
Radio Fast Facts
In the expanding audio landscape,
AM/FM Radio connects with Canadians the 
most
September 2020



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

SOURCE: NUMERIS PPM / AW/ TOTAL RADIO/ NC CANADA/ WEEKLY REACH (000) /12+ 

Year over Year, AM/FM Radio’s reach (AMA ‘000) remains 
consistent and is returning to pre-COVID levels

| Radio Connects to Canadians | September 20202
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May 27/19-Aug 28/19

SUM 2020
May 25/20-Aug 30/20
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Pour m’aider à fuire la 
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Pour être diverti

During ‘lockdown’ and fluctuating audio behaviors, AM/FM 
Radio retained significant reach against key demos

| Radio Connects to Canadians | September 20203 SOURCE: NUMERIS PPM / AW/ TOTAL RADIO/ TOTAL METER / AVG WEEKLY REACH %
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des 

Nouvelles/actualité/potins

Pour m’aider à fuire la 
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During ‘lockdown’ and fluctuating audio behaviors, AM/FM Radio 
retained significant reach against important consumers segments

| Radio Connects to Canadians | September 20204
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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

SOURCE: Radio Connects to Consumers 2019| Radiocentre.org/Audio Now 2019| The Sound Research

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

Audio listeners have a relationship with AM/FM Radio

| Radio Connects to Canadians | September 20205
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AM/FM Radio reaches light users of other media

| Radio Connects to Canadians | September 20206

92% 91% 92% 88% 91%

93% 92% 92% 90% 88%

92% 93% 92% 91% 86%

Weekly Radio Reach: Community
Newspapers

Weekly Radio Reach: Daily
Newspapers

Weekly Radio Reach: Magazines Weekly Radio Reach: Television Weekly Radio Reach: Internet

Light Medium Heavy

Adults 25-54

Source:  Numeris PPM AW Total Radio M-Su 2a-2a  Aug26/19-Aug20/20

Radio reaches 88% of light TV viewers



La radio amplifie les émotions

SOURCE:  La radio branchée sur les consommateurs 2019 15+ *Excluant les média sociaux

66%

47%

39%

30% 28%

16%

43%

24% 23%
17% 16%

8%

48%
44% 43%

31%

19%

8%

31%
28%

17%
13% 12%

7%

57%

35%

28%
22% 20%

11%

0%

10%

20%

30%

40%

50%

60%

70%

W
at

ch
 T

V

Li
st

en
 to

 A
M

/F
M

 ra
di

o

U
sin

g 
th

e 
in

te
rn

et
*

U
sin

g 
so

ci
al

 m
ed

ia

U
sin

g 
m

ob
lie

 a
pp

s*

Li
st

en
 to

 p
od

ca
st

s

W
at

ch
 T

V

Li
st

en
 to

 A
M

/F
M

 ra
di

o

U
sin

g 
th

e 
in

te
rn

et
*

U
sin

g 
so

ci
al

 m
ed

ia

U
sin

g 
m

ob
lie

 a
pp

s*

Li
st

en
 to

 p
od

ca
st

s

Li
st

en
 to

 A
M

/F
M

 ra
di

o

W
at

ch
 T

V

U
sin

g 
th

e 
in

te
rn

et
*

U
sin

g 
so

ci
al

 m
ed

ia

U
sin

g 
m

ob
lie

 a
pp

s*

Li
st

en
 to

 p
od

ca
st

s

W
at

ch
 T

V

Li
st

en
 to

 A
M

/F
M

 ra
di

o

U
sin

g 
th

e 
in

te
rn

et
*

U
sin

g 
so

ci
al

 m
ed

ia

U
sin

g 
m

ob
lie

 a
pp

s*

Li
st

en
 to

 p
od

ca
st

s

W
at

ch
 T

V

Li
st

en
 to

 A
M

/F
M

 ra
di

o

U
sin

g 
th

e 
in

te
rn

et
*

U
sin

g 
m

ob
lie

 a
pp

s*

U
sin

g 
so

ci
al

 m
ed

ia

Li
st

en
 to

 p
od

ca
st

s

Pour relaxer et se 
détendre

Pour me remonter 
le moral

Pour me garder au courant 
des 

Nouvelles/actualité/potins
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AM/FM Radio accounts  for 81% of Buyable Audio 
available to reach Canadian consumers A18+     

81%

10%

9%

75%

13%

12%
AM/FM Radio
Free ad supported streaming
Services (i.e. Spotify)
Podcasts

A18+     
81% AM/FM Radio #1

A2554
75% AM/FM Radio #1

| Radio Connects to Canadians | September 20207 Source:  RADIO ON THE MOVE 2020
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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

AM/FM Radio has the lowest ad avoidance versus other 
advertising platforms  

| Radio Connects to Canadians | September 20208 Source:  Numeris RTS Canada Spring 2020
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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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Share of AM/FM Radio Listening

AM/FM Radio through regular radio
Streamed AM/FM Radio
AM/FM Radio on TV

Source:  RADIO ON THE MOVE 2020

Streaming represents 9% of AM/FM radio listening and is 
highest among A1834’s

| Radio Connects to Canadians | September 20209



AM/FM is the most 
listened to audio 

platform

Year over Year, AM/FM Radio’s reach (AMA ‘000) remains consistent and is 
returning to pre-COVID levels.  In a year over year comparison, AM/FM 
retained 96% of reach in the 2019-2020 broadcast year.

During ‘lockdown’ and fluctuating audio behaviors, AM/FM Radio retained 
significant reach against key demos.

AM/FM Radio connects with Canadians on multiple levels:  When they 
want to stay informed, hear the latest news and gossip, to broaden their 
horizons, and when they want to lift their moods.  For advertisers, that 
means an engaged and interested audience.

AM/FM Radio reaches 88% of light TV viewers, extending a campaign’s 
reach, and providing advertisers greater opportunities to connect with 
their target audience.

AM/FM Radio accounts  for 81% of Buyable Audio available to reach 
Canadian consumers A18+, vs. only 10% reached via ad supported 
streaming services.

AM/FM Radio has the lowest ad avoidance versus other advertising 
platforms, even amongst younger Canadians, where internet and social 
media has the highest avoidance.

Streaming represents 9% of AM/FM radio listening and is highest among 
A1834’s at 14%.

10 | Radio Connects  to Canadians | September 2020


