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NOVA Entertainment offers advertisers unparalleled scale,
unrivalled content and a powerful cross-platform connection

through its broadcast and on-demand audio network.
NOVA Entertainment in partnership with Acast, commissiohed the

Podcasting Intelligence Report to provide a deeper understanding

9035‘7 n0va S/@wm/ for advertisers around the potency of podcasting for brands.

'Eivéaa colesradio‘\\ The study uncovered local Australian data on the fast-growing
TALKING AomLatow medium, identifying the value of the Australian podcast audience,
their motivations for listening and how advertisers can drive brand

Source: Nislsen CMV SOS 2018, National All People Cume Reach (000's) | GIK Radio Ratings | Survey S 2018 | Natkonal,

Man-sun 05:30am-12MM. All Pzople. Acast Data | Avg Inventory per Week: Hostad Shaws, National, Days AU August 2018 diSCOVery and Create new audience Connection S.




Wesurrvevedover 1,600 Australians

The Podcasting Intelligence Report will provide new insight into podcasting’s viability for advertisers. The research was
underpinned with a strong methodology to deliver a confidence level well above industry standards.

Over 1,300 Australians were surveyed, representing the general population of listeners across the audio landscape,
including a mix of regular, light, lapsed, non and future podcast consumers.

This delivered an incredibly robust sample with a confidence level of 99%, and 4% margin of error.

50% 50% 90%
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Data has been weighted to online national rep proportions, using age x gender + region




Our Findings

Listeners are affluent and strong influencers, which makes them highly desirable to brands.

We understand that the content they listen to evolves over time. Moving from personal entertainment to
personal development as they become more familiar with the medium. This provides brands with more
efficient targeting options whilst minimising wastage.

We also discovered that there is no ‘one’ podcasting occasion, however the common-thread across
listening occasions is that they are undertaken mainly alone, making them more intimate, unique and
exclusive for brands.

This means consumer action is more likely to result from a podcasting ad exposure, than any other medium.

RECOMMENDED LISTENING
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word of l
To accompany this research, NOVA Entertainment produced a three-part podcast series Word of Mouth.
This podcast takes listeners deep into the world of podcasting interviewing some of the most prolific

podcast creators behind this rapidly growing medium, driving discovery of some of the most influential
content and categories worldwide. Click for Link.



https://www.acast.com/wordofmouthpodcast

PODCASTING TODAY
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PODCASTING ON THE RISE

podcasting
now has scale
and growth

3.5 MILLION

v

20(y of podcasters weren't
0 listening just 6 months ago
2l(y are listening more than
(1] they were a year ago

Podcasting has become the fastest growing on-demand audio medium, now having considerable

scale with currently 3.5 million podcast listeners from the ages of 16-64, representing 1in 4
Australians in that age bracket.




“Audio has the ability to
reach consumers where
other visual media cannot
compete. It's about
understanding your
audience, their listening

> occasions and adaptin
podcasting has carned st

your message to best
reach your consumer, at
> that moment in time.”

Chief Commercial Officer
NOVA Entertainment

marketing mix.



There are multiple wavs people discover podceasts

22%

19%

BROWSING IN PODCAST APP

FRIENDS / FAMILY
ONLINE ARTICLES

SOCIAL MEDIA
TV OR RADIO

DRIVERS OF PODCAST DISCOVERY:

Brands must ampnlifyv across
mulunle platforms

As shown here, discovery drivers are varied which
demonstrates that amplification across multiple media
platforms from social, radio and digital is vital to truly
capture the attention of podcast listeners



podceasiers
are allluencers —

SHOPPING

MORE ON
CARS /
MOTORBIKES

MORE ON
ENTERTAINMENT

ADVICE

PROVIDERS

MORE ON
HOLIDAYS

MORE ON

)70/  HOUSEHOLD
49% OF PODCAST +27 /0 GOODS

LISTENERS

Podcast listeners are affluent influencers; more likely to influence those around them and have a higher

discretional spend within key categories.




podcasting olfers

for advertdsers (0

The scale and
forecasted growth
that is set to continue
for podcasting offers
tangible advertising
results, positioning
podcasting as a
serious contender

in the audio
landscape.




Listening behaviours evolve with experience

podcasting offers brands the ability to
target consumers with minimal wastage

SEEKING SPECIFIC CONTENT

NEW PODCAST LISTENERS EXPERIENCED LISTENERS
as a break from what they're to challenge their perceptions
already listening to to learn something new.

As listeners become more experienced, they become more attracted to more specific content.


https://www.acast.com/katetimandmarty
https://www.acast.com/modernbabies
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there is no one
podcasting occasion

target the engaged, undivided attention

Q 4 ¢ of listeners on a one-to-one level.
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DOING CHORES
FALLING ASLEEP /
WEB SURFING /
SOCIAL MEDIA
EXERCISING
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COOKING
DRIVING
WALKING

For brands, this demonstrates the ability to reach listeners during these daily tasks, leveraging
consumers undivided attention on a one-to-one level.



\Y NOVA

ENTERTAINMENT

Over ¢ million
listens in Australisa
crery month

The NOVA Entertainment & Acast
network offers the largest podcast
audience in Australia.

Our partnership with Acast is a good
demonstration of NOVA Entertainment’s
multi-platform strategy, leveraging our skill
in audio production beyond broadcast radio

to new platforms and audiences. \\

Cathv O'Connor - Chief Executive Officer, NOVA Entertainment

Source: Understanding the Podcast Market - Ipsos | February 2018] Nielsen CMV SO5 2018, National All People Cume Reach (000’s) | GfK Radio Ratings
| Avg Inventory per Week: Hosted Shows, National, Days |AU August 2018

podcast consumption
is individual
AUDIO CONSUMPTION HABITS

6G0O% of podcast consumnuion
is thronoh headnhones
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PODCASTS RADIO STREAMING
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Survey 5 2018 | National, Mon-Sun 05:30am-12MM. All People. Acast Data



podcustsprorvide
brands the ability 1o
Lurg€ hiohlv.cnoaoced
listeners. one w0 one
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“Podcasting is a
combination of
content and
influencer marketing,
and there is one
obvious quality that
people look forin
both; the ability to tell
a great story.”

Guv Scou Wilson
Content Director
Acast



N\ mnrivalled
content
A marketleading podcast partmership BEE g

@an @ INDEPENDENT V()GUE
In partnership with Acast, our audio entertainment network is one L el

of Australia’s most powerful with over 3,000 of the most in 0 B ¢
demand titles, available on demand.

FT FINANCIAL
+ TIMES

Our podcast network includes content from
premium publishers and independent podcast creators L
delivering more premium environments exclusively to Coeens WM atttude (@D

Australian advertisers. b

BOOK GROUP s|q

LOUDAND QUIET , NewStatesman

Source: Understanding the Podcast Market - Ipsos | February 2018| Nielsen CMV SO5 2018, National All People Cume Reach (000's) | GfK Radio Ratings
| Survey 5 2018 | National, Mon-Sun 05:30am-12MM. All People. Acast Data | Avg Inventory per Week: Hosted Shows, National, Days |AU August 2018




category consumption differs across age

These differences across age brackets allows us to inform content strategies in line with the
category consumption of your target demographic.

COMEDY
|

MUSIC, FILM / TV

& —

E NEWS + POLITICS

HEALTH + I HEALTH +
WELLNESS WELLNESS

DOCUMENTARIES é SCIENCE + + RELIGION +

/ NON-FICTION TECHNOLOGY SPIRITUALITY

N GAMING +
HOBBIES




o
L
(©)
Z
L
)
=
=
L
—
Z




driving action and achicving results

EXPLORED

6%

Shared information
about the advertised
brand with friends
and family in person
or online

Purchased the

of podcasters have taken advertised product
and/ or used a

action after hearing a podcast :
_ promotional code
commercial message.

®



.
podcasts drive podsast hat s ju
considerable action : IR
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alention

25\ mrsaemeers (e benelits
rust of contexnal

2 . more likely to trust the
X message host read ads deliver.

@
Y LAY D LV AY
oo create
l 8 . more likely to rem'ember the
. X brand or message in a host read HOST READ ADS VS DYNAMIC ADS

ad versus a dynamic ad.

Stephen Fry, Great Leap Years



hostread a
ultimate in dri
building t
recall

“As podcast listening
is highly personal in
nature, w
branded podca
are executed well,
the result is a depth
of connection that is
much greater than
other forms of
content marketing.”

Kate Murnhyvy
National Commercial Strategy Director

NOVA Entertainment
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ad Sauluration is
low in podcasting

Commercial messaging will have higher cut-through and
recall in a podcasting environment.

@lclolc

PODCASTING RADIO TELEVISION ONLINE
4 MINS 12 MINS 15 MINS O 15 ADS
PER HOUR PER HOUR PER HOUR PER HOUR

AVERAGE EXPOSURE OF COMMERCIAL MESSAGES PER HOUR




podcasts reach the wnreachables

2.9X
to pay for a premium audio streaming service
like Spotify, Apple Music or Soundcloud

ad avoidance is low on podcasts,
delivering brands unigue and
hard-to-reach audiences.

l ° ’ podcast listeners have used an
lﬂ % ad-blocker in the past 3 months.
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———————— —less ad avoidance

~—contextual ereative

gh@hér trast and brand recall

> drives action for brands




I. Has earned its place in your marketing mix with its S¢ale¢ and continued growth,

2. Delivers a rich advertising environment to connect with a hard (0 reach
and inllnential audience,

9. Provides the opportunity target brand messages to key age demographics
based on their content choices,

A. Offers the ability to connect with highly engaged listeners one-on-one,

o. Drives considerable &Ction and rewrn on investncent for brands.
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power of podcusting

UNPARALLELED SCALE CREATIVE EXPERTISE

UNRIVALLED CONTENT CROSS-PLATFORM CONNECTION

CONTEXTUAL ENVIRONMENTS TIME TARGETED DISCOVERY

TRUSTED INFLUENCERS UNIQUE AUDIENCE INSIGHT

TECHNOLOGICAL PIONEERS SEAMLESS CUSTOMER EXPERIENCE

To find out more about how podcasting can work for your brand contact



mailto:podcast@novaentertainment.com.au
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RADIO TV UFE LOVE LATEST | ENTERTAINMENT WIN  EVENTS

T NOVA.
Inspiration of the day: How ENGESE

Tayla, 22, overcame For workers
. . with-gisAbility

bullying to live her dream

career

Must See

NOVA,.
N

For workers
with-isAbility

on ability



https://www.acast.com/focusonability

MEET
ME AT THE
BARRE
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https://www.acast.com/wishsomeonetoldme

