RADIO REACHES 90% WEEKLY: A18+ THAT DRIVE MOSTLY SUBARU MAKE VEHICLE
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APPROX 3% OF CANADIANS A18+ DRIVE MOSTLY SUBARU MAKE VEHICLE

A18+ MAKE DRIVE MOSTLY SUBARU RADIO HAS THE LOWEST LEVEL OF AD AVOIDANCE!
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Radio Commercial motivation to do a general Internet/online search: 87 106 109

Facebook ﬁ 51% Radio Commercial motivation to visit a specific website: 103 118 123
YouTube... h 34% Radio Commercial motivation to visit a store/business: 77 113 115

Radio Local-on-air radio discussion motivation to access a website: 119 108 93

Instagram ﬁ 24% 105 105 Radio Local-on-air radio discussion motivation to attend an event: 126 94 122
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