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Dts all about Randomness
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> n=30000

A

LET'S

FLIP

& COIN

R i o (Y"Head"”", "Tail")

> flip <- sample(coin,n, replace=TRUELE)
> nl=length (which (flip=="Head")) ;nl

[1]
> nl/n

[1]

14903

0.4967667

Trials/ # Heads Ratio Percentage
Sample TARGET=50%
10 7 0.7 70%

100 43 0.43 43%

1,000 558 .558 55.80%
10,000 5,103 0.5103 51.03%
30,000 14,903 0.4968 49.68%
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*» Dynamic adjustment of weights
“»» Gender/Age group/Location



The Transpanency

»» Random Number Generator
operated by a TTP (Panteion Univ. research team)

. £3 Statistics Canada

s Open Survey Design and Methodology
documented and published (also taught in classroom)

MEOOAOI KAI MTPAKTIKEZ ZTATIZTIKQN EPEYNQN

XAPAKTHPIZTIKEZ EOAPMOIEZ

»»  Tracking the Process and the Data
users and auditors

*  GDPR compliance
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Metadata
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External
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Metadata (data about data) Reporting

response rates analysis, compliance with the sample design, ...
check daily, weekly and monthly targets

Paradata (data about process) surveying

Non sampling errors introduced by the interviewer/process
daily survey with questionnaires

Ad hoc Audits
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Audio Measurements Indices — Average Reach (Trend Analysis)
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Across time, 8 out of 10 listen to the radio every day




Average Daily Reach - Demographics
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Average Daily Reach Per Hour — Weekdays vs. Weekends
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High levels of reach all day long (from early in the morning up to late afternoon)
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Average Daily Duration (Minutes) - Demographics
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Radio Listening Sources — «USUALLY»

2019

| 25-44:47%
e

41,1%

RADIO LISTENING SOURCES — USUALLY Q
And one last question about radio: in which ways do you USUALLY listen radio?



Listening Sources /| «<YESTERDAY»— Demographics

Age Groups S/E Class
100
90 100
30 90
70 80
60 70
50 60
40
50
30
40
20
30
10
o 20
Radio Internet 0
H Total 91,3 24,7
0
W 15-24 89,3 23 Radio Internet
W 25-34 88,9 Total 91,3 24,7
H 35-44 91,3 B Upper 91,5
45-54 92 25,7 m Middle 91 24,2
55-70 93 19,4 H Lower 91,3 19,6

SOURCES OF RADIO STATIONS LISTENED TO YESTERDAY
The radio station ... (STATION YOU LISTENED TO YESTERDAY - THE STATIONS APPEARING IN RANDOM ORDER) that you told me you heard yesterday, how did you hear it. From a
radio device, via the Internet, or both.
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Emotional Multiplier
International data

Media consumption
has a significant
positive effect on
people’s MOOD

Radio has the
biggest
influence on
people’s
HAPPINESS
and ENERGY

T N

HELLAS S.A. :

YEARSQ:”

Listeners develop
| astrong emotional
connection

* Reflects positively on
RADIO ADVERTISING

Most trusted medium for
news, entertainment
and ads

* 73% of citizens
TRUST RADIO
(EU research)




DECODING RADIO’S POTENTIAL : DRI . : AEMAw

QUALITATIVE RESEARCH HIGHLIGHTS

Eivar Aiyo  OIaQopeTIKO  TO
~_ouvaicbnua nou Byaler 1O
\ padliopwvo, €ival nio PoNavriko,
M0 GUVTPOQPIKO.

STRONG — ~ " 18-24 eTwv
EMOTIONAL CONNECTION : X \

GENUINE, PURE, WARM, ROMANTIC | L | Me TO pPadoGWVO  EXOUME

’ * veAaoel padi, Exoupe kAawe pad,
HE EXEI OUVTPOMEWEI ano Tnv
| epnPeia Pou PEXPI KAl TwPA O€
d1APOoPEC PAceIC TNC (WNC HOoU.
45-54 eTwv




DECODING RADIO’S POTENTIAL :

QUALITATIVE RESEARCH HIGHLIGHTS

CULTURE
SOCIETY

— [VUSIC
HIGHLY APPRECIATED W N SPORTS

INFORMATION SOURCE | 8 hotte

ECONOMY
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HELLAS S.A.

OeAw va  eipal peoa  oTa
npayuaTa, va &Epw T1 veo naidel.
18-24 eTwv

>€ €MNoXN Nou cuppaivouv noAAG
YEYOVOTA BEAW va €ial GUVEXWC

EVNUEPOC.
45-54 eTwv



RADIO ADVERTISING TREND
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(January — December 2022 vs 2021)
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