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FM RADIO - STABLE OVER TIME!

Weekly reach
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Source: KANTAR SIFO PPM 2013-2018, 2019 (incl. week 38)
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DAILY REACH IN TARGET GROUPS 2014-2019
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Source: MMS, TV4 Group — (TV4/sjuan/TV12)/Discovery — (Kanal 5/9/11) INENT — (TV3/6/8,10), PPM (NENT/BAUER) 3min cont. Advantedge 2014-2019 (incl. week 37)
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MEDIA INVESTMENT — DEVELOPMENT 2005-2019
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DOES RADIO OFFE! FOR THE BUCK?
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MARKETING MIX MODELING

Internal data
* Media investment offline Marketing Mix Modeling (MMM)
« Media iInvestment online
» Changes In pricing
 Product launches

* CRM activities (DM/EM) S eEEnT Offline
media

]
I_I_I FORCES OF THE

External data EmE e MARKET

e Season Online
* Consumer Confidence Index media

* Weather

* Weekends and holidays
* Pay days

* PR (positive/negative)

| RO| PER MEDIA

Competi
-tion

Pricing III INVESTMENT
-

Competitor data
RULES

« Offline media (gross spend)
* Online media (gross spend) Can’t control Controlled
* Pricing

* Brand strength (tracking data)




BUSINESS SCIENCE NORDIC

Business Science are the market leaders of the Nordics when it comes

to Marketing Mix Modeling for media och marketing since 2004.
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ROI FOR MEDIA INVESTMENTS
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POSITIVE TREND FOR ONLINE - OFFLINE NEGATIVE

2,5 Categories analysed:

51 Offline media

T~ ¢ TV

T * TV sponsorship
1.8 - Radio

* Print media

« Local print media

 Magazines

« OOH

 Cinema

20 1,9 2.0

1,7

1,5

ROI

1,0 Online media

* Display

 Online video / WebTV
« Social

« SEM branded

« SEM generic

0,5

0,0

2014/2015 2017/2018
Offline Online = Total



ROI OF ALL MEDIA CHANNELS
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Magazmes OOH Display Cinema Print Local Radio Social SEM SEM
Sponsor Print generic branded

Average ROI (SEK)
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RADIO HAS A POSITIVE IMPACT ON DIGITAL

Radio investment over 500 000 SEK

Impact on the effect of digital

+30%

0]
+249%0 5304

11%

+0%

SEM branded SEM generic Online video Social Display



RADIO HAS A POSITIVE IMPACT ON TV

Radio investment over 500 000 SEK

Impact on effectiveness of TV

+22%
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