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With fewer Canadians in cars, the usual high reach levels generated 
by radio have been impacted. 

Even though many are working from home, Canadians, including 
essential workers, are still out and about.  

Radio has retained 85% of its Avg. Weekly Reach March 16 –
April 26, 2020 vs. February 3 – March 15, 2020. (Source:  Numeris PPM, Non-

Currency* Total Canada 12+, Mo-Su 2a-2a, AVWK CUME (000), Weeks 24-35 19/20 )

As Canadians adjust to the current world of sheltering in place, 
Radio continues to provide an important connection to community.

The following provides highlights from Maru Canada and Angus Reid 
Forum studies that look specifically at how Canadians are 
connecting to AM/FM Radio in March and April 2020.

*Note: in order to provide broader perspective of radio listening behaviour  across Canada, Radio Connects audience
data reflects Numeris PPM Non-Currency audiences which include listening from smaller markets across the country
with different demographic compositions and commuting behaviours than the traditional radio CMAs)
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IN-HOME currently 2/3’s of AM/FM tuning.  
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During the 
w/o April 20th, 
in-home 
tuning 
increased 46% 
vs. w/o Jan 
27th, and OOH 
tuning 
decreased 
39%.

Source:  Numeris PPM, Non-Currency* Total Canada 18+, Mo-Su 2a-2a, AMA (000), Weeks 23-35 19/20, Location – All/In/Out
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Younger Demos are currently more likely to tune into 
AM/FM Radio via streaming.
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Source:  Numeris PPM, Non-Currency* Total Canada , Mo-Su 2a-2a, AMA (000), Weeks 24-35 19/20, Platform: All/Broadcast/Stream

All key demos are 
reporting an 
increase in minutes 
streamed since Pre-
Covid-19.  9%
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Multi-device radio listening is part of “the new normal”?

SOURCE: MaruReports COVID-19 Feel Behave Think Tracker Canada, April 1 & April 8
RC1. Thinking back to yesterday, how much time, if any, did you spend listening to AM/FM radio in each of the following ways
Base: Listened to some radio on the previous day: A18+ = 3,052; A18-34 = 855; A35-54 = 1,117; A55+ = 1,080

During COVID-19 
Canadians of all 
ages are listening 
to AM/FM Radio on 
different platforms, 
with younger 
Canadians doing 
more digital 
streaming.
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During COVID-19 tuning into AM/FM via a smart speaker 
has increased.

SOURCE: Maru Voice Canada  April 8 & 13, 2020
MP3. How, if at all, has your listening to FM or AM radio on smart speakers changed since the government asked people to stay-at-home during the 
COVID-19 pandemic? Base: Smart speaker owners who listen to AM/FM on their smart speakers April 2020 (n=469), A18-34 (n=138), 35-54 (n=198), 55+ 
(n=133)

“About the same” 52% 46% 49% 65%

More Canadians, 
especially A18-34’s 
who listen to 
AM/FM on smart 
speakers, are now 
listening more 
often.
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Impact of COVID-19 isolation on AM/FM tuning on smart speaker
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pression quotidienne

Pour être diverti

Audience Insights Inc. | Radio Connects | April 20207

Radio is keeping Canadians connected and supported, 
while it helps Canadians support local businesses.

It’s helped me rediscover what I like about radio

Radio has been doing a 
good job telling me about 

local businesses I can 
support right now

Radio has been doing a good 
job keeping me up to date with 

the latest information about 
the pandemic

Listening to radio has helped to ease me 
through some of the more difficult days74% 66%

54%

48%

The COVID-19 
Listener 
Experience—
timely 
information, 
comfort and, for 
many, a 
rediscovery.

SOURCE: MaruReports COVID-19 Feel Behave Think Tracker Canada, April 23
RC2. Do you agree or disagree with these statements about your experience listening to AM/FM radio during the pandemic? (% strongly/moderately 
agree) Base: Canadians 18+ who are listening to AM/FM Radio during the pandemic (n=1,102)

% Agree Among Canadians Listening to AM/FM Radio During COVID-19 
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pression quotidienne

Pour être diverti

Audience Insights Inc. | Radio Connects | April 20208

A18-34’s are rediscovering AM/FM Radio at home.

SOURCE: MaruReports COVID-19 Feel Behave Think Tracker Canada, April 23
RC2. Do you agree or disagree with these statements about your experience listening to AM/FM radio during the pandemic? (% strongly/moderately 
agree) Base: Canadians 18+ who are listening to AM/FM Radio during the pandemic (n=1,102); 18-34 (n=467)

% Agree Among Canadians Listening to AM/FM Radio During COVID-19 

54%

25%

55%

38%

Listening to radio has helped to ease me through some of the more
difficult days

I’ve been listening to radio at home for the first time in a long time

18+ 18-34

Milestone and 
Maturing 
Millennials are 
rediscovering 
AM/FM Radio at 
home, and are 
being comforted 
by what they 
are hearing.
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détendre

Pour me remonter 
le moral

Pour me garder au courant 
des 

Nouvelles/actualité/potins

Pour m’aider à fuire la 
pression quotidienne

Pour être diverti

Audience Insights Inc. | Radio Connects | April 20209

The key benefits of Radio are enhanced during self-
isolation.

AM/FM Radio 
delivers on a wide 
range of listener 
needs during the 
crisis, providing 
relief and 
connection.

What are the main things radio does for you in 
these challenging times? (from aided list)

Among those listening to more AM/FM Radio

SOURCE: Angus Reid COVID-19 Weekly Monitoring of Canadian Perceptions & Behaviour, April 20
MP3. “What would you say are the main things that radio does for you in these challenging times? (from aided list)
Base: Canadians 18+ who are listening to more AM/FM Radio in past two weeks (n=164)

58%

40%

26%

23%

58%

51%

20%

40%

39%

28%

Entertains me

Puts me in a better mood

Comforts me

Helps me escape from the bad news around COVID-19

Keeps me plugged into what's happening in general

Gives me up-to-the minute information

Tells me about local businesses I can support

 Keeps me company

Connects me to my community

 Gives me a human connection through the DJs, hosts

Relief

Connects
me to “now”

Connects 
me to others
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SOURCE:  La radio branchée sur les consommateurs 2019 15+ *Excluant les média sociaux
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Audience Insights Inc. | Radio Connects | April 202010

Canadians still want to hear from brands.

78%
of Canadians say, 
“It’s reassuring to 
hear from Canadian 
companies at this 
time”.

“I don’t mind If companies continue as if it’s business as usual”

Source: Angus Reid COVID-19 Weekly Monitoring of Canadian Perceptions & Behaviour
March 6-7  n=1,514, Mar23-24:  (n=1,004) Mar 30-31 (n=1,006), Apr 6-7 (n=1,007), Apr 13-14 (n=1,015), Apr 20-21 (n=1,003) Apr 27-28 
(n=1,004)

20%

30% 29%

34% 35%
36%

Mar 23-24 Mar 30-31 Apr 6-7 Apr 13-14 Apr 20-21 Apr 26-27

% Somewhat/Strongly Agree
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Audience Insights Inc. | Radio Connects | April 202011

Canadians want action, not just platitudes.

82%
of Canadians said “Canadian companies 
that take an active role during this crisis 
will have gained a loyal customer in me”

Source: Angus Reid COVID-19 Weekly Monitoring of Canadian Perceptions & Behaviour , Apr 20-21 (n=1,003), Apr 27-28 
(n=1,004) | MaruReports, COVID-19 Tracker, week of April 6, (n=1,528)

86%
of Canadians said they believe “brands 
have an enormous platform to do good, 
while still earning profit”It’s not enough to say, 

“we’re all in this 
together”—brands 
need to make a 
difference, or help 
consumers navigate 
the “new normal”. 78% of Canadians said “I want to hear about 

sales, discounts, and reduced shipping 
on items I frequently purchase”
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Audience Insights Inc. | Radio Connects | April 202012

Radio listeners more likely to be “out and about”.

Source: MaruReports, COVID-19 Tracker, week of April 6 Total 18+ (n=1,528), Non-listeners (m=717), Radio listeners, (n=811)

While Canada shelters 
at home, radio reaches 
essential service 
workers and Canadians 
who are providing for 
family and friends.

10%

34%

6% 8%

17%

41%

11%
15%

Gone to work (outside your home) Gone grocery shopping for food or
health-related home essentials in a

physical store

Gone shopping for things other than
food or health-related home essentials

in a physical store

Gone through a drive-thru for food or
coffee

Activities in past 24 hours

No radio yesterday Listened to radio yesterday
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Audience Insights Inc. | Radio Connects | April 202013

Radio listeners are stocking up.
What extra supplies, if any, have you purchased for your home

in the last week due to coronavirus/ COVID-19?

Source: MaruReports, COVID-19 Tracker, week of April 6 Total 18+ (n=1,528), Radio listeners, (n=811)

119

117

114

112

112

111

111

110

108

107

107

106

106

106

Medical preventative products (cough/cold/flu products, etc.)

Water

Baby care

Toilet paper, paper towels, or other paper products

Personal care (i.e., toothpaste, hand sanitizers, rubbing alcohol, etc.)

Household cleaning products

Alcoholic beverages

Sexual health products

Frozen groceries (e.g. meat, fruit or vegetables)

Pet care

Feminine care products

Non-perishable goods (i.e., canned goods, pantry items, snacks, etc.)

Perishable food (i.e., Fresh fruit, vegetables, and meat)

Beverages (non-alcohol, non-water… e.g. juice, soda)

Radio Listeners - Indexed to All Canadian Adults

As the household’s 
designated shoppers, 
radio listeners are also 
more likely to ensure 
the household has 
enough essential 
supplies.
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As Canadians continue to 
adjust to the demands and 

restrictions of staying at 
home, Radio continues to 

provide an important 
connection.
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“Radio is still an integral part 
of the media mix, particularly 
now during COVID-19.  Its role 
varies, but one specific 
advantage is the ability to 
augment national presence by 
going deeper into specific 
markets where consumers are 
closely attached to their local 
personalities” – Nileen Ventura | VP, 
Channel Insights and Discovery | Horizon 
Media Canada
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Despite changes in listening habits, Canadians are still 
connecting with AM/FM Radio.

• Even with fewer cars on the road, Canadians 12+ are being 
reached by radio – retaining 85% of reach since before COVID-
19. (1)

• As listening locations shift, Canadians are rediscovering radio at 
home:  A18+ in-home tuning is up +19%, A18-34 +16%, A18-49 
+24% and A25-54 +26%. (2)

• Streaming AM/FM Radio is gaining share of minutes tuned, up 
+32% A18+, +62% A18-34, +52% A18-49 and +52% A25-54, vs. 
Pre-COVID-19. (2)

• Listening is occurring across multiple platforms; streaming on 
smart speakers has increased +24 % since pandemic measures 
were instituted. (2)

Source: (1). Numeris PPM, Non-Currency* Total Canada 12+, Mo-Su 2a-2a, AVWK CUME (000), Weeks 24-35 19/20 2. Numeris PPM, Non-Currency* Total 
Canada 18+, Mo-Su 2a-2a, AMA(000), Weeks 24-35 19/20, By Location 3. Numeris PPM, Non-Currency* Total Canada 18+, Mo-Su 2a-2a, AMA(000), Weeks 24-
35 19/20, By Platform (2 ) Angus Reid COVID-19 Weekly Monitoring of Canadian Perceptions & Behaviour March 6-7, Mar23-24, Mar 30-31, Apr 6-7, Apr 13-
14, Apr 20-21, Apr 27-28  & MaruReports COVID-19 Feel Behave Think Tracker Canada, April 1 & April 8Audience Insights Inc. | Radio Connects | April 202015
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Radio is keeping Canadians connected and delivers on a wide 
range of listener needs during the crisis providing relief and 
connection. (2)

• Canadians believe brands should be advertising, particularly if they give 
them important information on brands they regularly buy. (2)

• 86% of Canadians believe that brands have an enormous platform to do 
good, while still earning profit. (2)

• Canadian companies that are taking an active role supporting workers 
and their communities will gain loyal customers. (2) 

• Radio listeners are “out and about” and are also more likely to ensure the 
household has enough essential supplies, and they want to hear about 
sales, discounts, and reduced shipping on items they frequently purchase. 
(2)

It’s not enough to say, “we’re all in this together”—brands need to 
make a difference, or help consumers navigate the “new normal”.
(2)

Source:   (2 ) Angus Reid COVID-19 Weekly Monitoring of Canadian Perceptions & Behaviour March 6-7, Mar23-24, 
Mar 30-31, Apr 6-7, Apr 13-14, Apr 20-21, Apr 27-28  &  MaruReports COVID-19 Feel Behave Think Tracker Canada, 
April 1 & April 8Audience Insights Inc. | Radio Connects | April 202016


