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representative

A snapshot of how the ad-
supported audio 

landscape continues to 
evolve



AM/FM RADIO CONTINUES TO BE THE PRIMARY AUDIO 
PLATFORM FOR REACHING CANADIANS WITH AUDIO 
MESSAGES

74% 16%

10%

AM/FM 
Radio

B3Dx. Thinking of the following type(s) of audio that you mentioned listening to yesterday, how many hours and minutes in total did you spend listening to each one?  Base: 
Canadians 18+ (n=3,000)

AM/FM Radio offers the 
greatest opportunity for 
advertisers to reach Canadian 
consumers with an audio 
message

74%

AM/FM share of buyable 
reach is almost 7.5x  
greater than free music 
streaming

Podcasts
16%

Free Music
Streaming 

10%

A18+ share of 
time spent



YEAR OVER YEAR, RADIO’S SCALE CONTINUES TO 
DOMINATE THE AUDIO LANDSAPE

13% 10 %Free Music 
Streaming

73 % 74 %AM/FM Radio

14 % 16 %Podcasts

A18+ SP 2023

B3Dx. Thinking of the following type(s) of audio that you mentioned listening to yesterday, how many hours and minutes in total did you spend listening to each one?  Base: 
Canadians 18+: Spring 2022  (n=4,171); Spring 2023 (n=3000)

A18+ SP 2022



AMONG KEY BUYING DEMOS, RADIO MADE GAINS 
WHILE FREE MUSIC STREAMING WAS DOWN 

20 % 18 %Free Music 
Streaming

56 % 57 %AM/FM Radio

24 % 25 %Podcasts

A18-49 SP 2022 A18-49 SP 2023

B3Dx. Thinking of the following type(s) of audio that you mentioned listening to yesterday, how many hours and minutes in total did you spend listening to each one?  
Base: Canadians 18-49 : Spring 2022  (n=2125); Spring 2023  (n=1425)



AM/FM RADIO MOST DOMINANT AUDIO FORMAT 
FOR A25-54, FOLLOWED BY PODCASTING

14 % 13 %Free Music 
Streaming

65 % 63 %AM/FM Radio

22 % 24 %Podcasts

A25-54 SP 2022 A25-54 SP 2023

B3Dx. Thinking of the following type(s) of audio that you mentioned listening to yesterday, how many hours and minutes in total did you spend listening to each one?  
Base: Canadians 25-54 : Spring 2022  (n=2,389); Spring 2023  (n=1,653)



63%

12%

11%

10%

4%
1%

AM/FM 
Radio

AM/FM RADIO IS IN THE DRIVER’S SEAT FOR 
IN-CAR AUDIO

QC2 Thinking of all the time you spent in the vehicle YESTERDAY, how much time did you spend doing the following?  
Base: Canadians 18+ in a private vehicle yesterday  (n=2019)

A18+ share of 
time spent

Share of all in-car audio 
tuning that goes to 
AM/FM Radio63%

Canadians automatically reach 
for the Radio.  AM/FM Radio is 
the audio platform of choice 
when Canadians are on the go

Personal
Music 12%

Sirius XM
11%

Paid Music
Streaming 10%

Podcasts
4%

Free Music
Streaming 1%



AM/FM IS THE CLEAR AD OPTION TO REACH 
CANADIANS AS THEY GET BACK IN THEIR CARS

AM/FM
Radio

AM/FM
Radio

A18+ A1834 A2554

QC2 Thinking of all the time you spent in the vehicle YESTERDAY, how much time did you spend doing the following?  Base: Canadians 18+ in a private vehicle yesterday  (n=2019); 18-49 (n=913); 25-
54 (n=1059)

A 18+
A2554
AM/FM

89%

AM/FM
Radio

A1834

A 18-49 A 25-54

Radio is the prevailing in-car audio option for advertisers, effectively connecting with consumers who are on the move and prepared 
to make purchases

Free Music 
Streaming 1%

Podcasts
5%

AM/FM Radio
94%

Free Music 
Streaming 3%

Podcasts
10% 

AM/FM Radio
87%

Free Music 
Streaming 2%

Podcasts
9%

AM/FM Radio
89%



38%

13%

13%

12%

11%

10%

8%

8%

7%

5%

2%

2%

1%

1%

Go grocery shopping

Stop at a coffee shop

Go to the drug store / pharmacy

Pick up at fast food restaurant/ drive-thru

Go shopping at a mall or plaza

Go to the bank

Drive to a casual or fine dining restaurant

Pick up lottery tickets

Stop for beer, wine or liquor

Go to hardware/home-improvement store

Take your car/truck in for servicing

Go to a movie

Purchase cannabis products

Visit a car or truck dealership

AM/FM RADIO REACHES CANADIANS WHEN 
THEY ARE OUT AND ABOUT… AND SPENDING

QC5d. And still thinking about the time you spent in a private vehicle YESTERDAY, did you do any of these things while driving, or used your vehicle to get there? Base: Canadians 18+  in private vehicle yesterday (n=1,987)
QC5e. Were you listening to AM/FM radio in the car while doing or going to this yesterday?  Base: Canadians 18+ in private vehicle yesterday and dd any of these activities (n=1,382) 
Base: Canadians 18+  in private vehicle yesterday (n=1,987)

of Canadians 18+ in vehicles 
yesterday were spending money 

Used your vehicle to do this yesterday

of Canadians 18+ in vehicles 
yesterday were spending 
money 69%

listened to AM/FM on the way  70%



AM/FM RADIO HAS THE LARGEST BUYABLE 
AUDIENCES THROUGHOUT THE DAY

QB3d. IN WHAT HOURS yesterday did you listen to [media]? 
Base: Canadians 18+, Sp 2023 (n= 3,000)

Mid to
<6AM

6AM 7AM 8AM 9AM 10AM 11AM 12PM 1PM 2PM 3PM 4PM 5PM 6PM 7PM 8PM 9PM 10PM 11PM to
<Mid

Total AM/FM Podcasts Ad-Supported Music Streaming

Weekday usage 18+

When screens are off and stores are open, AM/FM Radio is on



LISTENING PATTERN FOR OWNED MUSIC IS 
SYNCHRONIZED WITH PAID OR FREE MUSIC 
STREAMING SERVICES

QB3d. IN WHAT HOURS yesterday did you listen to [media]? 
Base: Canadians 18+, Sp 2023 (n= 3,0004)

Mid to
<6AM

6AM 7AM 8AM 9AM 10AM 11AM 12PM 1PM 2PM 3PM 4PM 5PM 6PM 7PM 8PM 9PM 10PM 11PM to
<Mid

Ad-Supported Music Streaming Ad Free Music Streaming Personal Music Total AM/FM

Weekday usage 18+

As a digital extension of owned personal music, music streaming helps listeners escape, relax and disconnect from the everyday –
providing “me time”



RADIO IS CONNECTED, AND CANADIANS ARE 
STREAMING THEIR FAVOURITE STATIONS

86% 81% 80%

5% 4% 4%

12% 15% 16%

Fa 2019/Wi
2020

Spring
2022

Spring
2023

Over-the-Air Through TV Streamed

B3Dx. Thinking of the following type(s) of audio that you mentioned listening to yesterday, how many hours and minutes in total did you spend listening to each one?  Base: 
Canadians 18+; Fall ‘19/Winter ‘20 (n=4000); Spring 2022 (n=4171); Spring 2023=3,000)

Of Adults 18+ listening to 
AM/FM Radio is now 
going to stations’ digital 
streams

16%



31%

27%
25%

8%

36%

31%

25%

7%

Past week listening to AM/FM streaming, by device 
(Among 18+ who streamed AM/FM in the past week )

WITH MORE WORKERS IN THE OFFICE, STREAMING 
OF AM/FM RADIO VIA SMARTPHONE AND PC’S HAS 
INCREASED

QB3e_1. Thinking back to the PAST WEEK, which devices did you use to listen to each of the following media?  Streamed AM/FM stations
Base: Canadians 18+ who listened to streamed AM/FM in the past week, Sp 2022 (n=601); Sp 2023 (n=444)

Spring 2022 Spring 2022 Spring 2022 Spring 2022 Spring 2023Spring 2023Spring 2023Spring 2023



THE REACH OF PAID STREAMING CONTINUES TO 
GROW WHILE REACH OF FREE STREAMING IS 
DECLINING

B3B. When is the most recent time, if ever, you listened to the following types of audio on ANY DEVICE?  
Base: Canadians 18+ Sp 2021 (n= 2,001); Sp 2022 (n=4,171); Fall 2022 (n=3,114); Sp 2023(n=3000)

23% 24% 25%
27%

Spring 2021 Spring 2022 Fall 2022 Spring 2023

Paid Music Streaming
– Past Week 

22%
19% 18%

16%

Spring 2021 Spring 2022 Fall 2022 Spring 2023

Free Music Streaming
– Past Week



AM/FM STREAMS NOW LEAD FREE SPOTIFY FOR 
REACH AMONG ADDRESSABLE DIGITAL AUDIO 
LISTENERS

B3B. When is the most recent time, if ever, you listened to the following types of audio on ANY DEVICE? (Past week)
Base: Canadians 25-54 (n=1,653)

16%
14%

AM/FM Streaming Free Spotify

Past week usage A25-54

For advertisers looking to reach 
streamers, AM/FM Radio 
streaming delivers more 
listeners than ad-supported 
Spotify.

16%



REACH FOR AD-SUPPORTED SPOTIFY NOW A 
FRACTION OF SPOTIFY'S TOTAL AUDIENCE

B3b. When is the most recent time, if ever, you listened to the following types of audio on ANY DEVICE?
Base: Canadians 18+ (n=3,000)

A18+
Spotify 

Weekly Reach

Total Spotify
26% Weekly Reach

Free Spotify
10% Weekly Reach

A18+ 
Spotify 

Daily Reach

Total Spotify
15% Daily Reach

Free Spotify
3% Daily Reach



ACROSS ALL KEY DEMOS, AM/FM DELIVERS 
GREATER EXCLUSIVE WEEKLY REACH THAN FREE 
SPOTIFY 

A18+
Exclusive 

Reach

A2554
Exclusive

Reach

B3e_STREAMING_2. You mentioned listening to free online music streaming in the past week.  Which of the following FREE services did you listen to in the past week?
B3B. When is the most recent time, if ever, you listened to the following types of audio on ANY DEVICE?  SUMMARY TABLE OF PAST WEEK
Base: Canadians 18+ (n=3,000); 18-34 (n=706); 18-49 (n=1,425); 25-54 (n=1,653)

AM/FM Radio has seen an increase in exclusive reach across all major demos, while Spotify is flat or down.

A25-54
Exclusive 

Reach

A18-49
Exclusive 

Reach

A18-34
Exclusive 

Reach

Free Spotify
4% Sp 2022

Free Spotify
4% Sp 2023

AM/FM Radio
49% Sp 2022

AM/FM Radio
51% Sp 2023

Free Spotify
4% Sp 2022

Free Spotify
4% Sp 2023

AM/FM Radio
53% Sp 2022

AM/FM Radio
55% Sp 2023

Free Spotify
7% Sp 2022

Free Spotify
6% Sp 2023

AM/FM Radio
42% Sp 2022

AM/FM Radio
46% Sp 2023

Free Spotify
10% Sp 2022

Free Spotify
8% Sp 2023

AM/FM Radio
34% Sp 2022

AM/FM Radio
41% Sp 2023



Among past week users of online music streaming services or YouTube for music: 

MUSIC STREAMERS ARE HEAVY RADIO 
LISTENERS

18

76%
say they listen to AM/FM Radio on “a 

typical weekday”

16%
are heavy AM/FM Radio 
listeners (listen for 2+ 
hrs/typical weekday)

E1. Thinking of all the time you may listen at home, in the car, or at work, how much time in total do you spend listening to AM or FM radio stations during a 
typical weekday? Base: Canadians 18+ who listened to music streaming service/YouTube for Music in past week (n=1,681)



COMPARED TO OTHER AUDIO, AM/FM IS THE 
REACH MACHINE FOR ADVERTISERS

19

36%

29%

25%

20%

11%

7%

7%

Paid Music Streaming

Personal music

Podcasts

Free Music Streaming

SIRIUSXM

Audio books

Stingray music

Listened in Past Week A25-54:

B3b. When is the most recent time, if ever, you listened to the following types of audio on ANY DEVICE?
Base: Canadians 25-54 (n=1,653)

Ad-supported audio

Average weekly reach 
against A2554 as 
measured by PPM86%

AM/FM Radio is the dominant 
audio platform for advertising

* PPM FL 2022 Total Meter CTRL / AW / Weekly Reach %

*



RADIO ADS ARE TRUSTED BY CANADIANS

50% 49%
47% 47%

44%

34%

22%
20%

18%

12%

AM/FM Radio Print newspaper
or magazines

Podcasts* TV Online music
streaming (e.g.,
Spotify w/ ads)*

Direct mail Email
advertising

Online video Online banner
ads

Online pop-up
ads

AD_TRUST_1. How trustworthy would you say the ads are that you may see or hear in each of the following places?  SUMMARY TABLE OF TOP 2 BOX
Base: Canadians 18+ (n= 3,000); * reported listening to medium in past month: podcasts (n=979); free online music streaming (n= 755)



ADS HEARD ON THE RADIO DRIVE ACTION

AD1. Whether listening in the car or elsewhere, have you ever taken any of the following actions after hearing a brand,  product or service advertised on AM/FM radio?
Base: Canadians 18+ (n=3,000); 18-34 (n=706)

Of Canadians  18+ who heard an 
ad on AM/FM Radio say they 
took some sort of action.  
Younger Canadians even more 
responsive to AM/FM Radio ads

32%

32%

21%

14%

7%

41%

21% 22%

8%

Done any action Gone online to get
more information

about it

Told someone else
about it

Purchased it

A18+ A18-34

128i

100i
157i

114i



94
90

105 103 102 104 103
99 101 102 101

COMING OUT OF COVID, AM/FM RADIO 
CONSISTENTLY SHOWING YEAR-OVER-YEAR 
GAINS IN REACH

SOURCE: NUMERIS PPM AW TOTAL RADIO NC CANADA 12+ WEEKLY CUME -> Fall 2019 Onwards

Sp’ 2021 
vs. 

Sp’ 2020

Fa’ 2020 
vs.            

Fa’ 2019

Wi’ 2021 
vs.            

Wi’ 2020

Su’ 2021 
vs. 

Su’ 2020

Fa’ 2021 
vs. 

Fa’ 2020

Wi’ 2022 
vs. 

Wi’ 2021

Sp’ 2022 
vs. 

Sp’ 2021

Su’ 2022 
vs. 

Su’ 2021

Fa’ 2022 
vs. 

Fa’ 2021

Wi’ 2023 
vs. 

Wi’ 2022

Reach index 
A 12+

Sp’ 2023 
vs. 

Sp’ 2022



KEY TAKEAWAYS

A snapshot of how the ad-
supported audio 

landscape continues to 
evolve

AM/FM Radio has the largest 
share of buyable audiences.  

With 74% share, AM/FM Radio 
has the scale advertisers need 
to reach Canadian consumers 

across all key demos

AM/FM is in the driver’s seat 
with 94% of buyable share of in-
car audio across key advertiser 

demos

Growth in AM/FM streaming is 
making AM/FM a force in digital 

audio, with more past week 
streamers than ad-supported 

Spotify

AM/FM Radio is the most 
dominant audio platform 

Canadians choose to 
listen to.

Hearing an ad on the radio 
generates action.  Almost 1/3 of  
Canadians report taking some 

sort of action after hearing 
about a product or service 

advertised on the radio



For more 
information:
caroline.gianias@radioconnects.ca
lisa.dillon@radioconnects.ca
chantal.leblanc@radioconnects.ca
jeff@signalhillinsights.com

https://radioconnects.ca/
mailto:Caroline.Gianias@radioconnects.ca
mailto:lisa.dillon@radioconnects.ca
mailto:chantal.leblanc@radioconnects.ca
mailto:jeff@signalhillinsights.com
https://www.linkedin.com/company/radio-connects/?viewAsMember=true
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