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Fall 2023 Audio Update

An update on the ad-supported audio landscape
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WAVE 17 ROBUST SAMPLE TIMELY NATIONAL
The latest in 3,020 Canadians 18+ In field from Online panel survey
audio research regionally and Oct 11 to Oct 31, across all regions of
demographically 2023 Canada, conducted
representative through Maru Voice
Canada
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Live Radio offers the greatest opportunity for advertisers to
reach Canadian consumers with an audio message.

Of all time spent with ad-supported audio among Canadian adults, 75% is spent with Live AM/FM radio.

AM/FM 0
RADIO 5 /0
Live Radio offers the
greatest opportunity SHARE OF
for advertisers to TIME SPENT
reach Canadian

consumers with an
audio message

A18+

AM/FM 75%
Podcasts 14%

Free Music
Streaming 11%

B3Dx. Thinking of the following type(s) of audio that you mentioned listening to yesterday, how many hours and minutes in total did you spend listening to each one? | Radio On The Move | Signal Hill Insights & Radio
. ; 5
Base: Canadians 18+ Connects



Live Radio’s scale continues to dominate the
audio landscape

Fa'2022 Fa’2023

75 % AM/FM Radio 75 %
TIME IHE
FALL 2022 FALL 2023
Free Music
0 (1]

A18+

SHARE OF

A18+

SHARE OF

B3Dx. Thinking of the following type(s) of audio that you mentioned listening to yesterday, how many hours and minutes in total did you spend listening to each one? | Radio On The Move | Signal Hill Insights & Radio
. ; 6
Base: Canadians 18+ Connec ts



In key buying demographics, Live Radio commands
the largest share of ad-supported audio listening

Fa’2022 Fa’2023
\ 60 % B-VGEELGECTEE 60 %
A18-49 A18-49

SHARE OF SHARE OF
TIME TIME
FALL 2022 FALL 2023

Free Music
0 0

B3Dx. Thinking of the following type(s) of audio that you mentioned listening to yesterday, how many hours and minutes in total did you spend listening to each one? 7 | Radio On The Move | Signal Hill Insights & Radio
Base: Canadians 18+ Connec ts



Live Radio is the dominant ad-supported audio
format for A25-54

Fa’2022 Fa’2023

68 % B\ E:ELT 67 %

A25-54 A25-54
SHARE OF SHARE OF
ST,J:\EAET 18 % Podcasts 21 % STIJEAET

FALL 2022 FALL 2023

Free Music
o o
14% 12%

B3Dx. Thinking of the following type(s) of audio that you mentioned listening to yesterday, how many hours and minutes in total did you spend listening to each one? | Radio On The Move | Signal Hill Insights & Radio
. ; 8
Base: Canadians 18+ Connec ts



Share of time spent with ad-supported audio by region:

Live Radio 76% Live Radio 76%
Podcasts 12% Podcasts 13%

Music. Str. 12% Music. Str. 12%

A18+
FRENCH

Live Radio 81%

Live Radio 74%

Podcasts 15%

Podcasts 7%

Music. Str. 11% Music. Str. 12%

@

Live Radio 69% Live Radio 84% Live Radio 79%
Podcasts 20% Podcasts 6% Podcasts 8%
Music. Str. 11% Music. Str. 10% Music. Str. 14%

B3Dx. Thinking of the following type(s) of audio that you mentioned listening to yesterday, how many hours and minutes in total did you spend listening to each one? 9 | Radio On The Move | Signal Hill Insights & Radio
Base: Canadians 18+ (Sample varies by region) Connects



. CONNE(E:TS
FALL 2023 .

RADIO
ON THE
MOVE

A

IN-CAR AUDIO LANDSCAPE



Broadcast Radio is in the driver’s seat for in-car
audio

Live Radio is the audio platform of choice when Canadians are on the go - commuting, shopping, and running

errands.
um 59% \

A18+

SHARE OF

car audio itoning TIME SPENT
. WITH IN-CAR
among Canadian AUDIO
Streaming 3%
\ g
1%

| Radio On The Move | Signal Hill Insights & Radio
Connects

QC2 Thinking of all the time you spent in the vehicle YESTERDAY, how much time did you spend doing the following? 11

Base: Canadians 18+



More Canadians drive than take Transit

Canadians are far more likely to be a daily driver or passenger in a private vehicle than they are to take public
transit.

m Daily drivers  m Daily transit users

‘ ‘ | 440A) 450/0

The first law of marketing is that you
are not the market. You are urban,
professional, well paid media
executive. Everything you think and
do is a highly unrepresentative n of 1.

Mark Ritson

A25-54

| Radio On The Move | Signal Hill Insights & Radio
Connects

12

A4_1. Please indicate how often you drive or are a passenger in a vehicle and/or take public transit
Base: Canadians 18+



Live Radio is the clear in-car audio option for advertisers
looking to reach Canadians on the go

More than 9-in-10 minutes in-car spent with ad-supported media going to Live Radio.

AM/FM Radio AM/FM Radio AM/FM Radio
92% 88% 89%

A18+

SHARE OF
TIME
SPENT

Podcasts
4%

QC2 Thinking of all the time you spent in the vehicle YESTERDAY, how much time did you spend doing the following? 13
Base: Canadians 18+

A18-49 A25-54

SHARE OF SHARE OF
TIME TIME
SPENT SPENT

Podcasts Free Music Podcasts Free Music
7% Streaming 5% 6% Streaming 6%

| Radio On The Move | Signal Hill Insights & Radio
Connects

Free Music
Streaming 4%




Even in Connected Cars, Live Radio dominates

In cars with the latest technologies, Broadcast Radio delivers an overwhelming majority of time
spent with ad-supported audio.

Share of Ad-Supported In-Car Audio by Technology Owned

7% | " 5% | 4%
3% = Free Music Streaming
0
m Podcasts
= AM/FM

Total Built-In WiFi Bluetooth Apple CarPlay Android Auto
Connectivity

| Radio On The Move | Signal Hill Insights & Radio

QC2 Thinking of all the time you spent in the vehicle YESTERDAY, how much time did you spend doing the following? 14 Connects

Base: Canadians 18+
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Live Radio reaches Canadians when they are on the
move, and actively spending

Most adult Canadians 18+ were in their vehicle yesterday, spending money -- and most of them
were listening to AM/FM radio while they did.

Going grocery shopping

Picking up food at fast food / drive-thru
Stopping at a coffee shop

Going shopping at a mall or plaza

Going to the drug store / pharmacy

Going to the bank

Picking up lottery tickets

Driving to a casual or fine dining restaurant
Going to hardware/ home-improvement store
Stopping for beer, wine or liquor

Going to a movie

Visiting a car or truck dealership

Taking your car/truck for servicing

14% =
67
— % 69%

9%

( Used their vehicle to ) Were listening to Live AM/FM

7% do one oftthzse things Radio on the way
yesterday
5%

5%

EE]EJIII

QC5d. And still thinking about the time you spent in a private vehicle YESTERDAY, did you do any of these things while driving, or used your vehicle to get there? Base: Canadians in private verpiﬁgd\(gﬁ{dmé Move | Signal Hill Insights & Radio
QC5e: Were you listening to AM/FM Radio in the car while going or doing this YESTERDAY: Base: Canadians who did at least one activity in-car yesterday 16 Connects




Live Radio has the largest buyable audiences
throughout the day

When stores are open Live Radio is on.

94%

Usage 18+ Monday to Sunday of consumer
spending is at
brick-and mortar
stores*.

———— — %Y\

Midto  6AM 7AM 8AM 9AM 10AM  11AM  12PM 1PM 2PM 3PM 4PM 5PM 6PM 7PM 8PM 9PM 10PM 11PM to
<6AM <Mid

= AM/FM =—Podcasts =—==Free Music Streaming

*Statistics Canada, Nov 2023 . . . . :
) Radio On The Move | Signal Hill Insights & Rad
QB3d. IN WHAT HOURS yesterday did you listen to [media]? Jp  IREERET OV%Ln;%"C?S i insights & Radio

Base: Canadians 18+



Ads heard on the radio drive action

41%
26%
YAV

Done any action Gone online to get Told someone else  Purchased it

of adult Canadians were

41 % prompted to take action after

hearing an ad on Live Radio.

more information about it
about it
AD1. Whether listening in the car or elsewhere, have you ever taken any of the following actions after hearing a brand, product or service advertised on AM/FM radio? 18 AR O Sl IS el

Base: Canadians 18+ Connects



Live Radio lets Canadians know about new
products or services in their communities

In the past couple of months, while listening to AM/FM Radio....

45%"x

Learned new
information about
community events, as
well about new or
familiar products

320 550

Learned about an
event happening in
their areas
(concert, festivals
or community
events)

Q:NEW PRODUCT In the past couple of months, have you had any of the following experiences while listening to AM/FM Radio?

Base: Canadians 25-54, 18-49, 18-34

220 1534

Learned about new
product or service
they were previously
unaware of

| Radio On The Move | Signal Hill Insights & Radio

E Connec ts



Canadians value community information and local
news

Canadians value staying up to date with what's happening in their community — nearly three-quarters
of Canadian adults say they try and keep up with local news, and AM/FM radio is a live and local

media.

% of A18+ who agree that...

| try and keep up with local news | enjoy finding out about new restaurants | like to support local musicians and artists
and businesses in my area

| Radio On The Move | Signal Hill Insights & Radio
onne

e C cts

Q: LOCALIMPORTANCE. How much do you agree or disagree with the following statements?
Base: Canadians 18+



Brands that support local media through advertising
are appreciated by Canadian consumers

52%""

Appreciate when
brands support local
media with their
advertising dollars

Q: LOCALIMPORTANCE. How much do you agree or disagree with the following statements? 21 JAERIDRC I Mosz:;g;iHﬂl SRS 6 REE

Base: Canadians 18+



Offline sources helping fill the Meta gap

While online news from Facebook and Instagram has been partially replaced by other online
sources, a quarter of Canadian adults who used to get news on Facebook and Instagram are now

turning to offline sources to replace it.
Impact of loss of news links on Meta

With changes to
news feeds on

Meta, of the 49%
of Canadians who
were impacted:

Exposed to less news Consuming more news from Consuming more news from

other online sources offline sources (AM/FM, TV,
Newspapers)
C18. In response to Canadian legislation, Meta began removing news links from Facebook and Instagram this summer. In which of the following ways have these 29 | Radio On The Move | Signal Hill Insights & Radio
Connects

changes impacted your exposure to news?
Base: Canadians 18+, had previously been exposed to news on Facebook or Instagram



Radio ads are trusted by Canadians

Radio ads (along with those in print media and on television) are seen as trustworthy by Canadians,

something that digital display ads struggle with.

% of Canadians who would expect to find trustworthy ads on each media

AM/FM Radio (Over the air or streamed)

Print newspaper or magazines

Network or cable television

Cinema

Out of Home advertising (e.g., Billboards, on transit, in washrooms, posters)
Direct mail

TV/Movie streaming services with ads (e.g., Tubi, Pluto TV, Netflix with ads)
Podcasts

Online music streaming (e.g., Spotify with ads)

YouTube

Email advertising

Social Media (e.g., Facebook, Instagram, TikTok, X/Twitter)

Online banner ads

Video games (e.g., mobile games such as Candy Crush, Clash of Clans)
Online pop-up ads

AD_PERCEPTIONS. For each of the following media, please select whether or not the advertising you would expect to find there would be trustworthy 23

Base: Canadians 18+

51%
50%
46%
43%
41%
39%
36%
25%
20%
20%
19%
12%

| Radio On The Move | Signal Hill Insights & Radio
Connects
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Music streamers are heavy Live Radio listeners
because they like audio content

Among past week users of online music streaming services or YouTube for music:

o

80%

say they listen to AM/FM Radio on
“a typical weekday”

16%

are heavy AM/FM
Radio listeners (listen
for 2+ hrs/typical
weekday)

| Radio On The Move | Signal Hill Insights & Radio

E1. Thinking of all the time you may listen at home, in the car, or at work, how much time in total do you spend listening to AM or FM radio stations during a typical 25 Connec ts

weekday?
Base: Canadians 18+, who used paid or free music streaming in the past week



Music Streaming is the new ‘owned’ music

To get information

To amplify/celebrate the To learn something new
moment

To have 'me' time To feel connected

For company when I'm

Canadians turn to paid music i Foss the fime alone
streaming services for the same

needs as their CDs, MP3s and vinyl

- tO lean baCk and relax. To be inspired To be entertained

To get motivated To lift my mood

To escape To relax

= (Owned personal music =—Paid music streaming

| Radio On The Move | Signal Hill Insights & Radio

= Connects

Q. NEED_STATES_1_5. And what kind of audio, if any, do you listen to for each of the following reasons?
Base: Canadians 18+, past week users of each media



Free Streaming has less engagement

To get information

To amplify/celebrate the

To learn something new
moment

To have 'me' time To feel connected

Canadians have less of a To pass the time — For company when f'm
connection with free music

streaming — even weekly users of

free services are less likely to turn

to it for needs fulfillment than to To be inspired To be entertained
paid streaming.

To get motivated To lift my mood

To escape To relax

- Paid music streaming Free music streaming

Q. NEED_STATES_1_5. And what kind of audio, if any, do you listen to for each of the following reasons? || REEROI e MOV%Lfr;geri Al el ¢ [Reeio

Base: Canadians 18+, past week users of each media



Live Radio connects with listeners

To amplify/celebrate the
moment

To have 'me' time

In contrast with ‘lean back’ listening
to music streaming services,
Canadians engage with AM/FM,
turning to radio for information and
to feel connected S

To pass the time

To get motivated

To escape

To get information

To learn something ne\+

To feel connected

For company when I'm
alone

To be entertained

To lift my mood

To relax

Free music streaming ——Past week AM/FM

Q. NEED_STATES_1_5. And what kind of audio, if any, do you listen to for each of the following reasons?
Base: Canadians 18+, past week users of each media

| Radio On The Move | Signal Hill Insights & Radio
Connects



Greater overlap between Broadcast Radio and
Podcasts To get information

To amplify/celebrate the
moment

To learn something nev+

To have 'me' time To feel connected

Both AM/FM Radio and podcasts
are turned to for information and To pass the time sl
entertainment, but radio provides

company and a greater sense of
connection, while podcasts lean
more into |earning new thmgs To be inspired To be entertained

To get motivated To lift my mood

To escape To relax

== Podcasts —Past week AM/FM

| Radio On The Move | Signal Hill Insights & Radio

= Connects

Q. NEED_STATES_1_5. And what kind of audio, if any, do you listen to for each of the following reasons?
Base: Canadians 18+, past week users of each media



Share listening to Streamed Live Radio up by
33% since Fall of 19

12%

Of A18+ listening to Live
Radio is now done by
tuning to Broadcast
Radios’ digital streams.
This increases to 17%
among A18-34

Streamed Streamed
Broadcast Radio Broadcast Radio
Fall 2019 Fall 2023
QB3dx. [M S ry] g of following type(s) of audio that y gtoy y y y 30 | Radio O ve | S
IIIIII ing to each one? Connects
Base: Canadians 18+



Smartphones lead for streaming AM/FM

Past week listening to AM/FM streaming, by device
(Among 18+ who streamed AM/FM in the past week )
Fall 2023

Smartphones Desktop/Laptops Smart Speakers Tablets

31 | Radio On The Move | Signal Hill Insights & Radio
QB3e_1. Thinking back to the PAST WEEK, which devices did you use to listen to each of the following media? Streamed AM/FM stations Connec ts
Base: Canadians 18+, streamed AM/FM in past week



Smartphones are replacing Computers for
streaming Live Radio

Past week listening to AM/FM streaming, by device
(Among 18+ who streamed AM/FM in the past week )

Laptop/Desktop Computer Smartphone
36% 0 36%
o :
Fall 2018 F19/W20 F2022  Spring 2023 Fall 2023 Fall 2018 F19/W20 F2022  Spring 2023 Fall 2023

*Excludes waves during the COVID-19 pandemic
g P 32 | Radio On The Move | Signal Hill Insights & Radio

QB3e_1. Thinking back to the PAST WEEK, which devices did you use to listen to each of the following media? Streamed AM/FM stations Connec ts
Base: Canadians 18+, streamed AM/FM in past week



Canadians use of headphones to listen to Live

Radio Is growing

% of AM/FM time w/ wired % of AM/FM time w/
headphones wireless headphones

179
1
10
9% |% 9% 8%

Total A18-34 A35-54 A55+ Total A18-34 A35-54 A55+
B Fall ‘19 B Fail <23 Fall <19 B Fall -23

17

C1d. Of all the time you spend listening to FM or AM radio, what proportion is... [Through headphones/ ear buds connected BY A WIRE to a mobile
device] [Through headphones/ ear buds connected WIRELESSLY to a mobile device via Bluetooth] [Over speakers]
Base: Canadians 18+, 18-34, 35-54, 55+

Total % of time spent with
Headphones (Fall 2023)

Men - 21%

[ |

9%

Wired Wireless

Women - 16%
|

[ |

7%

Wired Wireless

| Radio On The Move | Signal Hill Insights & Radio

e Connects



Live Radio Streams leads Free Spotify for reach
among addressable digital audio listeners

Past week usage A25-54

For advertisers looking to reach streamers,
AM/FM Radio streaming delivers more listeners
than ad-supported Spotify.

AM/FM Streaming Free Spotify

B3B. When is the most recent time, if ever, you listened to the following types of audio on ANY DEVICE? (Past week)

F16a. You mentioned listening to Spotify. Which of the following best describes your Spotify subscription? . . ) . .
Base: Canadians 25-54 34 | Radio On The Move | Signal Hill Insights & Radio

Connec ts



Daily Spotify users increasingly hard to reach
with advertising

Since its launch, Spotify users continue to migrate to the paid platform, as Canadians move to
renting versus owning their personal music libraries.

% of Daily Spotify Users — Fall 2017 % of Daily Spotify Users — Fall 2023

A

Type of Spotify Subscription

= Paid
® Free
= Someone else's

F16a. You mentioned listening to Spotify. Which of the following best describes your Spotify subscription? 35 | Radio On The Move | Signal Hill Insights & Radio
Base: Canadians 18+, use Spotify daily Connects



Paid users are more highly educated

Educated Canadians are more likely to pay for the subscription to avoid ads on the Spotify app.

Education of Daily Spotify Listeners

m University+
m College/ Tech School

m High school or less

Free Spotify Paid Spotify

F16a. You mentioned listening to Spotify. Which of the following best describes your Spotify subscription? 36 | Radio On The Move | Signal Hill Insights & Radio
Base: Canadians 18+, listen to Spotify daily Connects



Free users are less affluent

Understandably, those with more money are the ones choosing to spend it on the paid version of Spotify.

Household Income of Daily Spotify Users

m Free Spotify Paid Spotify

32%
29%
26% 26%
5%

<$50K $50K-$100K $100K+ Undisclosed

F16a. You mentioned listening to Spotify. Which of the following best describes your Spotify subscription? 37 | Radio On The Move | Signal Hill Insights & Radio
Base: Canadians 18+, listen to Spotify daily Connects



Reach for Ad-Supported Spotify is a fraction of

Total Spotify
16% Daily Reach

Spotify’s total audience

Total Spotify
27% Weekly Reach

38 | Radio On The Move | Signal Hill Insights & Radio

F16a. You mentioned listening to Spotify. Which of the following best describes your Spotify subscription? S -

Base: Canadians 18+



In all key demographic groups, Live Radio provides
significantly higher exclusive weekly reach compared
to Free Spotify

AM/FM Radio
39%

Free Spotify
10%

AM/FM Radio
Free Spotify

AM/FM Radio AM/FM Radio
51% 46%

Free Spotify Free Spotify
6% 7%

A25-54 A18-49
Exclusive Exclusive
Reach Reach

A18+
Exclusive
Reach

A18-34
Exclusive
Reach

B3e_STREAMING_2. You mentioned listening to free online music streaming in the past week. Which of the following FREE services did you listen to in the past Radio On The M Sianal Hill Insights & Radi
week? B3B. When is the most recent time, if ever, you listened to the following types of audio on ANY DEVICE? SUMMARY TABLE OF PAST WEEK gp  REEROIAND oveC| 'gnf HINSIghts & Radio
Base: Canadians 18+, 25-54, 18-49, 18-34 onnects



AM/FM Radio has considerably higher exclusive
weekly reach than podcasts

AM/FM Radio
33%

Podcasts

12%

AM/FM Radio AM/FM Radio AM/FM Radio
T i

—

A18+ A25-54 A18-49
Exclusive Exclusive Exclusive
Reach Reach Reach

A18-34
Exclusive
Reach

B3e_STREAMING_2. You mentioned listening to free online music streaming in the past week. Which of the following FREE services did you listen to in the past Radio On The M Sianal Hill Insights & Radi
week? B3B. When is the most recent time, if ever, you listened to the following types of audio on ANY DEVICE? SUMMARY TABLE OF PAST WEEK ay  (RECIDOINNE oveC| 'gnf HINSIghts & Radio
Base: Canadians 18+, 25-54, 18-49, 18-34 onnects



Live Broadcast Radio complements TV campaigns

Weekly Reach — A18+

While there is considerable overlap
between the weekly reach of TV
Network and Radio, both reach audiences

. or
that the other does not.
TV & Radio o

Only

Radio extends the weekly reach of
TV alone, capturing an additional
23% of the adult population.

| Radio On The Move | Signal Hill Insights & Radio

OTHER_MEDIA. When is the most recent time, if ever, you used each of the following on ANY DEVICE? SUMMARY TABLE OF PAST WEEK 41 Connec ts

Base: Canadians 18+



Compared to other audio, Live Radio is the reach

machine for advertisers

Live Radio is the dominant audio platform to reach Canadians with an audio message

Stated Listening in Past Week A25-54:

Paid ad-free online music streaming

Personal music (CDs / .mp3s / vinyl)
Free online music streaming

SiriusXM satellite radio

Stingray music - only TV channels

Audio books B Ad-supported audio

B3b. When is the most recent time, if ever, you listened to the following types of audio on ANY DEVICE?
Base: Canadians 18+

84%"*

Average weekly reach of Live
Radio against A25-54 as
measured by PPM

* PPM FL 2023 Total Meter CTRL / AW / Weekly Reach %

42

| Radio On The Move | Signal Hill Insights & Radio
Connects
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Key Takeaways

- |

Live Radio is
the center-
piece for
Audio

Broadcast
Radio
represents a
75% share of
ad-supported
audio

Broadcast
Radio
dominates
in-car tuning

9 out of 10
minutes with
ad-supported
in-car audio
is spent with

Live Radio

Live Radio
reaches ‘on-
the-go’
audiences

Two-thirds of
Canadians in
private vehicles
yesterday were
“out and about”
spending money
and MOST were
listening to AM/FM
Radio
I

Live Radio
streaming
has more
listeners
than Free
AMSPOLifY ming
is a growing % of
Live Radio listening
while fewer Spotify
listeners use the

ad-supported
version

44

Live Radio

has more

exclusive
reach

No other ad-
supported audio
platform can
connect with
more Canadian
consumers than
Live Radio

| Radio On The Move | Signal Hill Insights & Radio
Connects
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