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COMPANY
OVERVIEW

ABOUT [HEARTMEDIA

iHeartMedia (NASDAQ: IHRT) is the
number one audio company in the United
States, reaching nine out of 10 Americans
every month — and with its quarter of a
billion monthly listeners, has a greater
reach than any other media company in the
U.S. The company'’s leadership position in
audio extends across multiple platforms,
including more than 850 live broadcast
stations in over 160 markets nationwide;
through its iHeartRadio digital service
available across more than 250 platforms
and 2,000 devices; through its influencers;
social; branded iconic live music events;
other digital products and newsletters; and
podcasts as the #1 commercial podcast
publisher. iHeartMedia also leads the
audio industry in analytics, targeting and
attribution for its marketing partners with
its SmartAudio product, using data from its
massive consumer base. Visit iHeartMedia.
com for more company information.
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ABOUT [HEARTMEDIA, INC.

iHeartMedia, Inc. (Nasdagq: IHRT) is the
number one audio company in America
based on consumer reach. The Company’s
leadership position in audio extends across
multiple platforms, including through

more than 850 live broadcast stations in
over 160 markets nationwide; through its
iHeartRadio service, which is available
across more than 250 platforms and
2,000 devices including smart speakers,
smartphones, TVs and gaming consoles;
through its influencers; social; live events;
podcasting; and other digital products
and newsletters. The company uses its
unparalleled national reach to target

both nationally and locally on behalf of

its advertising partners, and uses its
proprietary SmartAudio data and analytics
to provide unique advertising products
across all its platforms. More information
is available at investor.iheartmedia.com.






EXECUTIVE

LETTER

As the number one audio company in

the U.S., and the largest broadcast radio
company, the most important responsibility
we have is to the communities we

serve. iHeart's community outreach and
engagement efforts are authentically tied
to both our mission and our business
purpose, and are embedded in every
aspect of our company culture. Serving our
listeners and our communities through our
diverse portfolio of platforms and assets

— from broadcast to digital, podcasts,
personalities, influencers, social, live
events and more — is at the core of what
we do, and our community engagement
efforts reflect that commitment.

Every year iHeart supports thousands of
nonprofit organizations that are changing
the world by helping to solve pressing

and critical issues, and in 2019 we
contributed over $350 million worth of
media across all of our stations in support
of organizations improving the lives of
others. We introduced many new partners,
including the National Alliance for Mental
lliness, the Child Mind Institute, Covenant
House and the Green Light Fund, which
address issues as diverse as mental
health, homelessness, education and
social inequality, and continued to build on
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our deep and longstanding relationships
with leading nonprofits including 9/11
Day, UNCF, American Heart Association,
Global Citizen and GLAAD to help
address other relevant and timely issues
facing our communities. Additionally,
iHeartMedia accepted an invitation from
the We Are All Human Foundation — a
nonprofit dedicated to promoting diversity
and inclusion — to join The Hispanic
Promise, a collaborative effort with more
than a dozen Hispanic associations

and more than 150 corporations to
advance and empower U.S. Hispanics
as employees, customers and citizens.

In 2019 we focused on expanding our
support in two major areas: Mental health
and the environment. Our long-term
commitment to mental health kicked off
with robust partnerships with the National
Alliance on Mental lliness (NAMI) and the
Child Mind Institute, a national nonprofit
dedicated to working with children and
families struggling with mental health

and learning disorders, and includes a
multi-year campaign to raise awareness
of mental health and foster a culture
within communities that supports talking
about mental health issues like anxiety
and depression. As part of this effort, we

launched a signature mental health program
-- iHeartMedia's “Let’s Talk” -- which
includes elements like weaving a virtual
support system through iHeartMedia’s
850 stations; a partnership with Crisis
Textline to help recruit late-night volunteer
crisis counselors; promotion of the Hi,
How Are You Project reminding listeners
to simply reach out and check in on the
people around them; and providing a
platform for expert mental health clinicians
to distribute valuable information and
resources to our listeners. We also worked
very closely with the Child Mind Institute
in the wake of tragic mass shootings

that directly impacted communities and
families in El Paso, TX and Dayton, OH

as well as echoing trauma in the rest

of the country. Through PSAs, on-air
interviews and other resources, we were
able to provide suggestions for comforting
children and helping them express

their feelings, as well as how to answer
questions when traumatic events occur.

As part of our commitment to protecting
the environment, we forged a relationship in
2019 with the United Nations Development
Programme to raise awareness around

the Sustainable Development Goals, a
collection of 17 global goals designed to



be a “blueprint to achieve a better and
more sustainable future for all,” and the
role we all play in protecting our planet.
iHeart also played an active role in helping
to plant 20 million trees by partnering with
the Arbor Day Foundation for #TeamTrees,
the biggest community-driven campaign
YouTube has ever seen. Additionally, iHeart
radio stations across the country supported
a number of leading environmental-
focused organizations locally through PSA,
volunteer support and local sustainability
and beautification projects. Our
commitment to environment will continue
to grow and we look forward to building

on these efforts and introducing new
programs and initiatives that inspire and
engage others to join in and participate.

To that end, we are sharing with you our
9th annual community impact report,
which showcases these and a wide variety
of the other efforts and initiatives that
iHeart teams across America took part

in last year to help our communities.

BOB PITTMAN
GHAIRMAN + GEO

[HEARTMEDIA, INC.

RICH BRESSLER
PRESIDENT, GO0 & GFO
[HEARTMEDIA, INC.



COMMITMENT
TO COMMUNITY

iHeartMedia Communities, the community
engagement division of iHeartMedia, Inc.
launched in 2011, serves to focus the
company’s ongoing efforts by adding

a layer of resources and commitment

to address critical issues affecting the
local communities we serve and to
streamline all philanthropic commitments,
ensuring consistent focus and messaging
across all divisions and departments.
iHeartMedia Communities amplifies the
most pressing concerns facing each
local community we serve and adds
additional support and focus for stations
working to address these local needs.

The company’s local and national
campaigns primarily fall into these
categories: Family & Social Impact,
Education & Literacy, Health &
Wellness, Music & Arts, Environmental,
and Disaster Response.

FAMILY & SOCIAL IMPACT

iHeartMedia addresses topical issues
that will spur positive impact in local
communities across the country.

EDUCATION & LITERACY

Education is at the heart of countless
critical issues facing many Americans.
iHeartMedia Communities are committed
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to shining a light on the importance of
education and literacy by empowering
young people to take control of their
future; supporting local schools; enabling
teachers; and providing the tools and
educational services desperately needed
in underserved areas of our country.

ENVIRONMENTAL

iHeartMedia continually looks for ways to
rally the communities in which we live and
work to protect the environment and to
conserve energy and natural resources.
From Public Service Announcements to
local long-form shows and live events, local
radio stations use their platforms to inform
and educate its audiences and incite action.

HEALTH & WELLNESS

iHeartMedia works with an array of
health-related organizations to bring
attention to key health issues while
promoting the importance of living an active
and safe lifestyle. By addressing specific
issues afflicting the U.S. population we
hope to improve the overall physical, mental
and social well-being of our listeners,
employees and others in the community.

MUSIC & ARTS

iHeartMedia recognizes the power of
inspiring creativity and is committed

to encouraging society to embrace

artistic development within their own
neighborhoods. Through an array of local
and national programs, we emphasize the
importance of art and music education

and the benefits of fostering imagination.

It is our mission to improve and increase
access to the arts across the United States.

DISASTER RESPONSE

iHeartMedia plays a critically important
role in our communities when disasters
or traumatic events occur. During these
times of crisis iHeartMedia is essential
to the lives of local residents, with our
broadcast and digital platforms often
serving as the sole information source
for disrupted areas — providing news and
critical information on everything from
storm updates and evacuation routes
to food banks, rescue efforts, medical
care and health safety guidelines.









ABOUT

IHEARTMEDIA

With over a quarter of a billion monthly
listeners in the U.S. and over 222 million
social fans and followers, iHeartMedia has
the largest national reach of any radio or
television outlet in America. As the leading
media company in the U.S., iHeartMedia
serves over 160 local markets through 860
owned radio stations, and the company’s
radio stations and content can be heard on
AM/FM, on satellite, at iHeartRadio.com,
on the company's station websites and on
iHeartRadio, iHeartMedia's digital music,
podcast, on demand and live streaming

radio service, and are available on over 250
platforms and 2,000 devices, including on
digital auto dashes, tablets, wearables and
smartphones, on virtual assistants, smart
speakers, TVs and gaming consoles.

iHeartRadio offers users thousands of
live radio stations, personalized custom
artist stations created by just one song
or seed artist, on demand features and
the top podcasts and personalities.
The all-in-one digital service has

more than 2 billion downloads, more

than 140 million registered users
and is the No. 1 commercial radio
podcaster globally as per Podtrac.

iHeartMedia's platforms include radio
broadcasting, online, mobile, digital,
social, podcasts, personalities and
influencers, live concerts and events,
syndication, music research services
and independent media representation.
iHeartMedia is a division of iHeartMedia,
Inc. (NASDAQ: IHRT). Visit iHeartMedia.
com for more company information.
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NATIONAL RADIO
CAMPAIGNS

iHeartMedia and all of its broadcast radio
stations are dedicated to inspiring and
creating positive change that improves the
lives of others. The company’s community
programs are built on the idea that through
public awareness and education we can
drive attention and action to bring deeper
understanding of both world issues

and individual community matters. In
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2019, iHeartMedia supported thousands
of local and nonprofit organizations
nationwide and raised hundreds of
millions of dollars for critical issues both
in the United States and globally.

The following pages showcase
some of the most impactful
national programs of the year.






CRISIS TEXT LINE

One in every four people in the world
are affected by a mental health
condition, such as depression and
anxiety. Since its launch in 2013, Crisis
Text Line — a free 24/7 support service
for those in crisis — has exchanged

more than 158 million messages on

the platform, 38.3% of which are about
depression, 26.8% about suicide

and 25% received after midnight.

By simply texting 741741 from anywhere
in the U.S., Crisis Text Line users are

quickly connected with volunteer crisis
counselors, all of whom undergo a
rigorous multi-stage application process,
background check and training program.

Given the late-night volume of texters,
Crisis Text Line was seeking additional
volunteers to secure late-night capacity.
iHeart helped by running PSAs on all its
radio stations to help attract volunteers
as well as educate the public that

this free service is available 24/7.

We're grateful to iHeartMedia for continuing to help us surface our resource for
texters in need at the darkest hours, as well as helping us spread the word to qualified
volunteers. Together we've saved lives and we're endlessly appreciative of the iHeart
community for that.”

ADEENA COHEN
CHIEF BUSINESS OFFICER FOR THE CRISIS TEXT LINE
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CAMPAIGN IMPACT

Since Inception Six Years Ago:

150M+

Messages the Crisis Text Line Has Exchanged

36,459

Active Rescues Completed

+1 MILLION

Youth Were Supported in Their Time of Need

ABOUT

CRISIS TEXT LINE

crisistextline.org

Crisis Text Line is free, 24/7 support for people
in crisis via text.

CAMPAIGN SNAPSHOT
1/01/19 - 1/15/19

Dates Running

823

iHeartMedia Stations

55,734,100

Media Impressions


http://crisistextline.org

HIl, HOW ARE YOU?
PROJECT

Research shows that talking about
mental health has the power to reduce
stigma and to make a suffering

person feel less isolated. In 2019,
iHeartMedia teamed up with Hi, How

Are You Project to remove the stigma
around mental health and to encourage
conversations about well-being.

Hi, How Are You Project is a nonprofit

that educates people worldwide about
the importance of open dialogue on

mental health by funding research, events
and creating comprehensive training
programs. The organization, founded by
the American singer-songwriter Daniel
Johnston, hosted its second annual Hi,
How Are You Day benefit featuring Flaming
Lips, Bob Mould, The Black Angels,

Built to Spill and Yo La Tengo in Austin,
Texas to bring national attention around
the need to remove stigma surrounding
mental well-being and start an honest
conversation around mental health issues.

In January 2019, iHeartMedia and Hi,
How Are You Project ran a PSA campaign
across iHeart's radio stations reminding
listeners to simply reach out and check

in on the people around them - to ask

a friend, loved one or stranger “How

are you really doing today? Are you
okay?” Additionally, the campaign was
supported through social media and
encouraged users to digitally tag someone
and start a meaningful conversation.

The generous support of iHeartMedia enabled the Hi, How Are You Project to spread our
messaging of open dialogue around mental health and well-being, to encourage people
to check on friends, family, loved ones and co-workers, and to promote our featured

awareness event on January 22 — Hi, How Are You Day — an annual celebration of the life

and legacy of the great Daniel Johnston. Having this partnership with iHeartMedia was
critical to communicating four little words that have a big impact, Hl, HOW ARE YOU?
Each and every one of these conversations brings us one step closer to removing the

stigma around mental health.”

TOM GIMBEL

CO-EXECUTIVE DIRECTOR, HI, HOW ARE YOU PROJECT
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https://hihowareyou.org/

PROJECT

YELLOW LIGHT

In 2018, 2,841 people were killed

in motor vehicle crashes involving
distracted drivers. According to

the National Highway Traffic Safety
Administration (NHTSA), during daylight
hours, approximately 481,000 drivers
are using cell phones while driving.

That creates enormous potential for
deaths and injuries on U.S. roads. Teens
were the largest age group reported as
distracted at the time of fatal crashes.

For the ninth consecutive year, iHeartMedia
teamed up with the Ad Council to prevent

texting and driving in partnership with
Project Yellow Light, a national PSA
contest and scholarship program.

iHeartMedia helped bring attention to the
dangers of texting and driving by supporting
the ninth annual Project Yellow Light
contest, which was created by the family

of Hunter Garner to honor his memory

after his death in a car crash at age 16.

The contest called on high school and
college students to submit PSAs to help
raise awareness among their peers about
the dangers of distracted driving. The

contest allowed students to create their
own radio, outdoor and television PSAs

with the opportunity to win a scholarship
and have their radio creative turned into

a national PSA that would be distributed
across the U.S. through iHeartMedia.

The 2019 Project Yellow Light radio
winners were high school student Nathan
Perkins (Bartlesville, Okla.) and college
student Amanda Baird (Great Falls, Va.),
each of whom received $2,000 and had
their radio creative aired nationally across
all iHeartMedia broadcast radio stations.

Project Yellow Light is thrilled with this year’s scholarship winners and honored to have

iHeartMedia as our partner in helping us spread the word against distracted driving. iHeart

not only supports the scholarship fund, it promotes the message through its vast national

network, helping to save lives in the process.”

JULIE GARNER

FOUNDER OF PROJECT YELLOW LIGHT
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CAMPAIGN IMPACT
1.4 BILLION

Overall Ad Council Campaign Impressions

4,872

Submissions in the Last Two Years

ABOUT

PROJECT YELLOW LIGHT

projectyellowlight.com

Project Yellow Light is a film, billboard and radio
scholarship competition in which high school and college
students create compelling stories persuading their
peers to develop safe driving habits. This project gives
students a voice and a role in preventing car crashes —
the number one killer of teenagers and young adults in
the U.S. Project Yellow Light was created by Julie, Lowell
and Alex Garner in memory of their son/brother, Hunter,
who died tragically in a car crash in 2007. Each year the
winners receive the Hunter Garner Scholarship.

CAMPAIGN SNAPSHOT
1/23/19 -10/11/19

Dates Running

812

iHeartMedia Stations

101,219,200

Media Impressions


https://projectyellowlight.com/

AMERICAN HEART
ASSOCIATION

Heart disease is the leading cause
of death for both men and women

in the United States. Every year,

one in three deaths is caused by
cardiovascular disease. But heart
disease can often be prevented when
people make healthy choices and manage
their health conditions. Over the last
eight years, iHeartMedia has committed
nearly $5.2 million in on-air media to help
educate the public on the signs and risk
factors associated with heart disease
and stroke as part of its collaboration
with the American Heart Association

and in support of American Heart Month.

Education is key to raising awareness about
heart disease, its signs and symptoms

and its impact as the number one killer of
women and leading cause of death overall.
Because both older and younger audiences
are critical to changing the long-term heart
disease outcome, iHeartMedia tailored its
annual American Heart Month campaign to
address the unique issues associated with
both male and female audiences of all ages.

From February 2 through February 28,

2019, iHeartMedia hosted a month-long
PSA campaign that included a series of
five spots across select radio stations to

educate listeners about the risks associated
with uncontrolled high blood pressure,
which often leads to stroke, heart attack

or death, and offered information on how
to regulate blood pressure. During the
same timeframe, iHeartMedia's female-
targeted stations launched an educational
campaign to raise awareness of heart
disease and its specific impact on women
as part of the Go Red For Women
movement. The PSAs recognized that

more women than men die every year

from heart disease and stroke, but that 80
percent of cardiac events can be prevented
with education and lifestyle changes.

We are thankful for iHeartMedia's continued commitment to the American Heart

Association and our lifesaving mission. Together, we can make a positive impact on

all Americans. Together, we can be a relentless for to help everyone live longer,

healthier lives.”

BERTRAM L. SCOTT

CHAIRMAN OF THE BOARD OF THE AMERICAN HEART ASSOCIATION
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CAMPAIGN IMPACT
$198 MILLION

Invested by AHA Research Over the Fiscal Year

The AHA championed legislation expanding patient
access to heart attack and stroke care; supported
bipartisan efforts to prohibit tobacco sales to people
under 21; and fought to preserve and extend health
insurance coverage for all Americans.

ABOUT

AMERICAN HEART ASSOCIATION

heart.org

The American Heart Association is devoted to saving
people from heart disease and stroke - the two leading
causes of death in the world. We team with millions of
volunteers to fund innovative research, fight for stronger
public health policies and provide lifesaving tools and
information to prevent and treat these diseases. The
Dallas-based association is the nation’s oldest and
largest voluntary organization dedicated to fighting heart
disease and stroke.

CAMPAIGN SNAPSHOT
2/01/19 - 2/28/19

Dates Running

811

iHeartMedia Stations

69,287,500

Media Impressions


https://www.heart.org/

WOMENHEART

THE NATIONAL COALITION FOR
WOMEN WITH HEART DISEASE

48 million women in the United States
are at risk for, or are living with, heart
disease. For the third consecutive year,
iHeartMedia teamed up with WomenHeart:
The National Coalition for Women with
Heart Disease to call attention to the very
specific symptoms that women experience
during a heart attack and to promote heart
health screenings across the country.

During the month of February, iHeartMedia
helped increase awareness about heart
disease in females and encouraged women
to take control of their heart health, as
heart disease is the leading cause of death
in women — killing more women than all
cancers combined. All female-focused
iHeartMedia stations ran a PSA highlighting

that women often experience different heart
attack symptoms than men. The entire
campaign was centered on identifying

the signs and symptoms of heart attacks
specifically in women; the symptoms
included pain in the jaw, neck, back and/or
abdomen, nausea and shortness of breath.

WomenHeart supports, educates and advocates for women living with or at risk of heart

disease. All women deserve the support and resources needed to thrive with their heart

health, including quality health care and information. Thanks to our partnership with

iHeartMedia, we are able to reach more women, spreading awareness about heart health.

The more women we reach, the more lives we will save.”

CELINA GORRE
WOMENHEART CEO
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CAMPAIGN IMPACT
18,530 55

People Reached Community Events

ABOUT

WOMENHEART: THE NATIONAL GOALITION
FOR WOMEN WITH HEART DISEASE

womenheart.org

WomenHeart: The National Coalition for Women with Heart Disease
is the nation’s first and still only patient centered organization
serving the 48 million American women living with or at risk for heart
disease — the leading cause of death in women. WomenHeart is
solely devoted to advancing women's heart health through advocacy,
community education and the nation’s only patient support network
for women living with heart disease.

WomenHeart is a community of thousands nationwide, including
women heart patients and their families, physicians and health
advocates, all committed to helping women live longer,

healthier lives.

CAMPAIGN SNAPSHOT
2/0119-2/28M19 396

Dates Running iHeartMedia Stations

31,424,900

Media Impressions


https://www.womenheart.org/

THE PEACEMAKER CORPS

Youth violence is a significant public
health problem. According to the
Center for Disease Control (CDC),
homicide is a major leading cause
of death for young people between
the ages of 15 and 24. iHeartMedia

is a longtime partner of the Peace in

the Streets Global Film Festival, which
showcases young filmmakers from around
the world sharing ideas about what
peace looks like in their communities.

The Peace in the Streets Global Film
Festival is a worldwide program from The
Peacemaker Corps - an organization
whose mission is to promote peace,
tolerance and nonviolent conflict resolution.

In one large study, approximately 49% of
children in grades 4 — 12 reported being
bullied by other students at school at least
once during the past month, whereas
31% reported bullying others during that
time. In a world where violence is a part
of so many young people’s lives, the film
festival offers an outlet for youth from

the Americas, Africa, Asia and Europe to
submit an original one to five minute video
that expresses what peace means to them
and illustrates how they influence peace
and love in their own neighborhoods.

For the last five years, iHeartMedia has
played an active role in sharing information
about the festival and has aired thousands

of PSAs across all of its radio stations

to encourage submissions. Additionally,
stations have conducted interviews with
past festival winners and continue to

find innovative ways to empower young
people to get involved and participate. The
2019 Peace in the Streets Global Film
Festival entries came from communities
across the United States, 13 countries
internationally and six continents worldwide.

The 2019 Peace in the Streets Global
Film Festival finalists were hosted at
iHeartMedia's executive headquarters
in New York City; more than 35 kids
and their families gathered for a
preview of the winning entries.

The Peacemaker Corps Association appreciates iHeart's years of support and promotion

of the annual Peace in the Streets Global Film Festival, Peace in the Streets. By spreading

the word through iHeart's network they have helped us grow our festival worldwide.

PCA has enjoyed our relationships with all the folks who help us along the way with their

positive messaging and support. Let's save our future now, invest in youths.”

CAROLE KRECHMAN
PRESIDENT,
THE PEACEMAKER CORPS

2019 — ANNUAL IMPACT REPORT



CAMPAIGN IMPACT

= Entries From Across the United States, 13 Countries
Internationally and Six of the Seven Continents

= Social Media Growth From 2018 to 2019

= Increase in Submissions From 2018 to 2019

ABOUT

PEAGE IN THE STREETS
psgff.org

The Peacemaker Corps mission is to facilitate and
support peace and tolerance education among the
youth of the world. The Peacemaker Corps empowers
generations to come together and make our world a
peaceful, compassionate, safe and tolerant place to

live. The Peacemaker Corps concept grew out of the
United Nations mission to promote peace, tolerance and
conflict resolution. A collaborative effort between the
Department of Housing and Urban Development (HUD),
Friends of the United Nations (FOTUN) and Simon Youth
Foundation (SYF) launched the preliminary Peacemaker
Corps trainings in fall of 1999.

CAMPAIGN SNAPSHOT

3/01/19 - 3/11/119 +
312119 - 3/31/19

Dates Running

815

iHeartMedia Stations

60,234,500

Media Impressions


https://psgff.org/

CHILDREN'S MIRACLE
NETWORK HOSPITALS

#CHILDRENSHOSPITALSWEEK

Every day there are thousands

of children in local communities
treated at nearby hospitals for

both common childhood afflictions
and other more severe challenges

— and one in 10 children in North
America are treated by a Children’s
Miracle Network Hospital each year.
iHeartMedia is one of Children’s Miracle
Network Hospitals’ main media supporters
through its many local programs.

Children’s Miracle Network Hospitals raises

funds and awareness for 170 children’s
hospitals across the United States and

Canada. When Children’s Miracle
Network Hospitals receive a donation,

it stays in the community to help local
kids — a dynamic that is closely aligned
with iHeartMedia’s commitment to serve
its local listeners and communities.

In March 2019, iHeartMedia ran a PSA
campaign across over 800 radio stations
encouraging listeners to support Children’s
Miracle Network Hospitals and make a
donation during #ChildrensHospitalsWeek,
with funds going to the nearest local
Children’s Miracle Network Hospital and
staying in the community.

#ChildrensHospitalsWeek was a week-long
celebration highlighting the importance

of children’s hospitals and how donations
help kids — no matter their ilinesses or
injuries — get the best care when they

need it. The series of PSAs highlighted
inspiring stories of children treated at
Children’s Miracle Network Hospitals

and helped drive tune in to the first-ever
#ChildrensHosptialsWeek Live-athon.

Additionally, many on-air personalities
participated in Children’s Miracle
Network Hospitals’ Band-Aid Selfie
social media campaign.

iHeartMedia’s continued commitment to Children’s Miracle Network Hospitals

provides benefits to thousands of kids in local communities. The power of local radio is

demonstrated by the selfless dedication of the iHeartMedia teams across the country

who provide a connection to local audiences. The passion and loyalty of these fans

is the driving force year over year behind the success of our campaigns. Consumers

overwhelmingly prefer supporting purpose-driven companies and iHeartMedia has

secured their position as a charitable leader in the industry through their impressive

efforts to save kids’lives.”

FLEUR VORUZ

SENIOR DIRECTOR MEDIA PARTNERSHIPS, CHILDREN'S MIRACLE NETWORK HOSPITALS

2019 — ANNUAL IMPACT REPORT
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CAMPAIGN IMPACT
$2.63 MILLION

Raised in 2019

900 MILLION

Impressions Since 2017, #ChildrensHospitalsWeek
Has Achieved

ABOUT

#CHILDRENSHOSPITALSWEEK

childrensmiraclenetworkhospitals.org

#ChildrensHospitalsWeek is focused on highlighting
children’s hospitals to ensure they have the funds they
need to care for more than 10 million kids a year.

#ChildrensHospitalsWeek was established in 2017 as a
time to recognize the needs of children’s hospitals, show
how donations are used to care for kids and celebrate
the network of people — from corporate partners to
caregivers — dedicated to helping kids treated at
children’s hospitals.

CAMPAIGN SNAPSHOT
3/12119 - 3/20/19

Dates Running

808

iHeartMedia Stations

28,948,000

Media Impressions


https://childrensmiraclenetworkhospitals.org/

HABITAT FOR HUMANITY

1in 6 U.S. households spend more
than half of their paychecks on
housing costs, creating a burden

that often requires families to make
difficult choices between their
housing and essentials such as health
care, education or healthy food.

For the past four years, iHeartMedia
teamed up with Habitat for Humanity
International’s spring cause marketing
campaign, Home is the Key, and served
as an official national media partner.

Inaugurated in 2017, Habitat's Home is

the Key campaign aims to demonstrate
how a safe and affordable home creates

a better life for families and individuals,
and to encourage others to join the effort
to make home a reality for more people
here in the U.S. and around the world.

Many local iHeartMedia radio stations are
longtime supporters of their respective
Habitat for Humanity chapters, and for the
last several years have come together to
bring to life Habitat's unified nationwide
Home is the Key campaign that opens
opportunity for so many more families.

Through a series of powerful PSAs voiced
by Habitat for Humanity homeowners

as well as iHeart on-air personalities,
iHeartMedia discussed the importance

of home as a crucial key to a better life.
The on-air, digital and live event program
also called attention to the critical need
for affordable housing across the U.S.
and activated consumers to join the
cause. Through radio and digital PSAs
as well as social media, iHeartMedia
encouraged listeners to purchase
products that supported the campaign.

Additionally, on April 24, iHeartRadio and
its local Atlanta station Power 96.1 teamed
up with volunteers to help a benefitting
family put the finishing touches on their new
home. Power 96.1 shared the campaign

on Instagram and Facebook as well as
airing a number of onsite interviews.

Our partnership with iHeartMedia continues to shine a critical spotlight on the affordable

housing crisis in this country. It brings communities and people together nationwide to

join in the movement for support. As our media partner, iHeartMedia uses its incredible

platform to help spread the word about Home is the Key through Public Service

Announcements, social media and participation at our campaign events across America.

We are grateful for the support.”

JONATHAN RECKFORD

HABITAT FOR HUMANITY INTERNATIONAL CEO

2019 — ANNUAL IMPACT REPORT



CAMPAIGN IMPACT
500 MILLION +$3 MILLION

Impressions From Social and In Funds Raised in April for
PR (Traditional Earned Media) Habitat for Humanity
for the Campaign

300 MILLION

Social Media Impressions

ABOUT

HABITAT FOR HUMANITY
habitat.org

Driven by the vision that everyone needs a decent place to live,
Habitat for Humanity began in 1976 as a grassroots effort on a
community farm in southern Georgia. The housing organization has
since grown to become a leading, global nonprofit working in more
than 1,200 communities throughout the U.S. and in more than 70
countries. Families and individuals in need of a hand up partner
with Habitat for Humanity to build or improve a place they can call
home. Habitat homeowners help build their own homes alongside
volunteers and pay an affordable mortgage. Through financial
support, volunteering or adding a voice to support affordable
housing, everyone can help families achieve the strength, stability
and self-reliance they need to build better lives for themselves.
Through shelter, we empower.

CAMPAIGN SNAPSHOT
4119 - 4/2819 325

Dates Running iHeartMedia Stations

25,000,000

Media Impressions


https://www.habitat.org/

MAKE-A-WISH®
WORLD WISH DAY

Research shows that granting a wish can
help kids build the physical and emotional
strength they need to fight a critical illness.
In 2019, iHeartMedia partnered with Make-
A-Wish® for World Wish Day® to help
celebrate the hundreds of thousands of life-
changing wishes that have been granted —
and the thousands of wishes still to come.

Make-A-Wish® - the global organization
that creates life-changing wishes for

children with critical illnesses — celebrated
World Wish Day on April 29, 2019, the
39th anniversary of the wish for then-7-
year-old Chris Greicius that inspired the
founding of the organization. Leading up

to and though the day, iHeartMedia radio
stations launched a month-long World Wish
Day campaign with the theme: “Where
There's A Wish, There's A Way.” The series
of radio PSAs highlighted the stories of
wish alumni — young and old — whose

wishes were a turning point in their medical
treatment, helping to give them the strength
they needed to fight their critical illness.

By showcasing alumni, the campaign
illustrated that a wish is not necessarily a
last wish, but rather, an important part of

a child’s medical treatment and healing.

Additionally, iHeart also utilized its social
platforms to help share inspirational
stories of the wish kids and alumni.

The ‘Where There's A Wish, There's A Way' PSA illustrates the imperative role a
wish plays in a child’s medical treatment, a message essential for us to reinforce with

communities across the country in pursuit of our vision to grant the wish of every eligible
child. Make-A-Wish is grateful to iHeartRadio, who significantly elevated the World Wish
Day campaign by generously sharing the PSA, ultimately enabling the wishes of children

battling critical illnesses today, tomorrow and into the future.”

JANELL HOLAS

MAKE-A-WISH AMERICA CHIEF MARKETING OFFICER

2019 — ANNUAL IMPACT REPORT



CAMPAIGN IMPACT

Where There's a Wish, There's a Way Radio PSA Has Aired

13,200 $1.2 MILLION

Times In Media Value

87 MILLION

Impressions

ABOUT

MAKE-A-WISH®

wish.org

Make-A-Wish creates life-changing wishes for children with critical
ilinesses. We seek to bring every eligible child’s wish to life because
every child deserves a childhood. Research shows children who
have wishes granted can build the physical and emotional strength
they need to fight their illness. Headquartered in Phoenix, Arizona,
Make-A-Wish is the world’s leading children’s wish-granting
organization, serving children in every community in the United
States and in more than 50 countries worldwide. Together, generous
donors, supporters, staff and more than 34,000 volunteers across
the U.S. grant a wish every 33 minutes, on average, somewhere in
the country. In total, Make-A-Wish has granted more than 330,000
wishes to children in the U.S. and its territories; more than 15,800
wishes in 2019 alone.

CAMPAIGN SNAPSHOT
4/04/19 - 5/02/19 813

Dates Running iHeartMedia Stations

75,939,600

Media Impressions


https://wish.org/

TAKE OUR DAUGHTERS
AND SONS TO WORK

Each year, more than 4 million
American workplaces, schools,
nonprofits and other participating
organizations open their doors to 44.5
million employees and their children
on Take Our Daughters And Sons To
Work Day. For the last several years,
iHeartMedia has hosted hundreds of kids
across the country as part of this iconic
day and has actively encouraged the public
to participate in the program as well.

The Take Our Daughters And Sons To Work

Foundation is dedicated to developing
innovative strategies and research-based

activities to confront and overcome societal
messages about youth so that they may
reach their full potential and live fulfilling
lives. For decades, the Take Our Daughters
And Sons To Work program has given
thousands of children across the country
the valuable opportunity to learn firsthand
by inviting them into the workplace to learn
about potential job and career paths.

iHeartMedia, a longtime participant of
the program, launched a national public
service company campaign across

all its radio stations that encouraged
companies and employees to open their

programs to kids in their community
who don't have a workplace to visit and
are typically unable to participate.

Additionally, on April 25, iHeartMedia
NY’s corporate office and radio stations
across the country hosted a fun and
educational day that was unique to their
daily operations, including recording

a radio commercial and learning

about iHeart's day-to-day operation.

In NYC, the kids were treated to a
special iHeartRadio Live Sessions
performance by the band In Real Life.

Each year for the past 27 years, millions of kids and adults every year have participated

in the Take Our Daughters And Sons To Work Day program in thousands of workplaces

across the country and overseas. iHeartMedia has been instrumental in educating on jobs,

career, and family as well as community and personal responsibility.”

CAROLYN MCKECUEN

EXECUTIVE DIRECTOR, TAKE OUR DAUGHTERS AND SONS TO WORK FOUNDATION

2019 — ANNUAL IMPACT REPORT



CAMPAIGN IMPACT

Of Site Traffic on TODASTW Website TODASTW Website
Mobile Device Access Traffic Increase Downloads
and Social Media

ABOUT

TAKE OUR DAUGHTERS AND SONS TO WORK

daughtersandsonstowork.org

As one of the nation’s largest and most successful public awareness programs,
the goal of the Take Our Daughters And Sons To Work Foundation is to connect
what children learn in school with the actual working world and encourage

girls and boys across the country to dream without limitations and to think
imaginatively about their family, work and community lives.

CAMPAIGN SNAPSHOT
4/18/19 - 4/25/19

Dates Running

810

iHeartMedia Stations

27,057,400

Media Impressions


https://daughtersandsonstowork.org/

THE CHILD MIND

INSTITUTE & NAM|

LET'S TALK

It’s time we talk about mental health.
Research shows that talking about
mental illness has the power to

reduce stigma and to make a suffering

person feel less isolated. Each year,
millions of Americans face the reality of
living with a mental illness, yet many don't
feel comfortable sharing their experience
with others. In observance of Mental
Health Awareness Month, iHeartMedia
teamed up with the National Alliance on
Mental lliness (NAMI) and the Child Mind
Institute to kick off a multi-year campaign
to raise awareness of mental health and

2019 — ANNUAL IMPACT REPORT

foster a culture within communities that
supports talking about mental health
issues like anxiety and depression.

The goal of iHeartMedia's “Let’s Talk”
campaign is to weave a virtual support
system through iHeartMedia's 850
stations across the U.S. for people
struggling with anxiety and depression
and to let them know they are not
alone, while also encouraging the
general population to check in on

the people in their lives by starting a
conversation around mental health.

Beginning May 1, 2019 through the end

of the year, iHeartMedia aired over $2.2
million worth of diverse PSAs that educated
the public on the general state of mental
iliness — such as the fact that over 350
million people in the U.S. of all ages are
dealing with depression — and describe

the signs and symptoms associated with
the most common mental health concerns.

Additionally, throughout the year,
iHeartMedia’'s on-air personalities had
open and organic discussions about their
personal struggles with mental iliness






THE CHILD MIND
INSTITUTE & NAM|

LET'S TALK
CONTINUED

and provided reminders to listeners to

take care of their mental well-being and
help others who may be struggling.

All of the radio spots drove listeners to
iHeartRadio.com/TALK where they could
find curated resources published by NAMI
and the Child Mind Institute, guides to
starting the conversation with a friend, child
or healthcare provider, a symptom checker
and general information on mental health.

The campaign was also intended to
reach parents and educators and to help
them identify and proactively address
concerns that they may be facing with
the kids in their lives. During the month of
May, iHeartMedia provided an extended
platform for the Child Mind Institute’s
digital campaign #MyYoungerSelf, which
asks celebrities what they would tell the

younger version of themselves about mental
health. Radio stations across the country
aired :30 second audio clips of artists and
celebrities, including Kristen Bell, Wayne
Brady, Weezer, Pete Wentz, Charlamagne
Tha God, Imagine Dragons and others,
sharing heartfelt words of encouragement
and advice around mental health.

We are thrilled to be partnering with iHeartMedia to spread the word that mental health

disorders are real, common and treatable, and that asking for help is the bravest thing

young people can do. Years ago most people suffered in silence with mental health

disorders, and people didn't want to believe that children and adolescents could be

anxious or depressed. That's changing now, and it is a real sign of the times that an

organization like iHeartMedia thinks it is important to educate its audience and

build awareness.”

HAROLD S

KOPLEWICZ, MD, THE CHILD MIND INSTITUTE PRESIDENT

2019 — ANNUAL IMPACT REPORT


https://mental-health.pages.iheart.com/

ABOUT

THE CHILD MIND INSTITUTE & NAMI

childmind.org, nami.org

The Child Mind Institute is an independent, national
nonprofit dedicated to transforming the lives of children
and families struggling with mental health and learning
disorders. Our teams work every day to deliver the
highest standards of care, advance the science of the
developing brain and empower parents, professionals
and policymakers to support children when and where
they need it most. Together with our supporters, we're
helping children reach their full potential in school and
in life. We share all of our resources freely and do not
accept any funding from the pharmaceutical industry.

The National Alliance on Mental lliness is the nation’s
largest grassroots mental health organization dedicated
to improving the lives of individuals and families affected
by mental illness.

CAMPAIGN SNAPSHOT
5/02/19 - 12/24119

Dates Running

ar7

iHeartMedia Stations

293,135,573

Media Impressions


https://childmind.org/
https://nami.org/Home

RED NOSE DAY

Nearly 1 in 6 children in the U.S. live
in poverty, meaning millions of kids
may lack consistent access to even
the most basic needs, like healthy
food, stable housing, medical care or
a quality education. To help address this
crisis iHeartMedia again teamed up with its
partner Walgreens in support of Red Nose
Day and its mission to end child poverty.

Red Nose Day is a fundraising campaign

run by the non-profit organization Comic
Relief US. 2019 marked the fifth annual

Red Nose Day in the US, which harnesses
the power of entertainment to raise

money and awareness for children living

in poverty in America and internationally.

Throughout the multi-week campaign,
iHeartMedia helped to promote the
fundraiser and drive its listeners to
Walgreens and Duane Reade locations
nationwide to purchase the campaign’s
iconic Red Noses — a symbol for Red
Nose Day around the world. Donations
to Red Nose Day, including one hundred

percent of net proceeds from the sale
of the Red Noses, helped support
programs that ensure children in need
are safe, healthy and educated, across
the U.S. and around the world.

Additionally, iHeartMedia ran a series of
PSAs featuring its nationally recognized
on-air personalities Ryan Seacrest, Steve
Harvey and Bobby Bones and promoted
tune-in to NBC's fourth annual “Red Nose
Day Special” on Thursday, May 23, 2019.

Once again, iHeart's generous support of Red Nose Day helped to engage millions of

people across the country behind the annual campaign and its important messages

— millions of children here and around the world are living in unthinkably tough

circumstances, but many small actions really can add up to big change.”

ALISON MOORE
CEO, COMIC RELIEF US

2019 — ANNUAL IMPACT REPORT
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In Its First Five Years, Red Nose Day Raised $200 Million to
Positively Impact Nearly 25 Million Children.

Red Nose Day Funds Have Supported Programs in All 50 States,
Puerto Rico, and Over 30 Countries Internationally

ABOUT

RED NOSE DAY

rednoseday.org

Red Nose Day is a fundraising campaign run in the United States
by Comic Relief USA, a 501(c)(3) nonprofit organization. Red
Nose Day started in the U.K., built on the foundation that the
power of entertainment can drive positive change, and has raised
over $1 billion globally since the campaign’s founding in 1988.
Red Nose Day launched in the U.S. in 2015 with a mission to end
child poverty, and has raised nearly $150 million to date. Money
raised supports programs that ensure children in need are safe,
healthy and educated, both in America and around the world. Since
launching in the U.S., Red Nose Day has received generous support
from millions of Americans, hundreds of celebrities and many
outstanding partners, including Walgreens, NBC, Mars Wrigley
Confectionery, and the Bill & Melinda Gates Foundation. Red Nose
Day returned for its fifth year on Thursday, May 23, 2019.

CAMPAIGN SNAPSHOT
5/03/19-6/02/19 814

Dates Running iHeartMedia Stations

31,070,000

Media Impressions


https://rednoseday.org/

UNCF

UNITED NEGRO COLLEGE FUND

Recent data shows 39% of students
who enrolled in HBCUs (historically
black colleges and universities) in
the fall did not return to college the
following year — due in part to lack of
financial resources. Financial assistance
can make the difference between a student
dropping out of college or graduating with
a degree and entering the increasingly
competitive workforce. iHeartMedia has
been a longtime partner of UNCF and is
committed to helping low-income students
get the education they need and that

we, as a nation, need them to have.

UNCF, the country’'s largest provider of
scholarships to students of color, awards
more than 10,000 scholarships per

year, through more than 400 programs,

to students at over 1,100 colleges and
universities. In addition to scholarships,
UNCF provides operating costs to

37 private, historically black colleges
and universities and advocates at the
federal level on behalf of HBCUs and
students of color for higher education
priorities and policies. Since its founding
in 1944, UNCF's member institutions
have empowered more than half a million
students to earn college degrees, most
of them African American, a population
increasingly critical to the nation’s need
for higher college graduation rates.

2019 marked the 75th Anniversary of
UNCEF, and to help commemorate this
anniversary iHeartMedia personalities
including Steve Harvey and DJ Envy,

Angela Yee and Charlamagne Tha God

of “The Breakfast Club” created PSAs

to help drive donations for HBCUs. The
PSAs aired on several stations nationwide.
Additionally, Dr. Elfred A. Pinkard, President
of Wilberforce University, appeared on “The
Breakfast Club” and discussed the critical
role of HBCUs as well as the need for the
#WilberforceUnite fundraising campaign

-- a 69-day effort to help meet Wilberforce
University's need in support of students,
facility enhancements, development and
academic programs. The show aired on
Power 105.1 FM - New York's Hip-Hop
and R&B station — on June 20th. And

to round out the year, many local radio
stations teamed up with UNCF to develop
and execute several media campaigns.

We greatly appreciate the support of our longtime friend, iHeartMedia, in making our work

visible to the public and keeping the flame burning bright. Such an avid and vocal ally

enables us to do more for our HBCUs and deserving students across the nation.”

DR. MICHAEL L. LOMAX

MD, PCF PRESIDENT AND CEO UNCF PRESIDENT AND CEO

2019 — ANNUAL IMPACT REPORT



CAMPAIGN IMPACT
+1,200 ADVOCATED +400

Scholarships Provided to For Federal Legislation and Academic Funding
Students Attending More Policies to Support HBCUS and Educational
Than 1,100 Colleges and and Deserving Students Programs Operated
Universities Across the U.S. Seeking Higher Education

37 +$90 MILLION

HBCUS Supported With In Scholarship Funds Granted

Operating Funds

ABOUT

UNITED NEGRO COLLEGE FUND (UNCF)
UNCF.org

UNCEF (the United Negro College Fund) is the nation’s largest and most effective minority education
organization. To serve youth, the community and the nation, UNCF supports students’ education and
development through scholarships and other programs, supports and strengthens its 37 member colleges
and universities, and advocates for the importance of minority education and college readiness. UNCF
institutions and other historically black colleges and universities are highly effective, awarding 21 percent
of African American baccalaureate degrees. UNCF administers more than 400 programs, including
scholarship, internship and fellowship, mentoring, summer enrichment, and curriculum and faculty
development programs. Today, UNCF supports more than 60,000 students at over 1,100 colleges and
universities across the country. Its logo features the UNCF torch of leadership in education and its widely
recognized trademark, A mind is a terrible thing to waste.”®

CAMPAIGN SNAPSHOT
4/15/19 - 4/28N9 137 10,446,600

Dates Running iHeartMedia Stations Media Impressions


https://uncf.org/

NO KID HUNGRY

When the school doors close for the
year, many kids lose access to the
meals they depend on like school
breakfast and lunch, making summer
the hungriest time of year for kids

in need. Families already struggling to
make ends meet have a tough time in the
summer, spending over $300 more on
groceries each month when kids are out
of school for the summer. Free summer
meals are available for kids across the
country through the national Summer Food
Service Program but too many children are
missing out. Six out of seven hungry kids
don't get the summer meals they need™.

To make sure kids have enough to eat
during the summer months, No Kid
Hungry runs a summer meals texting
service, available in English and Spanish.

Parents, grandparents and caregivers can
text ‘FOOD’ or ‘COMIDA' to 877-877

to find free summer meals sites in their
nearby community, open to anyone 18
years or younger. While summer meals
are there for kids when the school doors
close for the year, many barriers stand in
the way of children accessing summer
meals; meal sites may be far away, hard

to get to or closed due to extreme heat

or bad weather. But the biggest obstacle
is awareness. Far too many families

with hungry kids don’t even know these
programs exist. To help solve this problem,
iHeartMedia teamed up with No Kid Hungry
for its annual program to promote the
campaign's summer meals texting service.

No Kid Hungry, a national campaign to end
childhood hunger in America, launched

the Summer Meals Texting Program in
2013 and has helped connect children
across the country with summer meals.
The service is free and open to anyone —
no questions asked. When texting ‘FOOD’
or ‘COMIDA' to 877-877, the system
prompts the user to provide their address
or zip code to generate the locations

and service information for summer

meals sites in the nearby community.

In 2019, all iHeartMedia radio stations
ran public service campaigns promoting
the texting service to fill the gap for
children who rely on school meal
programs like school breakfast and

free and reduced-price lunch during
the rest of the year. Additionally, select
stations discussed the issue live on-air
and encouraged local participation.

When schools close doors during the summer months, it creates real hardship for

families who depend on their kids receiving meals at school. It's the mom who skips

a meal so her child can eat. It's the parent who has to make the unthinkable decision

between paying for groceries or paying the rent. The summer meals program is there

for kids, but too many families don’t know these programs exist, making our partnership

with iHeartMedia critical to reaching families who may need these services, or who

know someone in need.”

LAURA WASHBURN

INTERIM CHIEF COMMUNICATIONS OFFICER AT NO KID HUNGRY

2019 — ANNUAL IMPACT REPORT



CAMPAIGN IMPACT

+300,000

Families Were Connected to
Summer Meal Sites Near
Them Through the Texting
Service in 2019 With the
Help From iHeartMedia

+6,000

Spanish-Speaking Families
Used the Texting Service to
Locate Summer Meal Sites
Near Them

+1.3 MILLION

Families Have Used No Kid
Hungry's Texting Service
to Find Free Summer
Meals for Their Kids in
Their Communities

ABOUT

NO KID HUNGRY
NoKidHungry.org

No child should go hungry in America. But millions
don’t know where their next meal is coming from. No

Kid Hungry is ending childhood hunger by helping launch and
improve programs that give all kids the healthy food they need to
thrive. This is a problem we know how to solve. No Kid Hungry is a

campaign by Share Our Strength, an organization working to end

hunger and poverty.

CAMPAIGN SNAPSHOT

6/18/19 - 8/07/19

Dates Running

97,591,200

Media Impressions

813

iHeartMedia Stations


https://www.nokidhungry.org/

NATIONAL SUMMER

LEARNING ASSOCIATION

There is a large body of research

that documents the academic gap
between low-income students and
their wealthier peers. And summer,
according to most research on the
topic, is the time low-income students
especially in urban and rural areas
experience more setbacks than their
peers. Being cut off from the meals and
learning resources available to them
during the school year means the long
summer break amounts to a “time out”
from the learning opportunities they need
to mature and flourish, not only as learners

but as young people navigating the world
around them. The National Summer
Learning Association (NSLA) works to
ensure every young person in America,
regardless of their background, zip code
or income, can access and participate in
life-changing experiences every summer.

Since 2016, iHeartMedia and NSLA have
joined forces on a national public service
campaign to promote the importance of
summer learning and fun. Through a multi-
platform awareness campaign, including
its first-ever National Summer Learning

Week, iHeartMedia aired NSLA Public
Service Announcements voiced by Dr.
Steve Perry — one of the most sought after
educators in America — across its more
than 850 radio stations nationwide during
the month of July. The PSAs highlighted
the importance of keeping all kids learning,
safe and healthy every summer as well

as promoting affordable, quality summer
enrichment options for all families. All
efforts drove listeners to smartersummers.
org for free educational resources.

Kids grow up quickly and the important transitional times of their lives like summers have

the chance to make a positive impact that is both immediate and lasting. Educators and

policymakers would be wise to ensure all students, not just a few, receive high quality,

hands on summer learning experiences. iHeartMedia has played a tremendous role in

amplifying the essential role summers play in the healthy development and well-being for

every young person in America — for that, NSLA is immensely grateful.”

AARON DWORKIN

NATIONAL SUMMER LEARNING ASSOCIATION CEO

2019 — ANNUAL IMPACT REPORT



CAMPAIGN IMPACT
$40,000 3.5 BILLION

Awarded to 4 Exceptional Reached in Media News
Summer Programs That Were Stories on Summer Learning
Honored With the 2019 New Tracked by NSLA

York Life Foundation’s Excellence
in Summer Learning Award and
the Inaugural Lands’ End Love
Learning Award

98,882 6.6 MILLION

Youth Celebrated National Reached on Twitter
Summer Learning Week Across With NSLA's Hashtag
611 Events and in 38 States #SummerLearningWeek

ABOUT

NATIONAL SUMMER LEARNING ASSOCIATION

summerlearning.org

The National Summer Learning Association (NSLA) is the only
national nonprofit exclusively focused on closing the achievement
and opportunity gaps by increasing access to high-quality summer
learning opportunities. NSLA recognizes and disseminates what
works in summer learning, advances effective policies and research
around summer learning, and empowers key community stakeholders
to embrace summer learning as a solution for equity and

excellence in education.

CAMPAIGN SNAPSHOT
7/0419-1/26119 812

Dates Running iHeartMedia Stations

11,512,200

Media Impressions


https://www.summerlearning.org/

THE CHILD
MIND INSTITUTE

In the wake of a traumatic event,
providing support and reassurance
can make children feel safe, help
them manage their fears, guide
them through grief and help them
recover in a healthy way. Following
the tragic mass shootings in El Paso,
Texas and Dayton, Ohio, iHeartMedia
enlisted the help of the Child Mind

Institute — a national nonprofit dedicated

to transforming the lives of children
affected by mental health disorders.

iHeart worked with the Child Mind Institute
to give listeners the tools for talking to
children of different ages about upsetting
news. A newly produced PSA directed
listeners to the Child Mind Institute’s
evidence-based resources offering simple
tips from clinicians on what to expect,
what to do and what to look out for when
helping children following a disturbing
event. Additionally, radio stations across
the country broadcast interviews with
Child Mind Institute clinicians, including

Dr. Harold S. Koplewicz, the founding
president of the Child Mind Institute, to
offer timely advice to help kids cope in
the healthiest possible way following
the shootings.

iHeart also helped secure participation
from leading musicians, like Weezer,
to participate in the organization’s
annual mental health public awareness
campaign, #MyYoungerSelf.

The Child Mind Institute is grateful to iHeartMedia for helping us reach millions of

American families with mental health resources and support. They are always willing to

use their platform to advocate, educate and inform around this issue that touches every

one of us. We can count on our friends at iHeart to join us in transforming the lives of

children struggling with mental health and learning disorders.”

HAROLD S. KOPLEWICZ

MD, THE CHILD MIND INSTITUTE PRESIDENT

2019 — ANNUAL IMPACT REPORT



ABOUT

THE CHILD MIND INSTITUTE
childmind.org

The Child Mind Institute is an independent, national
nonprofit dedicated to transforming the lives of children
and families struggling with mental health and learning
disorders. Our teams work every day to deliver the
highest standards of care, advance the science of the
developing brain and empower parents, professionals
and policymakers to support children when and where
they need it most. Together with our supporters, we're
helping children reach their full potential in school and
in life. We share all of our resources freely and do not
accept any funding from the pharmaceutical industry.

CAMPAIGN SNAPSHOT
8/07/19 - 8/21/19

Dates Running

812

iHeartMedia Stations

50,193,400

Media Impressions


https://childmind.org/

GLOBAL CITIZEN

Global Citizens take action to
eliminate extreme poverty and reduce
global inequality. Each year, Global
Citizen Festival brings together music
fans and activists to spread awareness
and help advocate for the changes that
are necessary to meet the United Nations’
Sustainable Development Goals by

2030. For the eighth consecutive year,
iHeartMedia broadcast the Festival live
across its radio stations nationwide and

streamed the event digitally on iHeartRadio.

In 2019, iHeartMedia was the presenting
media partner alongside MSNBC and
Comcast NBCUniversal of the Global
Citizen Festival and played an instrumental
role in promoting the event both in New
York City and across the U.S. leading up to
the event through on-air and digital PSAs
as well as ticket giveaways and contesting.

Queen + Adam Lambert, Pharrell Williams,
Alicia Keys, OneRepublic, H.E.R. and
Carole King headlined the 2019 Global
Citizen Festival, a free-ticketed event

on the Great Lawn in Central Park in

2019 — ANNUAL IMPACT REPORT

New York City on Saturday, September
28, 2019. iHeartMedia broadcast the
festival live from Central Park on over
150 radio stations across the U.S. and
streamed it on the iHeartRadio app.

Since the first Global Citizen Festival

in New York in 2012, Global Citizen

has grown into one of the largest, most
visible platforms for people around the
world calling on world leaders to honor
their responsibilities in achieving the
United Nations' Sustainable Development
Goals and ending extreme poverty by
2030. Global Citizens have generated
commitments and policy announcements
from leaders valued at over $50

billion that are set to affect the lives

of more than 2.25 billion people.

2019 was a critical year for the movement
to end extreme poverty, and this year
marks the ten-year countdown to

achieve the United Nations’ Sustainable
Development Goals; the blueprint to
achieve an equitable future for all.




CAMPAIGN IMPACT
$1 BILLION 1.6 MILLION 1.08 MILLION

In Global Lives Set to Actions Taken
Commitments Be Affected

ABOUT

GLOBAL CITIZEN
GlobalCitizen.org

Gilobal Citizen is the world’s largest movement of action takers and impact
makers dedicated to ending extreme poverty by 2030. With over 50M monthly
content engagements across all digital platforms, our voices have the power
to drive lasting change around sustainability, equality, and humanity. We post,
tweet, message, vote, sign, and call to inspire those who can make things
happen to act — government leaders, businesses, philanthropists, artists, and
citizens — together improving lives. By downloading our app, Global Citizens
learn about the systemic causes of extreme poverty, take action on those issues,
and earn rewards with tickets to concerts, events, and experiences all over the
world. To date, the actions of our community, along with high-level advocacy
efforts and work with partners, have resulted in commitments and policy
announcements from leaders valued at over $50 billion, affecting the lives of
more than 880 million people.

CAMPAIGN SNAPSHOT
6/30/19-9/28/19 833

Dates Running iHeartMedia Stations

225,781,000

Media Impressions


https://www.globalcitizen.org/en/

PROSTATE CANCER

FOUNDATION

1.in 9 U.S. men will be diagnosed with
prostate cancer in their lifetime. For
African American men, this figure

is 1in 7. Prostate cancer is also a
family issue - it is estimated that
more than 57% of disease risk is

due to genetics. At the same time,
prostate cancer is 100% treatable if
detected early. For the fourth consecutive
year, iHeartMedia launched a public
service campaign in conjunction with the
Prostate Cancer Foundation (PCF) and

in support of Prostate Cancer Awareness
Month during September to help raise
awareness of the importance of screening,
early detection and being informed.

The Prostate Cancer Foundation is the
world’s leading philanthropic organization
funding and accelerating prostate

cancer research. iHeartMedia has been

a longtime supporter of PCF to broaden
public awareness of the fight against
prostate cancer and to help inspire,
energize and accelerate actions that lead
to greater awareness, new therapies and
fewer deaths from prostate cancer.

In 2019, iHeartMedia created and aired
targeted radio PSAs that addressed
specific issues and risk factors of varying
demographics, including the unique
prostate cancer issues facing African

Americans. The spots explored how family
history, genetics and lifestyle factors like
smoking and diet increase a person’s
chances of developing prostate cancer;
addressed the fact that African American
men are over 75% more likely to get
prostate cancer and over two times more
likely to die from it; and encouraged
female listeners to talk to the men they
love about getting screened. All the
spots drove listeners to PCF.org to learn
more and download a free exercise and
nutrition guide, giving them actionable
information to live a healthier life.

We are grateful for the continued support of iHeartRadio. Our work together is making a

difference as we extend PCF’s mission to millions of families with important information

about prostate cancer and the latest resources available to men and their families.”

JONATHAN SIMONS

MD, THE PROSTATE CANCER FOUNDATION PRESIDENT AND CEO

2019 — ANNUAL IMPACT REPORT



CAMPAIGN IMPACT
+$230,000 +12,500

Raised for Prostate Cancer Distributed Printed
Research Including 591 and Downloaded Copies
First Time Donations From of the Prostate Cancer
New Constituents Patient Guide

DOUBLED

Year Over Year September
Web Traffic to pcf.org

ABOUT

THE PROSTATE CANCER FOUNDATION
pcf.org

The Prostate Cancer Foundation (PCF) is the world's leading
philanthropic organization dedicated to funding life-saving prostate
cancer research. Founded in 1993 by Mike Milken, PCF has raised
more than $840 million in support of cutting-edge research by more
than 2,200 research projects at 220 leading cancer centers in 22
countries around the world. Thanks in part to PCF's commitment to
ending death and suffering from prostate cancer, the death rate is
down by 52% and countless more men are alive today as a result.
PCF research now impacts more than 73 forms of human cancer by
focusing on immunotherapy, the microbiome, and food as medicine.

CAMPAIGN SNAPSHOT
9/01/19-9/30119 262

Dates Running iHeartMedia Stations

43,359,900

Media Impressions


https://www.pcf.org/

SEPTEMBER 11 NATIONAL
DAY OF SERVICE AND
REMEMBRANCE

2019 marked the 18th anniversary

of the 9/11 attacks, and for the ninth
consecutive year iHeartRadio inspired
listeners nationwide to participate in the
September 11 National Day of Service
and Remembrance (“911day.org”). This
annual nationwide campaign encourages
Americans to observe the anniversary

of the September 11, 2001 terrorist
attacks as a national day of unity and
service, inviting listeners to pay tribute
to those lost and injured, and the many
who rose in service, by performing simple
good deeds that help those in need.

The 2019 campaign featured a
compelling group of energized youth
ambassadors — some of whom were
children born on September 11, 2001
— to prompt all Americans to participate
in the 9/11 Day observance.

A total of 13,238 children were
born in the U.S. on September 11,
2001, according to the Division

of Vital Statistics, National
Center for Health Statistics.

To support 9/11 Day, iHeartMedia launched
a large-scale national and local on-air
PSA campaign, encouraging listeners

2019 — ANNUAL IMPACT REPORT

to participate in their own communities

by volunteering or donating to charities

of their choice, or by simply making a
voluntary pledge to perform good deeds
that help people and communities in need.

All of iHeartMedia’s radio stations ran a
powerful and inspiring “Born on 9/11"
radio PSA that featured Hillary O'Neill from
Norwalk, CT — a young woman born on
September 11, 2001. In addition to asking
listeners to engage in acts of service,

the PSA drove those listening to 911day.
org for more information and to access
age-appropriate lesson plans along with
videos, photos and teaching guides to help
parents and teachers explain the events

of 9/11 and its aftermath to children in
non-threatening ways and involve them

in 9/11 Day and community service.

Lastly, iHeartMedia radio stations in eight
cities helped promote, and in some cases
participated in, local 9/11 Day volunteer
service projects that mobilized nearly
10,000 volunteers and generated over 3.1
million non-perishable meals to support
hunger relief in these communities. Among
those participating were stations in Los
Angeles, San Francisco, Phoenix, New York
City, Dallas, Atlanta, Chicago and St. Louis.

Over the past nine years,
the extraordinary support
we've received from
iHeartRadio and its stations
has literally transformed
the way Americans see and
observe the anniversary

of 9/11. Today millions of
people remember and pay
tribute by volunteering,
supporting charities and
engaging in other

good deeds.”

DAVID PAINE

PRESIDENT AND CO-FOUNDER OF
9/11 DAY


https://911day.org/
https://911day.org/
https://911day.org/

CAMPAIGN IMPACT
+30 MILLION ~ +3.1 MILLION  9/11 DAY

People Have Non-Perishable Has Grown to Become
Performed Simple Goods were packed the Nation’s Largest
Good Deeds in by 10,000 Volunteers Day of Charitable
Remembrance of the in 2019 Service in the U.S.

Victims of Terrorism on
9/11 to Date

ABOUT

9/11 DAY
911day.org

9/11 Day” is the federally-recognized September 11 National Day of Service
and Remembrance. Originally launched in 2003 by the 9/11 nonprofit
MyGoodDeed as a positive and permanent tribute to the 9/11 victims, first
responders, military and others who rose in service in response to the attacks,
9/11 Day became a federally-designated Day of Service in 2009 under
passage of the ServeAmerica Act and the Patriot Day Presidential Proclamation
signed by President Barack Obama. 9/11 Day and Martin Luther King, Jr.'s
birthday are the only federally-recognized Day of Service in American history.
Today, tens of millions of Americans observe 9/11 Day with unity and
charitable service.

CAMPAIGN SNAPSHOT
8/28/19 - 9/11/19

Dates Running

811

iHeartMedia Stations

49,346,200

Media Impressions


https://911day.org/

# TALKTOME

A recent study by Shatterproof

found that 75% of all people who are
impacted by substance misuse are

in the workforce, and the estimated
yearly economic impact of substance
abuse in the workplace is over $442
billion. While corporate initiatives,
community efforts, federal and state
spending and resources to combat the
opioid epidemic have been on the rise, the
stigma of opioid addiction remains one of
the biggest obstacles to true progress in
combating it. Recent studies have found
that stigma is among the most commonly
cited barriers to substance abuse treatment.

In response to the nation’s opioid

epidemic, the National Opioid Action
Coalition (NOAC), formed by Fors Marsh

Group (FMG), iHeartMedia and WPP in
2018, launched #TalkToMe — a science-
based public awareness initiative that
unites the public and private sectors
with pop culture influencers to reduce
stigma as a barrier to opioid use disorder
prevention, treatment and recovery.

Launched during National Recovery Month
in September, #TalkToMe was an invitation
for people to initiate a conversation with a
friend or loved one about opioid misuse; for
people in recovery to share their stories;
and for everyone to learn how to talk about
opioid use disorder. The goal was to make
it easier for families, communities and
workplaces to have the kind of honest,
compassionate conversations that will

help reduce the stigma that prevents
effective treatment and lasting recovery.

As part of the #TalkToMe movement,
iHeartMedia aired a series of #TalkToMe
vignettes across its 850+ radio stations
for the entire month of September that
were focused on the opportunity to change
the narrative and tone around opioid use
disorder, encouraged conversation and
invited listeners to join the movement to
break the stigma in America. The radio
spots featured on-air personalities and
musicians across a variety of genres
including Métley Criie bassist Nikki

Sixx, Macklemore, Camila Cabello, Dan
+ Shay, Papa Roach, The Band Perry,
Jason Wahler and Wells Adams.

Addressing a crisis of this magnitude requires everyone who has a stake to be part of

the solution — especially the business community. The people who are impacted by

America’s opioid epidemic are our employees, our colleagues and our peers. Initiatives

like #TalkToMe are critical to reducing stigma and fighting this unprecedented public

health crisis.”

CAROLYN CAWLEY

PRESIDENT OF THE U.S. CHAMBER FOUNDATION

2019 — ANNUAL IMPACT REPORT
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CAMPAIGN IMPACT
40,000

Messages Nationally Delivering
About 65mm Impressions

ABOUT

NOAC
NOAC.org

By combining behavioral change communications
expertise and public health research findings, integrated
media assets with national scale and hyper-localized
reach, and celebrity influence, NOAC will complement
existing state and federal government efforts to help
drive measurable results in prevention, treatment and/or
recovery for communities and individuals affected

by this crisis.

CAMPAIGN SNAPSHOT
1/23119 -1/31119

Dates Running

887

iHeartMedia Stations

85MM+ MILLION

Media Impressions


https://noac.org/

T-MOBILE CHANGEMAKER
CHALLENGE

In 2019, iHeartMedia teamed up

with T-Mobile for its second annual
Changemaker Challenge to inspire youth
activism and to help give today’s youth the
tools and resources to change the world
for good. The T-Mobile Changemaker
Challenge was a nationwide search
focused on finding and supporting
trailblazing teens and young adults with
big ideas that will create positive, long-
lasting change in their communities.

During the month of July, iHeartMedia

aired a series of PSAs to help recruit
submissions from youth teams between

the ages of 13 and 23 from across the
country. Thirty winning teams were sent
to the T-Mobile headquarters in Seattle
to kickstart their projects at a two-day
intensive Changemaker Lab. Winners
also received in-depth mentorship,
training and support to turn their
revolutionary ideas into reality. The top
six CEO picks then returned to T-Mobile
headquarters for additional mentorship
and to help get their projects launched.

The winning 2019 project ideas ranged
from apps to robots to political advocacy
groups, and offered solutions around

topics ranging from mental health to bee
colony collapse, flood warning systems
and gun violence prevention. Several
proposals focused on better integrating
science, technology, engineering and

math instruction (STEM) into U.S.
classrooms and prioritizing greater diversity
and equity within the tech industry.

When | was diagnosed with autism at age 14, stereotypes led me to believe that | was

broken. Like many others on the spectrum, that led to anxiety, depression and low self

esteem. After years of being ashamed of who | was, | finally knew that | never needed to

be fixed; | just needed to be heard. | started Social Cipher to make sure that every young

autistic person finds that truth. Our video games give players a safe place to apply and

understand social skills, while also learning to advocate for themselves through characters

that represent them.”

AVA

2019 CHANGEMAKER CHALLENGE WINNER

2019 — ANNUAL IMPACT REPORT



CAMPAIGN IMPACT

Increase Over Last Year's
Total Submissions

ABOUT

T-MOBILE CHANGEMAKER CHALLENGE

t-mobile.com

The T-Mobile Foundation is committed to changing

the world for good. The Foundation advances positive
change in our communities by supporting causes

that focus on youth development, and by providing
opportunities for T-Mobile employees to engage in
causes that benefit the communities where they live and
work. The T-Mobile Foundation, created and funded by
T-Mobile US, Inc., is recognized by the IRS as a Section
501(c)(8) private foundation.

CAMPAIGN SNAPSHOT
8/17/19 - 9/2319

Dates Running

295

iHeartMedia Stations

25,447,800

Media Impressions


https://www.t-mobile.com/

GLAAD SPIRIT DAY

Over the past two decades, Americans
have experienced a significant
evolution in their understanding and
acceptance of lesbian, gay, bisexual,
transgender and queer (LGBTQ)
people due to the dedicated work of
LGBTQ people boldly living as their
authentic selves and demanding
their rights. iHeartMedia is committed to
working with GLAAD, the nation’s leading
LGBTQ media advocacy organization,

to continue to educate and inspire its
diverse audiences and team members to
learn more about LGBTQ communities
and to build support for equality.

GLAAD's Spirit Day brings together
hundreds of celebrities, media companies,
brands, landmarks, faith groups, schools
and more to show support for youth. Since
2010, iHeartMedia has ‘gone purple’ on
Spirit Day, standing with GLAAD and its
partners against bullying. For the third
year, iHeartMedia expanded its efforts

by launching an on-air PSA campaign
across stations to encourage listeners to
go purple and unite against the bullying of
LGBTQ youth. iHeartRadio also promoted
Spirit Day on Instagram, Facebook and
Twitter, sharing the organization's goal of
preventing the bullying of LGBTQ youth.

In honor of the day of awareness,
nationally-recognized Z100 personality Elvis
Duran shared words of encouragement
on-air and online to those wanting to
come out despite facing discrimination
over their identities. He emphasized the
importance of having a circle of support
to help live authentically. Elvis continues
to be a driving force in helping to
overcome bullying of LGBTQ youth and
promoting acceptance for all people.

LGBTQ youth face disproportionate rates of bullying than their straight and cis

counterparts. That's why it's so important that we have partners like iHeartMedia who

are proudly standing in solidarity with LGBTQ youth and helping to send messages of

solidarity and acceptance. Together, we can create a better world for young people,

especially LGBTQ young people, everywhere.”

MATHEW LASKY

DIRECTOR OF COMMUNICATIONS FOR GLAAD

2019 — ANNUAL IMPACT REPORT



CAMPAIGN IMPACT
+1.7BILLION  +364,000 +573 MILLION

Social Impressions Engagement on Reach on

for #SpiritDay Social Media Social Media
+11,000 +400 +1.8 MILLION
Number of Signatures Number of Influencers Likes on Instagram
on Spirit Day Pledge Who Participated

ABOUT

GLADD
glaad.org

GLAAD rewrites the script for LGBT acceptance. As a dynamic media force,
GLAAD tackles tough issues to shape the narrative and provoke dialogue that
leads to cultural change. GLAAD protects all that has been accomplished and
creates a world where everyone can live the life they love.

CAMPAIGN SNAPSHOT
10/11/19 - 10/18/19

Dates Running

517

iHeartMedia Stations

13,825,809

Media Impressions
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https://www.glaad.org/

COVENANT

HOUSE

More than 4.2 million young adults
experience a form of homelessness
every year. From couch surfing

to living on the streets, youth
homelessness is increasing at
alarming rates. For the last three
years, people across the country have
participated in the Covenant House's
Sleep Out America, giving up the
warmth of their beds and the comfort of
their homes to spend a night sleeping
outside as an act of solidarity.

Funds raised through Sleep Out America

directly benefit Covenant House, an
international nonprofit that provides
youth with housing and supportive
services so that young homeless
people can transform their lives and
get on a path to independence.

2019 — ANNUAL IMPACT REPORT

In 2019, iHeartMedia teamed up with
Covenant House to bring awareness
to the millions of young people facing
homelessness and to promote the

19 Sleep Outs in Covenant House
throughout November. The campaign
also aimed to solicit virtual participants
who could Sleep Out in their own
community in support of young people
facing homelessness across the U.S.

Additionally, New York City’'s Z100
participated in the Covenant House
Sleep Out at the iconic Yankee Stadium
and helped kick off a nationwide week
of advocacy. Leading up to the event, all
iHeartMedia NYC stations promoted the

events through on-air PSAs and a series of

interviews with Covenant House leaders.




CAMPAIGN IMPACT
$1.8 MILLION

Raised for Youth Overcoming Homelessness by
Covenant House's NYC Sleep Out in Yankee Stadium

$10.9 MILLION

Raised by Sleep Out and Sleep Out America, Directly
Benefiting the 2,000+ Young People Who Sleep in a
Covenant House Bed Each Night

ABOUT

COVENANT HOUSE

covenanthouse.org

For more than four decades, Covenant House has

helped transform and save the lives of more than a million
homeless, runaway and trafficked young people. We
offer housing and support services to young people in
need — currently reaching 74,000 youth every year.

CAMPAIGN SNAPSHOT
11/08/19 - 11/25119

Dates Running

809

iHeartMedia Stations

590,097,000

Media Impressions


https://www.covenanthouse.org/

AMEX SMALL
BUSINESS SATURDAY

According to the 2019 Small
Business Saturday Consumer
Insights Survey, 97% of consumers
who shopped on Small Business
Saturday agree that small businesses
are essential to their community
and 95% reported the day makes
them want to shop or eat at small,
independently-owned businesses
all year long, not just during the
holiday season. Small Business
Saturday has become an important part
of how many small businesses launch
their busiest shopping season.

2019 — ANNUAL IMPACT REPORT

For the 10th consecutive year, iHeartMedia
played a major role in American Express’
national initiative to encourage consumers
to shop locally as they kick off the holiday
shopping season. Saturday, November

30, 2019 marked the 10th annual Small
Business Saturday — a day to celebrate and
support small businesses and all they do
for their communities. Created by American
Express, Small Business Saturday brings
attention to the local businesses that create
jobs, boost the economy and preserve
neighborhoods around the country.

In November, iHeartMedia aired PSAs
leading up to Small Business Saturday
encouraging listeners to support their

local communities and shop at a small
business. The PSAs included a series

of messages from select public officials

as well as customized local stories that
celebrated individual community merchants.



CAMPAIGN IMPACT
$19.6 BILLION

In Reported Spending for 0
the 10th Annual Small BBAJ
Business Saturday

1 1 [] M"_LION Increase Over Last Year's

Shoppers Up From 2018 Total Submissions

ABOUT

SMALL BUSINESS SATURDAY
ShopSmall.com

November 30, 2019 was the tenth annual Small Business Saturday,
proudly backed by American Express. Dedicated to supporting the
diverse range of local businesses that create jobs, help boost the
economy, and enhance neighborhoods around the country, Small
Business Saturday was created by American Express in 2010 in
response to small business owners’ most pressing need: getting
more customers. Learn more at and connect with us on
ShopSmall.com.

CAMPAIGN SNAPSHOT
11/18/19 - 11/30/19

Dates Running

812

iHeartMedia Stations

76,861,100

Media Impressions


https://www.americanexpress.com/us/small-business/shop-small/

MUSICIANS ON CALL

Many studies show that music in
hospitals can be seen to have social,
emotional, therapeutic or educational
benefits for patients, especially for
children. Musicians On Call (MOC) is
the nation’s leading provider of live music
in hospitals. For over 20 years MOC has
brought live and recorded music to the
bedsides of patients in healthcare facilities
ranging from children’s hospitals to adult
facilities, VA hospitals and hospices.

In 2019, Aflac and iHeartMedia teamed

up to share music and holiday cheer with
children being treated at pediatric cancer

hospitals through the iHeartRadio Jingle
Ball Tour. In Atlanta, popular boy band
Why Don’t We provided young patients
and families at the Aflac Cancer and
Blood Disorders Center of Children’s
Healthcare of Atlanta with an intimate
acoustic performance. In Washington,
D.C., award-winning country music
stars Dan + Shay engaged patients
and families with a special music set

at Children’s National Hospital.

In addition to hosting an exclusive concert

for pediatric cancer patients who were
unable to leave the hospital in Atlanta

and Washington, D.C., throughout the
iHeartRadio Jingle Ball Tour there were

a number of unique Aflac-branded
activations including backstage moments,
a co-branded editorial series, customized
iHeartRadio playlists and more.

Musicians On Call has been a proud partner of iHeartMedia for decades and it's always

a pleasure to team up with Aflac to deliver the healing power of music to patients who

need it most. It’s incredible to see reactions from brave pediatric patients when they are

surprised with exclusive performances from chart-topping artists like Why Don’t We and

Dan and Shay. It's because of the support of iHeart and Aflac that we can continue to

make a difference in the lives of patients, families and caregivers.”

PETE GRIFFIN

PRESIDENT & CEO OF MUSICIANS ON CALL

2019 — ANNUAL IMPACT REPORT



CAMPAIGN IMPACT
2400

Reached on MOC Socials

ABOUT

MUSICIANS ON CALL

musiciansoncall.org

Musicians On Call (MOC) is the nation’s leading provider of live
music in hospitals. For over 20 years MOC has brought live and
recorded music to the bedsides of patients in healthcare facilities
ranging from children’s hospitals to adult facilities, VA hospitals and
hospices. MOC has a vision of a world filled with the healing power
of music and continues to expand its Virtual Bedside Performance
Program and Music Pharmacy to serve the populations most in

need during this pandemic, including hospital patients who are
undergoing visitor restrictions, caregivers serving their communities
on the frontlines and elderly or at-risk individuals who must remain at
home. MOC supporters over the years include Bruce Springsteen,
Kelly Clarkson, Luke Bryan, Sia, Keith Urban, Jason Derulo, Blake
Shelton, Ed Sheeran, Reba McEntire, James Taylor, Gavin DeGraw,
Darius Rucker, Pharrell, Amos Lee, Nick Jonas, Camila Cabello,
Kelsea Ballerini, Charles Esten and many more. For more information
on how Musicians On Call is delivering the healing power of music,
visit www.musiciansoncall.org.


https://www.musiciansoncall.org/

THE RYAN SEACREST
FOUNDATION

According to the Connecticut
Hospital Association, each year
more than three million children are
hospitalized in the United States.
The Ryan Seacrest Foundation (RSF)
contributes positively to the healing
process of these children by building
broadcast media centers in hospitals
across the country — providing a respite
for children and families being treated.
iHeartMedia is committed to helping
further the mission of the Foundation.

The Ryan Seacrest Foundation builds
broadcast media centers, named

Seacrest Studios, in pediatric hospitals
for patients to explore the creative realms
of radio, television and new media. There
are now studios in ten cities across

the United States including Atlanta,
Philadelphia, Dallas, Orange County,
Charlotte, Cincinnati, Denver, Boston,
Washington, D.C. and Nashville.

iHeartMedia supports the amazing work
of the Ryan Seacrest Foundation in a
variety of ways throughout the year,
including educational experiences for
studio interns and executing national
and local fundraising programs.

For the seventh consecutive year, the
foundation was named the official

charity partner for select iHeartRadio
Jingle Ball Tour concert cities, and
iHeartMedia donated $1 from every ticket
sold to the Ryan Seacrest Foundation

in addition to donating a variety of
exclusive, once-in-a-lifetime packages
sold via online charity auction.

The Ryan Seacrest Foundation is thankful for its long-standing partnership with
iHeartMedia and honored to have been the beneficiary of the 2019 Jingle Ball Tour. With

iHeart's incredible support, our foundation has now built 10 Seacrest Studios in children’s
hospitals across the United States— with a new studio scheduled to open in Orlando later
this year! From national to localized support, RSF has found a true partner in iHeartMedia!”

MEREDITH SEACREST
EXECUTIVE DIRECTOR AND COO, RYAN SEACREST FOUNDATION
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CAMPAIGN IMPACT
$1.4 MILLION

Raised in the Past Seven Years

+$57,000

iHeartMedia Helped Raised
for the Foundation Through

a Variety of Online Fundraising
Platforms in 2019 Alone

$113,000

Raised in Cash Donations
Through the 2019
iHeartRadio Jingle Ball Tour

ABOUT

RYAN SEACREST FOUNDATION

ryanseacrestfoundation.org

Ryan Seacrest Foundation (RSF) is a nonprofit organization
dedicated to inspiring today's youth through entertainment and
education focused initiatives. RSF's first initiative is to build
broadcast media centers— Seacrest Studios—within pediatric
hospitals for patients to explore the creative realms of radio,
television and new media.


https://www.ryanseacrestfoundation.org/

THE LUPUS
RESEARCH ALLIANCE

Hundreds of thousands of
Americans are estimated to have
lupus, 90% of whom are women.
Lupus disproportionately affects
people of color and is most often
diagnosed between the ages of
15 and 44. iHeartMedia has been a
longtime supporter of the Lupus Research
Alliance and a champion of Walk with
Us to Cure Lupus, the organization’s
national fundraising program.

Lupus is an autoimmune disease in which
your immune system attacks healthy cells
by mistake and can damage many parts
of the body. There is no known cure for
lupus, but available treatments can help.

The Lupus Research Alliance is the largest
private sector organization dedicated to
advancing lupus research. Through the
Lupus Research Alliance Walk with Us

to Cure Lupus program, thousands of
community members come together to raise
money to fund innovative research programs
that will help lead to new treatments

for the disease and one day a cure.

For the past eight years, iHeartMedia
radio stations nationwide have helped
bring awareness for the disease through
on-air media support, and heavily support
annual Walk with Us events in many
markets. In 2019, multiple iHeartMedia
radio stations in Florida, California,

Massachusetts, lllinois, Texas, New York
and Maryland participated in the live
events, providing music and entertainment
at the walks and coverage on-air.

Additionally, iHeartMedia helps the
Lupus Research Alliance fundraise
every year by providing VIP tickets

to events such as the iHeartRadio
Jingle Ball Tour and iHeartRadio Music
Festival for the Alliance’s donors.

iHeartMedia has been a tremendous partner for the lupus community, and we deeply

appreciate their generosity. Their support greatly boosts awareness for lupus, encouraging

people to talk to their doctor about possible signs of the disease and helping raise funds

for the most promising research.”

KENNETH FARBER

LUPUS RESEARCH ALLIANCE PRESIDENT AND CEO
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CAMPAIGN IMPACT
$2.4 MILLION

Raised in 2019

$20 MILLION

iHeartMedia Has Helped
Raised Over the Last 10 Years

ABOUT

LUPUS RESEARCH ALLIANCE

Lupusresearch.org

The Lupus Research Alliance aims to transform treatment
while advancing toward a cure by funding the most
innovative lupus research in the world. The organization’s
stringent peer review grant process fosters diverse
scientific talent who are driving discovery toward better
diagnostics, improved treatments and ultimately a cure
for lupus. Because the Lupus Research Alliance's Board
of Directors fund all administrative and fundraising

costs, 100% of all donations goes to support lupus
research programs.


https://www.lupusresearch.org/
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iHeartMedia has helped shape the way

in which media interacts, educates and
connects with the public. Each year
iHeartMedia makes a company-wide
commitment beyond media or financial
support to address a specific issue or
cause, and in 2019, the company reacted to
a number of timely and relevant concerns.

In 2019, iHeartMedia further invested

in helping to combat the national opioid
epidemic through its founding of The
National Opioid Action Coalition as well as
by promoting safe and local prescription
drop-off locations with the DEA.

Additionally, iHeartMedia forged a
relationship with the innovative nonprofit
GreenLight Fund and together they are
working to bring proven programs to iHeart
cities where they are needed most.

The company also continued to address the
national veteran unemployment crisis with
the largest public service campaign in its

history — iHeartRadio Show Your Stripes,
which helps returning veterans find jobs

-- and continued its deep commitment

to the health and wellbeing of veterans
through iHeartCountry One Night For Our
Military Concert, which was an opportunity
to celebrate our service members while
bringing attention to the high prevalence
of diabetes among the military population.

iHeart remains committed to cultivating
and fostering diversity at every level of
our company to ensure that we reflect
our broad and diverse audiences across
the many communities in which we live
and work and launched national and