Why commercial audio is growing and
how advertisers can benefit
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Total commercial audio listening is growing...

Total weekly commercial audio listening hours (000s)

616,335

505 243 531,515 533,621 l
j T I T I T

Spring 2016 Spring 2018 Spring 2020 Summer 2022

Source: RAJAR MIDAS
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Increased penetration of connected devices
makes audio easier to access

Change in penetration of key audio devices since 2014

39%

0%
2014 2022 2014 2022
Smart speaker Household penetration Smartphone adult users

Source: Ofcomn Technology Tracker



Increased availability of audiences

Half of working adults work from home at least one day a week or more

L6%

Which of the following best describes your working week now?
(% of working adults, number of days by location)

15%
9% 10% 9%

Full time at 4 office, 1 home 3 office, 2 home 2 office, 3 home 1 office, 4 home Full time at home

workplace Source: Global audience Insider/Differentology (Sep 2022)
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Generation Audio 2022

Provide context to the continued growth in commercial audio listening

Verify/quantify the scale of the 2014 need-states

Understand the role of different audio services across the need-states

Explore the opportunities for advertisers

Get a sense of what is shaping the future of audio






Generation Audio 2022
- new data sources

Qualitative

1-week auto-ethnographic study
capturing listening behaviour

- have need-states evolved?

Base: weekly commercial audic listeners



Qualitative methodology

Online auto-ethnography

« 7-day video diary capturing audio listening occasions
« 20 respondents (rep. of RAJAR MIDAS audience)

Audio listening qualitative dataset

= 155 audio days
= 397 audio moments
= Over 7 hours of video footage




Generation Audio 2022

Base: weekly commercial audio listeners



Quantitative methodology

Longitudinal 'audio listening' diary study

Matching RAJAR MIDAS audience profile
7-day online diary task for each
respondent

Diary entries captured 'in the moment’

1.
2,
3.
4.
S.
6.
7.
8.

Need state
Demographics
Who listening with
Day and day part
Activity

Location

Mood (Al analysis)
Audio type

Device
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2014: 6 Need-states
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2022: 7 Need-states PERSONAL

Keep me
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escape
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CONTENT my 7 CONTEMPORARY

horizons CO NTEXT
NEED-STATES

Keep me
company

Audio provides
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social the a human voice when people
currency moment are on their own

Source: Generation Audic, Radiocentre/Differentology 2022 S OC IA L



MOOD PROFILE

Keep me company ————— All listening occasions = == KEEP ME COMPANY

Positivity

Distracted Happy

“Radio for me is like a friend Anxiety Energised
who's always there - | always
have it on in the background." Relaxation Feelgood
Interested Uplifted
Informed
i R
a2 M7 » L= (@)
Mainly Alone Working or studying / HH chores /childcare 51% At home 27% in-car
or with
children

Base: 128,442 commercial listening minutes Source: Generation Audio, Radiccentre/Differentology 2022



Keep me company

26% of total listening time

Keep me

company
26%

Share of total listening time

Base: 128,442 commercial listening minutes

weekly reach

Av. length of
listening occasion

Source: Generation Audio, Radiocentre/Differentology 2022



Keep me company

26% of total listening time Keep me
company
26%

Share of listening within need-state by audio format

All Adults 79% 10% 11%

15-34

0% 10% 20% 30% 40% 50% 60% 70% 80% 20% 100%

Elive Radic B On-Demand Music B Podcasts

Base: 128,442 commercial listening minutes Source: Generation Audio, Radiocentre/Differentology 2022



Audio Need-states PERSONAL

Audio provides a sanctuary
from the outside world to
allow people to sit-back and
Help me recharge
escape
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MOOD PROFILE

He'p me escape All listening occasions == HELP ME ESCAPE
Positivity
Distracted Happy
Anxiety Energised
“Something about listening.... %
J ]
just takes everyday stress away. Relaxation Feelgood
Interested Uplifted
Informed

i ® & v M EE

Mainly Alone Relaxing/browsing the internet/commuting 58% At home
or with 28% in-car or public transport
Partner/spouse

Base: 48,219 commercial listening minutes Source: Generation Audio, Radiocentre/Differentology 2022



Help me escape

10% of total listening time

escape
10%

i i . weekly reach
Share of total listening time Y

Base: 48,219 commercial listening minutes

Av. length of
listening occasion

Source: Generation Audio, Radiocentre /Differentology 2022



Help me escape

10% of total listening time

Help me
escape
10%

Share of listening within need-state by audio format

All Adults

15-34

0% 10% 20% 30% 40% 50% 60% 70% 80% 20% 100%

Hlive Radic B On-Demand Music B Podcasts

Base: 48 219 commercial listening minutes Source: Generation Audio, Radiocentre/Differentology 2022



Audio Need-states PERSONAL

Keep me
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Help me
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Audio is an energiser/pick-me-
up when listeners are engaged in
other tasks or activities.
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Source: Generation Audio, Radiocentre/Differentology 2022 S O C I A L



MOOD PROFILE

)
L’ft my mOOd All listening occasions = e==LIFT MY MOOD
Positivity
Distracted Happy
“I chose what | was listening to Anxiety Energised
in the specific moment
to bOOSt my splrlts." Relaxation Feelgood
Interested Uplifted
Informed

I
L

P b * ¥ M

3 2 e
T & & 3 oS
Mainly Alone Working or studying/HH chores/exercise 50% At home, 26% at work, 20% in-car

or with
colleagues

Base: 169,323 commercial listening minutes Source: Generation Audio, Radiocentre/Differentology 2022



Lift my mood

35% of total listening time

Av. length of
listening occasion

Share of total listening time weekly reach

Base: 169,323 commercial listening minutes Source: Generation Audio, Radiocentre/Differentology 2022



Lift my mood

35% of total listening time

Share of listening within need-state by audio format

All Adults

15-34

0% 10% 20% 30% 40% 50% 60% 70% 80% 20% 100%

HLive Radic ®On-Demand Music ®Podcasts

Base: 169,323 commercial listening minutes Source: Generation Audio, Radiocentre/Differentology 2022



Audio Need-states PERSONAL

Keep me
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Help me
escape
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CONTENT my 7 CONTEMPORARY
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currency Audio brings people

together and sets the tone to
make social occasions feel

) ) ) ) SOCIAL more special
Source: Generation Audio, Radiocentre /Differentology 2022



MOOD PROFILE

Amp’ify the moment ————— All listening occasions

AMPLIFY THE MOMENT

Positivity
Distracted Happy
“When the radio is on at my
mum's or when I've got friends Anxiety Energised
around it creates a positive
atmosphere." Relaxation Feelgood
Interested Uplifted
Informed
L X @ - N
v B & &d & # oo
With colleagues, Working/Socialising/Eating, drinking 38% At home, 30% at work, 28% in-car

family, friends

Base: 52,459 commercial listening minutes Source: Generation Audio, Radiocentre/Differentology 2022



Amplify the moment

1% of total listening time

29%

Av. length of
listening occasion

Share of total listening time weekly reach

Base: 52,459 commercial listening minutes Source: Generation Audio, Radiocentre/Differentology 2022



Amplify the moment

1% of total listening time

Amplify the
moment

11%

All Adults

15-34 74% 22% 4%

0% 10% 20% 30% 40% 50% 60% 70% 80% 20% 100%

HlLive Radic B On-Demand Music B Podcasts

Base: 52,459 commercial listening minutes Source: Generation Audio, Radiocentre/Differentology 2022
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Source: Generation Audic, Radiocentre/Differentology 2022 S OC IA L
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MOOD PROFILE
L d L d
PrOV'de SOC'a' currency ————— All listening occasions PROVIDE SOCIAL CURRENCY
Positivity
Distracted Happy
“Radio can create talking points Anxiety : Energised
because of the social aspect with g ,E
the radio show hosts.” Relaxation Feelgood
Interested Uplifted
Informed

W Bk & &3 & ft & G
30% At home, 45% at work, 17% in-car

With colleagues, Working/Socialising/Eating, drinking

family, friends
Source: Generation Audio, Radiocentre /Differentology 2022

Base: 15,133 commercial listening minutes



Provide social currency

3% of total listening time

Av. length of
listening occasion

Share of total listening time weekly reach

Base: 15,133 commercial listening minutes Source: Generation Audio, Radiocentre/Differentology 2022



Provide social currency

3% of total listening time g x
currency
3%

PROVIDE SOCIAL CURRENCY

Share of listening within need-state by audio format

All Adults 20% 9% 1%

0% 10% 20% 30% 40% 50% 60% 70% 80% 20% 100%

Hlive Radic ®On-Demand Music B Pocdcasts

Base: 15,133 commercial listening minutes Source: Generation Audio, Radiocentre/Differentology 2022



Audio Need-states PERSONAL

Keep me
in the
locp

Help me
escape

Bp— AUDIO SATISFIES
CONTENT NULA 7 CONTEMPORARY
NEED-STATES

- . Keep me
Audio introduces listeners company

to new topics of interest and
helps them discover new
music

Amplify
the
moment

Provide
social
currency

Source: Generation Audio, Radiocentre/Differentology 2022 S O C I A L

CONTEXT



MOOD PROFILE

®
Broaden my hor,zons All listening occasions BROADEN MY HORIZONS
Positivity
Distracted Happy
“Ill listen to podcasts to . .
. Anxiety Energised
learn something new."”
“The radio means I listen to music |
. " Relaxation Feelgood
might not normally come across.
Interested Uplifted
Informed
- o eﬂf” @
* s N s
'I' i @ v
Mainly Alone Relaxing/browsing the internet/hobbies 61% At home 27% in-car/public transport

Base: 12,102 commercial listening minutes Source: Generation Audio, Radiocentre/Differentology 2022



Broaden my horizons

4% of total listening time

14%

Av. length of
listening occasion

Share of total listening time weekly reach

Base: 12,102 commercial listening minutes Source: Generation Audio, Radiocentre/Differentology 2022



Broaden my horizons

4% of total listening time

BROADEN MY HORIZONS

Share of listening within need-state by audio format

All Adults

15-34

0% 10% 20% 30% 40% 50% 60% 70% 80% 20% 100%

HlLive Radic ®On-Demand Music B Podcasts

Base: 12,102 commercial listening minutes Source: Generation Audio, Radiocentre/Differentology 2022



Audio Need-states PERSONAL

Audio seamlessly keeps Keep me
listeners connected to in the
what’s going on in the loop

Help me
escape

wider world
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Source: Generation Audio, Radiocentre/Differentology 2022 S O C I A L



Keep me in the loop

“"The radio helped me feel more

connected and up-to-date with
what was going on in the world."

f.. 6 B N K

MOOD PROFILE

All listening occasions e KEEP ME IN THE LOOP

Positivity
Distracted Happy
Anxiety Energised
Relaxation Feelgood
Interested Uplifted
Informed

ft

Mainly Alone Working/ Childcare Commuting 58% At home  21% in-car

or with partner HH admin
and/or children

Base: 57,788 commercial listening minutes

Source: Generation Audio, Radiocentre /Differentology 2022




Keep me in the loop

12% of total listening time

Keep me in
the loop

12%

Share of total listening time

Base: 57,788 commercial listening minutes

weekly reach

Av. length of
listening occasion

Source: Generation Audio, Radiocentre /Differentology 2022



Keep me in

Keep me in the loop

12% of total listening time 12%

KEEP ME IN THE LOOP

Share of listening within need-state by audio format

All Adults

15-34

0% 10% 20% 30% 40% 50% 60% 70% 80% 20% 100%

HlLive Radic B On-Demand Music B Podcasts

Base: 12,102 commercial listening minutes Source: Generation Audio, Radiocentre/Differentology 2022



Total commercial audio:
share of weekly listening

time by need-state

Share of total commerecial listening (duration)
Base: 490,464 commercial listening minutes

Keep me
company
26%

Keep me in
the loop
12%

Provide
Broaden Social

my currency 0
horizons 3% Ampllfythe

5% moment
11%

Help me
escape
10%

Source: Generation Audio, Radiocentre /Differentology 2022



DEFINING GHARACTERISTICS
OF EACH AUDIO FORMAT




on-demand music services

Share of listening within each need-state
(ranked largest to smallest)

LIFT MY MOOD 17 %

HELP ME ESCAPE 17%

AMPLIFY THE MOMENT 14%

KEEP ME COMPANY 10%

BROADEN MY
HORIZONS

PROVIDE SOCIAL
CURRENCY

KEEP ME IN THE LOOP

%

Share of total commerecial listening (duration)
Base: 490,464 commercial listening minutes Source: Generation Audio, Radiocentre /Differentology 2022



Podcasts

Share of listening within each need-state
(ranked largest to smallest)

BROADEN MY HORIZONS

KEEP ME IN THE LOOP 21%

HELP ME ESCAPE 18%

PROVIDE SOCIAL
CURRENCY

KEEP ME COMPANY 1%

LIFT MY MQCD

AMPLIFY THE MOMENT

F

Share of total commerecial listening (duration)
Base: 490,464 commercial listening minutes Source: Generation Audio, Radiocentre /Differentology 2022



Live radio

Share of total listening within each need-state
(ranked largest to smallest)

AMPLIFY THE MOMENT 83

%

PROVIDE SOCIAL CURRENCY 80%

KEEP ME COMPANY 79

KEEP ME IN THE LOOP 76%

LIFT MY MOOD 73%

HELP ME ESCAPE

BROADEN MY HORIZONS

Share of total commercial listening (duration)
Base: 490,464 commercial listening minutes Source: Generation Audio, Radiocentre /Differentology 2022



Live Radio and on-demand audio formats
play complementary roles for listeners

PODCASTS
Listening is led by
a desire to learn
new things and
develop deeper

LIVE RADIO understanding of

selected topics

Listening is driven by the need

to feel energised/uplifted ON-DEMAND
and more connected MUSIC
with specific social groups/ SERVICES
to the wider world Listening is
centred around
mood
management

Source: Generation Audio, Radiccentre/Differentology 2022









The audio advertising opportunity is bigger than ever

Total commercial audio weekly reach %

. 75%
| | | I
I I I Total commercial audio weekly listening hours (000s)
Spring 2016 Spring 2018 Spring 2020 Summer 2022 616.335
549,095 553,341
505,243
\\
$
Q \\
\\\\\\\\\
Spring 2016 Spring 2018 Spring 2020 Summer 2022

Base: Live Commercial Radio; Commercial Listen Again/Catch up radio; Non-BBC podcasts; Ad-funded (free subs) On-Demand music services Saurce: RAJAR MIDAS (all adults)



Live radio and on-demand audio play
complementary roles for listeners

PODCASTS
Listening is led by
a desire to learn
new things and
develop deeper

LIVE RADIO understanding of

selected topics

Listening is driven by the need

to feel energised/uplifted ON-DEMAND
and more connected MUSIC
with specific social groups/ SERVICES
to the wider world Listening is
centred around
mood
management

Source: Generation Audio, Radiccentre/Differentology 2022



Live radio has the highest weekly reach within 6/7 need-states

Weelly reach % (proportion of listeners within each need-state reached by audio format)

. Podcasts . On-demand music . Live radio

Keep me company

LIVE RADIO - 90%

Keep me in the loop
LIVE RADIO - 76%

Broaden my horizons

LIVE RADIO - 38%

Provide social currency 13%
LIVE RADIO = 71%

Amplify the moment

LIVE RADIO - 84%

Lift my mood 27%
LIVE RADIO = 77%

Help me escape

LIVE RADIO - 62%

Source: Generation Audio, Radiocentre/Differentology 2022 Base: 1,000 weekly commercial audio listeners



Live radio has the highest share of listening time within 6/7 need-states
Share of listening time by audio format within each need-state's share of total listening time

. Podcasts . On-demand music . Live radio

35%

Lift my Help me Broaden Provide Amplify Keep me Keep me in
mood escape my social the company  theloop
horizons currency moment

% shown in BLACK = share of overall listening time accounted for by each need-state

% shown in WHITE = Live Radio’s share of listening within each need-state

Base: £00,464 commercial listening minutes
Source: Generation Audio, Radiccentre/Differentology 2022



Live Radio leads listening time across all demographics
Share of total commercial audio listening by format

ALL ADULTS 15 - 34s

PODCASTS

ON-DEMAND 15%

MUSIC
13%

LIVE RADIO
78%

ON-DEMAND LIVE RADIO
MUSIC 56%

28%

Source: RAJAR MIDAS (Summer 2022)
Source: RAJAR MIDAS Summer 2022



Context-led occasions dominate commercial listening

Context-driven need-states
account for 80% of listening

. Context-led
. Content-led

KEEP ME IN
THE LOOP

13%

BROADEN MY
HORIZONS

PROVIDE
4% SOCIAL

CURRENCY
3% Share of total commercial listening (duration)

Source: Generation Audio, Radiocentre/Differentology 2022 Base 400,464 commercial listening minutes



Summary of key take-outs

1. Commercial audio audiences continue to grow, driven by increased
physical and mental availability

2. Audio need-states establish how Live Radio and On-Demand audio formats
play complementary roles for listeners

3. Live Radio leads listening across the need-states/across all age groups

4, Context-led occasions dominate commercial listening
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Generation Audio
- applying the learning to generate better results

media factors that influence advertising effectiveness
1. Audience reach
2. Audience mood

3. Audience context



1. Reach is a crucial driver of ad effectiveness

OXFORD

The Long and the
Short of It

|
Balancing Short and Long-Term Marketing Strategies

Les Binet, Head of Effectivenses, adameve DDB

Potiee Fieid, Markating Oonsultant




Weekly reach drives radio(audio) effectiveness

Chort-DI \VEEKLY COVERAGE — EFFECT ON RADIO SALES UPLIFTS

29

27

23 Radio returns improve

Radio % Sales Uplifts Per £100K Spend

- / with higher weekly reach
2.1
19
12% 15% 19% 25% 30% 35% a0%
% Av Weekly Coverage

Source: Radio ROI Dataset
Base: Meta-regression Analysis, Radio Sales Uplifts, 131 cases

Weekly Reach drives SALES
Source: Radio, the ROl Multiplier

Average Ad Awareness Uplift Rate %

Ad Awareness Uplift Rate % vs Campaign Weekly Reach %

Established brand,Radio not lead & Weeks
+200%
F180%
+160%
H140%
+120%
+100%

+RO%
+60%
+40%
+20%

0%
10 15 20 25 30 35 40 45 50 55 60 65
Weekly Reach %

Weekly Reach drives AWARENESS
Source: Radio Planning Optimiser




The Role of Emotions in Marketing

Richard P. Bagozzi

University of Michigan

Mahesh Gopinath

Tulane University

Prashanth U. Nyer

Chapman University

Emations are mentalsiates of readiness that arise from ap-
praisals of events or one s awn thoughs. in this article, the
authovs discuss the differentiation of emotions from affect.
moods, and attinudes, and outline an appraisal theary of
emarions. Next, variois measurement ssues are consid-
ered, This is followed by an analysis of the role of arousal
in emotions. Emotions as markers, mediaiors, and mod-
erators of consumer respouses are then analyzed. The
authors turn next to the influence of emotions on cognitive
processes, which is followed by a study of the implications
of emations far volitions, goal-directed behavior, and de-
cisions io help. Emotions and customer satisfaction are

briefly explored, tao. The aricle closes with a manber of

questians for future research,

Th

In comparison to information processing and behavioral
decision rescarch, we know much less about the role of
cmotions in marketing behavior. Much of what we do
know is confined to consumer behavior. as opposed to the
behavior of salespeople or marketing managers.
Nevertheless, emotions are central to the actions of

consumers and managers alike. Our goal in this anticle will
g about emations; to

tions function as causes, effects, mediators, and moderators

Jnarnsl of the Acadcrmy of Marketing Seience.
Volume 27, Na. 2, pages I
Copyright © 1999 by Academy of Marketing Seicnce.

in marketing behavior; and to provide suggestions for
fuuture research.

THEORY AND FUNCTION OF EMOTIONS

Little consistency can be found in the use of terminol-
gy related to emotions. For purposes of organization and
discussion, we begin with a definition of emotions and
then tum to a framework for interpreting cmotional
behavior.

Definitions

f T} hercin

for a set of more specific mental processes including emo-
tions, moods, and (possibly) attitudes. Thus, affect might
be considered a general category for mental feeling
processes, rather than a particular psychological process,
perse.

Hy emotion, we mean a mental state of readiness that
arises from cognitive appraisals of events or thoughts: has
a phenomenclogical tone; is accompanicd by physiclogi-
cal processes; is often expressed physically (e.g., in ges-
tures, posture, facial features); and may result in specific
actions to affin or cope with the cmotion, depending on
its nature and meaning for the person having it. For a simi-
lar perspective, sec Lazarus (1991) and Oatley (1992).

The line between an emotion and mood is frequently
difficult to draw but often by convention involves conceiv-
ing of a moad as being longer lasting (from a few hours up
o0 days) and bower in intensity than an cmotion. Yet, excep-
tionstothis construal can be found. Still another distinetion

mmErab

Key findings from the

emhances recepliveness to brand advertisi

Radio:
The Emotional
Multiplier

2. Mood congruence boosts memory encoding

engagement

edia and the mood of the nation” study




3. Situational cues drive subconscious decisions

Nonconscious Goals and Consumer Choice

TANYA L. CHARTRAND
JOEL HUI

BABA SHIV

ROEIM J. TANNER*
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purchase intent

Building
Shelf
Awareness

Quantifying radio's last-minute influence for FMCG brands




“Three/audio approaches |

to generate better results



1. Increase audio’s share of the overall media budget

Reallocating budget to radio from other media improves total campaign ROI

4.70

4.60

>D

4.50

+8.5%

4.40

4.30

4.20

Total campaign ROI

4.10

4.00
9% 12% 14% 17% 20% 22%

Radio % share of total campaign spend

Source: ‘Radio: the ROl Multiplier' from Radiocentre with Helmes & Cook
Base: 132 cases with overall campaign ROl data



2. Use Live Radio plus on-demand audio formats
to maximise reach

Weekly adult reach % by audio format 75%
65%
15% 14%
Podcasts On-Demand music services Live Radio Total Commercial Audio

Base: Live Commercial Radio; Commercial Listen Again/Catch up radio; Non-BBC podcasts; Ad-funded (free subs) On-Demand music services Source: RAJAR MIDAS Summer 2022
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CONTENT-LED

NEED-STATE

KEEP ME IN
THE LOOP

3. Explore need-states-based planning
to enhance audio communication effectiveness

KEY IDENTIFYING CHARACTERISTICS

re: share of listening time/relative differences between need-states

SUMMARY SHARE OF
OVERALL
LISTENING

TIME %

AVERAGE
'WEEKLY
REACH %

AVERAGE MAIN
LENGTH OF | LISTENING
LISTENING LOCATIONS
QCCASION

Audio provides a sanctuary from the 10% 74 mins
outside world to allow people to sit-

back and recharge

At Home,
When

Driving, Public
transport

Audio is an energiser/pick-me-up
when listeners are engaged in other
tasks or activities

At Home,
At Work

Audio brings people together
and sets the tone to make social
occasions feel more special

‘Audio gives listeners new things
to talk about and helps spark
conversations

Audio introduces listeners to new
topics of interest and helps them
discover new music

At Home,
Public
transport

Audio seamlessly keeps listeners
connected to what's going on in the
wider world.

At Home,
when driving

MAIN
ACTIVITIES

Relaxing,
Browsing
the internet,
Commuting

Working/
Studying,
HH Chores,
Exercise

Socialising,
Eating/drinking,
Working

Relaxing,
Browsing
the internet,
Hobbies

Working,
Commuting,
HH Admin,
Childcare

SOCIAL
CONTEXT

Mainly Alone,
Partner/
Spouse

Mainly Alone,
Colleagues

Colleagues,
Family,
Friends

Mainly Alone

Alone,

Partner/
Spouse,
Children

PREVALENT
MOOD

Relaxed

Happy,
Energised,
Uplifted

Positive,
uplifted

Interested,
Positive,
Uplifted

Informed,
Energised,
Positive

SHARE OF TOTAL LISTENING
within need-state audio format

LISTENER
COMMENTS

ON-DEMAND | PODCASTS
MUSIC
SERVICES

“Something about listening to radio just takes everyday
stress away, especially after work."

"l chose what | was listening to in the specific moment to
really boost my spirits.”

“It was my friend's 30th... we listened to some music on a
speaker, it amplified the social aspect & made us feel ina
party mood."

“When the radio is on at my mum’s or when I've got
friends round it creates a positive atmosphere.”

*Radio can create talking points because of the social
aspect with the show hosis.”
“I enjoyed a podcast so much | recommended it to my
friends.”

*I'll listen to podcasts to learn something new. The radio
is good for when I'm not sure what | want to listen to. it
also means | listen to music | might not normally come
across."

*The radio helped me feel more connected and up to
date with what was going on in the world "
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