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A Global Leader in Digital Audio Technology

 Launched in 2006

- Since 2011, Triton's welbcastmetrics is the standard in online audio advertising

currency in the US, accredited by the MRC

A became the world’s first programmatic audio advertising marketplace,

By Troaa Dt

* In 2013,

supporting both open marketplace and private deals

200 8

Triton Digital Office locations
professionals worldwide
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Webcast Metrics® Measurement Overview

Trusted
The ONLY MRC accredited service measuring streaming audio

: . e ttin St | i |
Comprehensive Audience Measurement : e —
e True census measurement ——— et

» Captures all listening, in any location & on every device

« On every subscribing service s

Quality Control
Only Real Listeners Counted
» Spiders & Bots filtered out
One Minute Rule
» Sessions under one minute eliminated from reporting

Fraud Detection

* Double listening is eliminated
* The Publisher's own IP address is excluded from measurement
* Any session lasting more than 24 hours is not counted

) TRITON webcastmetrics
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Webcast Metrics® Monthly Rankers

Average Active Sessions (AAS):

Total Listening Hours (TLH) divided by hours in
the reported time period. TLH is defined as the
total number of hours that the station/publisher
has streamed during sessions with a duration of
at least one minute in total within the reported
time period.

Session Starts (SS):

The number of different requests for streams
with a duration of at least one minute in total
within the reported time period.

Average Time Spent Listening (ATSL):
The average number of hours for each session
with a duration of at least one minute in total
within the reported time period.

) TRITON webcastmetncs

JULY LATAM RANKER (based in AAS)'
DAYPART 6:00am to 7:00pm, Monday through Friday

Publisher Average Active Sessions Session Starts Average Time Spent Listening
1 Prisa Radio ("List of countries in footnotes) 55,426 17,069,359 083
2 Grupo Radio Centro (Mexico) 1,332 3,215,220 094
3G
4 gy JULY GLOBAL RANKER (based on AAS)
5 Coy DAYPART 6:00am to 8:00pm, Monday through Friday
& Cad Station Average Active Sessions Session Starts Average Time Spent Listening
T vy iHeartMedia Notwork ' 960,430 437,840,429 0.63
B Jow 1 iHeatRadio 361,155 203,743,273 0.51
8 Gn{ 2 PrisaRadio 110,924 42,918,414 0.82
0 Rad 3 NPR
" ms{ 4 oy JULY US RANKER (based on AAS)
12 Nowvi 5 cas DAYPART 6:00am to 8:00pm, Monday through Friday
13 NRY 6 Accl Station Average Active Sessions Session Starts Average Time Spent Listening
e R iHeartMedia Network ' 945,831 429,884,917 0.63
15 Acoy 8 Kam 1 Pandora Corporate 2,349,404 1,152,222 466 0.59
18 Rag 9 Entel 2 Spotify Corporate 1,948,891 1,340,890,560 0.42
Tl 3 iHeartRadio 355,826 200,118,982 0.51
18 Rag 1 gsp| 4 NPRMembor Stations® 58,346 20,538,556 0.81
19 NPF 12 gogq 5 Cumuus Sveaming Network 51,767 20,426,084 073
2 z10 oa 6 CBS Radio Inc 43,007 15,684,439 0.78
21 7] . A 7 Entercom Communications Corp. 21,650 9,948,936 anl
.oy S8 5 Uniision 20,786 13,880,233 0.44
e badlios $ AccuRadio 19,660 2,593,303 217
24 Meg 18 New = .
Beod 17 con 10 ESPN Radio Corporate 16,696 7,149,134 0.68
18 Tou] 1 Beasiey Broadcasting Corporate 16,385 6,622,898 072
ey 12 Salem Communications 12,455 5,071,411 0.70
20 eae] 13 Hubbard Broaceasting 12,057 2,884,534 119
14 New York Public Radio 11,050 3,573,743 0.88
15 Townsquare Media 10,098 3,082,996 0.95
16 Emmis Communications 9,350 4,216,355 0.64
17 Radio One 8,790 3,826,801 0.66
18 EMF Corporate * 8,783 2,542,047 1.00
19 Bonneville Corporate 6,149 2,762,110 0.65
20 Prisa Radio 5.706 2.881.087 0.67
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Monthly Ranker Comparisons

DAYPART 6:00am to 8:00pm, Monday through Friday

Station Average Active Sessions Session Starts Average Time Spent Listening
1 iHeartRadio 361,155 203,743,273 0.51
__ |2 Prisa Radio 110,924 42,918,414 0.82
_g 3 NPR Member Stations 2 64,998 23,030,943 0.80
2 s Cumulus Streaming Network 53,326 20,900,730 0.73
O 5 CBS Radio Inc. 43,143 15,697,911 0.78
6 AccuRadio 34,750 4,660,354 2.09
1 Prisa Radio (’List of countries in footnotes) 55,426 17,069,359 0.83
s 2 Grupo Radio Centro (Mexico) 11,332 3,215,220 0.94
'<£ 3 Grupo Acir (Mexico) 10,072 2,669,218 1.01
< |4 Grupo JBFM (Brazil) 9,082 1,902,520 1.29
- 5 Corporacion Radial del Peru (Peru) 8,746 2,258,350 1.04
6 Cadena 3 Argentina (Argentina) 5,347 1,104,936 1.30
1 Pandora Corporate 2,349,404 1,152,222,466 0.59
2 Spotify Corporate 1,948,891 1,340,890,560 0.42
g 3 iHeartRadio 355,826 200,118,982 0.51
4 NPR Member Stations ? 58,346 20,538,556 0.81
5 Cumulus Streaming Network 51,767 20,426,064 0.73
6 CBS Radio Inc. 43,097 15,684,439 0.78

_
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Market Growth: Total U.S. Listening

5,380,560

5,187,745

4,858,572
4,789,779

4,552,265

4,154,100
3,902,011

3,020,445

2,854,904
2,746,049

2,461,424

2,042,222
1,796,650

649%

1 Jp—- Increase In Total Domestic
1072287 Average Active Sessions Over The
Past 8 Years

1,529,951
1,457,794

Q1'09 Q4'09 Q1'10 Q4'10 Q111 Q4'11 Q1'12 Q4'12 Q1'13 Q4'13 Q1'14 Q4'14 Q1'15 Q4'15 Q1'16 Q4'16 Q117 Q2'17

O Tle“ WebCOST.mcs Source: Triton Digital Webcast Metrics / M-F 6a-8p MEAS /? E
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Online Radio: Monthly Listening

% of the Population 12+ Listening to Online Radio in the Last Month

Online Radio is defined as listening to AM/FM radio stations online / listening to streamed audio content available only on the internet

- %9
TRImH @adison Source: The Infinite Dial US & Australia, Z f/ E
rasearch 017 7 %
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No Access
At School or College
At Work

At Home

_—

J

2017

TRITD" @dlson Source: The Infinite Dial US & Australia,

Internet Access
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90%
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Daily Time Spent

3:42:00

On the Internet
3:38:00

0:28:00

Reading newspapers
0:28:00

) ) ) 2:23:00
Listening to the radio

2:54:00

Watching television
3:10:00
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“Last Week” Radio Listening Trends

Have you ever listened to Internet Radio in a
car by listening to the stream from a cell phone
that you connected to a car audio system?

| _ _ 11% AU = 15.5%
Listened to any AM or FM radio stations US = 40.0%

over the Internet
13%

85%

Listened to any AM or FM radio stations,
either over the air or online

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%

2oL7 @TritonDigital
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Installed Mobile Applications

SoundCloud

Apple Music*
Tuneln Radio app

Google Play All Access app

IHeartRadio app

e —
___
e —

spotify app
T
.

Pandora app

0.0 5.0 10.0 15.0 20.0 25.0 30.0 35.0 40.0 45.0
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“Last Week” Audio Brand Usage

Tuneln Radio .
Google Play All Access h
sporiy | —
Apple Music, tggrga}g\%ggiic subscription -
IHeartRadio _
Pandora . | ——

0.0 5.0 10.0 15.0 20.0 25.0

mAU mUS

_—
) TRITD" @dlson Source: The Infinite Dial US & Australia,

2017
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Which of the following do you listen to MOST in your primary vehicle?

Podcasts Is% 1%

Internet-only radio 1%

The online streams of AM/FM radio

_ . 1%
stations I“’

CDs or your own digital music files [EEZEEEIS

Satellite Radio / DAB+ {ESM1%

Over-the-air AM/FM radio 57% 74%

0% 20% 40% 60% 80% 100% 120% 140%

mUS mAU
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Online Audio:

Unknown Device

Tablet Device .
— _— Car Entertainment

o - = amily System
Smart TV 0%
0% ) Desktop or
" Laptop Computer
21%
_Digital Media
: Player
/ Y

3%

Game Console or
Media Device
1%

Mobile Device _—
72%

——

Source: Webcast Metrics, Sept. 2017

\ ) TRITON webcaostmetncs

Device Usage

Unknown Device

Tablet Device  F2mily _

__Car Entertainment
System

__Desktop or Laptop

0% Computer
Smart TV 18%
0% _ Digital Media
Player
1%

~._Game Console or
Media Device

2%
Mobile Device _—
76%
% 49
Z 27 E
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@TritonDigital



Online Audio: Dayparts

250,000
200,000
150,000
100,000
50,000
o
Man-Fri 3p-7p Mon-fri 10a-3p Mon-Fri 62-10a Man-Fri All Times All days/times Sat-5un All Times
Session Daypart
® sas e TiH © Sassion Starts ® (CUME

o7
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N
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\) TR'TD" webcastmetrncs source: webcast Metrics, sept. 2017
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Online Radio: Dayparts

30,000
25,000
s 1 0a-3p
15,000
10,000
1]

Mon-Fri 10a-3p Mon-Fri 63-10a Mon-Fri 3p-7p Man-Fri All Times All days/imes Sat-sun All Times
Session Daypart

® 2AS

n ) PRI s 7
\ ) TRITON webcastmetnes source: webcast vetrics, sept. 2017 M EAS %///? %f E
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Podcasts: Monthly Listening Market Penetration

% of the Population that has Listened to a Podcast in the Last Month

12013 W2014 ©2015 ®2016 =2017

31%
000, 23% 27% 27% - 249,
16% 17% 1
1% 790 7% 10% 1% 12%
Age 12-24 Age 25-54 Age 55+
M 2017
17% 22% 20%
Total 12+ Age 12-24 Age 25-54 Age 55+

\) TRITD“ qi?gﬁ?n Source: The Infinite Dial Podcast Consumer US & Australia,

2017
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Podcasts: Average Weekly Listening

= 1 hour to less than 3 hours

Less than 1 hour

= | ess than 3 Hours
Don't Know

= 3 Hours to Less Than 5

= 10 Hours or More Hours

= 5 Hours or More
= 5 Hours to Less Than 10
Hours

= 3 Hours to Less Than 5
Hours

1%

Mean: 5 hours & 7 minutes Mean: 5 hours & 22 minutes

_—
) TRITD" qeog‘!sgn Source: The Infinite Dial Podcast Consumer US & Australia,
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Podcast: Listening Locations

While walking around or on foot
At a gym or while working out
While riding public transportation
In a car or truck

At work

At home

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%  100%
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) TRITD" qeoggsgn Source: The Infinite Dial Podcast Consumer US & Australia, M EAS
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Podcast: Listening Methods

Click and listen immediately

Subscribe to and download automatically to
13.2% | 16.9%

listen later
Download manually to listen later gz 29.8%
0.0% 20.0% 40.0% 60.0% 80.0% 100.0% 120.0%
mUS mAU
- 27
) TRITD“ QO;Q‘I,SQH ng;ce: The Infinite Dial Podcast Consumer US & Australia, MEAS 4,//?6{ E
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Online Audio Advertising
Ad Insertion & Replacement

Q
N = ¢ 0 - =] :
a
Broadcast Encoding Network Player / App User
Live stream is Broadcast is encoded ’ A unique stream is The user experiences a
broadcasted with programmatic delivered to each seamless ad-supported o
programming breaks D player/app with targeted listening experience g
defined RTASAET ads stitched dl_re_ctly into >
BREAK the content eliminating "
detection by ad-blocking ;
. software
Ad Serving E
=

Ads are stitched into the stream
replacing the original broadcast
atls

Ad Decisioning

Campaign’s requirements and audience
profile are utilized to select targeted audio
ads

)

) TRITON

f

@TritonDigital



Online Audio Advertising
Targeting Capabillities

Target by
* Registration Info (Age & Gender)
» Deterministic and inferred
« Cookie
* Mobile Ad ID
* |P Address
» Geography
* Regional
e Metro
« GPS

 Device

O TRITON

@TrltonDlgltaI



Programmatic Online Audio Advertising

Audio Buyers

DSPs

(. appnexus \

audiotrade

@ StrikeAd
@BlueBox

[ a ae )
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Online Audio Advertising
Tracking & Attribution

Track everything (audio & display units)
Spend/Pace
Delivery by impressions, geo or device
Frequency & recency
Creative reporting, including quartiles and clicks

Use player and server side information to provide best results back to your
tracking systems

Example of Macros include: Passing Mobile Ad ID, User Agent, IP Address,
Publisher, Station, etc.

For the most detailed consumer reporting, utilize tracking systems that
complement your KPI

@Trito
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Proven Results: 9x Increase in Page Views

Advertiser
Big Box Retail

Objective

Drive traffic and measure intent to push recall of retailer
messaging, producing subsequent visits outside of
companion banner clicks to website and KPlIs.

Results
Frequency of visits grew due to ongoing exposure of
campaign and weekly retail promotions.

Uniques grew 4x while pageviews grew 9x over four

months. Resulting in targeted valued conversions to site per
the KPlIs.

ymon ©, .

3,000

2,500

2,000

1,500

1,000

500

2,789

October November December January

—&— Pageviews —@— Uniques
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Proven Results: Digital Audio Drives Lift

Advertiser

Consumer Credit Card 0.060% 4 1
Objective 0.050%

Build brand and engage with two highly valued

tasks at site. Track KPIs via cookie and Ad ID over 0.040%

a 30 day window.

0.030%
Results
When audio was added to the overall mix, they saw
a 4.1x increase in engagement of the KPIs, proving
that audio drives lift when in concert with other

programmatic channels. :::::: %

Baseline Programmatic Audio

0.020%

(Premium Video and Display)

() wrimon © 2
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Thank You

Online Audio Unplugged

Presented by Benjamin Masse
Managing Director, Market Development & Strategy

Benjamin.Masse@tritondigital.com !
US Mobile: +1 (917) 353-2737
UK Mobile: +44 7496 936 479

Direct: +44 208 779 1212 x2737

@benjaminmasse
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