RADIO REACHES 86% WEEKLY: A18+ THAT HAVE CONSUMED COOQOLERS/ PRE-MIXED DRINKS IN THE PAST MONTH
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APPROX 8% OF CANADIANS A18+ HAVE CONSUMED COOLERS/ PRE-MIXED DRINKS IN THE PAST MONTH
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a | A18+ THAT HAVE CONSUMED COOLERS/ RADIO HAS THE LOWEST LEVEL OF AD AVOIDANCE! Internet Listen to Radlio while living their lives
D . 759% of all A18+ THAT HAVE CONSUMED COOLERS)/ PRE-MIXED DRINKSIN THE PAST

: PRE-MIXED DRINKS IN THE PAST MONTH. MONTH occasionally / frequently AVOID ADS ON THE INTERNET WHEN BROWSING Radio Reached 74%
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Radio of your target

Yesterday

Internet - Web Browsing 75%
Daily Newspaper % 36%
Internet - Social Media 71%

86% REACHED WEEKLY by RADIO
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Community Newspaer 11% Travelling: Shopping /
Errands 73%

20% of their MEDIA TIME* is spent
with RADIO
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Daily Newspapers 61%
Getting Ready
for School /

Work / Function | At Work/
34% School 29%

Magazines 61%

30%
Comparing to other audio 209 -
74% were EXPOSED to RADIO Sucaming Audie e ety

YESTERDAY AM/FM Radio is @ 86% vs @ @
30% Internet Only Music
Service e.g. SPOtifv Podcast Internet-Only Music Streaming AM/FM Radio Exercising /

Music Service  Video Service Travelling to/from Working Out Waking Up /
work/school 67% 30% Alarm 29%

Community Newspapers 59%

Radio delivers 86% weekly reach against A18+ THAT Radio 53%

HAVE CONSUMED COOLERS/ PRE-MIXED DRINKS IN (Spotify) (YouTube)
THE PAST MONTH—- a higher % than popular social

24% of A18+ that have consumed COOLERS/ PRE-MIXED DRINKS in the past month finds

media websites delivered in past 7 days Radio’s Contests & Winning Prizes an important attribute -> 55% more likely Loter that | Later that | More than
A18+ THAT HAVE CONSUMED COOLERS/ PRE-MIXED DRINKS IN THE PAST 30 DAYS (INDEX): a week
same day |same week
e NDEX % later
56% 59% Radio Commercial motivation to do a general Internet/online search: 181 173 258
Facebook 36% Radio Commercial motivation to visit a specific website: 184 205 252
Radio Commercial motivation to visit a store/business. 197 145 181
YouTube... Radio Local-on-air radio discussion motivation to access a website: 175 165 197
Instagram Radio Local-on-air radio discussion motivation to attend an event: 277 193 184
Radio Local-on-air radio discussion motivation to visit a store/business. 237 162 198
Pinterest ﬁ 27% Purchases Time exposed to media before purchase (< 30 mins): Radio Index 112
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