RADIO REACHES 88% WEEKLY: A18+ THAT HAVE CONSUMED VODKA IN THE PAST MONTH
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APPROX 13% OF CANADIANS A18+ HAVE CONSUMED VODKA IN THE PAST MONTH

A18+ THAT HAVE CONSUMED VODKA IN RADIO HAS THE LOWEST LEVEL OF AD AVOIDANCE!
] 74% of all A18+ THAT HAVE CONSUMED VODKA IN THE PAST MONTH occasionally/

THE PAST MONTH: frequently AVOID ADS ON THE INTERNET WHEN BROWSING ) Radio Reached 75%
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Service e.g. Spotify Podcast Internet-Only Music Streaming AM/FM Radio
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work/school 64% Alarm 31% School 27%

Radio delivers 86% weekly reachagainst A18+ THAT Radio 50%

HAVE CONSUMED VODKA IN THE PAST MONTH- a (Spotify) (YouTube)
higher % than popular social media websites delivered

22% of A18+ that have consumed VODKA in the past month finds Radio’s Contests &
Winning Prizes an important attribute -> 41% more likely
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48% 51% Radio Commercial motivation to do a general Internet/online search: 146 148 174

Facebook ﬁSS% Radio Commercial motivation to visit a specific website: 153 152 221
YouTube.. ﬁ 1% Radio Commercial motivation to visit a store/business. 161 120 163

Radio Local-on-air radio discussion motivation to access a website: 153 139 179

Instagram ﬁ 30% Radio Local-on-air radio discussion motivation to attend an event: 223 152 142
Radio Local-on-air radio discussion motivation to visit a store/business: 196 149 161

Snapchat ﬁ 19%
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