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RADIO REACHES 92% WEEKLY: A18+ WHO HAVE DIVORCE / SEPARATED IN THE PAST 2 YEARS
AGE BREAKDOWN: AVG AGE 45 : 94 HHI: AVG  $96,000  95i
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Listen to Radio while living their lives

APPROX 1%  OF CANADIANS  A18+  HAVE PAID FOR LEGAL SERVICES DEALING WITH DEBT CONSOLICATION / BANKRUPTCY IN THE PAST 3 YRS

29%

31%

33%

35%

45%

57%

70%

Snapchat

Twitter

LinkedIn

Pinterest

Instagram

YouTube…

Facebook

Radio delivers 92% weekly reach against  YOUR 
TARGET– a higher % than popular social media 

websites delivered in past 7 days

Radio Reached 82% 
of your target  

Yesterday 

SOURCE: NUMERIS RTS CANADA FALL 2020/ A18+ / TOTAL CANADA / LIFE EVENTS – HAPPENED/PAST 2 
YEARS DIVORCE/SEPARATION*MEDIA  MIX RADIO/ TV/ DAILY NEWSPAPER/ COMMUNITY NEWSPAPER / 
MAGAZINE/ INTERNET ** USE DATA WITH CAUTION *** UNSTABLE DATA

RADIO HAS THE LOWEST LEVEL OF AD AVOIDANCE! 
67% of  all A18+  WHO HAVE DIVORCED/ SEPARATED IN THE PAST 2 YEARS 
occasionally / frequently AVOID ADS ON THE INTERNET WHEN BROWSING 

31%
45% 47%

92%

Podcast Internet-Only
Music Service

(Spotify)

Music Streaming
Video Service

(YouTube)

AM/FM Radio

Comparing to other audio 
platforms – past 7 days –
AM/FM Radio is @ 92% vs  
45% Internet Only Music 
Service e.g., Spotify

19%

33%

48%

82%

87%

Community Newspaer

Magazine

Daily Newspaper

Radio

Internet

73i

OCCUPATIONS:

13%

18%

51%

Retired/Semi

Clerical/ Serve

MPE 1271i

54i46%
93i

32% of your targe find  the possibility to enter contests & win prizes on Radio  an important 
radio attribute -> 122% more likely

54% 
107i

92% are REACHED WEEKLY by 
RADIO

23% of their MEDIA TIME* is spent 
with RADIO

82% were EXPOSED to RADIO 
YESTERDAY

A18+ WHO HAVE DIVORCED/ SEPERATED IN THE PAST 2 
YEARS:
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14332% 33%

35%

45% 47%
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OTHER LIFE EVENTS PST 2 YRS:

22%

22%

26%

32%

32%

40%

Start own business

Child born/ adopted

Adult Child leaves home

Lose job or be laid off

Bought/ Sold Home

Change job/ career

116i

52% State: Radio 
feels MORE 

personal than 
other media 117i

98i

A18+ WHO HAVE DIVORCED/ SEPERATED IN THE PAST 2 YEARS:
Later that same 

day
Later that 

same week

More than 
a week 

later

Radio Commercial motivation to do a general Internet/online search: 282 312 463
Radio Commercial motivation to visit a specific website: 381 339 574
Radio Commercial motivation to visit a store/business: 390 228 338
Radio Local-on-air radio discussion motivation to access a website: 292 339 428
Radio Local-on-air radio discussion motivation to attend an event: 660 363 307
Radio Local-on-air radio discussion motivation to visit a store/business: 519 319 362

Purchases Time exposed to media before purchase (< 30 mins): Radio Index 109
Purchases Time exposed to media before purchase (30 mins+): Radio Index 221

Purchases Time exposed to media before purchase (made purchase any store/past 24 hrs): Index 139
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