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An 18-year trend
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Weekly Reach

50%

40%

30%

0.0

50

10.0

15.0
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Adult Weekly Reach & Hours
2007 2019
™v. @ 96% 255 93% 252
Radio @ 94% 214 87% 146
Newspaper @ 82% 31 48% 09
Magazine 73% 1.3 47% 0.2
Internet @ 52% 52 95% 251
25.0 30.0 35.0 40.0 45.0

Weekly Hours

Sources: TV & Radio fromm Numeris PPM, Print from Vividata, Digital from Vivdiata and PHD Estimates
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The last 3 years: accelerating trends

Total TV Estimate
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Weekly Reach
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Adult Weekly Reach & Hours
2001 2019 2020 2021
V@ 9% 255 95% 259 93% 252 91% 249
Radio @ 94% 214 87% 151 87% 146 86% 144
Newspaper @) 82% 31 52% 10 48% 09 44% 0.8
Magazine 73% 13  51% 03 48% 03 43% 02
Internet @ 52% 52 98% 233 98% 251 98% 237
15 20 25 30 35 40 45 50

Weekly Hours

Sources: TV & Radio fromm Numeris PPM, Print from Vividata, Digital from Vivdiata and PHD Estimates
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Video habits are evolving rapidly

100%
90% TVAIS34 e € Tv(A8+)
80% SVOD 18"34 P—— e
@
70% - _»@ AVOD18-34
c e . -
O 0
g 0% SVOD 18+ ¢ AVOD 18+
x
> 50%
X
0 Content
O 40%
; AVOD YouTube, Twitch TV, TED, Daily motion
30%
SVOD Ngtﬂix, Crave, Disney PLUS, Amazon Prime
20% BVOD 18-34 Video, AppleTV Plus,
Bell, CBC/Radio-Canada, Corus, Quebécor
BVOD ' (14 ) , ' '
10% G BVOD 18+ Rogers, Télé-Québec, TV5
0%
0.0 50 10.0 15.0 20.0 25.0 30.0 35.0 40.0 45.0 50.0

Weekly Hours

Source: Numeris PPM TV, VAM, PHD estimates from multiple industry sources, Vividata Metrica
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Shift from TV has been uneven
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TV Weekly Time Trends by Age Group

(Indexed to 2017)

o—

2018

--55+

+

2019
35-54 -@-25-34 --18-24

2020

‘

N

2021

15



pPHd Make the Leap

Share of Video

Time

Devices

Content

Platforms,
23%
A.I 8+ Mobile, Broadcast,
1% 59%
Subsciptions,
\ 18%
Computer,
10%
Mobile, Platforms,

Al8-34

/13%

\ Computer,
13%

43%

Broadcast,
30%

Subscriptions,
27%

Source: Numeris PPM TV, VAM, PHD estimates from multiple industry sources, Vividata

Metrica
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100% ésuea med Music Al18-34

90% ./ Radio A18+

80% e

70% & Radio A18-34
g ©
§ 60% Streamed Music A18+
o
> 50%
o
g 40%

20% ‘® Podcasts A18-34

20% fnline Radio

(o)
10% Podcasts A18+
0%
@) 5 10 15 20 25 30

Weekly Hours

Source: Numeris PPM Radio, MTM Spring 2021, PHD estimates from
multiple industry sources, Canadian Podcast Listener
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Share of Audio Time

Al8+

Streamed
Music, 27%

Radio, 61% SE

\Online

Radio, 7%

Source:Numeris PPM Radio, MTM Spring 2021, PHD estimates from
multiple industry sources, Canadian Podcast Listener
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The COVID Effect

30%

20%

10%

1%

0%

=@—|nternet

-10%

-20%

-30%

-40%

-50%

Back to school
(september 20)

Winter (Jan to
March 21)

Lock down (mid- Summer (June to
march to june 20)) August 20))

Before (Jan to
mid-march 20)

Sources: Numeris PPM TV & Radio AvHrsWk (Cap); OOH Pattison Outdoor Furthest range of movement
(KM); AvHrsWKk (Cap) Internet SimilarWeb & PHD Estimates from multiple sources

:{ -6% —-e—-OOH
8% -1V

-0-Radio

1st Dose (April & 2nd Dose (June to
May 21) august 21)
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Total Subscription spends
increased during Covid

~$70

Average monthly household
expenditure on Cable, SVOD
and Newspaper

~8%

Increase vs 2019

Source: Cable from CRTC, SVOD estimated from MTM, Newspapers estimated from Vividata

$80.00

$70.00

$60.00

$50.00

$40.00

$30.00

$20.00

$10.00

$0.00

Estimated Subscription Costs per

Canadian Household

2016 2017 2018

m Cable m Newspaper

2019
mSVOD

2020
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Video Services Dominate Annualized Share of Subscriptions

$900
$800

$700

$600 Newspaper

/ 5%
$500

$400 A

$300
$200
$100

$0

$165
| $53

Cable/TV SVOD Newspaper

mCable/TV mSVOD mNewspaper

Source: Cable from CRTC, SVOD estimated from MTM, Newspapers estimated from Vividata
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Estimates suggest advertising
doubles revenue

Advertising
51%

$900
$800
$700

$600

$500
$400
$300
$200
$100

$0

$292
o S

Cable/TV SvVOD Newspaper Facebook Google Other Internet

B Subscription m® Advertising

Source: Cable from CRTC, SVOD estimated from MTM, Newspapers estimated from Vividata, Adspends from ThinkTV-compiled data from industry bodies and the Canadian Media
Concentration Research Project
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The Shift

Rise of Reporting
Engineered Serendipity
Digital Commerce

Shallow Living

Purpose Pervasion

The Industry
Perspective



technology?

:1(=111in good shape?
processes?

insights>

measuringEiseey



Reporting has become the
most common marketing
task’.

And its reliability is under
threat.

1. May 2021 global survey of 1,721 experienced marketing
professionals undertaken by PHD & WARC
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The ‘Attribution Gap’ is big

24h lookback window on clicks only (Safari & Firefox)
People refuse cookies on websites (any browser)
No tracking between apps (iOS)

29

User Opt-In for App tracking (iOS)
Cookie Data not currently blocked (Chrome)
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With some variation across devices

XX,

| —— —

Mobile Computer Tablet
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Walled Garden Reach & Time

100%
90% @
80% (£
70%
6 Adult Weekly Reach
o ©00% & Hours
- (a)
> 50% 2021
% Google  91% 3.4
g 40% Facebook  80% 4.5
30% Amazon 54% 1.6
Q Twitter 26% 1.4
20% Pinterest  15% 03
o @ Snapchat 7% 0.7
10%
@ @ TikTok 5% 0.0
0%
0.0 0.5 1.0 1.5 2.0 2.5 3.0 3.5 4.0 4.5 5.0

Weekly Hours

Source: Vividata Metrica Summer 2021, A18+
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Total: 29,060,000

Amazon Only
1%

Facebook

2Ahghree
50%

Facebook Only
2%
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The ‘media time' in the Walled Gardens

100%
%0% F—F——F——

so% e (£

70% @

60%

50% :

40% /!

30% /
v

- ©
g== Ee

0%
0.0 0.5 1.0 1.5 2.0 2.5 3.0 3.5 4.0 4.5 50

Weekly Hours

Weekly Reach

Source: Vividata Metrica Summer 2021, A18+ 35
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The wider context

100%

90% @

80% 0
70% @

e

§ 60%

o @

> 50%

% ‘ Newspaper

O 40% :

< @ Magazine
30% 0
20%

10% g®

0%
0.0 5.0

Source: Vividata Metrica Summer 2021, A18+

.Other Internet
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10.0

Weekly Hours
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The COVID effect on time

40%
30%

20%

10% 1%

=@—|nternet
=0-0O0H

:{ -6% TV
-8% -0-Radio

0%

-10%

-20%

-30%

-40%

-50%
Before Lock down Summer Back to school Winter 1st Dose 2nd Dose

Sources: Numeris PPM TV & Radio AvHrsWk (Cap); OOH Pattison Outdoor Furthest range of movement
(KM); AvHrsWKk (Cap) Internet SimilarWeb & PHD Estimates from multiple sources
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The COVID effect on attention?

40%

30%

20% S H.-\\\\\\\.
10% N%
=®-Time (Top 100)

0% -0-\isits

.y ® \ —o—Attention Index
- (]

-20%

-30%

-40%

-50%
Before Lock down Summer Back to school Winter 1st Dose 2nd Dose

Sources: Internet SimilarWeb & PHD Estimates from multiple sources
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Ad attention is already shallower

Seconds of attention
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Digital ad growth tightly linked to Digital Commerce

Internet Share of Spend vs eCommerce Share of Retalil

100% 5%
80% FA
O,
60% 49.7% =32% 3%
? 42.6%
. 37.1%

40%  282% 3.4% - —@ -
20% 1%
0% 0%

2013 2014 2015 2016 2017 2018

® Share of Spend = eCommerce Share of Retalil

Source: Think TV compilation of Ad Spend data & Statistics Canada Table 20-10-0065-01 Retail trade, total sales and
e-commerce sales, Table 20-10-0072-01 Retail e-commerce sales, unadjusted
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As Digital Commerce accelerates, the pressure

mounts

Internet Share of Spend vs eCommerce Share of Retall
160%

140%
120%
100%
80%
%
60% —— 42.6%
170

40% 28.2% 31.4% - -
o— &

20%

0%
2013 2014 2015 2016 2017 2018 2019 2020

® Share of Spend = eCommerce Share of Retalil

Source: Think TV compilation of Ad Spend data to 2019. Ad spend for 2020 and 2021 estimated using SMI trends. Statistics Canada
Table 20-10-0065-01 Retail trade, total sales and e-commerce sales, Table 20-10-0072-01 Retail e-commerce sales, unadjusted

2021
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5%

4%

3%
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1%
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The biggest websites tend
to get the most traffic from paid
sources

Total Traffic vs Paid Traffic
40.0

— 350 airbnb.ca /.

c
Is 30.0
E 25.0 ) @© expedia.ca
E 50.0 booking.com .~
g . o
j 15.0
= kayak.
€00 o R2 = 0.64
= - @ vrbo.com
. ‘— trivago.ca
0.0 ®
0.0 5.0 10.0

Paid Traffic L12M (millions)

Source: Similarweb, November 2020 to October 2021.
Desktop/Laptop only

A Digital

Media
Paradox
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Total Traffic vs Paid Traffic

9.0

8.0
7 ?
c 7.0 tesla.com -~
o
= 6.0 '
‘;’ 5.0 ;

mercedes-

% 4.0 benzca - audica
% 3.0 bmw.ca \”/
© 20 acura.ca — 2 =
— \. lexus. caR =092

1.0 o -

0.0

0.0 0.2 0.4 0.6 0.8

Paid Traffic L12M (millions)

Source: Similarweb, November 2020 to October 2021.
Desktop/Laptop only
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8.0
270

A
O O
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O —= N W
O O O O

0.0%

Total Traffic vs Share from Paid

~—tesla.com

R2=0.95

~ mercedes-
benz ca
audl ca

bmw.ca f
lexus.ca N e

acura.ca .

20.0% 40.0% 60.0%
Share of Traffic from Paid
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Mass Market

Cars

Total Traffic vs Paid Traffic

12.0
toyota.ca
- 10.0 \‘
C honda.ca
0
= 80 )
§, hyundaicanada.com ‘\
S 6.0 ford.ca
N
T ) .
nissan.ca

O 3
& 40 vw.ca ‘\ R2 =0.8]
o dmtsub|sh|\‘\_..- kia.ca
= 20motorsca .o

0.0 \‘ ramtruck.caChevrdet'ca

0.0 1.0 2.0

Paid Traffic L12M (millions)

Source: Similarweb, November 2020 to October 2021.
Desktop/Laptop only

Total Traffic vs Share from Paid

12.0

)
O
o

8.0

6.0

4.0

Traffic L12M (millions

2.0

0.0
0.0%

e toyota.ca

honda.ca

.\ R2=0.67

W hyundaicanada.com

ford.ca

nissan.ca - ™. kia.ca
\. i chevrolet.ca

. ramtruck.ca
vw.ca ...... mltsu bishi-
motors.ca
20.0% 40.0% 60.0%

Share of Traffic from Paid



Furniture

Stores

Total Traffic vs Paid Traffic Total Traffic vs Share from Paid

90.0 90.0

80.0 lkea.com \‘ 80.0 @  keacom
2700 2700
© 0
= 60.0 = 60.0 .
£ E
— 50.0 — 50.0 : R2 = 0.91
> > B
N 400 N 40.0
— try.ca .~ — B .
é 200 sleepcoun ry‘i?,.- 0 300 ;@k.com

'.". 2 = u: .‘..

© 20.0 t?e\brickcom R1=0.96 © 20.0 structube.com
£ - » £ o

10.0 ©— lconsca 10.0 comecn @ sleepcountry.ca

. e article.co
0.0 artlcle.COFﬂ 0.0 ./ ........................
0.0 50 100 15.0 0.0% 20.0% 40.0% 60.0%
Paid Traffic L12M (millions) Share of Traffic from Paid

Source: Similarweb, November 2020 to October 2021.
Desktop/Laptop only
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Grocery

Stores

Total Traffic vs Paid Traffic Total Traffic vs Share from Paid
25.0 16.0
. realcanadians 14.0 @  'Mmetroca
3 20.0 uperstore.ca-.-:b fg
0 O 12.0 iga.net
£ 150 g 100 o R2 = 0.67
= ‘\ L .~ nofrills.ca
S ~‘metro.ca S 80 ./
N
S 100 nofnllscak ‘ g 60 PY
&(:S; loblaws.ca R2 = 0.95 é 4-0 loblaws.ca ./— sobeys.com
= © ™
— 5.0 ‘ l sobeys.com = /. e .
2.0 foodbasics.ca el .
0.0 ® 0.0
0.0 jI.O . 2-0. . 3.0 0.0% 10.0% 20.0% 30.0%
Paid Traffic L12M (millions) Share of Traffic from Paid

Source: Similarweb, November 2020 to October 2021.
Desktop/Laptop only
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“The concern is that the vast dollars of
global marketing spend are being spent by non-

marketers who view
: that brands don’t matter;

consumer choice is rational;
we work with perfect information;

consumers maximize utility; and everything is
rationally evaluated.”

Les Binet
Adam&EveDDB's Head of Effectiveness

PHd Make the Leap
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Mental
Availability

Digital
Avalilability

Physical

Availability
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Winning Digital Availability may require
shifting ‘physical rent’ into ‘digital rent’

Estimated Annual ‘Total Cost per Household’
$1,000

$900
$800
$700
$600
$500
$400
$300
$200
$100

$0

Subscription Advertising Estimated Retail Rent and Maintenance
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Estimated Carbon Footprint of
10 million:

Video Impressions = ~47 tanks Display Impressions = ~9 tanks
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Newfoundland
10Tanks

Alberta
245 Tank .
BC e . Nova Scotia
A Tarme Manitoba 185 Tanks
1Tank New Brunswick
. 87 Tanks
Ontario
Saskatchewan 12 Tanks Quebec
205 Tanks 0.4 Tanks



28%

of emissions In the
UK from advertising-
created demand

o
$  https//www.marketingweek.com/marketers-shape-consumer-demand-sustainable-future/
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Reporting is more important
than ever to marketers...

Digital media is key
to website traffic...

Digital spend is
up...

...but ‘standard reporting’ is
less complete than before

...but some of it may be more

like rent than advertising.

...and it likely needs
to go higher




Canadian Media Usage Study 2021
30 November 2021

pHd




Device penetration

TV weekly time/reach, 2020

Radio weekly time/reach , 2020
Internet weekly time/reach , 2020
Magazine weekly time/reach , 2020
Newspaper weekly time/reach , 2020

TV (Linear+OTT), weekly time/reach, 2020

pPHd Make the Leap

Online audio weekly time/reach
Podcast weekly time/reach and tuning
dynamics

Streamed music weekly time/reach
Video Reach/Time

Share of Video Time

Momentum

Share of Ad Spend

eCommerce sales

Sources

MTM Fall 2020/ Spring 2021 unless indicated otherwise as PHD estimated.

Numeris, Fall'’20/Spring’21 PPM averaged.

Numeris, Fall'20, Diary

Vividata Spring 2021

Vividata Spring 2021, generic question.

Vividata Spring 2021, 72 daily rollup.

Numeris Fall’20/Spring’21, Numeris Vam September , Vividata Metrica, PHD estimates
Numeris PPM Fall 2020

The Canadian Podcast Listener, Audience Insights Inc., Ulster Media.

MTM Fall 2020/Spring 2021, reduced by PHD estimate of respondent over claim.

MTM Fall2020/Spring 2021, Vividata Metrica, PHD estimates, Numeris PPM

Numeris PPM TV, VAM, PHD estimates from multiple industry sources, Vividata Metrica
Compiled from sources used throughout document

Think TV compilation from multiple sources, IAB Canada Revenue Report, PHD estimates
Statistics Canada Table 20-10-0065-01 Retail trade, total sales and e-commerce sales
Time spent as summarized in CMUST 2020

<919y pauon!sod 191004>
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Share of Video Time
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phdmedia.com

[End slide: v3] <Message>
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100%
90% @
80%
70%
60%
50%

40%

Weekly Reach

30%

20%

10% QD@@B
0%
0.0 20.0 40.0 60.0 80.0
Weekly Minutes
Source: Vividata Metrica Summer 2021, A18+

f

Adult Weekly Reach

& Hours
2021

GCoogle  88% 57.4
Facebook  80% 120.6

Amazon 14% 2.0

Twitter  26% 15

Pinterest 13% 1.6

Snapchat 7% 3.8

TikTok 5% 0.1

100.0 120.0

140.0
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Facebook

24,357
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Google Only
14.4%

Total: 28,482,000

Facebook

24,357

Amazon
4 307

Amazon Only
0.1%

Facebook Only
5.3%

Total

Total GOOGLE
Total FB
Total Amamzon

Amazon AND FB
AND Google

Amazon AND FB
Google AND FB
Google AND Amazon
Amazon only
Google Only
Facebook Only

28,482

26,890
24,357
4,307

3,896
3,955
22,800
4,213
35
4,090
1,498



