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Tothe BroadcastingCcommissionwhoseresourceswere relied on to updateandrefreshthe list of nationaland

other mediaentitiesto be includedin the evaluation

MRSlalsothanksits subscribersncludingthe advertisingagenciesadvertisersand mediahousesthat continueto
rely on the resultsof thesesurveys Yourcontinuedconfidencen theseresultsensuresthat we carryout the
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Lastbut by no meansleast,the hardworkingand dedicatedstaff of the MRSlieamincludingour Interviewers,Field
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Scope& Objectives

Thepurposeof the study,asin earlierstudies,is to update mediaconsumptionpatternsamongJamaicansaged10 yearsandolder.
It isintendedfor the surveyfindingsto be usedby the mediaand advertisingfraternity to help makestrategicdecisionsabout

programmingandadvertising

Methodoloqy

Thesurveyinvolvedthe conductof 2079interviewswith Jamaicangagel0 yearsandolder livingacrossall thirteen (13) parishesof

the island(Kingston& St Andrewbeingincludedasone).

Sampling
A samplesizeof 2079householdsvasdeterminedin order to ensurethat all the estimatesprovidedin the documentwould be

within +or ¢ 5%pointsat the 95%levelof confidence Whatthis meansis that while the marginof error associatedvith the overall
sample isapproximately+ or ¢2.0%points at the 95%level of confidence the samplesizeassociatedvith the different segments

by whichthe datahasbeenanalyzedesultsin variationsin the marginor error, the maximumerror being+ or ¢5%points.

Arandomand stratified samplingmethodology,involvinga multi-stagesampledesignwasused At the first stageof the process
the samplewasstratified acrosshe thirteen parishesn accordanceawvith the populationsizein eachof theseparishes At the
secondstage further stratificationof the parishsamplesy gender,ageand sociceconomicclasswvasdonein line with their known
populationproportion. Atthe third stage,the samplequotaswere distributed acrosseachof the seven(7) daysof the week,in

orderto ensurethat anequalnumberof interviewswere doneeachday.
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Cluster sampling was used to select the areas from which households were randomly selected using a systematic proisgss. That
each parish was divided into homogenous clusters (sample areas). In the final analysis approximately 210 sample areas were
randomly selected with no more than 10 interviews being scheduled for a single sample area. Households within each area were
randomly selected using a systematic process. A random start address was assigned to each area. Households wererselected fr
this point onwards using a systematic skip pattern based on the population of households in each area and the quota number of
interviews to be achieved.

Once the household was identified a list of all persons 10 years and older was developed in order to select the infoth@ant for
survey. This respondent was selected in line with the assigned quotas by gender, age aed@omioic class. In order to &khe
respondent selection outside of the control of the interviewer, where there was more than one person in the household who
qualified, the person who last celebrated a birthday was selected as the respondent. Note that the 2023 All Media Suaieey inc
persons 65+ years of age. The population represented is therefore in the region of 2.3 million persons (Statin 2019).

Data Collection and Quality Control

The data was collected by a team of approximately 50 interviewers and supervisors. The interviewer was responsibletfpr corre
selecting the household and the informant and conducting the interviews. The supervisors ensured that all. The spsd#idatio
down for selecting the sample was adhered to and also provided support to the interviewers in the field if and when they
encountered difficult situations.

In addition to this level of control in the field, a pasterview validation involving random call backs or revisits to ng flean 30%
of each interviewers completed surveys was carried out. This ensured that the interviews were carried out in accorddhee with
specifications laid down by MRSL.

10
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Data Collection Tools

A structured questionnaire (Appendix 1) was the instrument used to gather and record the data in the field. The questi@mair
designed in order to allow for the 24 hour aided recall methodology whereby respondents were asked about their viewership and
listenership patterns in the past 24 hours. Program schedules from the different TV and radio stations were used to aid
NBaLR2yRSyGaQ NBOFff 2F (GKSANI ftAA0SYSNBKALI YR GASHGSNBEBKALI AY

The 24 hour aidedecall methodology has been used consistently by MRSL to track listenership and viewership patterns.itTo date,
represents the most realistic approach for capturing such information when literacy levels and costs are taken into ¢mmsidera

The interviews were conducted fate-face (F2F) in the homes of respondents via Computer Aided Personal Interviews (CAPI).
Time Frame

Fieldwork, including validation and other quality checks were carried out over a five weeks period betweenA20228
and June 2, 2023.

11
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TERM

MEANING

CONFIDENCE INTERVAL

This is the measure of assurance that the estimate is off by no more than the
computed margin (range) or error. The confidence interval set for this

research is 90%.

MARGIN OF ERROR

The margin of error is the computed range of error that the estimate may vary

from the true population statistic.

ABC1 The upper and upper middle socio-economic group.

C2 The middle socio-economic group.

DE The low middle and low socio-economic groups.

POTENTIAL The total number of different persons within the population that listened to

AUDIENCE/READERS

the radio or watched the television

The total number of different persons reached by the radio station or

REACH television station typically at a specific time of the day.

SET COUNT The estimate of the total number of radio sets, television sets and cable sets
across the island.

AHH Average half hour

AQH Average quarter hour

FTA Free To Air Television

12
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4500 -

4000 -
3500 -
3000 -
2500 -
2000 -
1500 - ————
1000 - .
500 -
° 2005 2006 2007 2008 2009 2012 2014 2016 2018 2020 2023
=4=Radio 1635 1472 1237 1244 1156 1189 1362 1822 1515 1786 1500
BTV 1133 1125 1139 1268 1267 1222 1416 1251 1220 1337 2806
Internet Computer 798 1410
Smart Phone - - - - - - - - - 2652 4432
—+#—0ther Smart Devices - - - - - - - - - - 1195
Average Sets Per Household Nationally: NOTE:
Radio 1.76 sets per household A Radio set count include working portable radios, players with radio and radio on

mobile devices within the household. It does not include radio in motor vehicles.
TV 3.29 sets per household

A Internet Computer count includes desktop or laptop computers with a working

Internet Computer  1.65 sets per household internet connection at home.

_ Smart Phone 5.19 sets per household A Internet mobile count includes all mobile devices with a working Internet
All Media Survey 2023 connection.

Published September 2023 s




Potential Market For Radio, Free To Air (FTA) TV, Local C
LY USNYS

bSéaLJd LISNI g
2007 to 2023

2500 -
2000 -
1500 -
1000 -
500 -
v
. A * e — A— —— —— —— —x
2007 2008 2009 2012 2014 2016 2018 2020 2023
——Radio 1450 1204 1409 1305 1293 1146 1032 885 796
-B-FTA 1496 1423 1585 1585 1530 1356 1150 991 763
—a—Local Cable 84 85 81 62 61 36 61 94 68
Newspaper 1699 1569 1491 1404 1359 825 780 646 122
=x=e-Newspape 176 267
—e-Social Media 917 937 1035 1381 1676 1747 1829 1033 1976

All Media Survey 2023

Published September 2023

NOTE: Potential Market represents the total number of different persons that listened to the radio or
watched FTATYV, local cable at any time at all, use the internet at home, work or elsewhere and read or

leaf through a newspaper publication within the last 24 hours.

15



Media Interaction 2023

owvwnnnbo

Radio & FTA/Local
Calgle TV

FTA/Local Radio &
Cable & Digital/Hardcopy
Newspaper Newspaper

The above represents the total number of different viewers (FTA & Local Cable), listeners and readers.



Audience Share 2023

Social Media 499% ﬁ

Radio | 20% E

FTATV 19%

e-Newspaper 79

Hard Copy Newspaper 39 m=

Local Cable I% g

The above shares are based on potential audience to the respective media.

17



Media Share 2016 vs 2023

49.5

193 24.2

PERCENTAGE (%)

20.4 "~ 199 21'619_1

3.1

Radio FTA Local Cable e-Newspaper Hardcopy Social Media
Newspaper

2016 m 2018 m 2020 m 2023

No trend data available for hardcopy newspaper as this is the first year that the@4aided recall methodology has
been used for hardcopy newspaper.

The above shares are based on potential audience to the respective media. =



Tube Share 2023

Gl rse rtm.nun

| —

FTATV

Local Cable g

8.2%

The above shares are based on potential audience to the respective media. 2



Average Audience To Radio, FTA TV, Locak(
3 HR. Day Part

3 Hour Day Part Radio FTATV Local Cable
0000 60000 0000

12 mn to 2:59 am 43 8 )
3:00 am to 5:59 am 58 11 7
6:00 am to 8:59 am 215 125 9
9:00 am to 11:59 am 221 38 10
12 md to 2:59 pm 190 24 13
3:00 pm to 5:59 pm 164 23 11
6:00 pm to 8:59 pm 112 190 21
9:00 pmto 11:59 pm 70 45 12

Note the above represent average listeners in each of the above 3 hours time segment.
The data above does not necessarily represent different persons in each 3 hour segment.
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Interaction Traditional vs Digital

[ AAGSYSNAKALIJ

TOTAL RADIO LISTENERS 10+ YEARSZH)AB0O (§ 10%)

Traditional
Radio
Listeners

Listeners of both
Digital and Traditional Radio

Note: Listenership above is based on listeners in past 24 hours.
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TOTAL RADIO LISTENERS 10+ YEARSZH)AB0 (§ 10%)
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Share of Listenership (Top Ten Stations) 2

RJR 94 FM 17.9%
KOOL FM 7.0% Share of Listenership
Top Ten vs All Others
ZIP 103 6.7%

Other Stations
LOVE FM 6.5% 13%

i J ‘

NATIONWI
0

FAME FM Befisr7

Top Ten

FYAH 105 . 2.5% 87%

Shares above are based on past 24 hours listenership Sunday to Saturday.

POTENTIAL RADIO AUDIENCE 10+ YEARS 2018 vs 2

Potential 89,000

: 885,000 796,000
Listeners

Top Ten Radio Stations 2020 vs 2

RADIO LISTENERSHIP 2018 vs 2023

(10%)

_ Listeners 2020| Listeners 2023

IRIE FM 17.5% 23.4% 5.9
RJR 94 FM 13.7% 17.9% 4.2
MELLO FM 8.8% 9.7% 0.9
KOOL FM 5.5% 7.0% 15

ZIP 103 6.9% 6.7% -0.2

LOVE FM 7.3% 6.5% -0.8
GOSPEL JA 5.2% 5.0% -0.2

NATIONWIDE 4.9% 4.8% -0.1
FAME FM 5.5% 3.6% -1.9
FYAH 105 3.8% 2.5% -1.3

24
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Share of Listenership Trend3ast 5 Years

Share of Listenership 2023 (%)

23.4 17.9 9.7 7.0 6.7 6.5 5.0 4.8 3.6 2.5 1.7 1.3
118%

40%

34% 31% 31% 27% o
H-mmz  mil
I
-2/0 -4% -2%
_15% -10% -10% ° 14% 19%
-35% -33%

-52%

-69%

IRIE FM RIJIR94 FM MELLO FM KOOL 97 ZIP 103 LOVE 101 GOSPEL JANATIONWIDE FAME FM  FYAH 105 NCU HITZ 92

B Change 2023 vs 202@ Change past 5 years

All Media Survey 2023

Published September 2023 S



Share of Listenership Trend3ast 5 Years

Continued

Share of Listenership 2023 (%)

1.2 1.2 11 0.9 0.8 0.7 0.7 0.7 0.6 0.6 0.5 0.3 0.3 0.2 0.1

290%

127%

0
/8% 60%

_ _
]
] __ . =
“1%0-14% -17%
-31% -33%
246%

~aiehe 78%671%  O0% 750
POWER TBC  BBC GGFM EDGEFM BESSFM RIDDIM STYLZFM THE SUNCITY KLAS OTHERSNEWSTALK ROSES  RFI
106 BRIDGE

B Change 2023 vs 202l Change past 5 years

All Media Survey 2023

Published September 2023 A



The Radio Audien@gwWho are they?

TOTAL (POTENTIAL) AUDIENR@E000( 10%)

T 9

Qg Males 446 56% a . x
DSY RS NJ BeWales LD 44% {9 aa oWnnnov oWnnano
AN | aBc1| c2 | DE 11% aglll 1019 | 27 8%
. 10-19 [} 75 9% | 3 006 LIJlJJnnn YnnalnWnn 24% 2034 |[E8) 23%
FO ANy 20-34 23% 10¢ 19 31% Bl 3549 36%
- 35 - 49 33% 34% 50+ 34%
1'3S oWn ’%d“’ 20¢ 34 30 63 93
| 272 | 34%
35¢49 49 8 18% B ABCL 56 16%
/ﬁ\ ABC1 [l 136 17% 50+ 36 69 38% C2 [Ws5 16%
0}
C2 28% 44% DE 68%

(o /ttaa orVENEECN  S5%

NOTE: ABC1: Upper/upper middle income ADATA IS BASED ON PAST 24 HRS LISTENERSHIP

C2: Middle income ANUMBERS MAY BE OFF BY 1 OR 2 POINTS DUE T}
ROUNDING/WEIGHTING

DE: Low middle to low income

28



The Radio Audien@ggWhere are they?

wi w![ oWnnno

133 (17%)

Rural: St. Thomas,
Portland, St. Mary, St.
Elizabeth, Trelawny,
Hanover

l'w. ! b oWnnno

361 (45%)

Urban: Other St.
Catherine, St. James,
St. Ann, Westmoreland,
Manchester, Clarendon

302 (38%)

KMA: Kingston & St.
Andrew, Portmore,
Spanish Town

TOTAL (POTENTIAL) AUDIEREEEDOO

DATA IS BASED ON PAST 24 HRS. LISTENERSHIP
NUMBERS MAY BE OFF BY 1 OR 2 POINTS DUE TO ROUNDIN

29



Radio Audience When are they available?

15 Hour Monday Tuesday Wednesday Thursday Friday Saturday
Commencing 6000 6000 6000 6000 6000 6000
12:00 mn 5 3 6 7 5 6 14
12:30 3 5 6 3 ) 7 13
1:00 5 5 9 1 6 7 11
1:30 3 5 7 1 5 7 8
2:00 9 3 9 ) 6 6 8
2:30 7 6 8 5 8 7 10
3:00 7 3 7 6 5 6 6
3:30 5 2 3 3 5 5 7
4:00 9 7 8 7 7 7 6
4:30 6 6 8 8 9 6 5
5:00 8 13 13 18 18 19 9
5:30 9 11 15 13 17 11 7

The above represent the number of persons listening to radio in each half hour time segment.



Radio Audience When are they available?

5 Hour Monday Tuesday Wednesday Thursday Friday Saturday
Commencing 6000 6000 6000 6000 6000 6000
6:00 am 26 30 39 33 34 35 18
6:30 18 33 23 26 27 30 17
7:00 25 38 32 33 36 49 35
7:30 24 34 29 27 29 37 31
8:00 26 38 33 33 31 40 32
8:30 25 31 33 31 26 33 30
9:00 26 31 32 41 34 39 33
9:30 29 31 32 31 34 34 27
10:00 32 37 37 38 34 40 33
10:30 26 30 34 27 36 37 27
11:00 27 25 30 25 34 34 30
11:30 21 25 27 26 33 33 33

The above represent the number of persons listening to radio in each half hour time segment. 31



Radio Audience When are they available?

5 Hour Monday Tuesday Wednesday Thursday Friday Saturday
Commencing 6000 6000 6000 6000 6000 6000
12:00 md 24 28 33 30 32 30 30
12:30 24 23 32 29 27 29 35
1:00 26 24 35 29 29 33 40
1:30 21 22 35 25 24 27 31
2:00 19 19 31 22 25 29 25
2:30 18 19 32 22 25 26 24
3:00 19 22 30 23 23 33 31
3:30 18 18 25 22 23 26 26
4:00 17 19 26 22 27 29 32
4:30 11 17 21 19 26 26 25
5:00 16 23 30 24 34 31 25
5:30 10 17 24 18 29 25 18

The above represent the number of persons listening to radio in each half hour time segment. 32



Radio Audience When are they available?

%2 Hour Monday Tuesday Wednesday Thursday Friday Saturday
Commencing 6000 6000 6000 6000 6000 6000
6:00 pm 13 21 26 18 25 24 18
6:30 10 18 19 14 24 16 18
7:00 14 14 19 17 24 16 17
7:30 10 15 14 5 19 15 17
8:00 11 17 11 9 21 16 18
8:30 10 17 10 5 17 15 16
9:00 10 13 11 9 16 15 14
9:30 9 8 9 9 16 14 11
10:00 8 10 11 11 15 11 13
10:30 6 9 9 7 13 11 8
11:00 6 7 7 6 11 10 8
11:30 5 8 8 7 13 10 10
The above represent the number of persons listening to radio in each half hour time segment. 33




Share of Listenership by Daypart (Sunda

12 mn T 5:59 am 6am 1 12:00 n 12md 1T 5:59 pm 6 pm 1 11:59 pm

Stations (%) (%) (%) (%)
IRIE FM 9.3 17.9 23.9 9.0 17.3
RJR 94 FM 26.7 34.5 26.1 22.5 29.2
MELLO FM 20.9 8.6 11.3 12.6 115
KOOL FM 0.0 3.5 4.5 6.3 3.8
ZIP 103 1.2 0.0 2.3 6.3 1.8
LOVE FM 0.0 5.1 8.6 10.8 6.4
GOSPEL JA 0.0 1.7 2.3 0.0 4.0
NATIONWIDE 4.7 4.2 2.3 3.6 3.6
FAME FM 14.0 5.1 6.3 10.8 1.4
FYAH 105 0.0 0.0 0.0 6.3 1.0
NCU 0.0 1.9 14 0.0 1.2
HITS 92 FM 5.8 0.3 0.5 0.9 1.1
POWER 106 0.0 0.6 4.1 0.0 15
TBC/THE BREATH OF CHANGE 2.3 2.6 14 0.0 1.8
Shares above are based on average past 24 hours audience to each radio station at each of the 34

time segments above.



V 4 A

[KFNB 2F [AA0SYSNARKA

12 mn T 5:59 am 6am T 12:00 n 12md 1T 5:59 pm 6 pm 1 11:59 pm

Stations (%) (%) (%) (%)
BBC 0.0 0.0 0.0 0.0 0.0
GG FM 0.0 0.0 0.0 0.0 0.0
EDGE FM 0.0 0.0 0.0 0.0 0.0
BESS FM 0.0 3.8 0.0 0.0 1.6
RIDDIM 0.0 0.0 0.0 0.0 0.0
STYLZ 14.0 3.8 54 10.8 6.6
THE BRIDGE 0.0 0.0 0.0 0.0 0.0
SUNCITY RADIO 1.2 0.3 0.0 0.0 0.3
KLAS ESPN 0.0 0.0 0.0 0.0 0.0

OTHERS (FIT FM/RADIO

BLUEFIELD/ADORE FM) 0.0 0.0 0.0 0.0 0.0
NEWSTALK/RADIO MONA 0.0 0.0 0.0 0.0 0.0
ROSES 0.0 0.0 0.0 0.0 0.0
RFI 0.0 0.0 0.0 0.0 0.0
MUSIC 99 0.0 0.0 0.0 0.0 0.0
MEGA JAMZ 0.0 0.0 0.0 0.0 0.0
Shares above are based on average past 24 hours audience to each radio station at each of the 35

time segments above.



Share of Listenership by Daypart
(Monday- Friday)

: 12 mn T 5:59 am 6am 1 12:00 n 12md 1T 5:59 pm 6 pm 1 11:59 pm
Stations

(%) (%) (%) (%)
IRIE FM 19.5 22.8 24.7 23.3 23.2
RJR 94 FM 15.8 18.7 15.1 16.1 16.8
MELLO FM 10.6 10.7 11.0 6.9 10.1
KOOL FM 8.7 5.4 1.7 8.4 7.0
ZIP 103 5.7 6.2 9.1 6.7 7.1
LOVE FM 7.1 6.0 5.5 9.4 6.5
GOSPEL JA 6.7 4.3 4.3 7.0 5.0
NATIONWIDE 2.0 6.7 6.5 4.8 5.8
FAME FM 1.7 2.9 3.9 2.6 3.0
FYAH 105 5.2 2.9 2.6 0.8 2.7
NCU 2.0 1.8 13 1.7 1.7
HITS 92 FM 1.5 1.8 0.5 2.9 1.5
POWER 106 0.6 1.8 1.8 0.4 1.4
TBC/THE BREATH OF CHANGE 1.7 1.9 0.3 0.7 1.2
Shares above are based on average past 24 hours audience to each radio station at each of the 36

time segments above.



Share of Listenership by Daypart
(Monday-C NRA R I €

12 mn T 5:59 am 6am 1 12:00 n 12md 1T 5:59 pm 6 pm 1 11:59 pm

Stations (%) (%) (%) (%)
BBC 3.2 1.2 1.1 1.8 14
GG FM 0.6 0.9 0.6 2.1 1.0
EDGE FM 0.0 0.6 0.3 0.2 0.4
BESS FM 3.0 0.2 0.0 0.0 0.4
RIDDIM 0.4 1.2 1.1 0.3 0.9
STYLZ 0.0 0.0 0.0 0.0 0.0
THE BRIDGE 0.0 0.3 0.9 1.7 0.7
SUNCITY RADIO 1.7 0.4 0.2 1.2 0.6
KLAS ESPN 0.7 0.6 0.7 0.4 0.6
5L UEFIELDIADORE FM) 00 04 01 01 02
NEWSTALK/RADIO MONA 0.0 0.3 0.5 0.4 0.4
ROSES 0.7 0.0 0.4 0.0 0.2
RFI 1.1 0.1 0.0 0.0 0.2
MUSIC 99 0.0 0.0 0.0 0.0 0.0
MEGA JAMZ 0.0 0.0 0.0 0.0 0.0
Shares above are based on average past 24 hours audience to each radio station at each of the 37

time segments above.



Share of Listenership by Daypart
(Saturday)

12 mn T 5:59 am 6am 1 12:00 n 12md 1T 5:59 pm 6 pm 1 11:59 pm

Stations (%) (%) (%) (%)
IRIE FM 29.31 29.6 29.8 32.9 30.14
RJR 94 FM 12.07 17.7 14.2 18.1 15.74
MELLO FM 6.90 5.7 7.8 4.7 6.48
KOOL FM 11.21 9.0 8.8 12.1 9.67
ZIP 103 12.93 6.0 7.0 14.1 8.44
LOVE FM 6.90 9.6 7.2 0.0 6.89
GOSPEL JA 0.00 5.7 7.2 6.0 5.66
NATIONWIDE 0.00 0.3 0.0 0.7 0.21
FAME FM 5.17 4.2 4.3 0.0 3.70
FYAH 105 11.21 0.9 2.7 2.7 3.09
NCU 0.00 3.6 2.4 0.0 2.16
HITS 92 FM 0.00 1.2 0.5 0.0 0.62
POWER 106 0.00 0.0 0.0 0.0 0.00
TBC/THE BREATH OF CHANGE 0.86 0.0 2.4 0.7 1.13

Shares above are based on average past 24 hours audience to each radio station at each of the
time segments above.
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Share of Listenership by Daypart
O{ | UdzZNRIl e [ 2V

12 mn T 5:59 am 6am 1 12:00 n 12md 1T 5:59 pm 6 pm 1 11:59 pm

Stations (%) (%) (%) (%)
BBC 0.00 0.0 0.0 0.0 0.00
GG FM 0.00 0.0 0.0 0.0 0.00
EDGE FM 1.72 3.3 2.1 8.1 3.40
BESS FM 1.72 3.3 1.1 0.0 1.75
RIDDIM 0.00 0.0 0.0 0.0 0.00
STYLZ 0.00 0.0 0.0 0.0 0.00
THE BRIDGE 0.00 0.0 0.0 0.0 0.00
SUNCITY RADIO 0.00 0.0 2.4 0.0 0.93
KLAS ESPN 0.00 0.0 0.0 0.0 0.00
OTHERS (FIT FMIRADIO 0.00 00 00 00 0.00
NEWSTALK/RADIO MONA 0.00 0.0 0.0 0.0 0.00
ROSES 0.00 0.0 0.0 0.0 0.00
RFI 0.00 0.0 0.0 0.0 0.00
MUSIC 99 0.00 0.0 0.0 0.0 0.00
MEGA JAMZ 0.00 0.0 0.0 0.0 0.00
Shares above are based on average past 24 hours audience to each radio station at each of the 39

time segments above.



Share of Listenership by Demographics

Tweens Young Low
Stations WEIEIS Females & Te"ens Rellis é(;ultjg A(\g(L)JES UBSSL? el MLl & Overall
(107 19 (20 -34 Yrs) Yrs) Middle Incomes Low
Yrs) Yrs) Income

IRIE FM 24.2 24.1 37.1 21.8 26.1 20.3 27.7 17.4 25.0 23.4
RJR 94 FM 18.5 21.5 13.9 7.3 10.2 28.4 12.9 18.2 18.9 17.9
MELLO FM 10.0 13.9 7.3 13.6 12.1 6.7 7.0 11.5 9.6 9.7
KOOL FM 7.2 4.4 0.8 3.7 4.9 10.8 8.6 6.3 6.9 7.0
ZIP 103 7.0 2.6 0.0 17.3 6.9 3.2 9.8 8.4 5.4 6.7
LOVE FM 6.6 11.7 0.0 7.3 5.9 7.6 4.2 6.8 7.0 6.6
GOSPEL JA 5.1 8.9 20.4 3.2 5.6 3.1 0.0 5.7 5.8 5.0
NATIONWIDE 4.9 0.0 4.8 2.1 2.1 7.8 4.7 8.1 3.4 4.8
FAME FM 3.7 4.4 2.2 7.2 5.7 0.7 5.5 6.3 2.0 3.6
FYAH 105 2.6 0.0 3.4 7.2 2.1 0.8 5.0 2.5 2.0 2.5
NCU 1.1 0.0 0.4 0.4 3.1 1.3 1.9 1.6 1.7 1.7
HITS 92 FM 1.2 1.4 0.0 2.8 1.6 0.7 1.0 0.2 1.9 1.3
POWER 106 1.3 1.1 0.0 0.2 1.4 1.7 4.8 1.0 0.5 1.2
TBC/THE

BREATH OF 1.1 1.5 0.4 0.4 1.5 1.4 3.5 0.9 0.8 1.2
CHANGE

Shares above are based on average audiences Sunday to Saturday. 40




Share of Listenership by Demographics

Tweens Youn Low
. &Teens  Aduis  Aduts  Aduts  Upper& L e
Stations WEEES Females . (35 -49 (50+ Upper Overall
(107 19 (20 -34 Yrs) Yrs) Middle Incomes Low
Yrs) Yrs) Income
BBC 1.1 0.5 0.0 0.0 2.9 0.4 0.0 0.8 1.4 1.1
GG FM 0.5 1.5 5.0 0.0 0.8 0.7 0.4 0.5 1.1 0.9
EDGE FM 0.7 0.6 0.0 0.0 0.8 1.2 0.0 0.9 0.9 0.8
BESS FM 0.6 0.9 0.0 0.8 0.5 0.9 0.0 0.3 1.1 0.7
RIDDIM 0.7 0.0 0.0 0.0 1.1 0.8 0.3 0.1 1.0 0.7
STYLZ 0.0 0.0 0.0 0.0 2.2 0.0 0.0 0.0 1.1 0.7
THE BRIDGE 0.6 0.0 0.0 0.0 1.6 0.3 0.0 0.0 1.0 0.6
SUNCITY RADIO 0.5 0.5 0.2 2.5 0.4 0.0 1.1 0.1 0.7 0.6
KLAS ESPN 0.5 0.0 3.7 0.0 0.3 0.3 1.5 1.1 0.0 0.5
OTHERS (FIT
FM/RADIO
BLUEFIELD/ADO 0.2 0.3 0.5 0.1 0.3 0.0 0.4 0.3 0.3
RE FM)
NEWSTALK/RAD
10 MONA 0.0 0.6 0.0 0.1 0.0 0.6 0.0 1.1 0.0 0.3
ROSES 0.0 0.0 0.0 0.8 0.0 0.0 0.0 0.0 0.3 0.2
RFI 0.0 0.0 0.7 0.0 0.0 0.0 0.0 0.2 0.1
MUSIC 99 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0
MEGA JAMZ 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0




Share of Listenership by Location

Stations Urban Rural Overall Stations KMA Urban Rural Overall

BBC 0.7 0.4 3.0 1.1
IRIE FM 17.7 28.8 21.2 23.4 oG EM 0.0 1o 0.0 0.9
RIJR 94 FM 17.0 18.3 18.5 17.9 EDGE FM 1.0 0.0 20 0.8
MELLO FM 11.1 9.2 8.7 9.7 BESS FM 0.6 0.5 1.4 0.7
KOOL FM 10.9 4.3 6.6 7.0 RIDDIM 0.2 1.4 0.0 0.7
ZIP 103 5.6 9.1 3.6 6.7 STYLZ 0.0 0.0 3.2 0.7
VR E _ = = oG THE BRIDGE 0.3 1.0 0.3 0.6
COSPEL IA 3 1 0.0 - SUNCITY RADIO 1.2 0.4 0.0 0.6
KLAS ESPN 0.7 0.5 0.1 0.5
NATIONWIDE 59 34 6.1 4.8 OTHERS (FIT
FAME FM 3.9 3.5 3.3 3.6 FM/RADIO
FYAH 105 4.4 21 0.6 25 E'I\-AL)JEF'ELD’ADORE - o3 - >
NCU 1.9 2.0 0.7 1.7 NEWSTALK/RADIO
HITS 92 FM 0.7 1.2 2.7 1.3 MONA 0.8 0.0 0.0 0.3
POWER 106 0.7 2.0 0.4 1.2 ;(:)ISES 8-8 8-3 8-8 g-i
I)BFCéTHF,LENgEEATH 3.3 0.2 0.0 12 MUSIC 99 0.0 0.0 0.0 0.0
MEGA JAMZ 0.0 0.0 0.0 0.0

Shares above are based on average audiences Sunday to Saturday. 42



Television

(including TV via internet)

. [I E] Market Research
Services Limited




Television
Audience Overall

i m Market Research
Services Limited

|ESE.1STS]

Gl tglea FalAy3 [jdSadAz2yas 1 f6l & LINEGARAY:
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Interaction Traditional vs Digital

+ASHSNEKALI Wn

TOTAL TV VIEWERS 10+ YERBZ3:831,000

Traditional
Television
Viewers

Viewers of both
Digital and Traditional
Television

Note: Listenership above is based on listeners in the past 24 hours.
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TV Audience OverglWho are they?

TOTAL (POTENTIAL) AUDIEREEOOO

tT @

Qg Males 396 48% a .
DSY RS NJ BeWales 435 5204 e aa oWwnnnu oWanno
. 10-19 JJj 73 9% , 33)00)0 LIJlJJnﬂn Wnnln Wnn 28% 20-:34 [E& 2204
oA fy 20-34 25% 10c 19 27% 108 145 33%
135 6 wng 490 30% 20¢ 34 16 60 130 35% 37%
50+ 36% °
35¢ 49 35 88 130 16% B rsc1 32 20
/ﬁ\ ABC1 [l 97 12% 50+ 40 74 185 29% 116 RN 125 29%
€2 el 54% 215 DE 64%

(o /ttaa or\EEECENEN 59%

NOTE: ABC1: Upper/upper middle income ADATA IS BASED ON PAST 24 HRS VIEWERSHIP

C2: Middle income ANUMBERS MAY BE OFF BY 1 OR 2 POINTS DUE T}
ROUNDING/WEIGHTING

DE: Low middle to low income
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TV Audience OverglWhere are they?

wi w![ oWnnno

139 (17%)

Rural: St. Thomas,
Portland, St. Mary, St.
Elizabeth, Trelawny,
Hanover

l'w. ! b oWnnno

398 ( 48%)

Urban: Other St.
Catherine, St. James,
St. Ann, Westmoreland,
Manchester, Clarendon

294 ( 35%)

KMA: Kingston & St.
Andrew, Portmore,
Spanish Town

TOTAL (POTENTIAL) AUDIEREEOOO

DATA IS BASED ON PAST 24 HRS. LISTENERSHIP
NUMBERS MAY BE OFF BY 1 OR 2 POINTS DUE TO ROUNDIN
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Free To Air (FTA)
Television

i m Market Research
Services Limited
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Share of Viewership 2023 (FTA)

TOTAL FTA TV VIEWERS 10+ YEARS: 763,000

0' TV

81.4%
(t1.5)
LOVE TV Zwid
0.9%
10.7)
7
CVM TV ’:
17.7%
10.8)

Shares above are based on past 24 hours viewership Sunday to Saturday.
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Share of Viewership 2023 vs 2020 (FTA

PERCENTAGE (%)

Q-

TOTAL FTA TV VIEWERS 10+ YEARSY 202810

81.4 79.9

17.7 18.5

s

m 2023 m 2020

50



Percentage (%)

90 -

80 -

Share of Viewership Trend 2008023

TOTAL FTA TV VIEWERS 10+ YEARSY 202810

Yy |

4‘7

. W

60 -

50 -

40 -

i M /;/A

20 - — —

10 - ol

0

2008 | 2009 | 2012 | 2014 | 2016 | 2018 | 2020 @ 2023
=-TVJ 64.6 59.9 69.9 72.5 65.1 78.4 79.9 81.4
-#-CVM TV 344 38.8 29.6 27 34.6 21.3 18.5 17.7
LOVETV 1 1.3 0.5 0.5 0.3 0.4 1.6 0.9

==TVJ] -l=-CVM TV

LOVE TV
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Free To Air (FTA) TV Audieqd€ho are they?

)

DSY RS NJ Beales IS

=2 &M

Males 358

10-19 |} 62

20 - 34 [}
35- 49 BEEI

1 38 oLIJnlgd10

{9

a

[t

ABC1 90

c2 2

2 s or SN

TOTAL (POTENTIAL) AUDIENEEOOO

47%
53%

8%
23%
31%
38%

12%
29%
59%

a5

10¢ 19
20¢ 34 15

35¢ 49 32

50+ 37

NOTE:

ABC1: Upper/upper middle income

C2: Middle income
DE: Low middle to

low income

- aa

RN | ABCc1| 2 DE
, EIS)oo)oLIJqJ””” WYWnnin WYnn

56 107
79 126
69 180

ADATA IS BASED ON PAST 24 HRS VIEWERSHIP
ANUMBERS MAY BE OFF BY 1 OR 2 POINTS DUE T(

ROUNDING/WEIGHTING

8%

22%
33%
38%

7%
28%
65%



Free To Air (FTA) TV Audieqt®here are they? o8

wiw![ oWnnno TOTAL (POTENTIAL) AUDIENEE000 (¥ 30%)

132 (17%)

Rural: St. Thomas,
Portland, St. Mary, St.
Elizabeth, Trelawny,
Hanover

l'w. ! b oWnnno

357 ( 47%)

Urban: Other St.
Catherine, St. James,
St. Ann, Westmoreland,
Manchester, Clarendon

274 (36%)

KMA: Kingston & St.
Andrew, Portmore,
Spanish Town

DATA IS BASED ON PAST 24 HRS. LISTENERSHIP

53
NUMBERS MAY BE OFF BY 1 OR 2 POINTS DUE TO ROUNDING




%2 Hour Monday Tuesday Wednesday Thursday Friday Saturday

Commencing 6000 6000 6000 6000 6000 6000
12:00 mn 1 1 2 <1 1 1 1
12:30 2 1 1 <1 2 1 1
1:00 1 <1 1 2 1 1
1:30 2 <1 1 1 2 1 1
2:00 2 1 1 <1 1 1 <1
2:30 2 1 1 <1 1 1 <1
3:00 2 <1 1 1 2 1 <1
3:30 2 <1 2 <1 1 <1 1
4:00 3 <1 2 1 2 <1 1
4:30 1 <1 2 1 1 <1 1
5:00 3 <1 2 2 7 1 <1
5:30 3 <1 2 2 8 <1 <1

The above represent the number of persons watching FTA TV in each half hour time segment. o4



5 Hour Monday Tuesday Wednesday Thursday Friday Saturday
Commencing 6000 6000 6000 6000 6000 6000
6:00 am 8 6 6 13 15 7 3
6:30 8 1 8 21 13 6 5
7:00 21 22 40 43 34 32 33
7:30 13 21 22 30 32 25 32
8:00 10 21 17 24 25 17 21
8:30 9 10 13 21 19 10 17
9:00 10 7 7 11 10 6 10
9:30 8 5 3 7 3 7 6
10:00 10 7 3 8 6 2 8
10:30 9 3 5 7 2 3 8
11:00 6 6 5 2 1 6
11:30 3 3 1 5 1 1 5

The above represent the number of persons watching FTA TV in each half hour time segment.




%2 Hour Monday Tuesday Wednesday Thursday Friday Saturday

Commencing 6000 6000 6000 6000 6000 6000
12:00 md 3 5 2 15 10 8 6
12:30 1 5 6 5 3 5
1:00 3 1 1 1 3 6 5
1:30 2 1 1 3 1 2 2
2:00 3 3 1 2 5 2 2
2:30 3 2 <1 3 3 2 1
3:00 5 2 <1 2 5 1 5
3:30 6 2 <1 2 3 3 2
4:00 7 2 <1 3 2 5 2
4:30 8 2 <1 1 2 6 2
5:00 7 2 1 5 7 5 6
5:30 7 2 <1 3 5 3 3

The above represent the number of persons watching FTA TV in each half hour time segment. 56



5 Hour Monday Tuesday Wednesday Thursday Saturday
Commencing 6000 6000 6000 60000 60000
6:00 pm 9 2 5 3 8 6 2
6:30 11 3 7 10 11 9 5
7:00 50 56 68 75 67 58 44
7:30 35 43 50 43 46 38 33
8:00 22 29 33 39 32 30 16
8:30 10 24 24 26 22 21 11
9:00 7 10 18 15 9 13 11
9:30 3 5 14 9 7 10 11
10:00 2 6 10 6 7 8 11
10:30 1 1 8 3 6 6 7
11:00 2 2 6 3 6 5 5
11:30 2 1 1 3 5 1 2

The above represent the number of persons watching FTA TV in each half hour time segment.
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Share of Viewership (%) (FTA) by Daypal

Stations 12 mn T 5:59 am 6am 1 12:.00 mn | 12md i 5:59 pm 6 pm T 11:59 pm
TVJ 57.14 68.61 69.23 80.25 72.17
CVM 42.86 31.39 30.77 19.75 27.83
LOVE 0.00 0.00 0.00 0.00 0.00

Shares above are based on average past 24 hours audience to each FTA TV station at each of the time segments above.
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Share of Viewership (%) (FTA) by Daypal
(Monday- Friday)

12mn|559am 6am 1 12:00 mn | 12md i 5:59 pm 6 pm 1 11:59 pm All day

68.48 81.31 81.15 87.81 84.01
CVM 29.35 17.33 16.75 12.09 15.16
LOVE 2.17 1.36 2.09 0.10 0.83

Shares above are based on average past 24 hours audience to each FTA TV station at each of the time segments above.
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Share of Viewership (%) (FTA) by Daypal
(Saturday)

12mn|559am 6am 1T 12:.00 mn | 12md T 5:59 pm 6 pm T 11:59 pm All day

0.00 71.27 66.04 66.50 66.30
CVM 50.00 14.36 16.98 16.75 16.85
LOVE 50.00 14.36 16.98 16.75 16.85

Shares above are based on average past 24 hours audience to each FTA TV station at each of the time segments above.
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Stations

TVI
CVM
LOVE

Tweens

& Teens
Males Females b
(1071 19
Yrs)
78.90 83.64 89.90
20.30 15.49 10.10
0.80 0.88 0.00

Young

Adults USEE;;&

(20 -34 :
Yrs) Middle
77.93 80.48 84.11 78.13
22.07 17.14 15.62 21.88
0.00 2.38 0.27 0.00

Shares above are based on average audiences Sunday to Saturday.

Middle
Incomes

81.75
18.25
0.00

Low
Middle &
Low
Income

81.63
17.01
1.37

Overall

81.42
17.78
0.79
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Share of Viewership (FTA) by Location

Stations Overall

VI 76.84 85.75 82.60 81.61
CVM 21.67 13.63 17.40 17.51
LOVE 1.49 0.62 0.00 0.88

Shares above are based on average audiences Sunday to Saturday.
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Local/Regional
Cable

i m Market Research
Services Limited
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PERCENTAGE (%)

Share of Viewership 2023

29.29%

CABLE NEWS A
SPORTS

27.69%

(Local/Regional Cable)

TOTAL LOCAL/REGIONAL CABLE VIEWERS 10+ YEAR®20201:38%)

11.44%

6.18%
4.81% 3 g9y

FLOW 1 H
FLOW SPORTS
POWER OF FAl

JNN
CVM HD
FTV SURRE
FLOW WEATHE
RE TV
CVM PLU
JAMAICA
EDUCATIO

343% 320% 329% 2.29% 2.06% 1.83% 1 149 0.46%

JAMAICA TRAV
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Local/Regional Cable TV Audiegiého are they? o8

Q0 Males

DSYRSNI Bewaes JIETH

10-19 8

m‘ﬁ'ﬁ] 20 - 34 [IBX

{9

IS o LIJ:JJ,15 490 =
50+ " 17
A\ ABC1 |6
ﬁ C2
/Chaa o EE

TOTAL (POTENTIAL) AUDIEREBEOO (138%)

54%
46%

39%

10¢ 19
24% 20¢ 34
250 ¢
35¢ 49
9% 50+
33%

58%

a5

NOTE: ABC1: Upper/upper middle income
C2: Middle income

DE: Low middle to low income

3
7
7
6

- aa

RN | ABCc1| 2 DE
12% , EIS)oo)oLIJqJ””” Wnnin Wnn

14%
52%
9%

24%

9%
30%
61%

T 9

ow¥nnno oWnnano
B 1019 Ps3

B 2034 B
I 3549 NS
El 0+ IEN

I ABC1 8 3

HE c I
22 BEEC 17

ADATA IS BASED ON PAST 24 HRS VIEWERSHIP

ANUMBERS MAY BE OFF BY 1 OR 2 POINTS DUE T}
ROUNDING/WEIGHTING
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9%

22%
42%
27%

9%
37%
54%



Local/Regional Cable TV Audieqiéhere are they? o8

wiw![ 6Wnnno TOTAL (POTENTIAL) AUDIENEBOO (338%)

9 (13%)

Rural: St. Thomas,
Portland, St. Mary, St.
Elizabeth, Trelawny,

Hanover
l'w. ! b oWnnno
37 (55%)

Urban: Other St.
Catherine, St. James,
St. Ann, Westmoreland,
Manchester, Clarendon

22 (32%)

KMA: Kingston & St.
Andrew, Portmore,
Spanish Town

DATA IS BASED ON PAST 24 HRS. LISTENERSHIP

66
NUMBERS MAY BE OFF BY 1 OR 2 POINTS DUE TO ROUNDING




Local/Regional Cable TV Audience

¢ When are they available?

15 Hour Sunday Monday Tuesday Wednesday Thursday Friday Saturday
Commencing 6000 6000 6000 6000 6000 6000 6000
1 <1 1 <1 <1 <1

12:00 mn 1

12:30 1 1 <1 1 <1 <1 <1
1:00 1 1 <1 1 1 <1 <1
1:30 1 1 <1 <1 <1 <1 <1
2:00 2 2 <1 <1 1 1 1
2:30 2 1 <1 <1 1 1 <1
3:00 2 <1 <1 <1 1 1 <1
3:30 2 1 <1 1 1 <1 <1
4:00 3 1 <1 <1 1 <1 2
4:30 2 <1 <1 <1 1 <1 2
5:00 2 1 <1 1 3 <1 3
5:30 2 1 <1 1 3 1 <1

The above represent the number of persons watching Local/Regional Cable TV in each half hour
time segment.
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Local/Regional Cable TV Audience

¢ When are they available?

15 Hour Sunday Monday Tuesday Wednesday Thursday Friday Saturday
Commencing 6000 6000 6000 6000 6000 6000 6000
<1 <1 <1 2 <1

6:00 am 1 2
6:30 1 <1 <1 1 2 1 <1
7:00 5 <1 <1 1 3 <1 3
7:30 3 1 <1 <1 2 <1 3
8:00 2 2 <1 2 <1 <1 2
8:30 2 2 <1 1 1 <1 3
9:00 1 2 <1 2 <1 <1 2
9:30 2 1 1 2 <1 <1 2
10:00 2 1 1 2 1 <1 2
10:30 1 1 1 2 1 <1 2
11:00 2 2 <1 5 1 1 2
11:30 2 2 <1 2 <1 1 2
The above represent the number of persons watching Local/Regional Cable TV in each half hour 68

time segment.



Local/Regional Cable TV Audience

¢ When are they available?

Y5 Hour Sunday Monday Tuesday Wednesday Thursday
Commencing 6000 6000 6000 6000 6000
3 <1 3 2

Friday Saturday
60000 60000
2

12:00 md 2 1

12:30 2 2 1 1 1 2 1
1:00 2 2 1 1 3 2 1
1:30 1 2 1 1 <1 2 1
2:00 2 2 2 2 <1 2 1
2:30 2 2 1 3 <1 3 2
3:00 2 2 1 2 1 1 2
3:30 2 1 1 2 <1 <1 2
4:00 2 1 1 2 <1 <1 5
4:30 2 1 1 1 <1 <1 5
5:00 1 1 <1 1 2 1 5
5:30 1 2 <1 <1 2 <1 5

The above represent the number of persons watching Local/Regional Cable TV in each half hour
time segment.



Local/Regional Cable TV Audience

¢ When are they available?

15 Hour Sunday Monday Tuesday Wednesday Thursday Friday Saturday
Commencing 6000 6000 6000 6000 6000 6000 6000
1 1 1

6:00 pm 2 2 2 3
6:30 5 2 1 2 1 3
7:00 3 6 3 5 5 1 7
7:30 2 6 7 2 2 1 5
8:00 3 6 5 2 3 <1 3
8:30 2 6 6 1 2 <1 2
9:00 2 2 6 <1 1 <1 5
9:30 2 1 5 <1 1 1 3
10:00 2 2 5 2 2 2 2
10:30 2 1 2 1 1 2 2
11:00 1 <1 1 1 <1 <1 2
11:30 1 <1 1 1 <1 <1 2

The above represent the number of persons watching Local/Regional Cable TV in each half hour
time segment.



Newspaper

(including E -papers)

\II Market Research
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Share of Readership 2023

TOTAL POTENTIAL READERS 10+ YEARSAOXR)

‘lp"'(\

43.2%

(0p))

- R

w»

b20SY w NEKALI 020S Aad o0lFl&aSR 2y NBIFIRSNBKERLI AY



Newspaper ReadefSigital & Hardcopyy Who are they? &%

TOTAL (POTENTIAL) DIGITAL & HARDCOPY REBADERS

DSy RSN sewaes N 500 {9 2 & OWnnnid 6Wnnno

A% | AaBc1| c2 DE 7% B 1019 20 11%
10-19 [l 32 S I 3 %000 qﬂJn nin ¥aonin Yan 45% 20-34 38%

dﬁ. 'ﬁ‘] 20 - 34 42% 10¢ 19 28% 3549 38%
. 35-49 114 33% 0 36 50+ 22 0
a8 owial 114 60 socse | @ | s e 21% E3 [ 12%
| 58 | 0
35¢ 49 42 | 33 | 39 o ABCL 30  16%

/ﬁ\ AEEL 25% 50+ 13 25 20 36% C2 W7 32%

C2 0] 34% DE
. . , 31% 55 88 52%
(9 /(taa o \NEEERNN 1% T .

NOTE: ABC1: Upper/upper middle income ADATA IS BASED ON PAST 24 HOURS READERSHIP
C2: Middle income OF A NEWSPAPER PUBLICATION

ANUMBERS MAY BE OFF BY 1 OR 2 POINTS DUE T®
ROUNDING/WEIGHTING

DE: Low middle to low income
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Hardcopy Newspaper Readei@/here are they? =8

TOTAL (POTENTIAL) READERS00

wi w![ oWnnno

20 ( 16%)

Rural: St. Thomas,
Portland, St. Mary, St.
Elizabeth, Trelawny,

Hanover
l'w. ! b oWnnno
47 ( 39%)

Urban: Other St.
Catherine, St. James,
St. Ann, Westmoreland,
Manchester, Clarendon

55 (45%)

KMA: Kingston & St.
Andrew, Portmore,
Spanish Town

ADATA 1S BASED ON PAST 24 HOURS READERSHIP OF A
NEWSPAPER PUBLICATION

NUMBERS MAY BE OFF BY 1 OR 2 POINTS DUE TO ROUNDIN

NG
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Interaction Hardcopy vs Digital

wS I

RSNA KA LWn n

TOTAL POTENTIAL READERS 10+ YEARSAOXR)

Paper Only
Readers

Readers of both
Digital and
Hardcopy

b23SY wSIFRSNEKALI 620S Aa ol a

(0p)
pujs
No
<




Hardcopy Readers

i E Market Research
Services Limited

[EsE.19T5]

Gl tglea FalAy3 [jdSadAz2yas 1 f6l & LINEGARAY:

T — T —



Hardcopy Newspaper Readeié/ho are they? o

TOTAL (POTENTIAL) READERSI00

T 9

QC Males [N 54% ﬁ 5 o
DSY RSN gewaes I 46% { a4 OWanNN0 6wnnno

AN | aBc1| c2 | DE 4% | w019 5 10%
7% | 3 006 LPHJn AnWYnnnWwnn 37% 2034 10 17%
28% 10¢ 19 23% 35-49 45%
33% 0 24 50+ 15 2704
20c 34 11 10 13 oA . °

32%
35¢ 49 17 11 13 S ABCL 14  24%
/ﬁ\ ABCl L 28% 50+ 6 16 17 32% C2 gl  29%

0)

& 31% 37% DE 47%

{9 /tlaa o 42%

NOTE: ABCL1: Upper/upper middle income ADATA IS BASED ON PAST 24 HOURS READERSHIP

OF A NEWSPAPER PUBLICATION

ANUMBERS MAY BE OFF BY 1 OR 2 POINTS DUE T®
ROUNDING/WEIGHTING

C2: Middle income

DE: Low middle to low income
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Hardcopy Newspaper Readei@/here are they? =8

TOTAL (POTENTIAL) READERS00

wi w![ oWnnno

20 ( 16%)

Rural: St. Thomas,
Portland, St. Mary, St.
Elizabeth, Trelawny,

Hanover
l'w. ! b oWnnno
47 ( 39%)

Urban: Other St.
Catherine, St. James,
St. Ann, Westmoreland,
Manchester, Clarendon

55 (45%)

KMA: Kingston & St.
Andrew, Portmore,
Spanish Town

ADATA 1S BASED ON PAST 24 HOURS READERSHIP OF A
NEWSPAPER PUBLICATION

NUMBERS MAY BE OFF BY 1 OR 2 POINTS DUE TO ROUNDIN

NG
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Digital ( eNews ) Readers

i E Market Research
Services Limited

[EsE.19T5]

Gl tglea FalAy3 [jdSadAz2yas 1 f6l & LINEGARAY:

—— T —



ENewspaper ReadegsWho are they?

)

Males Bk
DSYRSNJ RUEELY 135 |
10-19 [ 26
o O
wehfh 20 N
X 35-49 JEEN
1'3sS oLIJn%d10I
A\ ABC1 £
ﬁ c2 IER
{9 [/t aa pevELv

TOTAL (POTENTIAL) READERSI00

T 9

49% a o
50% L9 ke OWnnnl 6wanno
oA | ABci| c2 | DE 7% i 1010 W17
10% | 3 006 LIJlJJnnn Wnnln Wnn 49% 20-34
48% 10¢ 19 32% 3549
33% 0 50+ N 10
.y 20¢ 34 34 44 49 12% | i
0

: 35049 36 26 26 40% ABC1 [l 26
30 OA) 50+ 8 11 7 34% C2
33% 26% Dl

37%

NOTE: ABC1: Upper/upper middle income
C2: Middle income

DE: Low middle to low income

ADATA IS BASED ON PAST 24 HOURS READERSHI
OF AN ELECTRONIC NEWSPAPER PUBLICATION

ANUMBERS MAY BE OFF BY 1 OR 2 POINTS DUE T(

ROUNDING/WEIGHTING

80

12%
47%
33%
7%

19%
33%
48%



ENewspaper ReadegsWVhere are they?

wiw![ oWnnno TOTAL (POTENTIAL) READERSI00

52 (20%)

Rural: St. Thomas,
Portland, St. Mary, St.
Elizabeth, Trelawny,
Hanover

l'w. ! b oWnnno

107 (40%)

Urban: Other St.

Catherine, St. James,

St. Ann, Westmoreland, .
Manchester, Clarendon

108 (40%)

KMA: Kingston & St.
Andrew, Portmore,
Spanish Town

ADATA IS BASED ON PAST 24 HOURS READERSHIP
OF AN ELECTRONIC NEWSPAPER PUBLICATION

ANUMBERS MAY BE OFF BY 1 OR 2 POINTS DUE TQ
ROUNDING/WEIGHTING
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Newspaper Readership Hardcopy vs Digit
& tdzof AOFGA2

Sunday
Gleaner

| 64,000 25000 146,000 | | 30,000 9,000 103,000 |

B Reads Hardcopy Only

Sunday

Observer Reads Both Hardcopy & Digital

B Reads Both Digital Only

| 38,000 17,000 149,000 |

b23SY wSIFRSNEKALI 620S Aa ol a

u»
¢
N
<



wWSFRSNRKALI AY WYWnnn

Publications (Past 24 Hours)

TOTAL POTENTIAL READERS 10+ YEARR22(IXR)

lff hGKSNBWYnnn

¢tKS DfSIyYy ¢KS {0GF N WYWnnn
Sunday I 24 Western Mirror 48
Children's Own 40
Monday I 37 11 Observer West || 24
Youth Link | 15
TueSday I 39 15 Jamaica Weeklyf 9
Wednesday I 29 - Observer North | 6
Obsever South| 5
Thursday 15 Observer Central| 3
¢CKS [ SIENYAYy3X
Friday 11 Track & Pooli 2
Freedom Reignﬁ 1
Saturday 17 Other | 1
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Sunday Newspapers

i E Market Research
Services Limited

[EsE.19T5]

Gl tglea FalAy3 [jdSadAz2yas 1 f6l & LINEGARAY:

T — T —



Share of Readership 2023

Sunday Newspaper (Hardcopy + Digital)

TOTAL NUMBER OF DIFFERENT READERS (REACH) OF SUNDAY
NEWSPAPER 10+ YEARS 212600

O

Sunday
Observer

z — i " READERSHIP
Sunday SUNDAY
Gleaner NEWSPAPER

B . T _— = e 85 .
b2u4SY { KFNB [0208S Aa o0FaSR 2y NbIRSNARKALI AY u



Interaction¢ Sunday Newspapers

owWwnnnv
TOTAL POTENTIAL READERS 10+ YEARS)Z0XB:

Read Sunday Gleaner Only

Read Sunday Observer Only

Read Sunday Gleaner & Observer

DE@E

|

Read
Sunday Gleaner
&
Sunday Observer

The above represents the total number of different readers of each publication S8



Sunday Newspaper ReadeM/ho are they?

o%e) Males
DSy RSN pemaes N

10- 19 . 4
o [
Py 20-34
5l-\EIﬁS mo W%5%§'19Un
| ]
/\ ABC1 0
(5 c> R

{9 /t+aa pevFEo

TOTAL (POTENTIAL) READERS00

40%
60%

39%

10¢ 19
26% 20c 34
23% “

35¢ 49
0% 50+
60%

40%

a5

0
0
0
0

NOTE:

ABC1: Upper/upper middle income
C2: Middle income

DE: Low middle to low income

2
8
4
4

- aa

RN | ABCc1| 2 DE
13% | 3 Qoo WA WAnin Wi

2
3
4
3

25%
33%
9%

33%

0%
58%
42%

T 9

ow¥nnno oWnnano
Bl w0w0]: 6%
2034 [ 7 39%
B 3549 B 7 39%
BN 50+ Ws 16%

0o~ ABCl ¢ 0%

c2 61%
DE 39%

ADATA IS BASED ON PAST 24 HOURS READERSHIP
OF AN ELECTRONIC NEWSPAPER PUBLICATION

ANUMBERS MAY BE OFF BY 1 OR 2 POINTS DUE T®
ROUNDING/WEIGHTING
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ENewspaper ReadegsWVhere are they?

w!w![ oWnnno TOTAL (POTENTIAL) READERS$)0

0 (0%)

Rural: St. Thomas,
Portland, St. Mary, St.
Elizabeth, Trelawny,

Hanover
l'w. ! b oWnnno
11 (37%)

Urban: Other St.

Catherine, St. James,

St. Ann, Westmoreland, .
Manchester, Clarendon

19 (63%)

KMA: Kingston & St.
Andrew, Portmore,
Spanish Town

ADATA IS BASED ON PAST 24 HOURS READERSHIP
OF AN ELECTRONIC NEWSPAPER PUBLICATION

ANUMBERS MAY BE OFF BY 1 OR 2 POINTS DUE T}
ROUNDING/WEIGHTING
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Morning Daily Newspapers

i E =1 Market Research
Services Limited

[EsE.19T5]

Gl tglea FalAy3 [jdSadAz2yas 1 f6l & LINEGARAY:
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Share of Readership 2023

(Hardcopy + Digital Morning Daily Newspar

TOTAL NUMBER OF DIFFERENT READERS (REACH) OF
MORNING NEWSPAPER 10+ YEARSZ#R2GB00

O

Daily
Observer
~ READERSHIP
Daily DAILY
Gleaner NEWSPAPER

b20SY {KINE 020S A& o0laSR 2y NBFIRSNAKALI F2NJ U
newspaper publication by Gleaner and Observer respectively. 2



Share of Readership 2023 (Morning Newsp

TOTAL NUMBER OF DIFFERENT READERS (REACH) OF

MORNING NEWSPAPER 10+ YEARSZH32B600
11.3

10.7

PERCENTAGE (%)

Monday Gleaner
Tuesday Gleane
Friday Gleane
Friday Observe
Tuesday Observe
Wednesday Gleane
Monday Observer
Wednesday Observe
Saturday Observe
Thursday Gleane

Note: Share above is based on past®2 dzNJ NB I RSNBE KA LJ T2 NJ

Thursday Observe

Saturday Gleane



Interaction¢ Morning Newspapers

a2yRFe& G2 { I GdzN

TOTAL POTENTIAL READERS 10+ YEARS2(XR)

Read Gleaner Morning Paper Only

Read Observer Morning Paper Only

Read Gleaner Morning & Observer
Morning Papers

G016

I

Read
Gleaner Morning
&
Observer Morning

The above represents the total number of different readers of each publication o



Interaction¢ Morning Newspapers

owvwnnnbo

TOTAL POTENTIAL READERS 10+ YEARS2(0ZR) :
Total Combined

Readers

MONDAY 62

10

TUESDAY

FRIDAY

SATURDAY 42

CDI

B Gleaner Only = Both m Observer Only

The above represents the total number of different readers of each publication




Morning Daily Newspaper Readei/ho are they? 2%

Qg Males [EEE
DSY RSNJ pettaes N

10-19 [ 24

m‘ﬁ'ﬁ] 20 - 34 B

{9

A 35-49
S oLIJn%d10

A\ ABC1 B8
ﬁ C2

£+ aa DEV o

TOTAL (POTENTIAL) READERIS00

50%
50%

9%

40%
35%
16%

29%
33%
38%

a5

10¢ 19
20¢ 34 28

35¢ 49 37

50+ 11

NOTE:

ABC1: Upper/upper middle income

C2: Middle income
DE: Low middle to

low income

T 9

aa ow¥nnno oWnnano

5%

AN | ABc1| c2 DE
| 3 9006 LP‘Pn AnWYnnnWwnn 42% 20-34

32% B 3549

0
39 39 21%

27 28

I 1019 | 17

B s W

37% ABC1 i 27

18 13 35% c2

27% DE

ADATA IS BASED ON PAST 24 HOURS READERSHI
OF AN ELECTRONIC NEWSPAPER PUBLICATION

ANUMBERS MAY BE OFF BY 1 OR 2 POINTS DUE T(

ROUNDING/WEIGHTING

94

13%
38%
38%
11%

21%
31%
48%



Morning Newspaper ReadeysVhere are they? o8

wi w![ oWnnno

51 (19%)

Rural: St. Thomas,
Portland, St. Mary, St.
Elizabeth, Trelawny,
Hanover

l'w. ! b oWnnno

105 (40%)

Urban: Other St.
Catherine, St. James,
St. Ann, Westmoreland,
Manchester, Clarendon

108 (41%)

KMA: Kingston & St.
Andrew, Portmore,
Spanish Town

TOTAL (POTENTIAL) READERIS00

ADATA IS BASED ON PAST 24 HOURS READERSHI
OF AN ELECTRONIC NEWSPAPER PUBLICATION

ANUMBERS MAY BE OFF BY 1 OR 2 POINTS DUE T(
ROUNDING/WEIGHTING
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Evening Newspaper ReadeM/ho are they?

Qg Males
DSy RSNJ geWaes N
10 - 19 |4
e O
o 20 - 34
mﬁm 35 - 49
1'3S o Wn 24l UI
A\ ABC1 o
ﬁ C2

{9 /ttaa oevJEEo

TOTAL (POTENTIAL) READERS00

T 9

o Bis 1 , o |
54% ow¥nnnuv oWnnno
'%"m ABCl| C2 | DE 7% § 1019 1
2l 10¢ 19 15% B 3549
35¢ 49 6 20 —_ B AeCL o
0 B 3 2 34% C2
0

NOTE: ABC1: Upper/upper middle income
C2: Middle income

DE: Low middle to low income

ADATA IS BASED ON PAST 24 HOURS READERSHI
OF AN ELECTRONIC NEWSPAPER PUBLICATION

ANUMBERS MAY BE OFF BY 1 OR 2 POINTS DUE T(

ROUNDING/WEIGHTING

96

2%
40%

46%

12%

0%
22%
78%



Evening Newspaper Readei/here are they? o8

wi w![ oWnnno

24 (26%)

Rural: St. Thomas,
Portland, St. Mary, St.
Elizabeth, Trelawny,

Hanover
l'w. ! b oWnnno
42 (46%)

Urban: Other St.
Catherine, St. James,
St. Ann, Westmoreland,
Manchester, Clarendon

25 28%)

KMA: Kingston & St.
Andrew, Portmore,
Spanish Town

TOTAL (POTENTIAL) READERS00

ADATA IS BASED ON PAST 24 HOURS READERSHI
OF AN ELECTRONIC NEWSPAPER PUBLICATION

ANUMBERS MAY BE OFF BY 1 OR 2 POINTS DUE T(
ROUNDING/WEIGHTING

97



PERCENTAGE (%)

Share of Readership 2023 (Evening Newsp

TOTAL NUMBER OF DIFFERENT READERS (REACH) OF EVENING
NEWSPAPER 10+ YEARS 202600

24.18

18.68
16.48 16.48

12.09 12.09

Wednesday Star
Saturday Star
Tuesday Star
Thursday Star
Monday Star
Friday Star

Note: Share above is based on past22 dzNJ NBF RSNBE KA LI F2NJ S OK RI @Qa “ySgal



179 TOTAL POTENTIAL READERS 10+ YEARB)Z(UXR)

PERCENTAGE (%)

1 1
n +— (D) —
5 5 = > 8 &8s ¢ 2 S 8 i 2
Q © 7 ‘= 9 o = [ = < &
Z £ c I} o 8 o ) < N @®© =] o
= c iT = = c £ 7 Q = O 3
g g P - g 28 9 2 B 5 5
S 3 % g 52 £ § £ © z
© E = = (ﬂﬂ O ®) <
c L 0 < £ o = a2
o > () L S B =
= © O = g
< 5 < a
¢CKS F2ft26Ay3 a80GA2ya 6SNB NBIR o0& 844 (KIy mInnn NBF RS

Educational topics, Magazine/Pullouts

Note: Based onpast#2 dzNJ NBF RSNEKA LI F2NJ S OK RI&Qa yS&aLd LK
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Internet &
Social Media .@




Internet Userg Who are they?

TOTAL (POTENTIAL) USERSS,000 (1 14%)

T 9

QT Males 49% a L x
DSy RS NI Bewalos I 519 19 d a OWnnn0 dwWanno
AR | aBci| c2 | DE 20% Bl w00 Bl 215 19%
10 - 19 19% | 3 %006 LPHJn nlnWnnnWnn 36% 20-34 29%

e fy 2030 IEZEHN

33% 10¢ 19 26% 35-49 33%

1 3s ¢ L'J%S’%ghg” i:z;z 20034 | 66 | 207 | 446 18% B cor W25 19%
35¢ 49 220 314 21% 299 - ABC1 .107 9%

/ﬁ\ ABCL 15% 8 50+ 92 | 234 29% g C2 28%
C2 28% 50% 538 DE  |ECEE 63%

(o /(taa or VNN 57%

NOTE: ABC1: Upper/upper middle income ADATA IS BASED ON INCIDENCE OF USE OF THE

C2: Middle income INTERNET
ANUMBERS MAY BE OFF BY 1 OR 2 POINTS DUE T®

DE: Low middle to low income ROUNDING/WEIGHTING
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wi w![ oWnnno

419 ( 19%)

Rural: St. Thomas,
Portland, St. Mary, St.
Elizabeth, Trelawny,
Hanover

l'w. ! b oWnnno

980 (45%)

Urban: Other St.
Catherine, St. James,
St. Ann, Westmoreland,
Manchester, Clarendon

799 ( 36%)

KMA: Kingston & St.
Andrew, Portmore,
Spanish Town

Internet Userg Where are they?

TOTAL (POTENTIAL) USERS3,000 (%14%)

ADATA 1S BASED ON INCIDENCE OF USE OF THE INTERNET
ANUMBERS MAY BE OFF BY 1 OR 2 POINTS DUE TO ROUNDING/WEIGHTING
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Estimates of Household with Fixed vs Mobi

Device among Internet Users

0
Households with Internet on 47.6%
406,342 a desktop or laptop J 8.9 since 2020
Households with Internet on 96.1%
820,367 a mobile device (smart
phone, tablet,etc) I +6.5 since 2020

The data above represent the total number of different households with internet on a
desktop or laptop and internet on a mobile device.
Total household population 853,660 (Source: Statin 2019)
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Estimates of Persons with Fixed vs Mobile Di

among Internet Users

0
Individuals with Internet on 47.6%

1,129,540 a desktop or laptop 1 8.9 since 2020
Individuals with Internet on 96.1%

2,280,438 a mobile device

1 +6.5 since 2020

The data above represent the total number of persons with a working desktop or laptop
computer at home or a mobile device with internet.
Total 10+ years population estimate 2,372,984 (Source: Statin 2019)
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What is the internet EVER used for

08 5SY23INJ LIKAO

TV\_/I_eens & Young Adults Adults Adults
FEEIEE 0 _I_elz”irs) (20-34 Yrs) | (35-49 Yrs) (50+ Yrs)

Social Network/Social Media 1018 1066 410 680 622 391 2087
Email 479 557 185 444 321 106 1043
Steam/watch Movies 468 418 183 367 252 100 880
Research & Information 287 320 179 266 163 46 610
Education & Self Improvement 277 316 187 257 156 45 597
Bill Payments 270 311 15 297 189 55 585
Banking & Finance 261 306 46 280 185 46 572
Shopping 233 323 67 307 164 28 566
Online Gaming & Entertainment 322 252 206 226 150 39 565
Discussion Groups/Meeting 221 299 96 207 165 65 528
Downloading & File Sharing 255 229 119 232 129 26 480
Electronic Newspaper & 176 189 52 174 107 35 366
Magazines

Watch Television Stations 141 141 50 97 86 50 282
Watch TV Short Clips 113 126 37 109 74 20 240
Listen to the Radio 104 92 27 61 79 21 194
Job Hunting 82 100 25 117 45 2 184
Remote Working via internet 85 96 17 86 63 12 183
Friendship & Dating 63 61 37 60 31 6 124
Attend church/church related <1 2 <1 <1 1 1 2
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What is the internet EVER used for

e [20AFf [t Aaa

Upper & Middle LOV‘;’L I\Ifl(')c\:\?le
Upper Middle Incomes Income

Social Network/Social Media 326 603 1182 778 904 404 2087
Email 253 349 514 468 398 180 1043
Steam/watch Movies 149 258 491 431 325 133 880
Research & Information 196 190 299 285 247 88 610
Education & Self Improvement 190 184 295 286 223 93 597
Bill Payments 209 246 218 298 219 78 585
Banking & Finance 209 228 223 287 207 84 572
Shopping 174 223 235 263 202 102 566
Online Gaming & Entertainment 120 156 317 301 197 76 565
Discussion Groups/Meeting 152 183 247 297 146 86 528
Downloading & File Sharing 146 146 242 246 178 65 480
Electronic Newspaper & Magazines 111 133 164 203 122 47 366
Watch Television Stations 47 89 151 113 127 46 282
Watch TV Short Clips 57 85 114 129 85 30 240
Listen to the Radio 54 74 84 77 95 26 194
Job Hunting 44 51 101 97 61 27 184
Remote Working via internet 57 68 79 99 71 18 183
Friendship & Dating 32 26 76 69 39 18 124
Attend church/church related <1 1 1 1 <1 1 2
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What was the internet used for YESTERD.
e 5SYZ23INJ LIKAO

Females TV\_/I_eeeennsS& XSEES Adults Adults
(10719 Yrs) | (20-34 Yrs) (35 -49 Yrs) (50+ Yrs)
Social Network/Social Media 969 1006 375 646 593 370 1976
Email 226 266 50 239 162 37 496
Steam/watch Movies 208 209 89 193 109 41 416
Online Gaming & Entertainment 148 90 114 91 46 18 230
Banking & Finance 104 109 13 115 66 13 213
Research & Information 97 114 73 95 53 11 212
Education & Self Improvement 71 99 58 79 42 11 173
Downloading & File Sharing 88 61 33 85 32 5 146
Bill Payments 47 77 2 73 38 8 127
Shopping 41 75 12 71 34 3 120
Discussion Groups/Meeting 50 64 21 47 39 10 116
Watch Television Stations 45 60 10 32 30 31 107
Electronic Newspaper & Magazines 41 53 6 48 30 9 96
Remote Working via internet 36 47 13 42 21 9 84
Watch TV Short Clips 36 40 15 38 17 9 76
None 30 33 17 13 16 18 63
Listen to the Radio 30 24 10 12 19 11 52
Friendship & Dating 25 19 17 22 8 2 43
Job Hunting 16 16 2 24 6 1 32
Work related <1 1 <1 1 <1 <1 1




What is the internet used for YESTERDA

Upper &

Upper Middle

— N\

O¢€

Middle

Incomes

[ 20FGA2Y W

Low Middle &
Low Income

Social Network/Social Media 304 578 1114 733 857 385 1976
Email 184 179 212 225 181 90 496
Steam/watch Movies 73 126 227 190 160 69 416
Online Gaming & Entertainment 54 57 134 119 80 34 230
Banking & Finance 98 91 71 120 63 32 213
Research & Information 92 57 105 93 79 40 212
Education & Self Improvement 70 49 85 74 67 32 173
Downloading & File Sharing 63 43 69 87 44 18 146
Bill Payments 51 55 43 67 41 20 127
Shopping 54 44 47 52 41 25 120
Discussion Groups/Meeting 35 45 49 56 34 25 116
Watch Television Stations 19 26 65 30 61 18 107
Electronic Newspaper & Magazines 32 33 43 50 32 15 96
Remote Working via internet 16 34 37 43 38 7 84
Watch TV Short Clips 22 24 38 45 22 11 76
None 13 9 43 21 32 11 63
Listen to the Radio 16 17 26 10 39 6 52
Friendship & Dating 9 6 30 29 8 7 43
Job Hunting 9 5 21 18 9 5 32
Work related <1 <1 1 <1 <1 1 1
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What Media Internet Users Rely on for New

0& 5SY23INJ LKAO

Tweens &
Teens ZSEES Adults Adults
(107 19 (20 -34 Yrs) (35-49 Yrs) (50+ Yrs)
Yrs)

Social media 417 419 225 320 251 80 835
Tube Traditional TV (Over the Air) 211 211 50 66 117 166 421
Traditional Tube Radio (Over the Air) 136 84 12 32 65 87 213
Digital TV (Via Internet) 62 113 29 62 53 35 180
Digital Newspapers 49 49 4 59 22 11 98
Web Browser/Internet 44 38 12 25 32 10 81
Word of Mouth (family/friends) 35 44 12 26 23 18 80
Digital Radio (Via Internet) 34 42 19 29 20 11 76
News Apps TV 41 33 8 31 21 12 73
Hard Copy Newspaper 30 25 4 19 15 13 54
Other <1 2 <1 1 1 <1 2
None 116 139 65 61 66 72 258
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What Media Internet Users Rely on for New
@ {20Alf [/t aa

Low Middle
& Low
Income

Middle
Incomes

Social media 123 241 475 379 290 161 835
Tube Traditional TV (Over the Air) 38 101 268 203 155 67 421
Traditional Tube Radio (Over the Air) 22 44 142 89 75 46 213
Digital TV (Via Internet) 13 70 90 36 112 35 180
Digital Newspapers 32 29 49 43 51 9 98
Web Browser/Internet 16 22 46 10 48 22 81
Word of Mouth (family/friends) 6 16 55 18 57 9 80
Digital Radio (Via Internet) 3 20 48 6 39 27 76
News Apps TV 28 20 37 19 44 11 73
Hard Copy Newspaper 13 21 24 8 43 5 54
Other 3 <1 1 1 1 <1 2

None 35 80 142 29 155 70 258
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What Media Internet Users Rely on for Entertainme
0e 5SYZ2INF LKAOa

Females TV\_/reeeennsS& Xgﬂﬂg Adults Adults
(10719 Yrs) | (20-34 yrs) =~ (32749Y1s) 1 (50+ ¥rs)
Social media 556 570 306 411 336 128 1126
Tube Traditional TV (Over the Air) 122 126 13 39 62 114 248
Traditional Tube Radio (Over the Air) 114 91 17 33 58 80 202
Digital TV (Via Internet) 74 106 23 61 52 43 184
Web Browser/Internet 60 56 13 42 42 14 115
Digital Radio (Via Internet) 39 45 17 34 16 19 84
Digital Newspapers 35 30 8 24 21 10 64
Word of Mouth (family/friends) 27 28 8 16 13 16 55
News Apps TV 31 23 2 14 16 16 52
Hard Copy Newspaper 22 18 4 18 13 4 40
Other 3 3 <1 1 4 <1 6
None 93 102 27 38 52 72 196
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What Media Internet Users Rely on for Entertainme
0e {20A1t /tlaa 3

: Low Middle
Inl\:lzlc()jr?]fs & Low
Income
Social media 177 307 655 552 339 223 1126
Tube Traditional TV (Over the Air) 35 60 153 127 94 32 248
Traditional Tube Radio (Over the Air) 16 50 128 62 96 43 202
Digital TV (Via Internet) 13 64 99 30 134 26 184
Web Browser/Internet 13 37 63 8 70 34 115
Digital Radio (Via Internet) 6 31 45 6 62 18 84
Digital Newspapers 16 18 31 11 44 11 64
Word of Mouth (family/friends) 3 14 32 4 52 4 55
News Apps TV 13 20 26 6 42 / 52
Hard Copy Newspaper 28 16 16 1 39 3 40
Other <1 3 1 2 3 1 6
None 13 46 128 31 95 62 196

118



\¢J
c
D
O
| -
L
c
@
=
)
1
<L
)
)
-
L=
)
c
| -
)
o)
j=
P
©
D
=
.—m
Mmm

Information?
TOTAL POTENTIAL USERS 20P33,000

186

lOCOZ

™ ((Apoads) 1aylo

ladedsmapN
AdoD pieH

54

siadedsmapN
renbiq

62

70

(spuauy/Ajiwrey)
YINON JO PIOM

80

GETIEI]
IN) olpey [enbiq

103

Jaulau|/1asmolg
asM

145

GETIEI]
IN) AL renbia

185

(v
U 19AQ) olpey
agnL [euonipesL

226

1/ 3Y1 J8A0) AL
[feuonipel | agny

268

IpaW [e190S

992

TRTRTEN

N/A N/A

-35%

-40%

N/A

T
-27%

N/A

-34%

N/A

11%
]
-19%

27%

020¢ SN £20¢
abueyd o

119



Media Internet Users Rely on for General Informati

N\

e

5SY23INJ LKA OA

Females

Tweens &
Teens

(10719 Yrs)

Young
Adults
(20 -34 Yrs)

Adults
(35-49 Yrs)

Adults
(50+ Yrs)

Social media 494 498 252 361 307 110 992
Tube Traditional TV (Over the Air) 136 133 25 48 56 124 268
Traditional Tube Radio (Over the Air) 131 99 15 45 58 92 226
Digital TV (Via Internet) 82 101 23 61 53 43 185
Web Browser/Internet 72 73 29 51 48 19 145
Digital Radio (Via Internet) 53 50 21 34 31 17 103
Word of Mouth (family/friends) 40 40 12 21 26 19 80
News Apps TV 28 40 2 21 24 17 70
Digital Newspapers 34 29 4 25 16 14 62
Hard Copy Newspaper 22 31 6 18 15 13 54
Other 3 1 <1 2 1 <1 3

None 80 103 50 44 50 48 186
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Media Internet Users Rely on for General Informati
e {20Alt /ftlaa 3

Upper & : Low Middle

Sgper Ir?ggjrfllgs & Low

Middle Income
Social media 152 279 570 489 287 202 992
Tube Traditional TV (Over the Air) 25 69 166 126 105 40 268
Traditional Tube Radio (Over the Air) 25 52 144 81 100 45 226
Digital TV (Via Internet) 6 69 97 26 147 21 185
Web Browser/Internet 22 45 79 39 72 32 145
Digital Radio (Via Internet) 16 32 56 6 71 25 103
Word of Mouth (family/friends) 13 26 42 29 51 5 80
News Apps TV 16 16 42 8 53 11 70
Digital Newspapers 16 25 26 8 46 10 62
Hard Copy Newspaper 19 11 31 4 49 4 o4
Other 3 1 1 4 <1 <1 3
None 19 39 123 20 89 67 186
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Advertisement?
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Media Internet Users Rely on for Advertisement
e S5SY2INJ LKAOa

Tweens &

Teens XSEES Adults Adults
(107 19 (20 -34 Yrs) (35-49 Yrs) = (50+ Yrs)
Yrs)

Social media 471 479 243 357 286 105 949
Tube Traditional TV (Over the Air) 118 130 23 40 64 107 249
Traditional Tube Radio (Over the Air) 113 100 12 48 61 75 211
Digital TV (Via Internet) 93 113 27 78 56 44 208
Web Browser/Internet 66 58 4 47 45 14 123
Digital Radio (Via Internet) 66 52 23 44 32 19 116
News Apps TV 30 36 2 21 23 15 66
Hard Copy Newspaper 34 29 6 13 22 17 62
Digital Newspapers 16 26 13 20 10 10 42
Word of Mouth (family/friends) 14 24 <1 13 9 12 39
Other 1 2 <1 <1 2 1 3
None 154 150 87 51 78 97 304
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Media Internet Users Rely on for Advertisement'
e {20Alt /ftlaa 3

Upper & : Low Middle

SE per Inl\glc?r(rjmlgs & Low

Middle Income
Social media 161 266 541 478 268 192 949
Tube Traditional TV (Over the Air) 35 65 149 115 112 29 249
Traditional Tube Radio (Over the Air) 25 54 129 55 122 38 211
Digital TV (Via Internet) 16 76 107 24 157 33 208
Web Browser/Internet 22 40 65 36 51 33 123
Digital Radio (Via Internet) 16 43 58 7 89 23 116
News Apps TV 13 24 32 8 53 8 66
Hard Copy Newspaper 16 24 27 13 49 4 62
Digital Newspapers 13 11 23 7 29 7 42
Word of Mouth (family/friends) 6 10 23 10 25 5 39
Other <1 1 2 2 1 <1 3
None 9 49 222 86 114 91 304
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Social Media UsegswWho are they?

TOTAL (POTENTIAL) USERS6,000 (1 10%)
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NOTE: ABC1: Upper/upper middle income
C2: Middle income

DE: Low middle to low income

ADATA IS BASED ON INCIDENCE OF USE OF THE
SOCIAL MEDIA

ANUMBERS MAY BE OFF BY 1 OR 2 POINTS DUE T®
ROUNDING/WEIGHTING
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wi w![ oWnnno

386 (20%)

Rural: St. Thomas,
Portland, St. Mary, St.
Elizabeth, Trelawny,
Hanover

l'w. ! b oWnnno

857 (43%)

Urban: Other St.
Catherine, St. James,
St. Ann, Westmoreland,
Manchester, Clarendon

734 (37%)

KMA: Kingston & St.
Andrew, Portmore,
Spanish Town

Social Media UsegsWhere are they?

TOTAL (POTENTIAL) USER%5,000 (% 10%)

ADATA 1S BASED ON INCIDENCE OF USE OF THE INTERNET
ANUMBERS MAY BE OFF BY 1 OR 2 POINTS DUE TO ROUNDING/WEIGHTING
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Social Media Networks Used

(EVER vs YESTERDAY)

M Ever used Used yesterday

Top 10 Social Media Networks Other Social Media Networks

2001 Ynnn

1530 i

Tinder - 13
1077 1076 i

- - 937 Caribbean Cupid - 9
. 497 Periscope I 5

- 219 Plenty of Fish I 3

100
0 550 262

Wnnn

~
(00]

(o)
rl
(
i ol
Musmallyﬁ' o

1839 1090 751 7

Only Fans |22

WhatsApp
Youtube
Instagram
Tik Tok
Facebook
Snapchat
Twitter
Pinterest
Linked In
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Social Media Networks EVER Used
be 5SY23INI LIKAOa

Tweens & Youn
FEMEIES Teens AdUItg (356célllgtSYrs) (SQSUI$rs)
(10719 Yrs) = (20-34 Yrs)
WhatsApp 968 1029 360 652 609 379 2001
Youtube 769 764 314 537 453 250 1530
Instagram 519 555 277 507 290 65 1077
Tik Tok 492 576 300 464 296 83 1076
Facebook 432 498 85 366 318 134 937
Snapchat 185 300 175 275 95 11 497
Twitter 122 100 48 129 47 8 219
Pinterest 31 65 37 44 28 3 100
Linked In 28 47 8 42 22 5 78
Musically 35 26 27 25 13 3 59
Tagged 21 16 6 26 7 <1 37
Tinder 5 4 <1l 9 3 <1 13
Caribbean Cupid 3 6 <1 4 5 <1 9
Periscope 4 1 <1l 4 1 <1 5
Plenty of Fish 3 1 <1 4 <1 <1 3
Only Fans 3 <1 <1l <1 1 1 2
Other 3 <1l 2 1 <1 <1 2
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Social Media Networks EVER Used
e {20Alt /fl aa

Low Middle
& Low
Income
WhatsApp 313 585 1127 748 858 392 2001
Youtube 253 440 865 609 625 293 1530
Instagram 218 345 531 451 430 197 1077
Tik Tok 142 297 632 380 458 230 1076
Facebook 165 304 492 354 387 191 937
Snapchat 76 117 309 163 195 127 497
Twitter 60 73 106 119 62 38 219
Pinterest 32 32 48 63 22 16 100
Linked In 47 29 26 51 15 11 78
Musically 16 10 38 29 23 9 59
Tagged 3 7 25 25 8 4 37
Tinder <1 5 6 13 <1l <1 13
Caribbean Cupid 3 2 5 5 4 1 9
Periscope 3 2 1 4 1 <1 5
Plenty of Fish <1 <1 3 1 <1l 2 3
Only Fans 3 <1 1 1 <1 1 2
Other <1 1 1 1 <1 1 2
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Social Media Networks Used YESTERDAY

N\

e

5SY23INJ LKA OA

Tweens & Youn
FEENE feens Adu"g (35AicélllgtSYrs) (SQSUI:ZS)
(107119 Yrs)  (20-34 Yrs)
WhatsApp 868 963 316 611 565 340 1839
Youtube 560 534 239 370 325 179 1090
Tik Tok 348 433 235 340 213 58 790
Instagram 366 384 193 394 183 31 751
Facebook 233 309 31 217 192 81 550
Snapchat 100 157 89 164 39 4 262
Twitter 58 42 19 59 23 2 98
Pinterest 6 17 8 12 8 <1 25
Linked In 6 12 2 9 8 <1 19
Musically 6 5 8 2 4 <1 11
Tagged 6 3 <1 8 1 <1 9
Tinder <1 2 <1 2 <1 <1 2
Only Fans 3 <1 <1 <1 1 1 2
Periscope 1 <1 <1 <1 1 <1 1
Plenty of Fish <1 1 <1 1 <1 <1 1
Caribbean Cupid 1 <1 <1 <1 1 <1 1
Other <1 1 <1 <1 1 <1 1
None 26 27 10 13 16 13 52
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Social Media Networks Used (yesterday)
. & {20AFf [fl&aa s

Upper & : Low Middle
Sg per Inl\glc()jr?]fs o
Middle Income

WhatsApp 294 552 1020 693 790 356 1839
Youtube 196 324 600 419 459 210 1090
Tik Tok 108 217 463 260 339 180 790
Instagram 177 246 378 312 321 124 751
Facebook 98 181 286 190 230 124 550
Snapchat 57 70 149 84 112 62 262
Twitter 44 32 42 56 25 17 98
Pinterest 6 6 14 18 4 4 25
Linked In 19 7 4 15 3 2 19
Musically 3 2 Il 6 3 3 11
Tagged 3 2 5 6 3 1 9
Tinder <1 1 1 2 <1 <1 2
Only Fans 3 <1 1 1 <1 1 2
Periscope 3 <1 <1 1 <1 <1 1
Plenty of Fish <1 <1 1 <1 <1 1 1
Caribbean Cupid 3 <1 <1 1 <1 <1 1
Other <1 <1 1 <1 <1 1 1
None 9 7 37 12 18 19 52

133




@)
i
al
©
©

D
=
S

&

@)
p)

c

@)

-
O
)
2

| —

&

(/)
O

-
)
e

c
9

(-

@)
O

TOTAL (POTENTIAL) USERS6,000

1341

TRTRTEN

445 423

521 493

131

145 115

187 178

232 229 225

296 280

346

l SUON

O

1210

sajond

JoJeasal o1Jjualos

sonjod

uoneonp3

yeld pue suy

1) JISSINOA 1| 0

oioads
99.1e)H/uU0ISSsajoid

391U J0JOIN/OINY

uspJes) 3 swoH

ssauisng
lemuids/snoibijey
sau||9/\ % YiesH
poo

uolyse

Jaouanjuj
BIPSA [E190S

suods
SMaN

Juswuielisiuy

134



Content subscription on Social Media Platfor
e 5SYZ23INJ LIKAO

Tweens & Youn
FEEIEE Teens Adu"g (35AicélllgtSYrs) (SQSUI:ZS)
(10719 Yrs) (20-34 Yrs)
Entertainment 663 678 318 493 388 186 1341
News 436 470 108 313 288 175 908
Sports 474 193 131 245 180 91 633
Social Media Influencer 193 315 146 219 141 48 521
Fashion 119 348 129 231 124 10 493
Food 132 295 98 184 129 49 445
Health & Wellness 151 260 44 157 132 77 423
Religious/Spiritual 118 217 23 95 116 89 346
Business 159 139 42 151 84 21 296
Family Shows 100 172 56 107 77 45 280
Personal Care 82 143 44 115 57 22 232
Technology 150 87 79 105 57 11 229
Home & Garden 80 138 15 85 70 44 225
Auto/Motor Vehicle 157 44 50 77 56 14 187

Profession/Career

. 87 91 29 91 50 12 178
Specific
Do It Yourself (DIY) 60 83 31 61 44 13 145
Arts and Craft 43 70 39 61 22 6 115
Education 5 5 6 1 3 2 10
Politics 3 <1l <1 <1 2 <1 2
Scientific research 1 <1 <1 <1 1 <1 1
Quotes 1 <1 <1 <1 1 <1 1
Other 4 1 <1 2 1 1 5
None 61 70 13 25 37 4 131




Content subscription to on Social Media Platform
e {20Alt /flaa 3

Upper & Middle Lemy e
Upper Middle Incomes & Low
Income
Entertainment 199 405 745 527 557 256 1341
News 161 291 481 316 436 163 908
Sports 133 195 336 273 232 124 633
Social Media Influencer 44 142 316 240 133 131 521
Fashion 76 153 270 204 190 96 493
Food 92 122 251 229 131 82 445
Health & Wellness 120 152 194 202 174 56 423
Religious/Spiritual 63 102 190 184 98 62 346
Business 130 101 125 157 98 44 296
Family Shows 35 71 171 151 75 52 280
Personal Care 66 71 117 125 70 38 232
Technology 73 77 107 125 80 29 229
Home & Garden 60 79 105 122 76 30 225
Auto/Motor Vehicle 63 64 85 112 51 26 187
Profession/Career Specific 82 62 73 114 39 25 178
Do It Yourself (DIY) 44 51 66 93 30 22 145
Arts and Craft 28 29 66 76 18 20 115
Education 3 4 4 5 5 1 10
Politics 3 <l 1 2 <1 <1 2
Scientific research <1l 1 <1l <l 1 <1 1
Quotes <1 1 <1 <1 1 <1 1
Other 3 1 2 <l 5 <l 5
None 35 17 91 34 67 29 131
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