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COMMERCIAL RADIO

Project methodology

Representative sample, using multimode recruitment

S i A
Objectives Recruitment Survey Tool
A Identify what Australians A N= 1,500 aged 10+ A Customised radio diary A $10 per returned and
are listening to in its recruited from previous completed for 7 days, by completed diary
entirety radio ratings respondents, quarter hour A Ediary incentive based on
A AM/FM/DAB+, App including both listeners A Place of listening also panel provider incentive
listening, Pandora, Spotify, and nil listeners included programs

Apple Music, Online music, A 80% via CATI / 20% online

TV music channels, owned A Nationally representative
music and other across SMBAP



The GfK Audio Diary
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1 hzoo-1215 1200-1215 1 2 00153045001 53045001 5304500153045001 530-4500153045001 53045001 53045001 530415001 53045001
2 12151230 12151230 2 Type of audio
3 1230-1245 1230-12.45 3 AM/FM/DAB+ (Live AU Radio)
4 | 1245-100 1245-1.00 4 iHeart/Tunein (Live AU Radio)
= B 100-115 5 iHeart/Tunein (All Other)
= | 115130 115-130 6 Pandora
=8, | 1s0es 130-145 7 Spotify
= 8| 145200 145-2.00 8 Apple Music
% s | zooz1s 200215 = Online Music Videos
=l 0] 215230 215230 10 TV Music Channels
R ) 230245 230-245 11 Podcasts
Your Own Music
&8 12| 245300 245-300 12
Other Audio
(wi5] 300315 300315 13|
ol | 315330 315330 14 Locati
Z 15 330-3245 330-345 15| ocation
= M 345-4.00 16| AkHoms
17] 400-415 400-415 17| In Car
. - At Work
415-4.30 415-4.30 Haswhers
19| 430-aa5 230-4.45 19)
20| 4as500 445-5.00 20|
21| sonsis 5D0-515 (|
2| sissi0 515530 22|
z| ssas 530-545
24| sss-600 545-6.00 24|
2| 600-615 600-6.15 25|
| 615630 615630 26|
27| 630-6a5 £30-645 27|
28| sa5700 £45-7.00 28|
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The audio types captured in the diary

| | PANDORA
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* Both free and paid service

Source: GfK Share of Audio 2017, P10+
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How has Other Audio been defined?
The majority of Other Audio has been clarified with the respondent

Included:
« Audio Books (included as a separate audio choice within diary)

* Music playing at various locations (gym, shopping centres, place of work, restaurant)
« DJ, pub music and parties
« Live concerts

Removed:

» Television/ movie / video viewing

« Gaming

« Band, choir and music practice

* Music lessons / playing an instrument
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Source: GfK Share of Audio 2017, P10+



Share of Audio 2017




Share of Audio 2017

Live AU Radio
Owned Music
Streaming
Spotify Total
Spotify - Free
Spotify - Paid
Apple Music
Pandora
Online Music
TV Music
Podcasts
Other Audio
Non AU Radio

Live AU Radio has increased in
2017 and continues to account for
nearly two thirds of audio listening

Small growth in streaming has not impacted radio
listening, growth from Owned Music, Other Audio,

Podcasts and Online Music videos —down a combined
2 percentage points

m2017 m2016
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When are people listening?

Listening to Live AU throughoutthe work day has increased from 2016
100% — —_— — S - - -

6.9 8.3 11.3 154 199 — 151

90% -

80% -
70% -
60% -
50% -
40% -
30% -
20% -

10% -

0% -

Mon-Fri Mon-Fri Mon-Fri Mon-Fri Mon-Fri Sat-Sun
5:30am-9am 9am-12md 12md-4pm  4pm-7pm  7pm-12mn 5:30am-12mn

Source: GfK Share of Audio 2017, P10+

COMMERCIAL RADIO

Other Audio
Owned Music
® Podcasts
m TV Music
® Online Music
m Streaming
® Non AU Radio
m Live AU Radio



Share of Audio 2017 — Daily Reach

Live AU Radio

Owned Music

Live AU Radio continues to have the

Streamin . :
_ J highest reach of all audio sources,
Spotify Total , reaching over two thirds of people
Spotify - Free - 10+ each day.

Spotify - Paid
Apple Music - The growth in streaming has mostly beento the

detriment of Owned Music, down 3.1 percentage points.

Pandora

Online Music
TV Music
Podcasts

Other Audio
Non AU Radio

m2017 m2016

0.0 10.0 20.0 30.0 40.0 50.0 60.0 70.0 80.0
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Share of Audio — % people who listen daily (daily reach)

Live Australian Radio has 4 times the daily reach of the combined streaming
services

68.4% 1.1% 154% 6.1% 3.5% 55% 18.9% 2.8%

| &I |
© spoity .m
m D € MusIC - gﬁ

i ' Non Australian Streaming _ OtherAudioin
Hve é;]g}ccr)ahan Radio (Pandora*, Online Music TV Music Podcasts Owned Audio Books

Spotify*, Apple Videos Channel Music
Music)

All platforms All Platforms

* Both free and paid service

Source: GfK Share of Audio 2017, P10+
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% people who listen daily, by streaming service
Live Australian Radio has 6 times the daily reach of Spotify, over 15 times the
reach of free Spotify

+/-from 2016

i 0
@Spotify* Spotify 10.8% +3.1
Free 4.4% na
@€ MUSIC Paid 6.5% na
, Pandora 2.6% -0.1
PANDORA
Free 2.1% na
Paid 0.6% na

Apple Music 2.9% 0.4

Source: GfK Share of Audio 2017, P10+
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Spotify - subscription vs free

Daily Cume % P10+ |P10-17 P18-24 P25-39|P40-54 P55-64 P65+
Spotify Total 10.8 | 27.1 | 27.1 | 129 | 46 1.7 0.6
Spotify Free 44 | 198 | 6.1 3.7 1.9 1 0.2
Spotify Paid 6.5 74 | 212 | 93 2.7 0.7 0.4

60w

of all Spotify listeners*

are using the subscription

service and cannot be

reached by the
advertising content

[ 8

of Spotify listeners
18-24s use Spotify

Paid

"

COMMERCIAL RADIO
AUSTRALIA

GFK

Only 6.1% of 18-24s
are being reached on

a daily basis by the
Spotify Free service

of 25-39s* Spotify
listeners use Spotify
Paid

* % based on Cume 000s Mon-Sun 12mn-12mn
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GFK

Live Australian Radio has the highest daily reach with QCOMMERC.ALRAD.O
younger audiences than any other audio

70% - Live AU has over 4
58.6% times the reach than
Spotify for 25-39 &
over 15 times the
reach of Spotify

60% - 56.0%

0% - 43.6%

40% -

300 - 27.1% 27.1%

20% -

10% - 5.8% ., 4o 5.7% 4.3%
0% -

3.7% 4.4%

Live Streaming Live Streaming Live Streaming
. o ; o i 2
Austrqllan > 2 g Austra_llan > 7 g Austra_llan > 2 g
Radio 8 ° Radio 3 s S Radio 3 s °
(@] = c [ C
(%- ) © (/Q)- [} © (_% () ©
re o a o S o
o Q <CE).

< <
10 -17 years 18-24 years 25-39 years

Source: GfK Share of Audio 2017
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Live Australian Radio dominates reach tool for older >
. . MMERCIAL ’Eﬁ?,!%
audiences than any other audio

0h -
100% 82 50, 89.3%
2%
80% - 76.1%
60% -
40% -
20% -
. 4.6% 1 606 2.4% 1.7% 1.2% 0.8% 0.6% 0.5% 0.3%
Y0 - .
Live Streaming Live Streaming Live Streaming
Australian 2 © Australian 2 © Australian 2 ©
Radio 3§ 2 2 Radio 3 2 g Radio % 2 2
®» & § @ o § 6 e F
< < <

40-54 years 55-64 years

Source: GfK Share of Audio 2017
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Share of Audio 2017 — Daily Time Spent Listening

Live AU Radio
Owned Music
Streaming
Spotify Total
Spotify - Free
Spotify - Paid
Apple Music
Pandora
Online Music
TV Music
Podcasts
Other Audio
Non AU Radio

2:10
2:11

Daily time spent listening to Live AU
Radio is greater than time spent
listening to all other audio sources
combined.

Small growth in time spentlistening to streaming has
had little impact on radio listening. Paid streaming
makes up the majority of time spent listening to
streaming services.

w2017 m2016

0:00 0:10 0:20 0:30 0:40 0:50

1:00 1:10 1:20 1:30 1:40 1:50 2:00 2:10 2:20
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Average daily time spent amongst People 10+
Live Australian Radio continues to dominate, with listening six times
longer than the three streaming services combined.

2:10 0:01 022 006 004 006 025 003

I N ge— |
O Ins Caaf DN

i i Non Australian Streaming . OtherAudio
Hve é;‘ﬁit{,a"a” Radio (Pandora*, Online Music T\:] Mu5||c Podcasts Owned (incAudio
All platforms AllPlatforms ~ SPOUTY*, Apple Videos Channe Music Books)
Music)

* Both free and paid service

Source: GfK Share of Audio 2017, P10+, Hrs:Mins (2016 results in brackets)
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People continue to spend the most time each day

listening to Live Australian radio

2hrs 10mins

15 mins

Live Australian Radio e spotifyﬁ.

Source: GfK Share of Audio 2017, P10+

3 mins

& MUSIC

P

' COMMERCIAL RADIO
AUSTRALIA

GFK

2 mins

PANDORA
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Live Australian Radio dominates younger audiences
Number one platform consumed by 10-39s each day

1hr 30mins -
1hr - 56 mins
30mins -
O —
Live
Australian
Radio

56 mins

45
mins

)
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1hr 32mins

! 2 4 5 4 4
mMiNS  mins mins  mins mins  mins
1
Streaming Live Streaming Live Streaming
) ' o ' Q
> 2 g Austrqllan > 2 g Austra_llan > 2 g
2 2 S Radio B =~ ° Radio B — °
= & > o) S %3 ® &
n % o 0 = o n 5 o
o Q. Q.
< < <

10 -17 years

Source: GfK Share of Audio 2017

18-24 years

25-39 years
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Live Australian Radio dominates older audiences
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4hrs 30mins
3hr 56mins
3hrs 30mins _
2hrs 56mins
2hrs 28 mins
2hrs 30mins -
1hr 30mins -
6 1 2 1 0 1 0 0 0
0 MINS  mins  mins miNS  mins mins mins mins  mins
Live Streaming Live Streaming Live Streaming
Australian 2 g Australian = § g Australian > § g
Radio 3 s S Radio 3 s g Radio % S e
S S Q p 5 % ° 5
n 2 a @ 5 a N 5 o
[} Q Q
< < <

Source: GfK Share of Audio 2017

40-54 years

55-64 years
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Year on year comparisons
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Youth share of listening trend
Younger audiences continue to tunein to Live Australian radio

P10-17 P18-24 P25-39
2016 | 2017 | 2016 | 2017 | 2016 | 2017
Live AU Radio 39.8 | 36.5 288 | 29.5 | 52.8 | 50.1
Your Own Music 254 | 174 | 220 | 224 | 15.1 | 17.6
Spotify 129 | 245 | 94 | 240 | 124 | 10.0
Apple Music 47 | 46 | 40 | 26 @ 25 | 25
Pandora 38 | 15 | 13 | 27 | 33 | 27

Online Music Videos 7.2 86 | 158 | 8.6 2.9 3.9
TV Music Channels 2.1 3.4 0.6 1.8 2.3 3.2

Podcasts 3.0 16 | 63 | 49 6.1 6.2
Other Audio 07 | 19 | 91 1 32 J 1.7 21

iHeart/Tunein (All
Other) 04 | 02 | 26 | 0.3 09 | 17

21



Under 25s share of listening trends GFK
Live Australian radio remains favourite, with streaming increases coming
from owned music and online music videos

Daily Share of

Reach% Listening DEL IS
2016 | 2017 | 2016 | 2017 2016 2017
Live AU Radio 52.3 | 494 33 32.4 0:57 0:56
Spotify 152 | 271 | 10.7 | 242 0:18 0:41
Apple Music 6.6 5.7 4.3 3.4 0:07 0:05
Pandora 4.0 3.4 2.3 2.2 0:03 0:03

Online Music Videos| 135 | 128 | 125 8.6 0:21 0:14
TV Music Channels | 3.2 4.2 1.2 2.4 0:02 0:04
Podcasts 8.2 6 5 3.6 0:08 0:06
Your Own Music 34.1 | 249 | 23.3 20.3 0:40 0:35
Other Audio 5.7 2.8 5.9 2.7 0:10 0:04

Source: GfK Share of Audio 2016 and 2017, P10-24
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Share of listening trend — over 40s
Live Australian Radio continues to be the dominant audio type

P40-54 P55-64 P65+
Market Share 2016 | 2017 | 2016 | 2017 | 2016 | 2017
Live AU Radio 69.5 | 76.1 | 84.8 | 815 | 91.2 | 91.7
Your Own Music 136 | 10.2 5.9 89 | 46 | 44
Spotify 29 | 32 | 09 08 | 00 | 04
Apple Music 1.3 1 09 03 | 04 | 00 | 0.2
Pandora 09 | 1.3 | 15 | 0.7 | 04 | 0.2

Online Music Videos 14 17 | 14 | 21 | 04 @ 0.2
TV Music Channels 37 | 1.3 | 21 | 19 | 10 | 13
Podcasts 33 | 26 | 1.3 | 23 0.7 | 0.7
Other Audio 22 | 16 | 15 | 14 16 | 14
iIHeart/Tunein (All
Other)

12 1 12 | 03 | 01 00 | 01

23



Year on Year Comparison — Daily Reach
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Live Australian Radio has retained reach levels, increase in streaming from other

audio types

P10-17

P18-24 P25-39 P40-54 P55-64 P65+
Daily Reach % 2016 2017 | 2016 | 2017 | 2016 | 2017 |2016| 2017 | 2016 | 2017 | 2016 2017
Total Live AM/FM/DAB+ 58.8| 56 |46.6 | 43.6 | 60 | 58.6 |77.3| 76.1 | 855 | 825 | 87.1 | 89.3
Streaming 22.3| 338 1 231 34.7 | 189 | 198 | 8 8.2 3.3 3.6 05 | 14
Spotify 15.2 | 27.1 | 153 | 27.1 | 116 | 129 | 45 | 4.6 1.4 1.7 0 0.6
AppleMusi 6.8 | 58 | 64 | 57 44 | 3.7 | 25| 16 0.8 1.2 0 0.5
Pandori 5 24 | 32 | 43 42 | 44 |18 | 24 1.2 0.8 05 | 0.3

24



Sharing audiences and incremental reach
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Sharing audiences — AU Radio and Spotify (2017)
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% of people 10+ who listen daily

80
70
60
50
40
30
20
10

0

68.4
63.5

4.9 5.0
Listens to AU Listen to AU Listen to both AU Listen to Spotify,

Radio Radio, not Spotify Radio and Spotify not AU Radio

Source: GfK Share of Audio 2017, P10+
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Sharing audiences — AU Radio and Spotify Free
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% of people 10+ who listen daily

80
70
60
50
40
30
20
10

0

68.4 66.3

83.4% of Spotify
Free listeners also

listen to AU Radio
on a weekly basis

2.1 2.3
| ] | _—I
Listens to AU Listen to AU Listen to both AU Listen to Spotify,

Radio Radio, not Spotify Radio and Spotify not AU Radio

Source: GfK Share of Audio 2017, P10+

27



Investigating real incremental reach GFl (
R&F Schedule (30 x ROS for one week) shows little to no
incremental reach

Share of Audio 10+
Cumulative Cumulative Average Gross Impacts
Summary Audience % | Audience # (000) GRP Spots Frequency 3+% 3+# (000) (000)
Spotify (Free) 5.9 796 14.4 30 25 18 242 1,958
Live AU Radio 73 9,915 344.7 30 4.7 437 5,938 46,839
week 1 75.6 10,277 359.1 60 4.7 46.1 6,266 48,797

* Less than an additional 3% audience, only 362,000 listeners (SMBAP)

* No impact on frequency

* Only 14.4 additional GRPs

* Less than an additional 2.5% audience on 3+ reach, only 328,000 listeners

28
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Australian Australian radio remains
radio

accounts for

of all of all Spotify
4 2udio listeners are using the
k listening subscription service

and -5
r by the advertising
content <
of Spotify
Free, and Apple
Musi c0Os

audiences P
Australians spend

Australian
radio is the

to
Australian radio than all
other audio platforms

combined
. "G Y )

consumed by
10-39 year olds
A each day




