




Brands that keep advertising – win 



Thomas Kamber (2002) Journal of Brand ManagementBiel and King (1990). WPP Center for Research 









✓ More listeners and hours spent listening (radio & online audio) _

✓ ewer competitors in an ad break

✓ Fast & easy to get on air – flexibility to change message

✓ Affordable & safe mass reach medium (incremental reach)

✓ igger market share now and faster growth during recovery



UK: Consumer spending grew by 0.2% year on year in August, 
the first rise since February this year

Source: Barclays, UK Consumer Spending Report, Sep 15,2020
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Source: Radiocentre/DRG
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Source: egta COVID barometer 2020
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+48% +23% +12%

Ad awareness Relevance Consideration

Source: Radiogauge; base = 775 campaigns, average radio spend £404k



+52% +30%

Online brand browsing Purchase intent in-store

Source: Radio, the Online Multiplier; Building Shelf Awareness



Source: Radio delivers in crisis – case studies of brands successfully integrating radio, egta

200% +191% +11% +12%

http://www.egta.com/egta_bites/egta_bites_309_04092020/index.html
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What Should Ads Look Like in the Time of Recession? Orlando Wood, System1 
https://business.linkedin.com/marketing-solutions/blog/content-marketing-thought-leaders/2020/what-should-ads-look-like-in-the-time-of-recession-

https://business.linkedin.com/marketing-solutions/blog/content-marketing-thought-leaders/2020/what-should-ads-look-like-in-the-time-of-recession-

