorlte

song /artist
57%

Easyto listen
to in car
It 3 free 67%

A wnth radio Getina
1 ReeR=me better
1 company Informed inan
I Weather curation
Dlscover 28% 29%
21% Main Reason For

In the habit
56%
‘ Feela
connection with
Like to work radlo
What's goi I mood
on |aOtC:|?;)Ing G Enjoy talk emergency 37%
Be informed 37% Escape life I shows
about the news = oressures 31%
37% sie 31%
i Music new
P i Traffic surprises mUSlC/artlStS
Charitable/ 24% 25% 26%
Sports | community
17% events
Listening to Radio
‘techsﬁ ey_ -
2023 RAB



=techslirvey=
2023

NEARLY 4 IN 10 FEEL A CONNECTION WITH THEIR
HOME RADIO STATION

% Agreement (Strongly Agree) of Those Who Feel a Sense of Connection

48%
44%
42% 4
27%
- : e - o |

Total GenZ Millennials Gen X Boomers Greatest
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RADIO IS IMPORTANT IN-DASH

9 OUT OF 10 VEHICLE OWNERS SAY RADIO IN-DASH IS IMPORTANT

b N SN N 1l N LN
‘o—0? ‘o—0o! ‘o—0’ ‘o—0) ‘o—0

1N o P LN . LN LN
‘o—0? ‘0—0’ ‘o—0’ lo—0’ Lo—0

* 72% say that radio in-dash is indispensable/highly important
*  78% of millennials value radio in the dashboard

Source: In-Vehicle Infotainment inthe COVID New Normal: Consumer Survey 2021, Xperi, CARAVAN, ENGINE Insights



RADIO IS THE MOST USED FEATURE IN-VEHICLE

AM/FM Radio

Bluetooth 72% use AM/FM Radio

vs.
14% using Apple
Navigation/GPS CarPlay

satellite Radio 24%

Voice Control

Apple CarPlay

Source: Xperi surveyed 2909 U.S. car owners/leasers via an online panel in Dec 2022. RAB



radio is a top
in-car device

73%

AM/FM radio while in car

more than...

owned digital music — 53%
podcasts — 38%

online audio — 37%

CD player — 29%

SiriusXM — 20%

% currently ever used in car lastmonth

Source: The Infinite Dial 2023 —-Edison Research / Wondery/ART1S, Adults 18+, driven orriddenin acar inthe pastmonth




RADIO IS EASY

67%

of radio
listeners say
that it is the
easiest to listen
to while in-car.

=techslirvey= :
2023 RAB



GEN Z TOP REASONS FOR IN CAR
RADIO LISTENING

It's free 85%

Easier to listen to in the car than other types of audio 69%
Part of your daily routine 68%
Want to hear specific programs and personalities 50%
Want to hear local news and information 49%
Want to hear sports coverage 39%

Don't know how to listen to streaming audio in the car 27%

M % saying yes

Q: Do you listen to “Over-the-air” AM/FM radio inthecar because..?

Source: Edison Research Survey 2023, N=1,168online interviews P13-24;
Base: Driven/ridden incar inlastmonth and ever listen to “over-the-air” AM/FM radioin the car; 72%



GO-TO RADIO IS PRESET IN-CAR

>
P ‘ »
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are programmed into

reset radio stations programmed into
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RADIO TOPS MEDIA SOURCES - IN THE CAR AND ON-THE-GO

% using “every” time or most times

Broadcast Radio 63%
50%

. . . _— 31%
Streaming Music/Audio Subscription
45%
. . 30%
Satellite Radio -
37%
28%
Personal Music (downloads) 0 -
48%
26%
Streaming Music/Audio (free) 0
47%
18%
Streaming Video (free) =
47%

M When Driving M When Using Mass Transit

Source: Hub Entertainment Research as published in MarketingCharts.com Jan 2023 RAB



HD RADIO AND THE BATTLE FOR THE DASHBOARD HJ) Radio’

All major brands offer factory-installed HD Radio Technology

BENTLEY @ @ ) ‘ e 4 A@A IN r INITH
i g % = \ = Y/ 8= » o/ @ HONDA
(S62) PV i 4 CHRYSLER
v @ o Jeen T, Q@ =
298
® Vehicle Brands (Chevy, Ford etc.) 247 263
Vehicle Models (Malibu, Focus etc.) 212 216
HD Radio Technology Standard 198 182
166 163
154 120
109 114
67
; H 0 B
- * B R B B
2010 2011 2012 2013 2014 2015 2016 2017 2018 2019Y-T-D

As of November2019 © 2019 Xpen



HD RADIO CONSUMER SATISFACTION

Artist & Advertiser Experience images

;“‘__"';‘,‘. { @ J7 FM Radio 7:51

97.7 WXYZ-FM

% Belmont Auto _ -
X Stop in and browse

our huge selection! g

ENHANCED
ADS
INCREASE
IMPACT

ﬂ + | Y | H il ;!:n s
PR N

K

© 2019 Xpern



HD RADIO CONSUMER SATISFACTION ) Radio®

Liftin main message recall from enhanced ads with Artist & Advertiser Experience

IN-VEHICLE

All audlences Males Females Millennials 'Generatlonx ’BabyBoomers. Income Frequent
‘ (18-34) |  (35-54) | (55+) - $100K+ | Shoppers

\g/ @ @Q@@Q/\@‘ i@

DISPLAYS
LIy
MESSAGE 0 0 0 0
/o , /o /o /o
FOR ADS Lift Lift Lift Lift
Improve Main Message Recall

n A home |rr_1provement retailer How a Home Improvement

?f?‘t’)s“:(;:ts messagg"reca.ll' retailer lifted message M®
ift by 12% among millennials recall across key demos -~ "




HD RADIO CONSUMER SATISFACTION ) Radio®

What products/brands do you recall hearing in the radioclipyou just heard?

(& s> 85
LISTENERS Lawn Care Product Vehicle Auto
REMEMBER Brand X Brand X Dealer X
MORE brand recall: | [ 25% e
BRANDS [t ’ :
WITH enhanced ad 19% ﬁ
ENHANCED D

ADS
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J)Radio" XPERI

BROADCAST RADIO IS WHAT CONSUMERS TURN TO
FOR IN-VEHICLE MUSIC

E AM/FM Radio 70%
<)

nal Digital Music Collection 26%

CDs (Discs) 22%



RADIO
ACROSS
PLATFORMS
& DEVICES

RADIO




RADIO’S DIGITAL PLATFORMS ARE
STEADILY GROWING

Smart

Speakers HD Radio Podcasting Streaming

95MM 237MM

adults 75MM P12+ Over 15,000
receivers

in the U.S. i the are familiar station
- haveat with a websites

marketplace

least one podcast

Source: Voicebot.ai Smart Speaker Consumer Adoption Report, 2022; HD Radio stat from Xperi/HD Radio, 2021; The Infinite Dial 2023 — Edison
Research/Amazon Music/Wondery/Art19; PrecisionTrak.com, 2022, commercial and non-commercial stations



Device used to listen to radio (select all that apply)

83%

. HOWDO
PEOPLE LISTEN -
TO RADIO? I

4%
L1

Carradio Live radio Smart Portable Alarmclock Other
app speaker radio radio

provoke

insights




HD RADIO BY THE NUMBERS +)) Radio®

79% of U.S. Radio listeners tune to stations broadcasting
with HD Radio Technology each and every week

TRTRTRTRTRIRTRTANRTE 14
SILIEITITIZITITTILIL Il

79%

YT YTYITTYTIY T Y I

aaaaaaaaaaaaa
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® 2019 Xperi xp ERI




MONTHLY PODCAST LISTENING GROWTH

Total U.S. Population 12+

% Listened toa podcastin lastmonth
==Y 2%
=
] |
2012 2014 2016 2017 2018 2019 2020 2021 2022 2023

Source: The Infinite Dial 2023 —Edison Research/Amazon Music/Wondery/Art1S RAB



PODCAST ADVERTISING INFLUENCES E%

45%

Podcast Super Listeners trust their hosts

Believe the hosts of podcast they regularly listen to are actual users of the

products/services mention on their podcasts

Source: Edison Research, PodcastOne, Ad Results Media Super Listeners Study 2020; Base listen to podcastsfor atleasts



% of respondents who took any action

Podcast Newcomers Podcast Pioneers Heavy podcast = Total weekly podcast
(past 6 months) (4+ years ago) listeners (6+ listeners
hrs/week)

Source: CUMULUSMEDIA andSignal Hill Insights’ Podcast Download - Spring 2021 Report, CUMULUS MEDIA, MARU/Matchbox National Study —March 2021 Q;
“After hearing a product or service advertised in a podcast, which of the following have you everdone?”




Actions Taken After Hearing a Product Advertised in a Podcast
Oct 2022

36%

Searched online for more
information aboutthe
product or service

Talked to my Discovered a new product
friends/acquaintances about or service that you never
the product or service heard about before

m Total Weekly Podcast Listeners ® Heavy Podcast Listeners (6+ hrs/wk)

PODCAST ADS
DELIVER BRAND
AWARENESS

PODCASTADSALSODRIVE
ONLINESEARCH

Source: Cumulus Media and Signal Hill Insights' Podcast Download —Fall 2022 Report, Cumulus Media, MARU/Matchbox National Study — October 2022;

Q: “After hearinga product or service advertised in a podcast, which of the following have you ever done?”



m All Podcast Listeners ® Hispanic Podcast Listeners ™ Black Podcast Listeners

ADS ARE : B :
EFFECTIVE | | x I

VISITS ARETAILLOCATION VISIT ARETAILLOCASIONTO CALLEDPHONENUMBERIN
FOR MORE INFO PURCHASE A PRODUCT AD

| 14%

| 12%

PODCASTS

| 9%

Source: Nielsen Scarborough Podcast Buying Power, Nov. 2022

(listeners only) Adults 18+ RAB



Online Radio

214MM

P12+ have listened in the past month

(AM/FM streams or internet only streams)



MONTHLY ONLINE LISTENING

% listening to online audio in the last month

12-34 35-54 55+

Online audio = Listened to AM/FM radio stations online and/or listened to streamed audio content available only on the internet

Source: The Infinite Dial 2023 — Edison Research/Amazon Music/Wondery/ART1S



GROWTH OF ONLINE LISTENING IN-CAR
VIA CELLPHONE

Online listening in-car grew from
41% in 2019 to 53% in 2023

45%

Source: The Infinite Dial 2023 — Edison Research/Amazon Music/Wondery/ART1S
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RADIO IMPACTS KEY ASPECTS OF THE PURCHASE JOURNEY

Search Consideration Retention

Social Ads, Reviews, Blog, Community Forum,
Media, Direct Email FAQ Knowledge Base

Awareness Purchase Advocacy
Radio, TV, Print, PPC, Out of In store, Ecommerce, Website Promotions, Blog, Social,
Home, PR, Word of Mouth, Email, Networks, Newsletter

Online Ads, Social Ads



RADIO GENERATED
INCREMENTAL
BRAND SEARCH

Radio Drove 29% Incremental Google Searches
In an analysisof 8 brands & 2157 ads

Source: RAB — Radio Drives Search; Sequent Partners, Media Monitors,Indmation Insights, 2017



RADIO DRIVES STORE TRAFFIC ACROSS BRAND CATEGORIES

Store Traffic Lift

“’Ql 3

4%

oeauly o & =eauty

= RAB

Source: RAB: Radio Drives Store Traffic, TagStation 2018



RADIO ADS BRING IN MORE
CUSTOMERS AND LIFT MARKET SHARE

Not only did AM/FM Radio
grow the client’s sales,
Radio increased the
number of new vs existing
customers by 64% when

the ads were running.
Not Exposed
to Radio Ads

% Who Shopped At Retailer

Exposed

to Radio Ads

Source: Nielsen Buyer Insights (NBI), Sales Effectiveness Analysis, Auto Aftermarket Retailer, Persons 18+. Unexposed:
12,329; Exposed: 14,147, Pre-period = 3/1/15-6/30/15. Test period = 3/1/16-6/28/16.

Exposed
to Radio Ads

Not Exposed
to Radio Ads

% Retailer's Market Share



RADIO AMPLIFIES CAMPAIGN IMPACT

Campaign Awareness Lift

Internet

AmOng Rale EXpOSGd AdUItS Television Newspaper
+81%

PC Internet

Mobile

Faad
4 55 g 15% }

)
Television Newspaper + 7 8 / 0
D Direct Mail

+150%
Mobile

Four Study Summary Internet
Mobile App Study +34% +213%

AFI Study Television PC Internet
LWYW4RADIO

GROUP Sources: Nielsen AFI study 2015; New ResearchlAB 2016 case study, series of studies by Nielsen for 4 advertisers in BtoB, Auto Aftermarket and Motorcycles 2015-2016

PC Internet



RADIO IS EFFECTIVE

Radio builds web traffic and delivers new users:

APPLIANCES LAWYERS NONPROFITS REALESTATE
% 10% 9% 1%
+7% + ( +97/ +(7
Avg. 427 sessions Avg. 168 sessions Avg. 331 new Avg. 223 new users
per day per day users per day per day

Source: NumericOwl, 2021/2022 — RAB analysis RAB



ATTENTION: RADIO IS MOST EFFICIENT

aCPM: Attention Cost per 1,000 Impressions

$9.70
Radio is the most
efficient platform at
driving attention and at
the lowest cost.
$4.30
$3.53 $3.67
$2.80 $3.00
AM/FM Radio Podcasts Online Video Social Dentsu Norms Display

Source: Dentsu Attention Economy Study 2023, conducted by Lumen RAB



AUDIO GENERATES
GREATER BRAND

RECALL

AUDIO GENERATES +8% GREATER
BRAND RECALL VERSUS DENTSU NORMS

Brand Recall
41% 41%
38%
I 36% 36%
Audio Social Dentsu Norms Display Online video

Source: Dentsu Attention Economy Study 2023, conducted by Lumen;TV not available for brand recall



RADIO INFLUENCES BEHAVIOR

AFTER LISTENING TO A RADIO AD
2
?

N 4%

R

o

™ R R
< <

I = =

I 279

SEARCHED SPOKETO PURCHASED THE ASKED ASMART WROTEDOWN FOLLOWED THE
ONLINE FOR OTHERS PRODUCT DEVICE FOR A PROMO CODE BRAND ON

MORE ABOUTIT MORE FOR LATER USE SOCIAL MEDIA
NFORMATION NFORMATION




RADIO IS THE SOCIAL MEDIUM

HEAVY RADIO LISTENERS HAVE MORE BRAND CONVERSATIONS THAN USERS OF OTHER
MEDIA, INCLUDING TV AND SOCIAL MEDIA

Weekly Brand Conversations (in Billions)

4.78
3.88
. .2<SB -2&3 ]

Heavy Radio Listeners Heavy Social Media Users Heavy TV Viewers Heavy Newspaper Readers Heavy Magazine Readers

(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 /

Scource: Engogement Labs TotaiSccal, August 2022— July 2023

eﬂgdg@rﬂ@ﬂ( labS CONSDOENTAL Do NOTAUEEC oIt Of CRTRUR 'wWIoUT withan pamesan Yom engagamant Lot m



RADIO LEADS TO PURCHASE

MORE THAN HALF OF BRAND CONVERSATIONS AMONG HEAVY RADIO LISTENERS LEAD TO
PURCHASE INTENT, HIGHER THAN AVERAGE
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%
« TJelecom: +10%
 Technology: +9%
Beverages: +5%
* Healthcare: +5%

Scource: Engagement Labs TotalSccdial, August 2022— July 2023 3
engagementlabs RAB



RADIO IS A MULTIPLIER

INCREMENTAL REACH GROWS

RADIO ADDS INCREMENTAL REACH AMONG YOUNGER AUDIENCES

incremenial reach by age

Calegory Pé+ P18-34 P18-49 PI5.54 P55+
Quick senvice . . - e | 3w
gl - +31% | +44 <30%  +32% | +31%
Home
Improvemsant +18% | +42 *35% | *25% | +11%
refaier*
Courier services +18% | +39 +33% | «24% 9%
Wirelass +17% | #35% | +30% | +22% +8%
QUICK SERVICE HOME COURIER SERVICES WIRELESS RETAILER ‘
RESTAURANT IMPROVEMENT Retaler v18% | +4 7% | +30% | +i0%
RETAILER )

Source: Nielsen PPM Custom Analysis. Aggregate of incremental Reach Studies conducted in 2015/2020. RAB



RADIO IS SOLUTION TO REACHING LIGHT TV VIEWERS

AM/FM RADIO REACHES 90% OF AMERICA’S LIGHT TV VIEWERS.

AM/FM radio’s incremental benefit
ETVonly ®mTV+AM/FMradio ®AM/FM radio only

Light TV 42,911,994 37,010,959 62,483,710 +78%

49% of persons 25-54 in |

America are light TVviewers [[HAtaiiild +14%
generating only 9% of total Heavy TV 116,185 558 wsiesse 108705 [ETL/A

TV time spent. +20%

Total 252,377,746 236,997,204 99,599,725

Source: CUMULUS '\ Westwood One, Nielsen PPM Custom Analysis, Aggregate of incremental Reach Studies conductedin 2019/2020, A25-54 RAB



IMPACT WHEN TV AD DOLLARS ARE SHIFTED TO RADIO

Net Reach Impact

100% | |57.26%
90% | | 63.84%
',‘% 80% | 67.67%
RADIO ADDS S 70% | |70.16%
% 60% | | 71.88%
VALUE E s0% | ]73.06%
g 0% | |73.85%
% 0 e e e 4,239
20% | |74.14%
10% | |73.1a%
0% | | 68.45%

Source: Local Nielsen Media Impact; scenario based on $1.3MM ad budget



DRIVING EMOTION AND ENGAGEMENT

An ad agency research study on storytelling found:
v Audio ads drive 21% stronger emotions than visual ads
v Audio ads drove 50% more emotional peaks than visual ads

v Audio ads have a consistentincrease in emotional engagement for a brand than
visual-only ads

v Audio makes call-to-action ads a uniquely positive emotional experience

Source: MindShare Neurolab, 201S; 90 adults 18-54 RAB



e Community

RADIO
AND ITS
SONALITIES




81%

Like a friend,
family
member or
acquaintance

idr

84%

Would follow
their favorite
on-air personality
to a new station

Source: Katz Media Group, Our Media Survey, 2019

©

83%

Valueand trust
their favorite
personality’s

opinion



ON-AIR 2
PERSONALITIES 7 )
ARE INFLUENTIAL Y

% 21% Listen to radio for their on-air personality

“* 14% Tune in for companionship

\

provoke

insights



6 IN 10 SAY RADIO
PERSONALITIES ARE THE MAIN
REASON WHY THEY LISTEN

% Why Say Personalities are the Main Reason They Listen
65% 65% g
60% 63%
56%

48%

Total GenZ Millennials Gen X Boomers Silent

=techslirvey= :
2023 RAB



LISTENERS ARE PART OF A DJS INNER CIRCLE

What Listeners Know About Their Favorite DJ

Any Personal Detail EXgE
Marital Status i3
Have Children or Not -3

Hobbies & Interests [X$8

Causes & Charities
They Support

TV Shows They Like

Source: Katz Media Group, Our Media Survey, 2019 RAB






