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Yes we are a small
country (41000 sq km),

Yes we are with many
people (16,4 mio).




1. Economy The Netherlands

e In 2006 Dutch economy recovered + 3,0%
 In 2007 we had a great year +  3,5%
e |n 2008 Q1-3 OK, Q4: disaster fsssrPn30/%
 And in 2009 we all hope and pray est. -4,8%
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Q4 2008 period of change

2007 6.157.000.000 euro +5,8%
2008 6.153.000.000 euro -0,1%
2009 est. 5.739.000.000 euro -6,7%
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Source: Nielsen Nett Media Billings 1999-2008
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Source Nielsen Nett Media Billings

© Internet 24,5% 2 TV 26 4%

m Qutdoor5,1%
®m Radio 8,1%

= Magazines B Cinema 0,2%

10,7%

= Dallies 25,1%



Source: Nielsen including estimate 2009
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Radio (gross)

Advertiser Marketshare Marketshare Index 08/09
Category 2008 2009 (Q1)

Financial 17,7% 11.8%

Telecom 11,8% 9.4% 80
Retall 11,6% 11.0% 95
Government 11,3% 12.9% 114
Cars/Transport 11,1% 13.9% 125
Total Top 5 63.5% 59.0% 93



Rai .

Marketshare % (2008 listening vs gross mediabillings)

Top 3 commercial station groups 40% 62%
Other commercial stations 17% 9%
National Public (STER) 30% 25%
Regional Public (ORN) 13% 4%
Total 100% 100%



T imespending per mediumtype pef mediumtype

In hours per week (13 jr+)
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Time of the day
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Financial crisis Vs specific radio criteria

« Economy under pressure, so it will affect all
media spendings including radio.

e Advertisers will focus more on:
— Short term objectives
— ‘Call to action’ like promotions
— Cost-effective media
— Flexible media.



New developments

DAB will be introduced by commercial
radiostations (in connection with FM licence).

More and more radioplatforms (focus radio &
online: ears & eyes of campaign).

Wider communication spectrum.

Radio listening time Is increasing. Per day: 3
hours +14 minutes.

National Radio Survey will be organized in a
JIC (Joint Industry Committee).




e Case KPN Telecom

Introduction new telephone number 1888

DE 53J8

OP MR X IS GEOPEND

BELONING:
€ 50.000

! OF JE BELT GEWOON:

ken jij de naam,
kennen wij het nummer

L

KIJK VOOR MEER §538

INFORMATIE
op rapI053s.NL D @




e Radio 538 was organizing this event ‘The hunt for Mr X'.

— Mr X was every day op a specific place to fulfill several tasks and
you could get location hints by radio, internet, newspaper etc.

— By the new telephone number 1888 you were connected with the
voicemail of Mr X who was giving a hint for the next day.

— Winner received 50k: one of the biggest radio rewards.
— Because of the enormous success the event were repeated.
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W
o Advertiser: KPN Telecom
e Objective: generating awareness 1888 new (paid) nr.
e Targetgroup: 20-49 years
e Budgetindication: 250K

e Period: 3 weeks in April
e Agencies: Mindshare and SWH



BELONING
€ 50,000

L

DE 5348 OP MR X GAAT DOOR
KRN WO NI ZINGEN 0P RACHOGI 3L .l

Wat Is de 53|87















Results

Locations of Mr X were fully blocked by people
(Afsluitdijk, Efteling, Volendam etc).

More than 135.000x film Mr X on youtube.com
100.000 people visited special action webpages.
More than 12.000 postings on forums

Pageviews increased with 32%

Thousands of people have called 1888 for new hints
People paid for the Mr X stickers (sold on internet).
And of course a lot of free publicity



Thanks for listening !
George @ RAB.FM



