


Methodology

321 radio stations in the U.S. & Canada
N =51,760
Interview dates: January 16-February 27, 2017

Most respondents are members of station databases. Some
responses were gathered via station websites and/or social
networking pages.

All responses were collected online and weighted using Nielsen
2016 market populations.

This is a web survey & does not represent all radio listeners or
even each station’s audience. It is not stratified to the
U.S./Canadian populations.
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Why radio? Music & personalities rule, but so
do powerful “emotional benefits.”

Hear favorite songs I 66%
It's free Y 57%
DJs/Hosts/Shows I 56%
Like to work with radio e 559 @
In the habit I 52% 0
Keeps me company I 43% O
Getin a bettermood T 22% @
News Y 39%
What's going on locally e 35%
Escape life's pressures e 35%@
Emergency info [N 33% @
Discover new music [ 32%
I 29%
I 28%
I 27%
P 24%
D 19%
I 17%

Music surprises
Talk shows
Weather

Traffic

Charitable events
Sports

Prizes

I 14%
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Nearly 8 in 10 say a key radio advantage is
its local feel.

Total 79%
TS12 I 77%

AAA I 88%
NT e 82%
ALT I 82%
HAC I 82%
RCK I, 81%
SPT I 30%
CLR I 79%
CHR I 78%
CTY I 78%
AC I 77%
VAR [ 71%
CLH I 77%

Disagree
3%

Strongly DK

i I 69°

Disagree 1% RUR 6904’
59 UAC = 68%
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17% say they’re listening to more AM/FM
radio in the past year. Only 1 in 10 listens
less - the same as last year.

32

Past Year
Among those who listen to AM/FM radio




Why less radio? While digital is an issue, the
biggest “speed bumps” are too many
commercials & music repetition.

Too many commercials P 40%

Repetitive music [T 40%
Lifestyle change [N 37%

Less time in a car

Music streaming services
Not enjoying programming
Satellite radio

Mobile phone/apps

P 33%
I 32%
I 30%
I 28%
I 27%

Annoying talk shows N 26%
Internet D 22%
Too much DJ talk I 22%
No access to AM/FM Y 20%
iPod/Mp3 I 18%
Podcasts N 16%
TV, videos, etc. [ 15%
In-car media system [N 14%

News is depressing I 14%
Not enough local info Il 6%
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Among those who listen to AM/FM radio listening less in the past year
Main reason




The highest “Net Promoter” recommendation
scores are for Christian music radio, followed
by Triple A, Hot AC, Country and Rock.
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Contests are the key reason for station
website visits, followed by streaming &
local concert information.

Babe01.ay(4%)
Total Po.% )
Videos (9%)

Showtznens 13%)
Main Reason

Among those who visit home station website monthly or more often




One-fifth listen to podcasts weekly or more

often - especially Millennials.

Total 21%
I 20%

TS 12
Male NN 23%
Female [ 19%

GenZ [N 26%

Millennials 33%
Monthly Gen X [N 24%
8% Boomers [ 15%

Silent 7 10%

Caucasian 20%
Hispanic s 27%
African-American [N 20%
Asian [ 25%
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Half of those who listen to podcasts to use
their smartphones.

In-car audio system
6%

In-home audio
system
3%
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Among those who listen to podcasts/on-demand audio monthly or more




One-fifth frequently use voice commands on
devices they own, especially Gen Xers.

. ey |
No access to 1%

this feature
8%

Total
TS 12

Male

20%
I 17%

I 19%

Female I 20%

GenZz I 13%
Millennials 19%
Gen X N 23%
Boomers [ 19%
Silent | 13%

Rarely

22% Caucasian 20%

Hispanic [ 20%
African-American Y 17%
Asian [ 16%
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More than one in ten now owns an Amazon
Echo or Google Home. They appeal to a wide
range of consumers.

Total OOOOOOOGC 11%

Male NN 12%
Female NN 11%

Genz NN 8%

Millennials 11%
Gen X N 12% L d
Boomers 11% ,&
Silent 11%
Caucasian 11%
Hispanic 12%

African-American [T 12%
Asian [ 13%
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Headphone users are most often working out,
working or hanging out at home.

Working out 51%

Working 32%

At home 31%

Commuting 19%

In the car 9%
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Nearly 9 in 10 of those in the new car market say
its very important to have AM/FM radio, followed
by Bluetooth & a smartphone connector.

AM/FM Radio

88%

Bluetooth

67%

Smartphone connector 64%

CD player 43%

Navigation system 38%

Wifi 29%

Satellite radio 27%

Media system 22%

HD Radio 22%

Apple CarPlay/Android Auto

18%

DVD player 14%
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Hard drive 9%

“Very Important” features among those planning on buying/leasing (or already =

bought) a new vehicle in 2017




More than 6 in 10 can connect a mobile
phone/mp3 player in their cars, led by
Millennials.

Boomers

In the vehicle driven or ridden in most often




On a typical weekday, radio’s share of in-car
listening is 64%, followed distantly by
satellite radio & personal music collections.

Audio books Other

2% 2%
Streaming Audio

\
4%

Podcasts \
4%

Your Music
11%

Percentage of time spent in a car with each source



Satellite Radio is slowly growing in popularity
driven mostly by men & older listeners.

P>
Through Dish

Network
2%

Free trial
4%

Total 23%
Ts12 N 22%
TS11 N 17%

Male I 27%
Female NN 20%_—""

GenZ NN 21%
Millennials 15%
Gen X [N 23%
Boomers I 26%
Silent [ 24%

Caucasian 24%
Hispanic [y 18%
African-American N 22%
Asian Y 14%

Urban
Suburban
Rural

I 19%
I 26%
I 21%
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Nearly 6 in 10 stream audio at least weekly,
especially progressively younger generations.

Total 58%
Ts12 N 57%

Male [N 59%
Female NN 57%

GenZ NN 81%
Millennials 73%
Gen X NN 64%
Boomers [ 50%
Silent 0 32%

Monthly
8% Caucasian 57%
Hispanic [ 69%
African-American Y 60%

Asian [ 65%
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4 in 10 say they’re addicted to their mobile
phones, especially Millennials.

Total 41%
Ts12 36%/

Male [N 36%

Female NN 49%
Genz NN 56%
Millennials 63%
Gen X NN 29%

Boomers [ 31%
Silent [T 18%
Caucasian 42%

Hispanic [ 48%
African-American Y 38%
Asian Y 54%

Disagree
19%

DK
1%
Urban [N 12%

Suburban I 42%

Rural 1 39%
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More people wake up to mobile phones than
clock radios.

Clock radio - local station - 22%

Some other way 20%

KI'Sll TS12 TS13 \
Clock radio - buzzer - 14%
40% 35% 36%

Phone/Tablet - radio station 1% 40% 43% 44%
k 0 0 Oj

Phone/Tablet - other stream
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Among cell phone, smartphone or tablet owners




Facebook stands apart as the most popular
social site with the most daily usage.

kik [ 7% : Kik | 1% :
Have Profile Daily Use
Reddit [ 8% Reddit | 2%
Meetup . 10% Meetup 1%
WhatsApp - 16% WhatsApp I 3%
MySpace - 23% MySpace @ 0%
Snapchat - 31% Snapchat - 11%
Instagram _ 49% Instagram - 19%
Pinterest _ 53% Pinterest . 9%
Twitter _ 54% Twitter - 16%
Google+ _ 56% Google+ . 9%
YouTube [ 61% YouTube [ 16%
LinkedIn _ 63% LinkedIn l 6%

80% Facebook Messenger - 30%

Facebook Messenger

0% 20% 40% 60% 80% 100% 0% 20% 40% 60% 80% 100%

Left: Among those with a social media profile

Right: Among those with a profile on each platform o oY
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3 in 10 listen more to stations that interact

with them socially, especia
AC, Rhythmic CHR, & CHR.

Total
TS

UAC
RUR
CHR
HAC

‘ ALT
DK AAA
3% cTY

RCK

VAR

Disagree NT

20% AC
CLH

SPT
CLR

lly fans of Urban
| strongly Agree + Agree |

000000 31%
... I 26%

44%
N 20%
N 39%
I 35%
Y 3%
P 33%
N 31%
P 30%
28%
DN 28%
N 28%
N 27%
N 26%
I 26%
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More than 1/3 own a turntable, especially Baby
Boomers & men. But Millennials own them, too.

Total 36%
Ts12 [ 34%

Male [ 42%
Female NN 32%

GenZ [N 36%
Millennials 20%
GenX [N 28%
Boomers [ 47%
Silent [T 42%

Caucasian 37%
Hispanic [ 28%
African-American [ 26%
Asian [ 28%
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A majority discover new music on broadcast
radio — nearly 7x higher than other platforms.

AM/FM radio (any device) T 54%
Facebook N 8%
Friends/relatives I 7%
SiriusxM B 5%
Spotify WM 3%
Pandora M 3%
Television shows [ 3%
YouTube M 3%
Other W 3%
Live performances/concerts B 2%
Music TV channels B 1%
Music competition shows § 1%
Music magazines [ 1%
Apple Music/Beats Music I 1%
Band/artist websites § 1%
iHeartRadio | 1%
NPR/Public Radio | 1%
Twitter | 1%
Shazam | 1%

Movies | 0%
Slacker 0%
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Among those interested in new music




6 in 10 say half or more of their gift shopping
took place online last holiday season.

Total 60%

Male NN 59%
Female NN 61%

Genz [N 54%
Millennials 67%
Gen X [N 64%
Boomers [ 56%
Silent T 45%

Caucasian 61%
Hispanic [ 56%
African-American Y 55%
Asian [T 62%

Urban [N 55%
Suburban N 63%
Rural [ 59%
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For more information:
Fred@JacobsMedia.com
WWwWw.jacapps-com

www.jacobsmedia.com



