RADIO REACHES 89% WEEKLY: A18+ THAT ARE THE DECISION MAKERS IN HHLD CLEANING PRODUCTS — BECAUSE THEY DO THE CLEANING!
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APPROX 38% OF CANADIANS A18+ ARE THE MAIN PERSON CLEANING THEIR HOME

A18+ THAT ARE THE MAIN PERSON
CLEANING THEIR HOME:

89% are REACHED WEEKLY by
RADIO

24% of their MEDIA TIME* is spent

with RADIO

75% were EXPOSED to RADIO
YESTERDAY

Radio delivers 89% weekly reachagainst A18+
that are the main person cleaning their home — a
nhigher % than popular social media websites
deliveredin past 7 days

Facebook
YouTube
Instagram
Pinterest
Twitter
LinkedIn

Snapchat

72% of all A18+ THAT ARE THE MAIN PERSON CLEANING THEIR HOME occasionally /

Internet- Web Browsing

Internet - Social Media

RADIO HAS THE LOWEST LEVEL OF AD AVOIDANCE!

frequently AVOID ADS ON THE INTERNET WHEN BROWSING

Magazines

Internet

Radio Reached 75%

Radio
Daily Newspaper

Magazine

Listen to Radio while living their lives

of your target
Yesterday

Doing House
Travelling:

Daily Newspapers
Community Newspapers
Internet - Streaming Video
Streaming Audio

Radio

45% of A18+ that are the main person cleaning their home find Radio being part of their
day at home an important attribyte -> 14% more likely

Being Part of My Day
at Home

Being Part of My

General Daily Life

Community Newspaer

Comparing to other audio
platforms — past 7 days —
AM/FM Radio is @ 89% vs
15% Internet Only Music
Service e.g. Spotify

10%
=

Podcast

® @

Internet-Only Music Streaming AM/FM Radio

Video Service
(YouTube)

Music Service
(Spotify)

What Else do they mainly do...

Grocery Shopping

77%
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Do

Entertainment News/
Celebrity Gossip
Community News &
News about local
Headline News
Weather Reports &

Work / Yard 52%

Shopping / Errands

Relaxing at
Home 50%

75%

Meal Preparation

=
o
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Making decisions about

major purchases

Keeping Me Informed

40%

166i

SOURCE: NUMERIS RTS CANADA SPRING 2020/ A18+ / TOTAL CANADA — HHLD PURCHASES/ CHORES
PERSON RESPONSIBLE — HHLD CLEANING DUTIES: MYSELF MOST OF THE TIME/ ALWAYS *MEDIA MIX
RADIO/ TV/ DAILY NEWSPAPER/ COMMUNITY NEWSPAPER / MAGAZINE/ INTERNET

Getting Ready for
School / Work /
Function 34%

Exercising /
Working Out
28%

Travelling to/from
work/school 60%

Waking Up / Alarm
34%

At Work /
School 22%

WHEN DO THEY SHOP AT GROCERY STORES BY
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