RADIO REACHES 88% WEEKLY: A18+ THAT HAVE CONSUMED 1-6 BEER PAST 7 DAYS
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APPROX 26% OF CANADIANS A18+ HAVE CONSUMED 1-6 BEERS IN PAST 7 DAYS
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73% Radio Commercial motivation to do a general Internet/online search: 126 129 129
Facebook ﬁ 52% Radio Commercial motivation to visit a specific website: 125 133 145
47% Radio Commercial motivation to visit a store/business: 125 121 122
YouTube... ﬁ 36% Radio Local-on-air radio discussion motivation to access a website: 129 127 128
Instagram ﬁ 24% Radio Local-on-air radio discussion motivation to attend an event: 144 130 115
104 104 103 Radio Local-on-air radio discussion motivation to visit a store/business: 126 121 124
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