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Radio Connects | Radio Connexions is the not-for-
profit trade association for the Canadian Radio 
Industry.  As the advocate for Canadian Radio, Radio  
Connects | Radio Connexions promotes and 
markets radio  advertising at the agency and client 
levels in English and French Canada.

Who we are
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A known and respected media  professional 

with extensive agency C-Suite and private 
consultancy experience.  Caroline brings a 
wide-ranging knowledge base to her role. 
Caroline also represents Radio Connects as a 
member of the Numeris Radio Executive 

Committee and she is a member of the 
Canadian Marketing Association’s Media 
Council.  Caroline also holds the designation of 
Chartered Marketer from the CMA.

Caroline Gianias | President

A media professional with an extensive  

background in media and research.  Having 
worked at both agencies and vendors in 
Toronto and Vancouver, Lisa has developed 
keen insights on how information can be used 
to demonstrate the power of radio in the 

communication mix.

https://www.linkedin.com/in/lisadillonmarketingresearch/

Lisa Dillon | Head of Insight

A leader in Quebec media with senior level 

experience  garnered at  Quebec’s largest  
agencies and  vendors.  Chantal  utilizes her 
broad skill set to ensure  Radio Connexions
delivers the unique needs of Quebec agencies 
and broadcasters.

https://www.linkedin.com/in/chantal- leblanc-8018814/

Chantal Leblanc  Director, 
Client  Services - Quebec

https://www.linkedin.com/in/caroline-gianias-21b31a27/

Led by media veterans
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Radio Connects is 
supported by 

Canadian radio 
broadcasters. 

Their financial support enables 
Radio Connects to invest in 

research and marketing 
initiatives that demonstrate 

the power of radio, its ability 
to drive business, validate ROI, 
and communicate radio’s role 

in the path to purchase to 
Canadian advertisers.
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Drive awareness of both commercial Radio 
advertising and Radio Connects. 

Caroline Gianias | President Lisa Dillon | Head of Insight Chantal Leblanc  Director, 
Client  Services - Quebec

Our members’ support empowers our work
Proving to the advertising community through Communication, Research, Marketing and Education - advertising 
on radio generates business.

O B J E C T I V E K E Y S  TO   S U C C E S SM I S S I O N

To work in partnership with members to create a 
more informed advertising and media 
community – one challenged and informed by a 
deeper understanding the role of commercial 
Radio has within the audio landscape.

Lead open and continuous dialogue with the  
advertising and marketing communities that 
informs, educates, dispels and disputes 
inaccurate and misleading information.
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What we do, 
and how we do 
it

Working in partnership with members to create a 
MORE INFORMED ADVERTISING AND MEDIA 
COMMUNITY, one that is challenged and informed 
by a deeper understanding the role of commercial 
radio has within the audio landscape:

• RESEARCH
• TRAINING AND EDUCATION
• PRESENTATIONS
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Keeping AM/FM 
top of mind with 

advertisers.
Radio Connects keeps a  

constant flow of information in 
the  marketplace, in both  

English and French, to inform, 
update and  challenge 

conventional thinking about 
radio advertising.  Radio 

Connects currently has over 
6,800 Followers to our 

LinkedIn page and over 1,500 
subscribers to our audio 

updates. 
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radioconnects.ca.

Our website is a source for 
valuable insights and research. 
It is updated regularly with the 

necessary facts and 
information about AM/FM 

Radio that buyers and sellers 
need.
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Keeping 
advertisers and 

agencies 
informed.

As the audio landscape 
continues to expand and be  
measured, Radio Connects 

works to ensure agencies and 
advertisers get the whole 

story, so they are better 
informed when it comes to 

developing audio strategies.
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Membership has 
its privileges.

Members of Radio Connects 
have access to  tools and 

resources they often don’t 
have access to in market.  This 
ranges from the latest insights 

summary of RTS data, global  
reports from WARC and EGTA 

to Global and North American  
reports, and in particular Radio 

Connects’ bespoke reports, 
insights and studies
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Helping members 
stay informed.

Radio Connects publishes 
“One  Sheets” on listening 

trends in members’ markets 
and regions to give them quick 

insights into their market’s 
trends and tuning habits.
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Helping members 
understand their 

customers.

Radio Connects also 
empowers our members’ 

knowledge  base by providing  
comprehensive “One  Sheets” 

on their clients’ business 
categories.
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Being responsive 
to the changing 
dynamics of the 

landscape.
As Canada continues to be 

challenged by the impact of 
COVID-19, Radio Connects 

created a COVID page where 
we regularly publish important 

insights demonstrating how 
Canadians are connecting with 

Radio during COVID-19.
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Developing 
insights with 

respected third-
party researchers.
Radio Connects in partnership 

with Maru Voices and Angus 
Reid Forum, has been tracking 

the impact of COVID and 
Canadians’ responses to it, 

through the lens of how Radio 
continues to be a source of 

comfort for Canadians.
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The Power of 
Radio.

Focusing on the “6 R’s”, this 
report provides the proof that 

no other audio source 
connects with Canadians as 

much as radio.

1

DISCOVER THE POWER OF RADIO

THE 6 R’S OF 

RADIO

No other audio sources connect 
with Canadians as much as radio. 
Across multiple platforms, Radio 
reaches over 27 million Canadians 
every week.  Radio amplifies 
communication plans and 
provides the solid foundation 
upon which to build a 
comprehensive audio stack 
solution.

REACH RELATE

RESEARCH RETURNS

REMIND REINFORCE

15 | Radio Connects | An Introduction to Radio Connects | July 2020



“Mass reach is the key 
to new customer 

growth”.

SOURCE: Byron Sharp, 
How Brands Grow 1&2

• The gurus of marketing effectiveness say the driver 
of sales lift is customer growth powered by mass 
reach & expanded media channels.

• Byron Sharp’s legendary marketing book How Brands 
Grow says broad reach is key to acquire new 
customers. With so many choices available to 
consumers, unavoidable turnover among a brand’s 
customer base makes increasing household 
penetration crucial to a brand’s sales volume.  That 
requires broad and frequent reach.

1. Reach

16 | Radio Connects | An Introduction to Radio Connects | July 2020



“Target everyone who 
buys your category”.

SOURCE: Les Binet & Sarah Carter , 
How Not To Plan: 66 Ways to Screw It Up

• Les Binet and Sarah Carter believe advertisers should 
target everyone who buys your category offers these 
recommendations to grow sales: 
• Always aim to get more customers from all segments 

of the market. It’s the main way brands grow.
• Talk to everyone who buys your category. Talk to them 

regularly. Advertising memories fade.
• Go for reach, rather than frequency. Reach as many 

category buyers as possible.
• Don’t target too narrowly. It may be efficient, but it’s 

rarely effective. Tight targeting means low sales and 
profits.

1. Reach
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Even with an expanding range of music and spoken word 
options, AM/FM Radio retains the lion’s share of listening.

44%

14%

11%

9%

6%

5%

5%
5% 2%

AM/FM
Music on YouTube
Personal Music
Paid online music streaming services
SiriusXM
Free online music streaming services
Stingray TV
Podcasts
Audiobooks

Share of audio time spent

A18+ 44% 
AM/FM Radio #1

SOURCE:  ROTM 2020 | QB3dx. [Mean Summary] Thinking of the following type(s) of audio that you mentioned listening to yesterday, how many hours 

and minutes in total did you spend listening to each one? Base: Canadians 18+ (n=4,000)6

AM/FM Radio accounts for 81% of Buyable Audio available to reach 
Canadians, delivering maximum impressions in key demos.

6

81%

10%

9%

AM/FM Radio
Free ad-supported music streaming services
Podcasts

Share of Buyable audio time spent:

A18+  81% AM/FM Radio #1
A25-54 75% AM/FM Radio #1

Source:  ROTM 2020 | QB3dx. [Mean Summary] Thinking of the following type(s) of audio that you mentioned listening to yesterday, how many hours and 

minutes in total did you spend listening to each one? Base: Canadians 18+ (n=4,000)

75%

13%

12%Radio builds brand awareness 
that feeds the purchase 

funnel.  In order for a 
consumer to take action, they 

first have to notice, remember 
and trust the brand.

1. Reach
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Radio makes an emotional 
connection.

There is a direct correlation 
between mood, happiness, 

trust and openness to 
advertising messages. The 
happier we are, the better 
mood we are in, the more 

likely we are to process 
advertising messages in an 

emotional and instinctive way.

2. Relate
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Radio's authenticity and ability 
to create a theatre of the mind 

helps listeners to generate 
ideas and prompts call to 

action.

Ads heard on AM/FM Radio 
are remembered, and results 

in consumers taking action.  
While it doesn’t always get the 
credit, Radio is the soundtrack 
for the last mile in the path to 

purchase.

3. Remind
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4. Reinforce

“Adding media 
channels increases 

reach and 
effectiveness”.

SOURCE: Peter Field & James Hurman, 
The Effectiveness Code

21 | Radio Connects | An Introduction to Radio Connects | July 2020



5. Research
In order for consumers to take 

action, they need to be aware of 
a product or service.  Radio works 

well with digital but doesn’t get 
the credit.

54% of Canadians say they took 
action after hearing an ad on the 

radio; they either purchased it, 
told someone else about it, or 

went online for more 
information*.

*Source:  Radio on the Move 2019-2020

33

Radio works in tandem with the internet

When it comes to seeking 
out more information 
about a product or service, 
radio doesn’t get the credit 
it deserves for driving 
consumer online behavior.

SOURCE: RC2C 2019 | Q.11.To what extent do you agree or disagree with each of the following statements about AM/FM RADIO STATIONS? | Q.16. Thinking of AM/FM RADIO STATIONS, how much do you agree or 

disagree with the following? (please select one for each statement) | Q.24.Please indicate how much you agree or disagree with the following statements 

46%

Checked things 

out on the 

internet after 

hearing radio ad

34% 28% 20%

Radio ads have 

prompted me to 

do a search for 

something

Visited websites 

of radio 

advertisers

Purchased a 

product online 

after hearing a 

radio ad
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6. Returns

Most consumer goods are still 
purchased in store. Radio 

advertising primes shoppers to 
take more notice of brands they 

hear on the way to shop. 
Exposure to radio advertising just 

prior to the shopping occasion 
can reinforce existing brand 

loyalty and, additionally, 
encourage brand switching. 34

RADIO DELIVERS 

ROI

Radio has a proven track record 
to deliver a positive return on ad 
spend across a variety of 
categories. 

For each dollar spent in radio, 
advertisers see a positive return 
on their investment.  

35

AM/FM radio provides the soundtrack for the last 
mile in the path to purchase

Nielsen Catalina 5 
year study to 
evaluate ROI found 
on average for each 
$1 invested, radio 
advertising yields a 
$10 return on 
advertising spend 
(R.O.A.S.).

SOURCE: Nielsen studies 2014-2019

Grocery

$23

Autos and 
Aftercare

$21

Department 
stores

$17

Retail / Mass 
merchandisers

$15

Telco

$14

Home 
improvement

$9

Snacks

$6

Beer

$4

Candy / 
Chocolate

$3

Quick service 
restaurants

$3

Soft Drinks

$2

Breakfast bars

$2

23 | Radio Connects | An Introduction to Radio Connects | July 2020



The 6 R’s
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RADIO DELIVERS

01 02 03REACH
Radio delivers the highest reach of all 

audio platforms.  Building an audio 

plan without delivering reach 

sacrifices business results.

RELATES
A familiar and trusted voice, Radio has 

a relationship with the listener that 

builds brands and drives business 

results.

REMINDS
In the last mile on the path to 
purchase Radio reminds consumers of 
products or services they want and 
need.

04 05 06REINFORCE
Adding Radio to the media mix 

extends a campaign’s reach and has a 

multiplier effect on results . 

RESEARCH
Radio doesn’t get the credit for online 

activity it deserves.  One third of those 

who heard an ad on the Radio took 

action online researching or 

purchasing the product.

RETURN ON INVESTMENTS
Every dollar spent on Radio delivers 

business results.  Across different 

categories, investing in Radio 

advertising generates revenue beyond 

campaign budgets.
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Investing in 
research that 

demonstrates the 
value of radio.

While many advertisers have 
pulled back their advertising 
activity, Radio Connects has 

been publishing reasons why 
advertisers should continue to 
speak to consumers, and how 

AM/FM Radio is connecting 
with the ready to spend 

consumer.

Radio and 
FMCG
Radio And The Path To Purchase for Fast 
Moving Consumer Goods
June 2020

Radio and 
Recovery

Radio Connects with ”Ready To Go” 
Consumers

June 2020
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Partnering with 
well respected 

voices in the 
audio industry.
Radio Connects works in 
collaboration with other 

associations around the world 
to bring insights and research 

important to Canadian 
advertisers.
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Summary

• Radio Connects is here to dispel myths and mistruths 
about AM/FM Radio and to education the marketing 
landscape about the power and effectiveness of Radio.

• There are numerous resources available on the website to 
help buyers and sellers navigate the audio landscape.

• For members, there are additional resources found on the 
Members’ pages.  We are more than happy to help if 
there are specific requests needed to support sales.

• Sign up for our audio updates, and follow us on Linkedin at 
Radio Connects, for daily insights on what’s happening in 
the audio landscape.
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