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In September of 2000, Wave 94.7fm introduced an exciting new radio
format into the Southern Ontario market with the launch of CIWV-FM.
On August 1st, 2011, nearly 11 years after its launch, Wave moved to
‘broadcast’ exclusively over the Internet at www.wave.fm, freeing up
the 94.7 frequency for its new “sister station”, CHKX-FM.
On January 7, 2016, The Wave launched back onto the airwaves via a
digital signal – HD Radio – available on 94.7 FM HD-2. In 2018, it
was also added to 95.9 FM HD-2. HD Radio devices receive a digital
signal using existing FM frequencies and require no Internet
connection or monthly fee. Hybrid Digital radios will allow you to listen
to The Wave at home, work and in your vehicle in the western GTA to
Hamilton (94.7) and in the eastern GTA to Durham Region. (95.9)
The Wave continues to deliver a unique, relaxing adult music format
based upon popular vocal artists combined with energetic
contemporary instrumentalists – based on funk and rock
fundamentals, totally unique to Southern Ontario. It’s all hosted by
most of the regular on air personalities you’ve come to enjoy over the
years.
This format appeals proudly to 35 to 65 year old professionals with
high income and high propensity to enjoy a high quality lifestyle.
Enjoyed by thousands of listeners on line and now in HD, The Wave
presents a marketing opportunity where advertisers can take
advantage of this exclusive, upscale audience to promote their
businesses. The Wave offers regular 30 and 60 second commercials
within its programming, as well as leaderboard and big box ads on its
website and media player plus 15 second audio/video pre-roll ads on
its streaming audio player.

Southern Ontario’s Smoothest Groove

The Wave dot FM plays an energetic blend of
contemporary pop instrumental music blended
with popular vocal songs from current vocal hits
to "old school" R&B and Motown. The result is a
unique blend of upbeat and positive feel good
music targeted at 35 to 65 year olds.
Boomer-age Canadians are Canada’s wealthiest
demographic and they are spending money on
vacations, home electronics, furniture, appliances,
computers, cars and investments.
An Ipsos Reid survey recently released shows that
“this is a group that needs to be reached out
to, as it represents tremendous
potential for growth.”

Source: www.can-aci.ca

Southern Ontario’s Smoothest Groove

The survey of 1,980 Canadian adults found that
while eight in 10 boomers self-identify as having
"big buying power," four in 10 feel ignored by
advertisers. For decades, advertisers have chased
younger audiences to gain loyalty and market
share. In today's economic conditions they might
be better off to refocus on a group that
“combines maturity with money and
a desire to spend it.“

Southern Ontario’s Smoothest Groove

Wave listeners are these
upscale baby boomers!
Nearly 75% have some post-secondary education,
over half have household incomes above $75,000
and 40% have household incomes over
$100,000!
Over 40% of the audience works as an
executive, manager or professional. About 17%
work in education and training.
Two-thirds of listeners have an RRSP compared to
the Ontario average of 54%.
And Wave listeners love to travel by plane!
Last year, 20% flew for personal use compared to
the Ontario average of 9%. And 12% boarded a
plane for business vs. 4% of Ontario residents.

Source: Numeris (formerly BBM) Fall 2010

Southern Ontario’s Smoothest Groove
A Sample of Some of Our
Smoothest Groove Musical Artists!














Marc Jordan
Warren Hill
Phil Collins
Sting
Richard Elliot
Al Green
Dave Koz
Rik Emmett
Steely Dan
Luther Vandross
Al Jarreau
Sade
Kool and the Gang















George Benson
Seal
Natalie Cole
Norah Jones
Tower of Power
Hall & Oates
Marvin Gaye
Alfie Zappacosta
Kenny G
Earth, Wind & Fire
Michael McDonald
Smokey Robinson
Simply Red

Audience
Profile
Available at Wave.fm, 94.7 HD-2 and 95.9 HD-2
Over 35,500 listening sessions monthly!
Over 6,600 unique listeners monthly!*

Gender

Age
female

male

*Source: Triton Digital July 2015

Source: Numeris (formerly BBM)
Fall 2010 Diary
Full Coverage
By percent of weekly reach

