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RADIO REACHES 86% WEEKLY: A18+ THAT HAVE CONSUMED COOLERS/ PRE-MIXED DRINKS IN THE PAST MONTH
AGE BREAKDOWN: AVG AGE 41: 86i HHI: AVG  $104,000  105i
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Listen to Radio while living their lives

APPROX 8%  OF CANADIANS  A18+  HAVE  CONSUMED COOLERS/ PRE-MIXED DRINKS IN THE PAST  MONTH
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26%
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37%
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LinkedIn

Twitter

Snapchat

Pinterest

Instagram

YouTube…

Facebook

Radio delivers 86% weekly reach against  A18+ THAT 
HAVE CONSUMED COOLERS/ PRE-MIXED DRINKS IN 
THE PAST  MONTH– a higher % than popular social 

media websites delivered in past 7 days

Radio Reached 74% 
of your target  

Yesterday 

SOURCE: NUMERIS RTS CANADA SPRING 2020/ A18+ / TOTAL CANADA BEVERAGES-LIQUOR-
CONSUMPTION/PAST MONTH / COOLERS/ PRE-MIXED DRINKS)*MEDIA  MIX RADIO/ TV/ DAILY 
NEWSPAPER/ COMMUNITY NEWSPAPER / MAGAZINE/ INTERNET 

RADIO HAS THE LOWEST LEVEL OF AD AVOIDANCE! 
75% of  all A18+ THAT HAVE CONSUMED COOLERS/ PRE-MIXED DRINKSIN THE PAST 
MONTH occasionally / frequently AVOID ADS ON THE INTERNET WHEN BROWSING 

20%
30% 35%

86%

Podcast Internet-Only
Music Service

(Spotify)

Music Streaming
Video Service

(YouTube)

AM/FM Radio

Comparing to other audio 
platforms – past 7 days –
AM/FM Radio is @ 86% vs  
30% Internet Only Music 
Service e.g. Spotify
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74%

87%

Community Newspaer

Magazine

Daily Newspaper

Radio

Internet
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OCCUPATIONS:

5%

6%

22%

10%

Homemaker

Primary Occupations

Clerical/ Service

Student

127i

136i

131i
31%
63i

177i

24% of A18+ that have consumed  COOLERS/ PRE-MIXED DRINKS in the past  month finds 
Radio’s Contests & Winning Prizes an important attribute -> 55% more likely

69% 
136i

86% REACHED WEEKLY by RADIO

20% of their MEDIA TIME* is spent 
with RADIO

74% were EXPOSED to RADIO 
YESTERDAY

A18+ THAT HAVE CONSUMED  COOLERS/ 
PRE-MIXED DRINKS IN THE PAST MONTH:
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INDEX %

WHAT ELSE DID THEY CONSUME 
PAST MONTH:

23%

25%

29%

31%

60%

Rum

Whiskey

Vodka

Beer 1-6 Pst 7 Days

Wine

A18+ THAT HAVE CONSU MED COOLERS/ PRE-MIXED DRINKS IN  THE PAST 30 DAY S ( INDEX) :
Later that 
same day

Later that 
same week

More than 
a week 
later

Ra dio Commercia l motiva tion to do a  g enera l Internet/online sea rch: 181 173 258
Ra dio Commercia l motiva tion to visit a  specific website: 184 205 252
Ra dio Commercia l motiva tion to visit a  store/business: 197 145 181
Ra dio Loca l-on-a ir ra dio discussion motiva tion to a ccess a  website: 175 165 197
Ra dio Loca l-on-a ir ra dio discussion motiva tion to a ttend a n event: 277 193 184
Ra dio Loca l-on-a ir ra dio discussion motiva tion to visit a  store/business: 237 162 198

Purcha ses Time exposed to media  before purcha se (< 30 mins): Ra dio Index 112
Purcha ses Time exposed to media  before purcha se (30 mins+): Ra dio Index 133

Purcha ses Time exposed to media  before purcha se (ma de purcha se a ny store/pa st 24 hrs): Index 113
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