RADIO REACHES 87% WEEKLY: A18+ THAT HAVE VISITED A SPECIALTY BURGER RESTAURANT IN THE PAST YEAR

METHOD OF ORDERING FOOD/ AGE BREAKDOWN: AVG AGE 44: 92i HHI: AVG $107,000 108i
PAST MONTH:

REGION BREAKDOWN: INDEX

Eat In 108i 74% / % TOTAL
OCCUPATIONS:

Take Out 111i 63%
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Drive Through 119i 46% 111i

Home Delivery 33% 120i

Online App 13% 141j
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APPROX 37% OF CANADIANS A18+ HAVE VISITED A SPECIALTY BURGER RESTAURANT IN THE PAST YEAR

A18+ THAT HAVE VISITED A SPECIALTY RADIO HAS THE LOWEST LEVEL OF AD AVOIDANCE!
75% of all A18+ THAT HAVE VISITED A SPECIALTY BURGER RESTAURANT IN THE PAST

BURGER RESTAURANT PAST YEAR YEAR occasionally / frequently AVOID ADS ON THE INTERNET WHEN BROWSING ) Radio Reached 72%

Radio of your target

Listen to Radio while living their lives

Internet
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for School / Exercising /
Work / Function | Working Out
32% 27%

Daily Newspapers 63%

. . 28%

Comparing to other audio -

72% were EXPOSED to RADIO Community Newspapers Platforms —past 7 days— @
1

W Daily Newspaper 34%
49| = 87%are REACHED WEEKLY by nternet - Social edi el
ﬁ RADIO Magazine % 18% Work / Yard Relaxing at
21% of their MEDIA TIME* is spent Community Newspaer — 8% Travelling: Shopping /
with RADIO T il ey

YESTERDAY

AM/FM Radio is @ 87% vs

Streaming Audio 25% Internet Only Music @

Service e.g. Spotify Podcast Internet-Only Music Streaming AM/FM Radio

Music Service  Video Service Travelling to/from Waking Up / At Work /
work/school 66% Alarm 30% School 26%

Radio delivers 87% weekly reach against A18+ THAT Radio 51%

HAVE VISITED A SPECIALTY BURGER RESTAURANT IN (Spotify) (YouTube)
PAST YEAR — a higher % than popular social media

18% of A18+ that have visited a specialty burger restaurant in the past year finds Radio’s

websites delivered in past 7 days Contests an important attribute -> 15% more likely Later that | Later that | VO than
A18+ THAT HAVE VISITED A SPECIALTY BURGER RESTAURANT PAST YEAR (INDEX): atertha aterthat ek
 INDEX =G %, 57% same day [same week later
51% Radio Commercial motivation to do a general Internet/online search: 125 126 135
Facebook ﬁ 54% Radio Commercial motivation to visit a specific website: 124 129 137
YouTube ﬁ 39% Radio Commercial motivation to visit a store/business: 117 116 121
Radio Local-on-air radio discussion motivation to access a website: 118 124 131
Instagram 29% Radio Local-on-air radio discussion motivation to attend an event: 135 120 117
g
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Twitter ﬁ 15% " " - . o 5o - Purchases Time exposed to media before purchase (< 30 mins): Radio Index 110
Linkedin ﬁ 15% &2 & z g % a e > o 3 3 Purchases Time exposed to media before purchase (30 mins+): Radio Index 106
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