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PREFACE

This report has been a year in the making.

Across that time, the major econometric analysis agencies signed up to the vision of
constructing the definitive analysis of radio’s ROl contribution within the wider
marketing mix; they extricated all of their econometrics data relating to radio
campaigns and supplied it to the central pool; the data has been aligned and
analysed to produce highly compelling findings.

Simon Redican

Managing Director We would like to thank all of our agency partners, who represent all of the major

agency groups (BrandScience, Data2Decisions, Havas Media, Holmes & Cook, IPG
Mediabrands, MediaCom, Mindshare, OHAL, and Starcom Mediavest), for trusting
us with their data and committing their time to this study — the biggest of its kind —
for the benefit of their clients and the wider industry.

Finally, we would like to thank those in the industry who helped along the way: the
IPA for their wise counsel; Robin Angell and the J-ET team for helping to fill some
information gaps; and a special thank you to Holmes & Cook, who did such an
incredible job of making sense of the blizzard of data.

Who knew numbers could be so interesting!

Over 20 years of RAB research gives a clear indication of radio’s multiplier effect
& within the media mix. But to date this claim has been based mainly on intermediary
measures; unsupported by definitive ROl evidence.

That's why we commissioned this study.

s

We encountered a lot of challenges along the way — not least getting sufficient data
Mark Barber to enable the analysis to take place. And, because it's a first, we had to create a
Planning Director process to capture, harmonise and interrogate the data before we could begin to
unearth some frankly astonishing results for radio.

Because it's a new RAB study about radio, you won't be surprised to hear that

this report contains strong evidence of radio’s multiplier effect on ROI for advertisers
- not least that allocating a higher share of media budget to radio can significantly
improve returns from overall media investment — and some important lessons for
optimising this.

If you'd like to discuss how your brand can harness Radio’s ROl Multiplier effect,
please give us a call on 020 7010 0700 — we'd love to hear from you.
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Twe Marn HeADLINES

First-ever analysis of confidential cross-agency data reveals radio’s true return on
investment (ROI):

a Brands using radio get their money back nearly eight times over on average,
and in many sectors, radio offers the best ROl of any media

For radio campaign planners, maximising weekly coverage rather than

frequency delivers significantly stronger ROI

a The brands which have the highest radio ROl use commercials which stand
out, fit well with the brand and communicate information clearly

Using more radio boosts overall campaign ROI: if existing budgets are
reallocated from other media to give radio a 20% share of spend, overall
campaign ROl increases by 8%

a For the Top 100 radio advertisers, this is equivalent to recouping over £1.4bn
in untapped return on their advertising investment

IMPLICATIONS FOR ADVERTISERS

The implications of this study are evident: advertisers can significantly boost their
campaign ROl by:

a increasing share of spend on radio to around 20%, subject to media mix

a maximising radio weekly audience coverage (rather than optimising
frequency)

a leveraging effective creative components (stand-out; brand-fit; clarity)
within radio executions






