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A mass medium delivering audio content to passiona
and loyal listeners across multiple platforms
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Source: NielsenAudio, RADAR 124, March 2015 (Persons 12+, Monday-Sunday 24-Hour Cume Estimateas)
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CONSISTENT REACH LEVELS
A MEDIUM FOR ABEASONS

P12+ P18-49 P25-54
mMar'14 =Jun'l4 mSep '14 mDec '14 m Mar '15

Source: Nielsen Audio, RADAR® 124, March 201December 2014, March 2015 (Mond&ynday 24HourCumeEstimates, All
Radio)
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L
COMPARABLE GENDER TUNE-IN

M18+
15 Hours
Per Week

13 Hours
Per Week

Source: Nielsen Audio, RADAR 124, March 2015, (Monday-Sunday 24-Hour Waskly TSL Estimates)
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TUNE-IN TIME IS HIGH ACROSS ALL
POPULATION SEGMENTS
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African American listeners and Hispanic listeners
(versus General Market, P 25-54)

Source: Nielsen Audio, RADAR 124, March 2015, (Monday-Sunday 24-Hour Weekly TSL Estimates)
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REACH AND TIME SPAICROSS DEMOS

Weekly Weekly
Adults ) Reach: AGUIS Reach:

\ 91.2% ‘ 93.9%
Weekly TSL: Weekly TSL:
11hrs:56min 14hrs:32min
BestDaypart BestDaypart

3-7p
Reach: 84.3%

Reach: 79.8%

Weekly
Reach:
93.2%

Weekly TSL:
13hrs:15min

BestDaypart
10a3p
Reach: 81.9%

Source: Nielsen Audio RADAR 124, March 2015 (Me&daglay 24Hour TSL an@umeEstimates; Monday

SundayDaypartCumeEstimates)

Weekly
Adult
sy Reach:

\ 93.6%

Weekly TSL:
15hrs:52min

BestDaypart
10&a3p
Reach: 84.2%

Weekly
Reach:
91%

Weekly TSL:
13hrs:55 min

BestDaypart
10a3p
Reach: 78.7%
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HIGH REACH VS. OTHER MEDIA OPTIC

92%
Adults 1834

Listened to Radio Read Any Newspapeltsed Cell Phone tdNVatched Any TV Pastvatched Any Non- Spent Any Time on
Past 7 Days Past Week Access Internet Week (M-Su, 5a-2aPremium Cable Pastinternet Past Week
Week

Source ScarboroughySA+, Release 2014USA Adults 134
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HIGHER REACH VS. OTHER MEDIA OPT

93%
Adults 25-54

Listened to Radio Read Any  Used Cell Phone toWatched Any TVWatched Any NonSpent Any Time or
Past 7 Days  Newspaper Past Access Internet Past Week Premium Cable Internet Past Week
Week Past Week

Source ScarboroughySA+, Release 2014USAAdults 2554
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HIGHER REACH VS. OTHER MEDIA OPT

Adults 18+ 90%

Listened to Radio Read Any  Used Cell Phone t&Watched Any TWVatched Any NorSpent Any Time or
Past 7 Days Newspaper Past Access Internet Past Week Premium CableInternet Past Week
Week Past Week

Source ScarboroughySA+, Release 2014USA Adult®5-54
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-
LISTENERS CHOOSE RADIO OVER FACI

62% 60% 62% 63% 60%
53% 54%
45% 45%
34%
Total 18-34 35-54
m My favorite radio station went away M Facebook went away

Read: | would be very disappointed if...

Source: Alan Burns/Triton Digital “The Future of Radio” September 2012 National Consumer Database; 25,000,000
Panelists; August & September 2012; All Ages, Genders and Format Fans; Total Polled = 41,252; Roughly in Line with

(i -]
TritonDigital

2010 Census; Heavily Caucasian
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TOP ELECTRONIC SOURCE FOR MUSIC DISCOVERY

% Who Ever Use Each Source to Learn About and Keep Up-To-Date With New Music

Friends/Family 70%

69%

AM/FM Radio

YouTube 61%

Pandora

Facebook

Music TV Channels

Information/Displays at Local Stores
Apple iTunes

SiriusXM Satellite Radio
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51%

e
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X

31%

23%

iHeartRadio 20%

20%

Spotify

Music Blos

13%

Base: Thosesaying it is “Very Important” or “Somewhat Important” to Learn
AboutandKeepUp-To-Date With New Music

(47% of total P12+ population)
Source: The Infinitz Dial 2015—Edison Research / Triton Digital
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MOST USED SOURCE FOR MUSIC DISC

AM/FM AM/FM
Radio Radio
35%

Pandora
9%
SiriusXm SiriusXM,
4%
Spotify ~ Facebook 4% Spotify Fac%book ’
1% 4% 30 4%

.hasSy ¢K2aS adareAy3a Al A& a+SNE LYLERNIFyGdé 2N
 2YSoKI G L YL} NITbDate #vithi 2 YSSLI ! LI
Source: The Infinite Dial 20§%dison Research / Triton Digital New Music
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BROADCAST RADIO PLAYS MOR

a[ L YSONEGS

6.0 6.1 5.9
: 5.55.6 5.5 5.6 53
I I I i | I

Total CHR P1 AC/Variety Hits  Country P1 Rock/Alt P1 Classic Rock/Hitghrban/Urban AC
P1 P1 P1

® Imagine you tune into the station you listen to most for music and listen to the next 10 songs.
How many will be songs you like a lot?

= Imagine you start a session on Pandora and listen to ten songs without skipping any of them.
How many will be songs you like a lot?

nUV°°d°° Based on 1,100 respondents-54 in PPM markets, 2014 RADIO
BUREAU




MOST LISTENED TO AUDIO SOUR

. ) 84%
) 69%
YouTube/Vevo & TV Music Cm
60%
CosiLPsTape —

0
Steaming T 31w 0
0
0
Digital Music “ 41%
(]
_ 19% Question: Which of the following
Satellite 0 radio channels and sources did you
- 11% listen to on (target day/typical day)?
(n=1010)

m Used Yesterday = Currently Used
(ﬁ% clearvoiceresearch
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