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1.

Introduction and executive summary

This paper presents the results of a survey of non-contracted advertisers that had recently
undertaken an advertising campaign that included advertising on one of Global's or one of
RSL’s radio stations (the “Existing Customer” survey)." Advertisers were asked to respond to
guestions in relation to the last campaign which had included advertising spend on either a
Global or an RSL radio station as part of that advertising campaign. The results of this survey
should be read in conjunction with results of the Lost Opportunities survey which considers the
responses of advertisers that actively considered using Global for a particular advertising
campaign but ultimately decided to use alternative media, including other commercial radio

stations.

The key aims of the Existing Customer survey are to:

Identify the media options that are considered and used alongside radio for the
campaigns that radio is used for;

Identify for the campaign where one of the parties’ stations was used the closest
alternative for that radio station;

Use the results of the survey to test whether in any overlap region, non-contracted
advertising on a RSL radio station represents the closest competitive alternative to non-
contracted advertising on a Global station (and vice versa); and

Use the results of the survey to assess the extent to which those non-contracted
advertisers that have advertised on a Global or an RSL station consider other non-radio
media as an effective alternative for those campaigns. We consider this issue in the
following ways:

o What other media did the advertiser consider using?
o What other media did the advertiser use?

o What advertising media would the advertiser have used had the chosen Global
or RSL station not been available?

o Do non-contracted advertisers respond to increases in the relative price of
radio advertising?

The results of the survey can be summarised as follows.

1

In the relevant regions, the sample includes all non-contracted customers that have advertised on Global during the period January
2011 to March 2012 (excluding those customers that were also included in the Lost Opportunities sample) and all non-contracted
customers that had advertised on RSL during the Financial Year 2011/2012.
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First, the survey results show that customers of Global and RSL use a wide range of
media for the specific campaigns for which the survey questions were asked. Focusing
on the aggregate results across all areas surveyed, the survey results show the following:

e 54% of respondents ended up using local press for that campaign alongside radio.
e The corresponding figures for other media are:

o 37% for posters and outdoor;

o 35% for social media;

o 28% for magazines; and

o 24% for search engines.

These results are consistent across regions. Annex A.3 provides a region by region break
down of these results.

Figure 1: Q10: Media that advertisers used in the campaign in addition to one of the parties’ stations

Local press [ 54%
Postersand outdoor media | 37%
Socialmedia [ 35%
Magazines [ 28%
Searchengines [ 24%
Otherradio [ 23%
DirectMail | 20%
Tradesites [N 10%
Directories (I 10%
TV [ 7%
Coupon [N 5%
Cinema | 1%
None of the above |[E—— 1%
Other [N 6%
Don't know I- 2%

T T T T T 1
0% 10% 20% 30% 40% 50% 60%
Source: YouGov Existing Customer survey. Base 389 respondents.

Although these observed patterns of advertising usage may in part be driven by considerations
of complementarity between advertising media, the fact that advertisers do in practice tend to
use other media alongside the parties’ stations for the same campaigns highlights that radio is
not viewed as having distinctive characteristics that make it a “must have” advertising choice.
Indeed, these survey results highlight the fact that the parties’ will in general pitch against a
wide range of non-radio media for a share of an advertiser’s campaign budget.
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Second, only a very small proportion of respondents that used a Global station for their
campaign indicated that they would have switched to an RSL station if the Global station
they had used had not been available for their last campaign. Similarly, only a very small
proportion of respondents that used an RSL station for their campaign indicated that
they would have switched to a Global station if the RSL station they had used had not been
available for their last campaign. Those results are not consistent with the hypothesis that
Global and RSL stations represent uniquely close competitive alternatives to each other.? In
particular, the survey results show the following (see Table 1):

e Only 16% of advertisers indicated that they would turn to other radio alternatives had
the parties’ station that they had used not been available. This compares to 11% that
indicated that they would have used local press. A total of 32% of respondents
indicated that they would use a non-radio media (including those choosing media other
than those specified in the list of options).

e Only 5% of respondents indicated that they would switch to a station of the other party.
This compares to 7% that chose radio stations owned by third parties.3

o 35% of respondents indicated that they would not have spent the money at all if the
parties’ stations which they had used had not been available.” For these advertisers,
the parties’ stations are demonstrably not close competitors for the campaigns under
consideration.

Standard theories of unilateral effects contend that a merger is most likely to give rise to an incentive to raise prices when a large
proportion of sales that would have otherwise been lost following a unilateral price increase by either party would divert to the other
merging party and hence be “internalised” by the merger. Where such sales are not internalised because customers do not view the
parties’ as close alternatives the scope for such price increases is limited.

We note that the regional sample used to calculate these proportions is necessarily limited by the fact that few advertisers chose
other radio as the alternative they would turn to. For this reason we do not present results separated out for each of the merging
parties’ customers. A full set of results is however presented in a factual annex.

This high number is likely to be driven by the fact that advertising campaigns are unique — a radio campaign on (for example) Capital
may have been designed with specific artistic elements (e.g. jingles and soundbites) and messages tailored to that station and its
young audience. Other media alternatives — including other radio stations with different audience demographic profiles — may not be
viable alternatives in this case for the campaigns that the parties’ stations are used for..
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Table 1: Headline results from YouGov Existing Customer Survey by region — Next best alternatives if parties’ stations had not been available at the
time when they were planning their last campaign.
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London 27% 35% 8% 7% 16% 4% 19% 1% (5%) 0% (0%) 13% (67%) 5% (29%) 19% 37
East Midlands 29% 35% 6% 11% 8% 9% 15% 0% (0%) 6% (41%) 6% (41%) 3% (19%) 22% 55
West Midlands 36% 23% 11% 2% 7% 3% 19% 1% (6%) 3% (17%) 10% (51%) 5% (26%) 22% 50
North East 34% 36% 12% 4% 13% 7% 19% 0% (0%) 5% (28%) 12% (63%) 2% (8%) 12% 64
North Wales 42% 29% 14% 3% 7% 5% 11% 0% (0%) 6% (50%) 0% (0%) 6% (50%) 18% 90
South Wales 33% 34% 12% 3% 16% 3% 18% 1% (7%) 8% (45%) 6% (34%) 3% (15%) 15% 93
Total 35% 32% 11% 4% 11% 5% 16% 1% (3%) 5% (33%) 7% (41%) 4% (23%) 17% 389

Source: YouGov Existing Customer survey. Results calculated by aggregating answers to questions 11(a) (b) and (c). All percentages calculated with a base of the total number of
respondents in that area. Note that flow of questions allowed respondents to choose multiple options (resulting in more options being chosen than the number of respondents). To
ensure percentages summed to 100%, each respondent was given a total “weight” of 1. Where a respondent chose multiple options those options were then appropriately weighted
such that the respondent was given a total weight of 1 (e.g. a respondent choosing two alternative radio stations would have a weight of one half given to each in the final results). *
Figures in parentheses are as a percentage of “radio switchers”. ** Note that a small proportion of respondents indicated that they would switch to another radio station operated by the
party that they had purchased from. *** Other specified media includes cinema, coupon sites, direct mail, directories, magazines, search engines, social media, trade sites and TV.
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Finally, the Existing Customer survey confirms that the relative price of advertising is an
important influence in determining a non-contracted advertiser’s media choices and that
a significant share of customers are sensitive to changes in the relative prices of various
In particular, when asked hypothetically how they would have
reacted if the cost of the Global or RSL radio campaign that they had purchased had been 10%

advertising media options.

more expensive:

Figure 2:

away (see Figure 2).

and therefore increased their spend on radio.

have affected your decision? - All regions

A further 11% would have switched a proportion of their spend away.

61% of respondents indicated that they would have switched the majority of their spend

Only 4% of advertisers stated that they would have continued with the same campaign

If the campaign proposed by Global/RSL had been [5%/10%/15%] more expensive how would that
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Source: YouGov Existing Customer Survey (2012). Base: 389 respondents
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2. Research methodology and sample

Following the conclusion of the Lost Opportunities survey, Slaughter and May commissioned
YouGov to undertake a further survey of non-contracted advertisers that had advertised on a
Global or RSL station between 2011 and early 2012 (the “Existing Customer” survey).

The aim of this second survey was to understand specifically the media options open to these
non-contracted advertisers. In particular, the survey seeks to:

o Identify the media options that are considered and used alongside radio for the
campaigns that radio is used for;

e |dentify for the campaign where one of the parties’ stations was used the closest
alternative for that radio station;

e Use that information to test whether in any overlap region, advertising on a RSL radio
station represents the closest competitive alternative to advertising on a Global station
(and vice versa); and

e Use that information to assess the extent to which those non-contracted advertisers
that have advertised on a Global or RSL station consider other non-radio media as an
effective alternative.

As with the Lost Opportunities survey, this survey considered only non-contracted advertisers
(i.e. those not purchasing through large agencies with annually negotiated prices and where the
parties set prices on a campaign by campaign basis).

The Global base sample was obtained by identifying all non-contracted clients that had
purchased airtime on a Global station in the relevant regions during the period Q1 2011 to Q1
2012. The RSL sample was produced by RSL independently using a comparable methodology
and covers FY 2011.° The regions covered by this survey were the same as the Lost
Opportunities survey (i.e. London, the East Midlands, the West Midlands, North Wales, South
Wales and the North East). To ensure that the same advertisers were not contacted twice
within the context of survey work, customers that were included in the Lost Opportunities
sample were removed from the Global Existing Customer sample.6 Advertisers that used both
Global and RSL in the same region were only contacted once.’

The customer contact details used for the survey relate to underlying advertisers rather than
agencies. This is because in most cases small non-contracted agencies will not take final
decisions over media budget allocations. In the case of RSL no contact details are held for

Customers were not contacted prior to this period as it would be very unlikely that they could accurately respond to questions
regarding their media usage.

409 advertisers were removed from the sample on this basis.

76 respondents were identified as using both RSL and Global using a basic name and postcode match. These respondents were
posed questions regarding their use of Global stations only. This represents 3.5% of the sample.
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advertisers that purchase airtime indirectly via non-contracted agencies. Moreover, Global only
holds limited contact detail information for these advertisers. The focus of the survey is
therefore predominantly on direct customers.

All identified customers (bar those also included in the Lost Opportunities survey) were
contacted. YouGov achieved the following numbers of interviews:®

e 389 interviews were achieved across the six regions of London, the West Midlands, the
East Midlands, the North East, North Wales and South Wales.

o In London 37 interviews were achieved,;

o Inthe East Midlands 55 interviews were achieved;
o Inthe West Midlands 50 interviews were achieved;
o In North Wales 90 interviews were achieved;

o In South Wales 93 interviews were achieved,;

o Inthe North East 64 interviews were achieved.

8 YouGov used Computer Assisted Telephone Interviewing (CATI) technology to complete interviewing.
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3. Survey methodology

The methodology used in the Existing Customers Survey largely follows that adopted in the Lost
Opportunities Survey. For example, both surveys consider which other media advertisers
considered for the campaign in question and which media were actually used.

Respondents in the Existing Customer Survey were therefore asked the following questions:

“For the last campaign where you advertised on [Insert Global/RSL stations
identified at Q8], which other media, if any, did you also consider using at the
time?” [Multiple responses, prompted answer. Respondents allowed to not
choose any options]

“And what media did you end up using in addition to [Insert Global/RSL stations
identified at Q8] for that campaign (if any)?” [multiple responses allowed,
prompted question]

However, there are some differences between the two surveys. The Existing Customer Survey
includes customers that have chosen to advertise on a Global and/or an RSL station recently.
The sample will therefore include customers currently using the parties’ stations (i.e. those with
an active campaign) and customers that have ceased advertising on Global and RSL stations
(either because their campaign has ended and Global and RSL both failed to successfully pitch
for a further campaign or because the campaign has ended and no further advertising campaign
has been undertaken). Therefore, to understand which media options non-contracted
advertisers would consider to be substitutable for radio, it is hecessary to ask advertisers how
they would respond in hypothetical scenarios. This is in contrast to the Lost Opportunities
Survey which, by definition, allows us to identify what media alternatives advertisers actually
chose over radio.

Respondents in the Existing Customer Survey were therefore asked which media they would
have used if their chosen radio station had not been available.’ Respondents were asked in
particular:

“Thinking back to the time when you were planning how to allocate your media
budget for the last campaign where you used [Merging parties’ stations]. If you
had been unable to use [Merging parties’ stations] in that period (for example if
there had been no airtime slots available at all), what would you have done with
the budget you would have spent on [that station/those stations] ?"*°

Respondents were able to indicate their likely response to this hypothetical scenario which
could include introducing new media alternatives to the campaign (including other radio stations

° In so doing, this question mirrors the standard question often posited in surveys conducted by the OFT and Competition
Commission.

1 This question is akin to asking respondents how they would react to an infinite price increase. Using this hypothetical scenario to
frame the question has the benefit of ensuring that all respondents within the sample identify their next best alternative to using the
parties’ stations.
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in the area as well as other non-radio media) or increasing spend on the media alternatives they
are already using alongside radio for the campaign. Respondents were also offered the
opportunity to indicate that they would not have spent the money at all if they do not consider
any other advertising medium, including the radio stations of the other merging party, as
providing an effective alternative to their chosen radio station for that campaign.

RBB Economics
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4. YouGov survey of Existing Customers confirms that the
parties’ do not compete closely

The results of the Existing Customer survey confirm the key conclusions of the Lost
Opportunities survey. In particular, the results of the Existing Customer survey indicate the
following:

e The majority of advertisers consider a wide range of non-radio media for
campaigns. Respondents confirmed that they regularly consider using a wide range of
media for the campaigns that involved spend on one of the Parties’ radio stations. 57%
of respondents considered using local press for example. These responses indicate
that the parties’ stations regularly pitch against a wide range of alternative non-radio
media for their share of campaign budgets.

e The majority of advertisers also use a wide range of non-radio media for the same
campaigns that radio is used for. Respondents confirmed that they regularly use a
wide range of media for the campaigns that the parties’ stations are used for. 54% of
advertisers use local press for example.

e A large proportion of advertisers view non-radio media as their next best
alternative to the parties’ stations. 32% of all respondents indicated that they would
have spent their money on non-radio media had the merging parties’ stations not been
available. This compares to 16% that would have used other radio stations.

e Even within radio, the parties’ are not uniquely close alternatives. Only 5% of
respondents indicated that they would switch to a station of the other party. This
represents around 29% of all radio switchers. This compares to 7% that chose radio
stations owned by third parties (41% of all radio switchers).

e Customers are sensitive to small relative changes in the parties’ competitive
offer. Finally, and consistent with the results of the Lost Opportunities survey, the
results of the Existing Customer survey state that the large majority of customers would
switch to other media alternatives if the parties sought to worsen their competitive offer
to customers by a small but significant amount. 61% of respondents indicated that they
would have switched the majority of their spend away. A further 11% would have
switched a proportion of their spend away. Only 4% of advertisers stated that they
would have chosen to continue to purchase the same amount and composition of radio
advertising airtime and therefore would have spent more to accommodate the
hypothetical price increase.™

The following expands on each of these findings in turn.

™ An advertiser could purchase the same number of minutes of airtime but reduce total spend by shifting slots from “expensive” times

of day to “less expensive” times of day.
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4.1. Advertisers consider using a wide range of media alongside radio

The Existing Customer survey confirms that advertisers consider a wide range of other non-
radio media alongside the parties’ stations for campaigns for which they are used.

In particular, Question 9 of the survey asks the following question to advertisers:

“For the last campaign where you advertised on [Insert Global/RSL stations
identified at Q8], which other media, if any, did you also consider using at the
time?” [Multiple responses, prompted answer. Respondents allowed to not
choose any options]

In response:

e 57% of respondents indicated that they also considered using local press for the last
campaign where they had used one of the parties’ stations.

e The corresponding figures for other media are:
o 42% for other radio;
o 39% for social media,;
o 37% for posters and outdoor;

These results are consistent across regions. Annex A.3 provides a region by region break
down of these results.
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Figure 3: Q9: For the last campaign where you advertised on [Insert Global/RSL stations identified at Q8],
which other media, if any, did you also consider using at the time? [Multiple responses, prompted answer.
Respondents allowed to not choose any options] - All regions

Local press [ 57%
Otherradio [ 42%
Social media | 39%
Postersand outdoor media |IEI———— 37%
Magazines [ 31%
Searchengines |[IINN——— 30%
DirectMail [ 25%
Trade sites (NN 14%
Directories | 13%
TV | 13%
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Cinema [N 4%
None of the above (NS 16%
Other N 6%
Don't know II 2%
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Source: YouGov Existing Customer survey. Base: 389 respondents.

4.2. Advertisers use awide range of media alongside radio

Furthermore, those advertisers end up using a wide range of alternative non-radio media
alongside the parties’ stations. These results indicate that the parties’ stations most regularly
pitch against a wide range of alternative non-radio media for their share of campaign budgets.

Question 10 of the survey then asks advertisers:

“‘And what media did you end up using in addition to [Insert Global/RSL
stations identified at Q8] for that campaign (if any)?” [multiple responses
allowed, prompted question]

In response:

e 54% of respondents indicated that they used local press in addition to one of the
parties’ stations.

e The corresponding figures for other media are:

o 37% for posters and outdoor
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o 35% for social media;
o 28% for magazines;
o 23% for other radio;

These results are consistent across regions. Annex A.3 provides a region by region break
down of these results.

Figure 4: Q10: And what media did you end up using in addition to [Insert Global/RSL stations identified at
Q8] for that campaign (if any)? [multiple responses allowed, prompted question] - All regions

Local press [ 54%
Postersand outdoor media | 37%
Socialmedia | 35%
Magazines [N 28%
Searchengines | 24%
Otherradio | 23%
DirectMail | 20%
Tradesites [N 10%
Directories (IS 10%
TV | 7%
Coupon [N 5%
Cinema | 1%
None of the above [ 1%
Other [N 6%
Don'tknow [l 2%
i
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SSource: YouGov Existing Customer survey. Base: 389 respondents.

4.3. The large majority of advertisers do not view the merging parties’
stations to be close competitive alternatives

The responses to the Existing Customer survey indicate that only a very small proportion of
respondents consider other radio to be their next best alternative had the parties’ stations not
been available for their last campaign. These results indicate that most advertisers do not view
the parties’ stations as representing particularly close competitive alternatives.

Question 11 of the Existing Customer survey provides these critical insights into the choices
made by advertisers that declined Global’s pitches. In particular it asks:

“I would now like you to think back to the time when you were planning how
to allocate your media budget for the last campaign where you used [Insert
Global/RSL stations identified at Q8]. If you had been unable to use [Insert
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Global/RSL stations identified at Q8] in that period (for example if there had
been no airtime slots available at all), what would you have done with the
budget you would have spent on [that station/those stations]?” [multiple
responses allowed, prompted question].

Respondents are then able to indicate that they would either:

Increase my advertising spend on the other media that | also used for that
campaign. In this case respondents were then asked which media alternative they
would spend that money on [single response].

Increase my advertising spend on different media to those that | used for that
campaign. In this case respondents also were then asked which media alternative
they would spend that money on [single response].

| wouldn't have spent the money at all, i.e. | would have reduced my overall
campaign spend. In this case respondents were not asked further questions.

Table 2 provides an overview of these key results for all respondents.

Only 16% of advertisers indicated that they would turn to other radio alternatives had
the parties’ station that they had used not been available (for example, if an advertiser
had used a Global station, she would have been asked how she would have altered her
advertising campaign if that Global station had not been available). This compares to
11% that indicated that they would have used local press. 32% of respondents
indicated that they would use a non-radio media (including those choosing media other
than those specified in the list of options). These responses indicate that other non-
radio media represent, for a large number of radio users, effective alternatives that can
be used instead of radio for campaigns.

Only 5% of respondents indicated that they would switch to a station of the other party.
This compares to 7% that chose radio stations owned by third parties.12

35% of respondents indicated that they would not have spent the money at all if the
parties’ stations which they used had not been available.”® For these advertisers the
parties’ stations are not close alternatives that can be used interchangeably for
campaigns.

12

We note that the regional sample used to calculate these proportions is necessarily limited by the fact that few advertisers chose

other radio as the alternative they would turn to. For this reason we do not present results separated out for each of the merging

parties’ customers. A full set of results is however presented in a factual annex.
13

This high number is likely to be driven by the fact that advertising campaigns are unique — a radio campaign on (for example) Capital

may have been designed with specific artistic elements (e.g. jingles and soundbites) and messages tailored to that station and its
young audience. Other media alternatives — including other radio stations with different audience demographic profiles — may not be

viable alternatives in this case for the campaigns that the parties’ stations are used for.
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Table 2: Headline results from YouGov Existing Customer Survey by region — Next best alternatives if parties’ stations had not been available at the
time when they were planning their last campaign.
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London 27% 35% 8% 7% 16% 4% 19% 1% (5%) 0% (0%)  13% (67%) 5% (29%) 19% 37
East Midlands 29% 35% 6% 11% 8% 9% 15% 0% (0%) 6% (41%) 6% (41%) 3% (19%) 22% 55
West Midlands 36% 23% 11% 2% 7% 3% 19% 1% (6%) 3% (17%)  10% (51%) 5% (26%) 22% 50
North East 34% 36% 12% 4% 13% 7% 19% 0% (0%) 5% (28%) 12% (63%) 2% (8%) 12% 64
North Wales 42% 29% 14% 3% 7% 5% 11% 0% (0%) 6% (50%) 0% (0%) 6% (50%) 18% 90
South Wales 33% 34% 12% 3% 16% 3% 18% 1% (7%) 8% (45%) 6% (34%) 3% (15%) 15% 93
Total 35% 32% 11% 4% 11% 5% 16% 1% (3%) 5% (33%) 7% (41%) 4% (23%) 17% 389

Source: YouGov Existing Customer survey. Results calculated by aggregating answers to questions 11(a) (b) and (c). All percentages calculated with a base of the total number of
respondents in that area. Note that flow of questions allowed respondents to choose multiple options (resulting in more options being chosen than the number of respondents). To
ensure percentages summed to 100%, each respondent was given a total “weight” of 1. Where a respondent chose multiple options those options were then appropriately weighted
such that the respondent was given a total weight of 1 (e.g. a respondent choosing two alternative radio stations would have a weight of one half given to each in the final results). *
Figures in parentheses are as a percentage of “radio switchers”. ** Note that a small proportion of respondents indicated that they would switch to another radio station operated by the
party that they had purchased from. *** Other specified media includes cinema, coupon sites, direct mail, directories, magazines, search engines, social media, trade sites and TV.
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4.4. Customers are sensitive to changes in Global’s competitive offer

Finally, the Existing Customer survey confirms that cost is important in determining how
advertisers allocate their budgets across advertising media. Furthermore, the results of this
survey also indicate that a significant share of customers respond to changes in the relative
price of radio advertising. This is consistent with previous surveys undertaken by Ofcom, which
also indicate that advertisers are willing and able to switch away from radio when the relative
price of radio advertising increases.*

In particular, when asked hypothetically what they would have done if the campaign proposed
by Global or RSL had been 10% more expensive:

e 61% of respondents indicated that they would have switched the majority of their spend
away (see Figure 5).

e A further 11% would switch a proportion of their spend away.
e Only 4% of advertisers would continue to advertise and face the price increase.

These results are consistent across regions. Annex A.3 provides a region by region break
down of these results.

Figure 5: Q12: If the campaign proposed by Global/RSL had been [5%/10%/15%] more expensive how would
that have affected your decision? - All regions

Switch the majority of my spend away ‘_ 34%

Switch a proportion of my spend away ‘_ 12%
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Continue advertising and pay the additional amount ‘- 8%

Don't know ‘- 5%
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10%
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Don't know ‘- 4%
Switch the majority of my spend away ‘_ 77%

Switch a proportion of my spend away ‘- 8%

15%
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Continue advertising and pay the additional amount ‘l 2%

Don't know ‘- 4%

T T T T T T T T 1

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

Source: YouGov Existing Customer Survey (2012). Base: 389 respondents

1 See Ofcom Radio Advertising Market Research: Assessment of the constraints on the price of direct and indirect radio advertising,

published on 19 October 2006.
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A.1 YOUGOV - EXISTING CUSTOMERS SURVEY QUESTIONNAIRE

Survey of non-contracted customers who (i) booked a campaign on a Global station between January 2011 and April 2012; or (ii) booked

Example of introduction: “Hello. My name is ..... | am calling from [YouGov], the independent market research company. We are currently carrying
out a survey to understand how advertisers make advertising decisions. We are acting for a media company which we understand you [have
advertised with in the last 18 months / you advertised with last year]. / will disclose the media company’s name during the survey, but first | would
like to ask you a few general questions. The whole survey should take no longer than 10 minutes and | assure you that all your answers will be

acampaign on an RSL station in the last financial year

completely anonymous and treated in the strictest confidence.” [If respondent pushes back reveal identity of media company]

No

Questions to advertisers who advertised on [Heart] / [Capital] in the last 18 months [Equivalent questions asked
for RSL customers]

Q1

Can you tell me approximately what your total advertising spend was in 2011?

Numeric Range: Permitted Range 0 TO 10000000 (Numeric Range)
Don't Know

[If 0 end questionnaire]

Thinking about your total advertising spend in 2011, what did you spend that budget on? [multiple responses
allowed, prompted question]

ROTATE CODES

Cinema

Coupon sites - e.g. Living Social, Groupon, Woucher etc

Direct Malil

Directories - e.g. Thomson /Yellow pages

Local press

RBB Economics
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Magazines

Posters and outdoor media

Radio

Search engines — e.g. Google

Social media — e.g. Facebook

Trade sites relevant to your industry e.g Rightmove for the property or Autotrader for the motor trade industry
TV

Other — specify

Don’t know

You have told me that you used [insert options specified at 2]. How important was cost in deciding which
media to use? [single response, prompted question]

Very important
Somewhat important
Not very important
Not at all

Don’t know

And what other types of media, if any, did you consider using in 2011 in addition to those that you have
told me about? [multiple responses, prompted answer. Respondents allowed to not choose any options]

INSERT LIST OF OPTIONS SPECIFIED AT QUESTION 2 MINUS OPTIONS CHOSEN IN RESPONSE TO
QUESTION 2

[If Radio not chosen in Question 2] Have you advertised on radio at all in the last three years?
Yes

No

Don’t know

[Iif no or don’t know end questionnaire]

RBB Economics
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[If radio=yes at Question 2 or 5] What are your campaign objectives in using radio? [multiple responses
allowed, prompted question]

To promote general brand awareness

To sell/market a specific product

6 To promote a particular sale, launch or event
To encourage customers to visit a website
To encourage customers to visit a local store
To communicate a not for profit message
Other, please specify

What other types of media could you use to meet the same campaign objectives as radio? [multiple
responses, prompted answer. Respondents allowed to not choose any options]

ROTATE CODES

Cinema

Coupon sites - e.g. Living Social, Groupon, Woucher etc

Direct Malil

Directories e.g. Thomson /Yellow pages

Local press

Posters and outdoor media

Magazines

Search engines — e.g. Google

Social media — e.g. Facebook

Trade sites relevant to your industry e.g Rightmove for the property or Autotrader for the motor trade industry

TV

None

Other — specify
Don’t know
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As I mentioned earlier, we are acting on behalf of a media company. That media company owns [INSERT
STATIONS’ NAMES DEPENDING ON AREA, SEE ATTACHED SPREADSHEET]. We understand that you
advertised on one or more of these stations since in the last 18 months and the media company is
interested in understanding what motivated that decision.

FOR MULTI STATION REGIONS ONLY: Thinking back to the last campaigh where you advertised on one or
more of these stations, can you confirm which stations you used

[Insert list of Global radio stations available in area]

FOR SINGLE STATION REGIONS: Can you confirm that you have used [insert station in region] in the last
18 months.

[If no to either question end survey]

For the last campaign where you advertised on [Insert Global stations identified at Q8], which other media,
if any, did you also consider using at the time? [Multiple responses, prompted answer. Respondents allowed to
not choose any options]

ROTATE CODES

Cinema

Coupon sites - e.g. Living Social, Groupon, Woucher etc
Direct Mail

Directories e.g. Thomson /Yellow pages

Local press

Magazines

Posters and outdoor media

Other radio

RBB Economics
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Search engines — e.g. Google
Social media — e.g. Facebook
Trade sites relevant to your industry e.g Rightmove for the property or Autotrader for the motor trade industry
TV
None
Other — specify
Don’t know
10 And what media did you end up using in addition to [Insert Global stations identified at Q8] for that

campaign (if any)? [multiple responses allowed, prompted question]
ROTATE CODES
Cinema
Coupon sites - e.g. Living Social, Groupon, Woucher etc
Direct Mail
Directories e.g. Thomson /Yellow pages
Local press
Magazines
Posters and outdoor media
Other radio
Search engines — e.g. Google
Social media — e.g. Facebook
Trade sites relevant to your industry e.g Rightmove for the property or Autotrader for the motor trade industry
TV
None
Other — specify
Don’t know

11a I would now like you to think back to the time when you were planning how to allocate your media budget
for the last campaign where you used [Insert Global stations identified at Q8]. If you had been unable to

RBB Economics
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use [Insert Global stations identified at Q8] in that period (for example if there had been no airtime slots
available at all), what would you have done with the budget you would have spent on [that station/those
stations]? [multiple responses allowed, prompted question]

Increase my advertising spend on the other media that | also used for that campaign
Increase my advertising spend on different media to those that | used for that campaign

| wouldn’t have spent the money at all (ie | would have reduced my overall campaign spend)
| don’t know

If Don’t know go to Question 12]

11.b(j)

[if 11.a =increase my advertising spend on the other media that | also used for that campaign] You have
said that you would increase your advertising spend on the other media that you also used for that
campaign. What other advertising media would you have been most likely to spend that money on? [single
response, prompted question]

[insert list of media chosen at 10, include don’t know]

11.b(ii)

[If 11.b(i) = Other radio] You have said that you would have spent the money that you were going to spend
on [Insert Global stations identified at Q8] on other radio. Which other radio station or stations would you
have been most likely to spend that money on? [multiple responses allowed]

[Insert list of alternatives depending on area, include don’t know]

11.c(i)

[if 11.a =increase my advertising spend on different media to those that | also used for that campaign] You
have said that you would increase your advertising spend on different media to those that you used for that
campaign]. What other advertising media would you have been most likely to spend that money on? [single
response, prompted question]
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ROTATE CODES

Cinema

Coupon sites - e.g. Living Social, Groupon, Woucher etc
Direct Mall

Directories e.g. Thomson /Yellow pages

Local press

Magazines

Posters and outdoor media

Other radio

Search engines — e.g. Google

Social media — e.g. Facebook

Trade sites relevant to your industry e.g Rightmove for the property or Autotrader for the motor trade industry
TV

None

Other — specify

| don’t know

[If 11.c(i) = Other radio] You have said that you would have spent the money that you were going to spend
on [Insert Global stations identified at Q8] on other radio. Which other radio station or stations would you

11.c(ii) have been most likely to spend that money on? [multiple responses allowed]
[Insert list of alternatives depending on area, include don’t know]
I would now like to ask you some general questions about the cost of advertising on [Insert Global stations
identified at Q8]. If the cost of advertising on [Insert Global stations identified at Q8] increased by 5% how
12.a would that most likely have affected your advertising spend for your last campaign on [Insert Global

stations identified at Q8]? [single response, prompted]

I would be likely to switch the majority of my spend away from [Insert Global stations identified at Q8]
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| would be likely to switch a proportion of my spend away from [Insert Global stations identified at Q8]
I would be likely to continue spending the same amount on [Insert Global stations identified at Q8]
| don’t know

12.b

[if 12.a does not equal “l would be very likely to switch the majority of my spend from the Global station
that | used in your my radio campaign] If the cost of advertising on [Insert Global stations identified at Q8]
increased by 10% how would that most likely have affected your advertising spend for your last campaign
on [Insert Global stations identified at Q8]? [single response, prompted]

I would be likely to switch the majority of my spend away from [Insert Global stations identified at Q8]
I would be likely to switch a proportion of my spend away from [Insert Global stations identified at Q8]
| would be likely to continue spending the same amount on [Insert Global stations identified at Q8]

| don’t know

12.c

[if 12.b does not equal “l would be very likely to switch the majority of my spend from Global station] If the
cost of advertising on [Insert Global stations identified at Q8] increased by 15% how would that most likely
have affected your advertising spend for your last campaign on [Insert Global stations identified at Q8]?
[single response, prompted]

I would be likely to switch the majority of my spend away from [Insert Global stations identified at Q8]
I would be likely to switch a proportion of my spend away from [Insert Global stations identified at Q8]
I would be likely to continue spending the same amount on [Insert Global stations identified at Q8]

| don’t know
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A.2 YOUGOV EXISTING CUSTOMER SURVEY - SAMPLE REPORT

PRIVILEGED AND CONFIDENTIAL

EAST WEST
MIDLANDS LONDON NORTH EAST WALES MIDLANDS OVERALL
GLOBAL GMG GLOBAL GMG GLOBAL GMG GLOBAL GMG GLOBAL GMG TOTAL

LIVE SAMPLE

Answer Machine 6

Appointment 3 2 1 5 3 26

Line Busy

No Answer 1

Not Called

Person Absent

TOTAL LIVE 10 0 3 0 2 1 10 3 5 0 34

DEAD SAMPLE

Exceed Max Attempts (10) 11 1 11 1 7 5 14 11 70

Cannot Communicate 5 1 3 3 10 5 30

Duplicate 1 2 4 3 1 5 6 34

Fax or Modem 2 3 1 1 1 10

Hung Up 9 4 8 1 5 4 15 15 8 1 70

Intrusion of Privacy 1 1 4

Number Unobtainable 44 1 34 19 8 34 4 31 175

Out of Quota 26 49 17 10 35 14 18 3 178

Refused / Not Interested 118 34 115 42 56 152 97 86 33 742

Wrong Number 1 3 1 5 6 6 2 1 25

TOTAL DEAD 217 50 228 16 93 98 273 161 156 46 1338
| COMPLETED 37 | 18 32 5 | 16 48 109 | 74 34 | 16 | | 389
| TOTAL SAMPLE 263 | 68 263 21 | 111 147 392 | 238 195 | 62 | | 1760
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