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La radio amplifie les émotions

SOURCE:  La radio branchée sur les consommateurs 2019 15+ *Excluant les média sociaux
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Pour relaxer et se 
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

100 101 100
92

84 84 85 85 86 87 87 88

2-24-2020 3-2-2020 3-9-2020 3-16-2020 3-23-2020 3-30-2020 4-6-2020 4-13-2020 4-20-2020 4-27-2020 5-4-2020 5-11-2020

Radio’s reach retention is growing to ‘near normal’ as 
Canadians begin to get ‘out and about’

SOURCE: NUMERIS PPM / NC CANADA / M-SU 2a-2a / WEEKLY REACH  |Radio Connects 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 

EASTERLOCK DOWN STAGED OPENING

Weekly Reach Index to Week of Feb 24th 2020 , Total NC Canada 12+
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La radio amplifie les émotions

SOURCE:  La radio branchée sur les consommateurs 2019 15+ *Excluant les média sociaux
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Pour relaxer et se 
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

100 98
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2-24-2020 3-2-2020 3-9-2020 3-16-2020 3-23-2020 3-30-2020 4-6-2020 4-13-2020 4-20-2020 4-27-2020 5-4-2020 5-11-2020

Canadians are listening more to AM/FM Radio while 
adjusting to the ‘future normal’ 

SOURCE: NUMERIS PPM / NC CANADA / M-SU / AW / AMA / IN HOME

EASTERLOCK DOWN

Weekly AMA In Home Index to Week of Feb 24th 2020 , Total NC Canada 12+
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La radio amplifie les émotions

SOURCE:  La radio branchée sur les consommateurs 2019 15+ *Excluant les média sociaux
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Pour relaxer et se 
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

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

4
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.



La radio amplifie les émotions

SOURCE:  La radio branchée sur les consommateurs 2019 15+ *Excluant les média sociaux
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Pour relaxer et se 
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

Live radio effortlessly connects listeners to the outside 
world 

SOURCE: Radiocentre.org/Audio Now| The Sound Research | Radiocentre.org/Audio Now |The Sound Research

EASTER STAGED OPENINGS

Live radio fulfills more 
needs states for audio 
than on-demand audio.*

Lift my mood
1. Live Radio
2. On Demand

Provide social currency
1. Live Radio
2. On Demand

Broaden my horizons
1. Live Radio
2. On Demand

Keep me in the loop
1. Live Radio
2. On Demand

Help me escape
1. On Demand
2. Live Radio

Amplify the moment
1. On Demand
2. Live Radio
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The key benefits of Radio are enhanced during self-
isolation

6

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

La radio amplifie les émotions

SOURCE:  La radio branchée sur les consommateurs 2019 15+ *Excluant les média sociaux
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Pour relaxer et se 
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



La radio amplifie les émotions

SOURCE:  La radio branchée sur les consommateurs 2019 15+ *Excluant les média sociaux
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Pour relaxer et se 
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

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

7

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 



Canadians want action, not just platitudes.

8

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”

La radio amplifie les émotions

SOURCE:  La radio branchée sur les consommateurs 2019 15+ *Excluant les média sociaux
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Pour relaxer et se 
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



Thank You

Visit radioconnects.ca for more 
information on Radio during COVID-19
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