Radio: The Online Multiplier

Key Findings




Background

Why we conducted this study




In 2000, the BIG question was how do media I

work together to drive awareness?
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The radio multiplier:
radio and TV
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In 2010, the BIG question is to what extent do I

offline media drive online success for brands?
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Previous findings about radio & online 1 I

A high proportion of broadband users

1< R — are listening to radio when online
Using radio with 53%
online
//4 22%

y .
r T

N research from the Internet Advertising Bureau and . . . .
the Radio Advertising Bureau Listened within the last Listening now

7 days
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Previous findings about radio & online 2
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WORD OF MOUSE

How radio optimises internet search

Radio advertising multiplies
brand name search

14%

3%

Not exposed to Exposed to radio
radio advertising advertising



Our hypothesis

If Google is the last stage of the
‘click journey’...

*‘In-market’ consumer

r-generic search

nverting demand
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Our hypothesis

If Google is the last stage of the
‘click journey’...

...then RADIO is an effective first
stage of that same click journey

+‘In-market’ consumer
* Sector-generic search

« Converting demand

—
*‘In- and Out-of-market’ consumers

<o, —

0 Brand-specific\‘gegrchf, >
« Creating demand >
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The questions we set out to answer

1. To what extent does radio advertising effect the way listeners
browse brands online in the real world?

2. What sort of radio campaigns are most effective?

3. How could brands use these findings to enhance effectiveness?
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Our research partners

DOLLYWAGON
(2 2 X 1 1 X X2 2 1 J
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lines of enquiry
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Methodology

How we conducted the study




A ground-breaking approach I

» Single-source data

* Direct link from offline ad
exposure to actual online
browsing behaviour

» Actual, not claimed
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Structuring the project

1800 respondents
* Adults 16-54; GB representative
* Regularly undertake purchase-related activities online

600 x non-commercial Matched samples 1200 x commercial
radio listeners radio listeners

exposed to all media exposed to all media
except radio INCLUDING radio
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Structuring the project I

600 x non-commercial

mmmrab

radio listeners

except radio

1200 x commercial

radio listeners

INCLUDING radio

Identify ad

campaign
exposure




Identifying campaign exposure

[Q5: Which ONE radio station have you listened to MOST over the past SEVEN DAYS? (DO NOT PROMPT)
PLEASE RECORD ONE RESPONSE ONLY

BEC Radio 4
BEC Radio Five Live
Classic Fi
BEC Radio Merseyside
talkSPORT
Virgin Radio *

r - please state
Dont knol
None

voooooUuog
vooooooog

BBC Radio 3

[OTHER - please state. 1
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Identifying campaign exposure

ONE radio station have you istened to MOST over the past SEVEN DAYS? (DONOT PROMPT)

[Q5: Which
PLEASE RECORD ONE RESPONSE ONLY

voooooUuog

BBC Radio 3

ERETT
3 Escraderuetive —
3 Classcrm -

2 BBC Radio Merseyside e COM

Q talkSPORT

3 VirginRadio® A

3 Otr- plamse state .

Q  Other e Www.jicrit.co.uk
R

[OTHER - please state.
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Identifying campaign exposure I

We collected information about ...and overlaid this with J-ET spot
radio listening habits... transmission data for all live radio
campaigns during fieldwork

G5: Which OIE radiostaion have you Tetensd £ HOST ovar e past SEVEN DAYE? (DONOT PROPT)
PLEASE RECORD ONE RESPONSE ONLY.
S e ERE R
3 Smeth 3 BecRadio FveLive
R 3 Casserm - E —
FR 3 ECRadio Hemeysice l m
3 RadoCiy 3 ks e €O
3 gk 3 ViinRado® Ny
3 3
3 3
a 3

* in Radi
BBC Radio 1+ Other - plasse state. P
BECRadio 2 * Don't know www . jicrit.co.uk
BEC Radio 3 None

[OTHER - please state 1

...to establish each respondent’s exposure to individual radio ad campaigns
+3 week  +2 week +1 week  Last week

0600 - 0900
0900 - 1300
1300 - 1600
1600 - 1900

Radio spot
transmission
matched with
listening patterns
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Structuring the project I

1200 x commercial

radio listeners

radio listeners

except radio INCLUDING radio

Analyse brand- Analyse brand-
related online

related online
activity

activity
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Analysing browser history

» Unique software developed
solely for this study

* When downloaded, extracted 4
weeks of browser history

* Respondents able to edit out

sensitive information, e.g. online
banking details
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Structuring the project I

Establish brand

Establish brand
browsing amongst
radio exposed

browsing amongst
non- radio exposed
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Structuring the project I

600 x non-commercial

1200 x commercial

radio listeners radio listeners

except radio INCLUDING radio

Establish brand Difference =

the radio effect

browsing amongst
non- radio exposed
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Filtering the campaigns for reporting

Initial pool = 45 campaigns

Minimum of 50 x CR
listeners exposed

Actively direct
online

FINAL
POOL
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Final pool = 23 campaigns across 5 sectors I

Insurance Travel Motors | Telecomms | High Street
Stores
§ o #Carphone Warehouse Igos
direct line Aer ngus& Mercedes-Benz n la\g—/
hones ,
m @ DEBENHAMS
MORE THON® : 2 S | IMES
monarch ...
easyJet
BRITISH S
AIRWAYS

mmmErab



The wider media context

» All 23 campaigns used at least three other media

* All used Internet

* On average, spent 10% of media budget on radio
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Summary of Key Findings

How radio advertising boosts brand browsing




Finding 1:
Exposure to radio boosts brand browsing by 52%

Average uplift in brand browsing online across 23 campaigns

160
140
120
100
80
60
40
20

Exposed to all media Exposed to radio in
except radio addition to all other media
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Finding 2:
Radio is 4x more cost-effective than other media

Uplift in brand browsing driven by radio vs. proportion of media investment

52%

Radio

m % uplift m % of budget

mmmErab Source: DollyWagon/Other Lines/NMR Base: 23 campaigns



Finding 3:
Radio has an immediate effect on browsing

Proportion of total browsing vs. time since last exposed to radio advertising

58%
24%
18%
Within 24 hours 1-3 days 3 days +

mmmrab Source: DollyWagon/Other Lines Base: 23 campaigns



Finding 4:
Uplifts vary widely between brands

Uplift in brand browsing, radio exposed vs. non-exposed

180%
160% -
140% -
120% - 116% 115%
100% -
80% -

60% 108 BN BN B BN BN BN B B o Average uplift =52%
40% -

164%

153%

20% 14% 14% 12%

0% 0% 0% 0% 0% 0% 0%
0% —t T T T T T T

oo C

ISP N (\bo (\b‘v (\b‘( be 082‘ 'bb\ Qb\ cb% Oby (006 b‘\ 50 obq ?’0 o{’% & e;\ «\z’Q «\es &
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Finding 5:
There are significant differences by sector

Average and maximum uplift by sector

70%
59% 53%
_———— _———— _———— —m e dmmmm == Average
=52%
5%
T T T T
Insurance Travel Telecoms Motors High Street
Stores
M Highest performer W Sector average
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Finding 5:
There are significant differences by sector

Average and maximum uplift by sector

164%

Average
=52%

Insurance Travel Telecoms Motors High Street
Stores

M Highest performer W Sector average
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Finding 6:
Creativity is crucial in delivering optimum effect

Influential characteristics based on analysis of top-performing campaigns

Strong

audio link Clear web

to brand

direction

EEEra b Source: RAB analysis




URL format can impact results

URL format No. of campaigns Average uplift in brand
browsing

CONVENTIONAL

e.g. brandname.co.uk

FORWARD SLASH 4 49%

e.g. brandname.co.uk/offers

VANITY 1 0%

e.g. adstrapline.co.uk
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Summary

1. Radio advertising has a “turbocharger” effect on brand
browsing online
— 52% average uplift
— Immediacy of response

2. Radio is a highly efficient method of multiplying a brand’s
online presence
— 4x more cost-effective vs. other media

3. Advertisers can significantly enhance Radio’s Online
Multiplier Effect through creative development
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Radio: The Online Multiplier

4

Z Allocating 10% of a media budget into
7)) radio boosts brand browsing by 52%
\{/y )

Thank you



