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Bob Hoffman, creator of the widely read Ad Contrarian blog, says,
“I hate the embarrassing obsession with Millennials that has been
the fetish of the self-absorbed ad industry for almost a decade.”

At the risk of obsessing, Westwood One wanted to examine
frequently heard beliefs about Millennial media habits.

We turned to Nielsen, Edison Research, and The Advertising
Research Foundation to check the facts on these assumpftions.

Test your knowledge.
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“Millennials spend all their
time on smariphones”
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Millennials spend two-thirds of their
media time with TV and radio

Adults 18-34 share of average audience Monday-Friday from é6A-12M

34%

v

Source: The Nielsen Total Audience Report Q2 2015, Monday-Friday. @ ‘ \\\\\,
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TV Connected Devices = DVD, Game Console, Multimedia Device, VCR. CUMULUS | w



“If you want mass
reach with Millennials,
go with television”
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AM/FM radio is America’s #1
mass reach medium

1 out of 4 Millennials are NOT reached by ad-supported TV

% of persons 18-34 reached weekly

AM/FM radio 18-34 reach 92%

TV 18-34 reach

Source: Nielsen Comparable Metrics Report Q2 2016 ) @ i \ \\\\\'
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“No one under 35 listens to
AM/FM radio anymore”

(G \J
CUMULUS ‘ WE}}&JOM



More Millennials listen to
AM/FM radio each week than any
other generation

# of listeners reached each week

Millennials (18-34) 67 million
Gen X (35-49) LW/ apllliTelg

Source: RADAR 127, December 2015, M-SU 6AM-MID. € | W
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“6 out of 10
agencies/marketers
believe Millennial radio
listening is dropping”
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18-34 Millennial listening
to AM/FM radio is up 5%

July 2016 vs. July 2015
Adults 18-34

+5%

Source: Nielsen 48 portable people meter markets, persons 18-34, July 16 versus July 15, Monday-Friday 6AM-7PM. Cm(\(:wg ‘ W
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“In the car, the number
one thing Millennials do is
siream online radio on
their smartphones”
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AM/FM radio is the centerpiece
of 18-34 in-car audio

Share of 18-34 in-car audio time spent

AM/FM radio

Owned music
SirusXM

Pandora

Podcasts I 2%

Other streaming audio I 1%

Music videos on YouTube I 1%

Source: Edison Research, “Share of Ear,” Q3-Q4 2015, Q1-Q2 2016. Persons 18-34 — In Carr Listening.
Percentages may not add up to 100 due to rounding
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“The number one way
Millennials learn about
new music is from sireaming
and social media”
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AM/FM radio is the #1 source of
music discovery

% of Millennials who chose media as #1 music discovery source

AM/FM & satellite radio 59%

Friends/family 48%

Audio/video streaming 42%

Social media 36%

Source: Nielsen Music 360 Study; data collected July 18 - August 3, 2015 among 3,305 consumers. @ ‘ \\\\\.
Westwood One

Additional responses were collected for ages 13-34. CUMULUS



“Millennials mostly listen
o cool indie music from
unknown artists”
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Top 40, Adult Contemporary,
Couniry, and Rock are the
leading 18-34 radio formats

% format share of adult 18-34 average quarter-hour audience

19%
15%
10%
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5% 5% 4%

- - - 3%

Top 40 Adult Country Rock Urban Spanish News/talk Religious Classic hits Sporfs
contemporary language

Source: Nielsen Audio Today Tapscan Web National Regional Database, Fall 2015; M-Sun 6a-12m. @ ‘ \\\\\'
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“The optimal media plan to
reach Millennials: put all
your money info mobile

and social”
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The optimal media mix for
Millennials is 71% traditional
and 29% digital

The Advertising Research Foundation’s Optimal Media Mix

22% .
Digital I?igi;yal

78% 71%

Traditional Traditional

Adults 18+ Adults 18-34

Source: The Advertising Research Foundation Optimal Media Mix, “How Advertising Works: Ground Truth Experiment,” March 2016. @ ‘ \\\\\'
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Millennials: setting the record siraight

Myth Fact

Millennials spend all their time on
smartphones

Millennials spend two-thirds of their media
time with TV and radio

If you want mass reach with Millennials,
go with television

AM/FM radio is America's #1 mass reach
medium

No one under 35 listens fo AM/FM radio
anymore

More Millennials listen to AM/FM radio
each week than any other generation

6 out of 10 agencies/marketers believe
Millennial radio listening is dropping

From July 2015 to July 2016 AM/FM
radio listening among Millennials has
increased 5%
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Millennials: setting the record siraight

Myth Fact

In the car, the number one thing
Millennials do is stream online radio on
their smartphones

AM/FM radio is the centerpiece of 18-34
in-car audio

Millennials learn about new music from
sfreaming and social media

AM/FM radio is the number one source of
music discovery

Millennials listen to cool indie music from
unknown artists

Top 40, Adult Contemporary, Country,
and Rock are the leading AM/FM radio
formarts for Millennials

The optimal media plan to reach
Millennials is just social and mobile

The best way to reach Millennials is to
invest 71% of your ad budget in
traditional media, according to The
Advertising Research Foundation
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Thank You

All concepts property of Westwood One and may not be used without permission or agreed upon spending levels.
Details pending partner and talent approval and subject o revision. © 2016-2017 Westwood One, Inc.




