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1. The multiplatform
audio opportunity




Total listening to all ad-supported audio is up +25%
since 2018, with connected audio driving growth

Commercial Audio: Total weekly listening hours (m)

& share by platform (%) 671.3

627.5

581.3 96.3

545.6
Non BBC podcasls

Digital audio

Linear radio via IP

Broadcast radio

Spring 2018 Spring 2019 Spring 2023 Spring 2024 Spring 2025

Base: Live commercial radio, non-BBC podcasts, music streaming services (free with ads).

Spring data used for consistent comparison. Due to restrictions on fieldwork during covid and changes to survey question wording no comparable data available for 2020-22 or pre-2018 Source: RAJAR MIDAS



Using digital and broadcast audio in combination boosts both
demand generation and demand conversion activity

Digital Audio

« Enhanced targeting
opportunities
« Enhanced CTA relevance
 Real-time measurement &
optimisation

Digital Audio

e Extend reach
* Richer emotional connection
 Access to audio benefits for
more advertisers

sroadeast Hadio Broadcast Radio

e Mass reach
 Emotional
connection

 Drives Brand Salience Projected

impact on
outcomes

 Relevant moments
 Flexible & adaptable
« Short term response




But advertisers are under-investing in commercial audio,
with audio lagging audience growth

2.2%

Total commercial audio
y-o-y % change in
Revenue & Audience

2024 vs. 2023

Revenue growth Audience growth

Base: Total UK commercial audio listening hours; Total UK commercial audio ad revenue Source: RAJAR MIDAS; AA/WARC/Radiocentre



HIGH GAIN AUDIO

2. Uncovering the real ROl of
multiplatform audio
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This groundbreaking new analysis enables us for
the first time to:

1. Quantify Audio ROl relative to other media for both generating and converting demand

2. Compare ROl of Broadcast Radio and Digital Audio /individually to other media

3. Explore how Multiplatform Audio amplifies overall media campaign ROI

I radiocentre



Our two-fold approach started with mining the
Profit Ability 2 data for audio data

N
thinkbox’

Mine the
Profit Ability 2 database

Profit Ability 2: the new

business case for advertising

for learnings about Audio
at a headline level
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Why Profit Ability 27 It’s the biggest post-COVID
MIVIM databank

14/ ££1.8bn

Brands Media spend
analysed (2021-2023)*

O

Agencies

(84 of which spent on Audio)

10 05

Brands matched
pre & post Covid

14

Sectors**

Media channels

Source: Profit Ability 2, April 2024 - Ebiquity, EssenceMediacom, Gain Theory, Mindshare, Wavemaker UK. W A EE ;ﬁ L]
*Based on end date of analysis period. Spend by year: 21% 2021, 32% 2022, 47% 2023 All analysis based on most recent 52 weeks available. %% § T Me Ia

**Total databank has 14 categories only 7 have sufficient granularity to report individually



Then, we identified the campaigns with distinct
digital audio and broadcast radio components

2

ldentify advertisers where
it is possible to separate

Digital Audio from
Broadcast Radio effects
within their MIMMs




We created a new dataset of brands with sufficient
spend across both broadcast radio and digital audio

4 10+

Share of total media spend by channel
£ II 4 8 Broadcast Radio
7 11 Digital Audio
Media spend
Brands analysed (2021-2024) A
9.0%

Sectors Media channels

sssss
OOH Other m Social m Generic PPC m Online Display

Source: WPP Med ia (7 Brands ) %% % Iﬁ Medla
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The Findings

1. Total audio ROl relative to other media

* Generating demand (full-term)
» Converting demand (short-term)



Audio full-term profit ROl is 21% higher
than the all-media average

Full-Term Profit ROI All Cateqories

+21%
I I I 21z 4.3 All-media average = £4.11
I e B

Print Linear TV AUDIO BVOD Online Video Generic PPC  Paid Social Cinema Online Display

: oo i, i, L
WPk Media
SSSSSS : Profit Ability 2, April 2024 - Ebiquity, EssenceMediacom, Gain Theory, Mindshare, Wavemaker UK. wOE OB




Audio short-term profit ROl is 82% higher
than the all-media average

Short-Term Profit ROl All Cateqgories

£2.7
£2.5
£2.5
All-media average = £1.87
. — — ————E'II'8————'E'|? ______________________________
Print AUDIO Generic PPC Linear TV  Online Video BVOD Paid Social Online Cinema

Display

: oo i, i, L
WPk Media
SSSSSS : Profit Ability 2, April 2024 - Ebiquity, EssenceMediacom, Gain Theory, Mindshare, Wavemaker UK. wOE OB



High Gain Audio

The Findings

2. Broadcast Radio & Digital Audio ROl vs. other media

* Generating demand (full-term)
» Converting demand (short-term)



Broadcast radio and digital audio full-term profit ROI
are both significantly higher than the all-media average

Full-Term Profit ROI All Categories

All-media average = £4.11

el - L R
£3.5

£3.0

£2.8

£2.6

£2.3

Print Linear TV DIGITAL BROADCAST BVOD Online Video Generic PPC Paid Social OOH Cinema Online
AUDIO RADIO Display

WPPMedia

Source: Profit Ability 2, April 2024 - Ebiquity, EssencelMediacom, Gain Theory, Mindshare, Wavemaker UK; Digital and Broadcast Audio split, WPP Media, 7 brands



Broadcast radio and digital audio short-term profit ROI
are both significantly higher than the all-media average

Short-Term Profit ROI All Cateqories

£1.6
£1.5
Print DIGITAL BROADCAST Generic PPC Linear TV Online Video BVOD Paid Social Online OOH Cinema
AUDIO AUDIO Display

WPPMedia

Source: Profit Ability 2, April 2024 - Ebiquity, EssencelMediacom, Gain Theory, Mindshare, Wavemaker UK; Digital and Broadcast Audio split, WPP Media, 7 brands



High Gain Audio

The Findings

3. Effect of Multiplatform Audio on overall campaign ROI



We excluded multiplatform audio in our modelling, reallocating
the spend to other channels in the mix

No Audio: overall campaign ROl (SHORT-TERM)

INDEXED CAMPAIGN ROI 100

100%

SSSSSS : WPP Media (6 Brands) N O Au d I o



Including multiplatform audio within the mix boosts
SHORT-TERM TOTAL CAMPAIGN ROI

Effect of including Audio on overall campaign ROI (SHORT-TERM)

105

INDEXED CAMPAIGN ROI 100 —

All other channels

Digital Audio
Broadcast Radio

TOTAL AUDIO
= 15.0%

ource: , Notes: es the same budget across
ios. Bu t was removed from Audio and redeployed into other ° °
eeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeee dia mix. No Audio Current Audio usage




Both broadcast radio and digital audio have headroom

to profitably increase investment

Average vs Marginal ROl - example

£1,600,000 8
Profit
total profit from total spend ]
£1,400,000 Vs
£1,200,000 6
£1,000,000 o
- —
© £800,000 4 Q
O UUN T
£600,000 3
the total profit / total spend
£400,000 2
Marginal ROI
£200,000 the additional profit per L
additional pound spent
£- 0

£- £100,000 £200,000 £300,000 £400,000 £500,000 £600,000 £700,000
Spend (Weekly)

I radiocentre

Source: WPP Media, Curves illustrative example only: Notes: Table results are based on 6 brands and show % spend increase vs current spend levels to different levels of marginal ROIl. These are for Audio only.

Available headroom vs. current spend
at different levels of
Short-term MIARGINAL ROI cut-off

Mlnm]um Broadcast Digital
Warginal Radio Audio
Profit ROI
£1.50 +20% +40%
£1.25 +40% +80%
4 )
£1.00 +90% +180%

Maximised level

SR

WPPMedia



Maximising multiplatform audio share of media spend to 24%
boosts short-term total campaign ROl by 8.27%

Effect of including and maximising* Audio budget share on overall campaign ROl (SHORT-TERM)

105 108.2

INDEXED CAMPAIGN ROI 100

All other channels

*Increasing spend on audio until the
marginal ROl reaches 1 or until inventory
exhausted within current Audio strateqy

TOTAL AUDIO

Digital Audio - 52 0%

Source: WPP Media (6 Brands) Notes: All scenarios assume a
fixed total budget. The Audio maximization scenario
exclusively focused on maximizing profitable spend on Audio,

TOTAL AUDIO
reallocating budget from other channels until marginal ROl hit

=15.0%
- ° (o]
£1 for Audio or practical buying/strategic headroom was @ A
reached. Other channel headroom’s were not considered. %ﬁ%é

: ; . : W I
No Audio Current Audio usage Maximised Audio usage PP Media

Broadcast Radio

=




Summary of the key findings

Key learning ‘1

Audio has both a
higher short-and-full

term ROl vs the all-
channel average

+32% in the short-
term

+21% in the full-term

IR radiocentre

Key learning 2

When measured
separately, both
Broadcast Radio
&
Digital Audio
outperform the
all-channel average

Key learning 3

Including
Multiplatform Audio
within the media mix

boosts total
campaign ROl

+5% the short term

Key learning 4

Maximising
Multiplatform Audio
within the media mix

boosts total

campaign ROI

+8% in the short-term
(max spend 24%)




Putting the learning into practice

IR radiocentre



The Radiocentre S-step quide:

Amplifying campaign effects using multiplatform audio

These findings echo evidence from our

STEP 1. previous study Radio: The ROI Multiplier

Be more ambitious with

multiplﬁtfor:' budget e EFFECTS ON OVERALL CAMPAIGN RO
allocation REALLOCATING BUDGET TO RADIO FROM ALL MEDIA

é@ RULE OF THUMB

480 e S
5
j
e s '1 : ;.--_ ety
e e e I
kL . $  —
4 DU -. ol 2 Y A -'-"
o 9% 12% 14% 17%
e
Radio share of campaign spend

O F TOTAL I\/I ED |A Source: Radio ROI Dataset

2
Base: Meta-regression Analysis, Dverall Campaign ROI, 132 cases
BUDGET

ign ROI

Total Camp




Maximising multiplatform audio investment enables
you to take advantage of above-average profit ROI

FULL-TERM PROFIT ROI SHORT-TERM PROFIT ROI

£2.7

All media average BROADCAST RADIO DIGITAL AUDIO Allmedia average =~ BROADCAST RADIO DIGITAL AUDIO

Base: Multiplatform Audio dataset (7 campaigns) vs. Total PA2 dataset Source : WPP Media



Wondering where to source additional audio budget
allocation? Starter-for-ten...

£41.2bn

PUREPLAY INTERNET

RADIO

2024



Short-term profit ROl from broadcast radio & digital audio

significantly outperforms Jeltig=Te] 18R [{elh 1Nl =101 [F1 6

Short-Term Profit ROl All Categories

£2.7
£2.3 £2.3
£1.8
I I I MG
I MS

DIGITAL AUDIO BROADCAST RADIO Generic PPC Online Video Paid Social Online Display
Wi Media

Base: Multiplatform Audio dataset (7 campaigns) vs. Total PA2 dataset



Full-term profit ROl from broadcast radio & digital audio

significantly outperforms all Jel¥{=1e]ET0Re [[o[R =1 Fel g ETaa (=1 5

Full-Term Profit ROI All Cateqgories

DIGITAL AUDIO BROADCAST RADIO Online Video Generic PPC Paid Social Online Display

WPPMedia

Base: Multiplatform Audio dataset (7 campaigns) vs. Total PA2 dataset



The Radiocentre 3-step quide:
Amplifying campaign effects using multiplatform audio

STEP ‘. STEP 2. STEP 3.

Be more ambitious with Use digital audio to Evolve MIMMs to
multiplatform budget supplement not understand broadcast
allocation substitute broadcast radio & digital audio

radio effects

&Y RULE OF THUMB

20%

OF TOTAL MEDIA MAXIMISE IMPROVE AUDIO
BUDGET WEEKLY REACH INPUTS




Commercial broadcasters provide access to ¢.90% of UK commercial
audio listening including digital audio and broadcast radio

Broadcast radio

07%

Podcasts15%

W BT streamed music 5%

I radiocentre

Sources: RAJAR MIDAS Spring 2025 and Speed of Sound
Base : % Share of total UK commercial listening time by audio format


https://www.radiocentre.org/our-research/speed-of-sound/
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How to use multiplatform audio to
amplify overall campaign ROI

See Radio Differently
at Radiocentre.org
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