What Now

What Next?

Embrace Disruption, Embrace New Ideas,
6 Things that Make Local Media Great
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The law of diffusion of innovation

Innovators
(2.5%) Early Early Late
Adopters Majority Majority Laggards
(13.5%) (34%) (34%) (16%)




O% Will give me a ride
/ﬂ\ Will ship a new mattress to my home
. Aplace to watch movies

| et’s take a

| can listen to the music | like

u

quiz ...

Will deliver meals and help me cook

X

Order on-line and will deliver anything to my door

Shows me who is at my front door




A Ride ...

UBER
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Will deliver a mattress ...




Watch movies ...

NETFLIX

RAB:z
Ox
WWW.rab.com BUREAU




Listen to music ...

&) spotify pandora
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Meals ...

' 4 ONE BOX

OR S60 VALUE

Hel{oFRESH

HelloFresh.com
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Deliver to my door...

amazon
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Answers my door ...

RAB:
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These companies have one thing in common

Disruption

RAB
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Embrace Disruption



“The future doesn't fit in the
containers of the past.”

Rishaad
‘obaccowala

Publicis Group







Three Universal Truths




Digital Doesn't Care




Disruption is driven by
consumer choice




Consumer choice IS
ariven by content




2 YouTube

Felix Kjellberg

- Net worth $40

Channel: PewDiePie
Subscribers: 110 million
Shtick: Video games / jokes

Source: CelebrityNetworth.com 2019

Ryan Kaji (He's 7 Years old)
- Income $29.2 Million
Channel: Ryan ToysReview
Subscribers: 30 million
Shtick: Reviews toys

Mr. Beast (Jimmy Donaldson) Michelle Phan

— Income $54 Million — Net worth $50 Million
Channel; Mr. Beast Channel: Michelle Phan
Subscribers: 94 million Subscribers: 9 million

Shtick: Daring stunts for cash Shtick: Makeup tutorials

RAB:#
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Selena Gomez Cristiano Ronaldo Kylie Jenner Kim Kardashian
Followers : 311 million Followers : 428 million  Followers: 327 million Followers: 300 million

Source: brandwatch.com

RADIO
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Jeff Schmidt
Followers : 400



iy ! THE DIAL

The Infinite Dial .
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) . [t THE INFINITE DIAL 2022
Social Media Brand Usage

TOTAL U.S. POPULATION 12~

9% USING SOCIAL MEDIA BERAND

Facebook
Instagram
TikTok

Pinterest

m 2020
m 2021
m 2022

Twitter

Snapchat

LinkedIn

THE INFINITE DIAL 2022 EDISON RESEARCH

@?E‘!i‘.?" WONDERY ARTI9' #InfiniteDial

an amazon company



A ; [l THE INFINITE DIAL 2022
Social Media Brand Used Most Often

BASE: U.S. SOCIAL MEDIA USERS

n @ 8 D@on—isn

Age 12-34 34 24 17 oN 3 B

Age 35-54

Age 55+

\ THE INFINITE DIAL 2022 EDISON RESEARCH
(Jecison  WONDERY ~ARTI9

an amagon company #InfiniteDial



Netflix

/4.4 million US monthly
average users(end of Q1 2021)

Source: Statista

Number of Netflix paid subscribers worldwide from 1st quarter 2013 to 1st quarter
2021 (in millions)

...............................................

Souma Addeanal Inlormalan




Digital democratizes
development, production and
delivery, reinvents supply chains
and challenges established
brands by giving consumers new
ways to engage with the con
and brands they love

ent




Content is Everything




What Makes Us Great?

1.) Local Content




People tune into radio
during a crisis.

45%

40%

35%

30%

33%

Daily Trends

‘-

3300 34%; ;34%; 39%

29%




Radio - A trusted resource

| trust radio to give me timely information 60%
Radio is a good source of information 59%
| trust radio to give me accurate information 56%

| trust the information | get from my favorite radio hosts 53%

| am still finding ways to listen to radio even though | am not
commuting or working outside the home

44%

Having acess to radio (on-air or online has helped me deal

0,
with the virus outbreak 42%

% Agree

RADIO
RAB::~-
Source: Nielsen, custom online survey, March 20-22, A18+, n=1000 BUREAU



) : F it THE INFINITE DIAL 2022
Audio Sources Currently Ever Used in Car

BASE: U.S. AGE 18+ AND HAS DRIVEN/RIDDEN IN CAR IN LAST MONTH; 84%

= USING AUDIO SOURCE IN CAR

AM/FM radio
Owned digital music

CD player m 2020
m 2021

Online audio m 2022

Podcasts /5% Listen the
I AI\/I / FM Radio
in the Car
Q;sﬂisgn WONDERY ARTI®
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0T is Everywhere

 Devices connected to and learning from other devices
« Smart lights, locks, thermostats, security systems and appliances

 Potentially new channels where broadcasters connect with listeners
/ viewers

* New 5G networks will allow BILLIONS more connected devices with
significantly faster speeds and less latency

* In 2008 it was reported that there are more devices connected to
the internet than there are people on the planet

WWW.rab.com ANER



« Fully enabled Internet appliance
« Shopping lists

Smart Applicances - Notifications
* View contents on your phone

e Someday soon, you might be reaching
customers through an appliance!



Smart Speakers
The 4th Sgles Channel







Smart Speakers

« Smart Speakers / Smart Audio

e 35% of Americans 18+ (100
million) now own a

smart audio device. e
« 23% Alexa, 11% Google Home B
» Other digital assistants R
include Samsung Bixby and R
Apple Home w/Siri S

Source: Infinite Dial 2021
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iy THE INFINITE DIAL 2022

Smart Speaker Ownership

TOTAL U.S, POPULATION 12+

% OWNING A SMART SPEAKER

Estimated

100 Million

27
18
7
2017 2018 2019 2020 2021 2022

. \ THE INFINITE DIAL 2022 EDISON RESEARCH
gve»gﬁ?n WONDERY  ARTID #nfiniteDial

an amagon company
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Number of Smart Speakers in Household

BASE: U.S,. AGE 12+ SMART SPEAKER OWNERS

2018

2019

2020

2021

2022

OR MORE

THE INFINITE DIAL

©® 2022 EDISON RESEARCH

#InfiniteDial
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What Makes Us Great?

2.) Technology




Radio has become a “Tech Geek”

Radio

o\ Audacy

iHeart
RADIO

TUNE m

Top-Rated Music Stations

v

Exphote Music

@B
= 'n

(2 (®)

Now Playing NEX iHeartRadio Podcasts




RADIO’S DIGITAL PLATFORMS ARE
STEADILY GROWING

Smart
Speakers

HD Radio Podcasting Streaming

Source: Voicebot Smart Speaker Consumer Adoption Report, 2019; HD Radio stat from Xperi/HD Radio, 2019; The
Infinite Dial 2020 — Edison Research / Triton Digital; PrecisionTrak.com, 2019, commercial and non-commercial stations




What Makes Us Great?

3.) Local Activation
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SHOW ME THE MONEY!
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Digital Ad Spending Worldwide, 2018-2023
billions, % change and % of total media ad spending

$517.51
$479.20

$435.83
$384.96
$333.25 | N . ..

I605

2018 2019 2020 2021 2022 2023

I Digital ad spending
B % change N % of total media ad spending

Note: includes advertising that appears on desktop and laptop computers as
well as mobile phones, tablets and other internet-connected devices, and
includes all the various formats of advertising on those platforms,; excludes
SMS, MMS and P2P messaging-based advertising

Source: eMarketer, February 2019

T10016 www.eMarketer.com




Radio's Digital Ad Revenue and YOY Growth, 2015-2022
S in Billions

EER &

| $0.62 -
: $0.55
o
Rl 50.27

2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021  2022f

Source: Bormll Associates Inc.

i 2022 Bormell
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Per-Cluster Share of Obtainable Digital Revenue, by Market Size, 2021

Share of In-Market Obtainable Digital Revenue

Sample Size

Best

DMR Size Stations Clusters Avg, Median Highest Practice*
1t0 10 359 88 1.3% 0.7% 7.1% 5.7%
111020 286 65 2.4% 1.0% 13.1% 11.5%
21t0 S0 492 118 2.4% 1.2% 13.2% 11.0%
51 to 100 745 163 3.8% 2.1% 17.3% 14.5%
101 to 200 967 198 5.7% 3.4% 36.7% 33.2%
201 to 300 461 93 9.6% 6.3% 47.4% 38.2%
301to 513 269 65 8.5% 4.8% 42.1% 34.8%

*Average market share for the five market clusters getting the largest shares

Source: Borrell's Digital Revenue Database

© 2022 Borrell



Percentage of Radio's Total Ad Revenue From Digital Sales

19.2%
|
15.7%
14.8% 7]
./
10.1%
]
3.1V
7.0% ]
5.9% —
5.2% e
./

2015 2016 2017 2018 2019 2020 2021 2022f

Source: Bormell Associates Inc.

i 2022 Borrell
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What Radio Advertisers Bought in 2021,
& What They Spent On It

Avg. Annual

Media % Buying Spending
Radio 100% S 23,684
Any/All Types of Digital Media 88% S 61,070
Social Media 69% S 15,871
Events/Sponsorships 54% S 21,276
Paid Search 51% ) 52,811
Online Banner/Display Ads 48% S 15,365
Newspapers 48% S 18,386
Direct Mail 42% ) 18,741
Magazines 36% S 8,132
Other Printed Publications 35% ) 4,048
Out-of-Home 34% S 38,197
Broadcast TV 24% S 55,796
Streaming Video/OTT 23% S 19,666
Online Directory Listings 22% S 3,932
Cable TV 21% S 35,741
Printed Directories 18% S 8,938
Email Sponsorships 17% S 5,601
Mobile In-App Ads 17% S 4,853
Content Marketing 17% S 5,224
Streaming Audio/Podcasting 14% S 10,087
Mobile SMS/Text 14% S 4,672

Source: Borrell's Local Advertisor Survey, Aug Oct 2020; N = 944 rodio buyers

2021 Borrell



On average, 15% of everything that's spent on
digital advertising by businesses located inside
a market goes to a locally based media
company.

The remaining 84% goes to Google,

Facebook, Yelp, Homes.com, Autotrader.com,
and a bevy of other Internet companies.




What's Changing

In the past 4 years advertisers have . . .

v Increased what they buy:5 5 types of media to 8
L]

v' Decreased # of companies they buy from: 5 to 2

COPYRIGHT © 2020 BORRELL ASSOCIATES INC. ALL RIGHTS RESERVED _
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ocal media can
proviae ...

= Reach
= Jarget
" Engage
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Digital is not a competitive
medium, it's a complimentary
medium

_



What Makes Us Great?

4.) Fully integrated marketing
options that cross channels
and platforms




Digital Revenue for Local Media

« Banners * SEM /5RO
« Streaming commercials * Email
« Pre-roles (Audio and Video) ~Contests
» On-Line Promotions * Video
* Auctions

« Program sponsorships
« Mobile Apps

* Social media

« Website Development
« Podcasts

e Paid search / AdWords
* Directories

 Targeted Display

* GEO Fencing




1

Broadcast
Radio 2
L1}

_ocal Media Can .l .
Deliver More 2

3

Personal
Endorsement

- WE CAN NOW
OFFER CROSS a4
PLATFORM
SUPREMACY: Nt
Channels

* Delivering 13
Different Media :
Channels iiartiat

Advertising



What Makes Us Great?

5.) Creativity and local
engagement




Leverage Native Content to Achieve Client Goals

OVER 200 OF WASHINGTONIAN'S TOP DOCTORS
= MedStar Washington Hospital Center

- News Traffic Weather Listen v

& Login @ D.C Metro 60°

wWIOPnews

Brnaxing Mews: ME. Gov. Larry Mogan anmounces few Sxie for Preskness Stakes

Local News » ALL
New

Voler registration deadline for Maryland's June 2 pimary
election nears OVER

Stay safe, shop smart and eat healthy during the
COVID-19 pandemic PHYSICIANS

ON WASHINGTONIAN'S
TOPF DOCTORS LIST

College Board launches fix after glifch kept students from
submitfing AP exams

Travel in the ‘new normal’: When
coronavirus restrictions loosen, what
will travel be like?

ouirs 30

i Firidf jpiiuei.

QHKRM‘!EV‘S’!{“’HR‘ S v T Niohonn T Dt v oA el : —

Man arrested after car chase, barricade in DC home

Pr. George’s lawmakers critical of Larry Hogan's response
to county’s coronavirus crisis

hours aga

Hiker finds body in wooded area near Fairfax Station

8

Renewed push for inmate release after
coronavirus cases in DC jail climb 25-fold

e - A Coronavirus costs may put Bowie's new ice arena on thin
Latest coronavirus test results in DC, ice
Maryland and Virginia

COVID-19 hospitalizations at 3-week low in Md.

INSIGHT BY CISCO
Collaboration without compromise: A security-first
approach to telework

(7, P - 0000 =& —

DC man burned by May 13 fire dies. triggering homicide
investigation

DOWNLOAD

| \  THE WTOP APP  WTOPnews

TODAY. 24/7/365 | 103.5 FM | WTOP.com

e S5A board urges moving death records to Treasury to stem
v x
A coxss coronvirus payments to deceased £

LR R

4
. v of the wond | wadng seaer y Broviders. Wrbms ® i trunted by S3% of the Farr ] | Leies

NAVY ¢
FEDERAL
Credit Union

More Top News & Features

V) 'y ol te bekpern; ) ve - ogery e e 253 wnt rermite wrthew

Need a puzzle? DC offers waivers to
nonessential educational and
academic shops i

Should DC narrow roads to allow
for more social distancing space?

Pet of the Week: Nino is pure joy
and needs a home

Collaboration without compromise:
A security-first approach to
telework

Telehealth: How to get the care you
need without leaving your home

Weekly ‘Eavesdrop on Club
Quarantine Jam Session’ brings joy
to a Capitol Hill neighborhood

Ve LINE I NS ASAOCATY

Ot periary Comemm i e

BARAL 45 MASAS I b

PHOTOS: While most stores are
closed, some retail activity remains
at Tysons Comner mall

Arlington National Cemetery limits
Memorial Day weekend visitors to
family pass holders

08 % A NETITVATY IV OUF SO0, I e

Nominate a WTOP Frontline Hero
WOTRAPICHS. Ve miew wORbtpICA M Our (OO b




WTOP News with Sun Design .‘ :
Remodeling. g i WTOP News with MedStar Washington Hospital Center. r F?deral News Network with e
Sponsored - | Sponsored - @ k« Cisco.

. Sponsored

During these uncertain times, it's important to eat healthy and create well-

Sun Design is committed to preventing the _
balanced meals for you and your families.

spread of the Coronavirus while continuing to
manage their daily responsibilities ...See More

As government agencies transition to remote
working, they must leverage existing
partnerships with their trusted ...See More

Coronavirus
Precautions

Sun Design Remodeling

o v
£y 3 ’ﬁ?’
hA . .

.

WTOP.COM
What does a remodeling job site look like
during COVID-19 | WTOP

|
L)

WTOP.COM
Stay safe, shop smart and eat healthy during the COVID-19
pandemic | WTOP

FEDERALNEWSNETWORK.COM
Collaboration without compromise: A

© @ O Carrie Wh... 13 Comments 4 Shares security-first approach to telework | Feder...

[C) Like C] Comment A> Share

©D0% 126 9 Comments 32 Shares
@© Rashad BurberryBeanz Welch and 16 oth...
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WAYS TO EARN NEW DIGITAL REVENUE

1. Sell existing digital assets
» Digitalize a product or service

2. Contract assets based on shared-risk outcome

3. NV

ove into adjacent or new digital streams

4. C

NO0Se one or two at a time and get good at

development, delivery and follow up / analytics




The Big 5 for Local Media

* Audio stream and pre-role
e Banner Ads (Own website)

 Jargeted Display (Other websites)
« Email Marketing

«\Website Development




4 TIPS TO BUILDING AN EFFECTIVE
MEDIA STRATEGY

1. Get Granular

2. Align with their lives
3. Get creative

4. Be authentic

BONUS TIP: Stop thinking of silo’s and platforms and
start thinking of audience. You sell access to a unigque
and fiercely loyal audience.




What Makes Us Great?

0. Powertul local
media brands




OUR ST

THERE’S NEVER BEEN A BETTER TI




RADIO BOASTS HIGHEST MASS REACH
AMONG TRADITIONAL MEDIA

0 0,
91% 89% 90% E ks 93%
85%  85%

53%
46%

37%

Adults 18+ P18-34 P35-49

m Radio m Live+Time Shifted TV B Smartphone (App/Web) m Internet on Computer m TV-Connected Devices Tablet (App/Web)

Source: The Nielsen Total Audience Report August 2020



-
Satellite O S'a

Radio
Tablet AUDIO

Audio

THE MEDIA UNIVERSE

P18+ WEEKLY REACH Social Media

on a PC

Social Media
= o on a Tablet
Smartphone
Social Media Audio
SOCIAL MEDIA ol S pbions
THE CONSUMER idsovR
Time-Shifted TV
Smartphone |
App + Web
g TV-Connected
- Tablet " i
- App + Web Devices
il 1 |
' . Smanhone
Video . .
MOBILE & COMPUTERS Intemnet on a PC O e
Source: Nielsen Total Audience Report June 2021 Tablet Video VIDEO

Satellite Radio data comes from Nielsen Scarborough USA+ Release 2 2020



Online

Digital capabilities offering
interactive opportunities

Complements and
enhances on air campaign
by reaching consumers
using many touch points

Delivers content wherever
and whenever listeners
want it

A mass medium capable
of easily delivering your

message to many people

Targetable assuring the
right people are exposed
to your message

A trusted medium and
always available especially
during times of crisis

On Target

An environment delivers
consumers who are
engaged and passionate
about the content

Offering companionship
and information

Exposure to the message
when and where consum-
ers are ready to buy

or shop




Your Challenge...

* Determine what » COompensation structure
services/products and that WORKS
why? » All sellers v dedicated
« How? 3" party or internal digital sellers?
execution. » Standards... Required or
e Setting NEW norms ana optional?
down. going training.

e Internal support &
fulfillment




CDMC
Course Outline

The Certified Digital Marketing Consultant (CDMOC)
2020 online training is brand new and has been
created specifically for the radio industry.

This course will give your sellers the knowledae needed to feel confident whan discussing

digital media with any client. This comprebendive program is divded into nine man

SACUONS and each section has multiple short ideo modules to pro

e sallers with
Immediate. actionable information as they transform frem radio sellers to multi-platfonm

multh-channel marketing experts whose clients and prospects depend on

Digital Advertising Eco-System
(.4()‘:;: tm.;:u ':"t:"’:h '] 4

i LandsCepe. partiCipants will leam the evoiuton
m and whete we ano today. The differnnces bety
are outlingd, a3 well a3 the role programmatic may

v mecia seller
Module 1 Welcorme Module 4: Berefits of Traditional and Digital
MAdUE 21 TIANBLAAR MAreting Madelt Module 5 Funchians within the |
Module 3; Digitsl Markebng Models Module 8. Funcamnentas of Progr

Fundamentals of Digital in
the Radio Industry

This class focuses an the impact digital has in the radio industry and reviews
I0RCINC Growing gigital produ I, mobile apps,
and newslvttors. These various digits r exlonded radio sl
redch and enhanced their abllity to snpage with Nizaners

Mocude it Digits Extansan for Module 3: fratan Sacial Meda
AM/FM Racio Stetion Module 4. Stabaon Newslett
Modute 2: Radin 1s Everyahem Module §: S1anan Apps

Digital Ad Formatq

You will learn @

allow ™ o confidently have
10S0y's Ity Mmarketing solut:

Module & Introduction to Digital Sokation Hodule § Behaviursl end Contertual Targetng
Mode 2 L OSSIM MOdule B Wabate s AnD Tepeting

Module 3. Emad Mathutiong Hodule 7. Gectenung & Seolurce Conversion
Module 4: Dinglay Amtvertiung ana Taegeting Madule i Reeargetng and Audienss Extensian

CDMC

MADYO
ot co

WWW D <om

Digital Creative

Craative continues 10 changs in dig
and crows-platiorm marketing allow
|."\V'v‘|r‘.'l"fi w oasn iy s into the m
NCILAing video ads and the Now standardized ad s:2e4 for them ail

| rechian ot A rapid pace K
g4 to holistically er

recent creative a

Sponive webiites

with ¢
NCOMents

Modude 1. Intreduction Lo Digitsl Creastive Module 5 Vidwo Ads
Module 2! Crom Marfoerm Moadule 6: In Bannar v In-Stream Vices Ads
Moduile 3. Resporiive D y on Desktop'™obile  Module 7. Induslry Stancded AJ Unity
Module 4: Automatea h-Mettia

A0S Dynenic Ady

Digital Media Platforms

Manry have roferred to radio >

(0 understand the top i NEtwOrks, and how to
thoir clients basad on client -specific needs. Sirmalarly, native
QXLAINGT 8na COMPRared O live read endorsements

the origenal sockal medium, 5o it is vital for sellern
00 CAMPSIgNS 1or

vertising s

Mockile It Creating n *
Module 2. Soval Media

Al Madia Liraregy Mogude 3 Nalin Arvertinng

Digital Media Measurement

rddiess of the digital produect, there is o unigue language when quantilying the
CUVeNneIs and maeasinng it resuity You w loarn the main measuremaent torm

and how they transiate INto selling digithl products. across vacious olatfornms

Modute 1. Bevcs of Dignal Media Mesturermeil

Selllng Dugltdl Media

rason to have an appaintrment, so m
cualify th

Is not & §
rtun % Critical. YOu will Bo taught how to
F digital C N A questions, and understand why particular produs
SOIWEE COrtan rasuits that will onsure SUCCeIS ON 4ach axgrtol attoamot

sking the most of sac
best digital pros

Moduie . Frosoecting Module 3. ADgring SoluLons with Olwmctived
Modude 2: The Oigaal CN A

Managing Digital Ad Campaigns

Sam

cliont

heffont

D Nto gattng the sale. How

after the le I macte. Seollers will learn sful
aporoache J strategies In w0t managing digit MOAGN
POstsale, L “H‘II‘U data an we wary of COMmMmiLn :.\Y‘ﬂ:}
CHMDMON rosuits that will NelD ensure client renewals

er, like many non-gigits

e

e

rpoctatio
o the bes

MOdGEe 1t Launching A Campagn MONIS 4! Araly g Campagn Dats
Module 2. Monitaring end Qptimiang Module §; Aevew, Prapare. Upeel
MOAS 5 Ranl-Tima Asjstmants

The Future of Data and Technology

The advancements s audio that Lo
s explores the lat

3. continue Lo alev
portunities for sellers

dICasters e makicy
rowth

uur

0 1O Maasure & ke never Delfore.
daitionally ping hasbits o hanging, and sudio s being brought back Into
0 NOMG With Oavices such as Alexa and G

ale Home

Modute 1! Data Artnbaiten Madule > Tnchnologea Advarcemaents
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