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Adult Weekly Reach & Hours

20 0 1 20 19

TV 96% 25.5 93% 25.2

Ra d io 94 % 21.4 8 7% 14 .6

Ne w sp a p e r 8 2% 3.1 4 8 % 0 .9

Ma g a zin e 73% 1.3 4 7% 0 .2

In t e rn e t 52% 5.2 95% 25.1

An 18-year trend

So u rce s : (Lin e a r) TV & Ra d io  fro m  Nu m e ris P P M, P rin t  fro m  Vivid a t a , In t e rn e t  fro m  Vivid a t a
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Adult Weekly Reach & Hours

20 0 1 20 20 20 21 20 22

TV 96% 25.5 92% 24 .8 8 9% 23.6 8 7% 22.1

Ra d io 94 % 21.4 8 9% 8 .2 8 5% 7.3 8 6% 7.2

Ne w sp a p e r 8 2% 3.1 4 8 % 0 .9 4 4 % 0 .8 4 0 % 0 .6

Ma g a zin e 73% 1.3 4 8 % 0 .3 4 3% 0 .2 32% 0 .3

In t e rn e t 52% 5.2 98 % 25.1 98 % 23.7 97% 25.4

To t a l TV Est im a t e
(Lin e a r & OTT)

The last 3 years: accelerating trends

So u rce s : (Lin e a r) TV & Ra d io  fro m  Nu m e ris P P M, P rin t  fro m  Vivid a t a , Dig it a l fro m  Vivd ia t a a n d  P HD Est im a te s
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Presenter Notes
Presentation Notes
https://thenounproject.com/icon/workman-284880/
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30-54 55+
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Under 
30

Mobile & Desktop Time

Source: Vivid a t a Me t rica
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30-54Mobile & Desktop Time

Source: Vivid a t a Me t rica
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55+Mobile & Desktop Time

Source: Vivid a t a Me t rica
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So u rce : Vivid a t a Me t rica

Presenter Notes
Presentation Notes
MTM Streamed Music = 6.3 hr/wk
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So u rce s : MTM Sp rin g  20 20 , Fa ll 20 20  a n d  Sp rin g  20 21
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So u rce s : MTM Sp rin g  20 20 , Fa ll 20 20  a n d  Sp rin g  20 21
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‘Digital on TV’ varies across the cohorts

Source: VividataMetrica, TV gaming from PHD estimates using MTM and data from Samsung, TV streaming from VAM
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Presenter Notes
Presentation Notes
MTM Streamed Music = 6.3 hr/wk
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Source:  NumerisPPM TV, VAM, PHD estimates from multiple industry sources, Vividata Metrica

Video habits are 
evolving rapidly

Co n t e n t

AVOD Yo u Tu b e , Tw it ch  TV, TED, Da ily m o t io n

SVOD Ne t flix, Cra ve , Disn e y P LUS, Am a zo n  P rim e  
Vid e o , Ap p le TV P lu s , 

BVOD Be ll, CBC/Ra d io -Ca n a d a , Co ru s , Qu e b é co r, 
Ro g e rs , Té lé -Qu é b e c , TV5

30-54Under 
30

55+
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Presenter Notes
Presentation Notes
MTM Streamed Music = 6.3 hr/wk




Radio

Streamed Music

Podcasts

Online Radio

Radio

Streamed Music

Podcasts

Online Radio 

Radio

Streamed Music

Podcasts

Online Radio

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

0 2 4 6 8 10 12 14 16 18 20

W
ee

kl
y 

R
ea

ch

Weekly Hours

22Source:  NumerisPPM Radio, MTM Spring 2021, PHD estimates from multiple industry sources, Canadian Podcast Listener
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Presenter Notes
Presentation Notes
MTM Streamed Music = 6.3 hr/wk




Broader
Adoption

1. Me d ia  h a b it s  a re  b a ck t o  p re -
p a n d e m ic  t re n d s

2. Th e  30 -54  g rou p ’s  ‘co re ’ d ig it a l h a b it s  
a re  q u it e  s im ila r t o  t h e  you n g e st  
Ca n a d ia n s

3. Dig it a l t h rou g h  TV re p re se n t s  a  
s ig n ifica n t  g row t h  a re a  

4 . Dig it a l Com m e rce  is  m a in st re a m

5. ‘Ne w ’ con t e n t  sou rce s  re p re se n t  a  
m a jo r sh a re  o f t im e  fo r t w o  t h ird s  o f 
t h e  p op u la t ion
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Newspaper TV Radio General Magazines Out-of-Home Internet

Source: Multiple industry bodies via Th in kTV



Digital Commerce Growth Strongly Linked to Digital 
Ad Growth

Source:  Think TV compilation of Ad Spend data to 2021.   Statistics Canada Table 20 -10 -0 0 65-0 1 Re ta il t ra d e , t o t a l sa le s  a n d  e -co m m e rce  sa le s , Ta b le  20 -10 -0 0 72-
0 1 Re ta il e -co m m e rce  sa le s , u n a d ju s t e d
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Source: Extrapolated from: Statistics Canada. Table 20 -10 -0 0 72-0 1 Re ta il e -co m m e rce  sa le s  (x 1,0 0 0 )
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Presenter Notes
Presentation Notes
Let's consider the transition to e-commerce. Obviously there has been a lot of talk about how we have increased our adoption of ecommerce since the start of the pandemic so let's have a look at that trend what you see in the area is a projection of the trajectory with that we were on so if you take the trends from 2016 to February 2020 and you extend them counting for seasonality this is about where we would be as soon as recent as August 2020 great data from stats Canada. Now let's overlay where we really are and what you'll see is that after a period of massive growth in e-commerce things have settled down a bit we're still ahead of where we would have been but not nearly as much as you might expect in August we were about a year ahead of schedule in adoption of e-commerce on the trajectory that would set before the start of the pandemic
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Source: Vividata’s + P HD Vid e o  St re a m in g  Se rvice  St u d y, Ca n a d a  18 +, n =18 11, Oc t o b e r 20 22

Subscribe to Netflix

How  like ly a re  you  t o  su b sc rib e  t o  a  
TV/vid e o  s t re a m in g  se rvice  w it h  
a d ve rt is in g  if it  sa ve s you  $5 a  
m on t h ?

Very Likely

Somewhat Likely

Presenter Notes
Presentation Notes
A large share of hard-to-reach affluent and younger audiences are expressing interest in the ad-funded tier. We don’t yet know that it’ll be enough to justify the rates Netflix is aiming to charge, but it does look like they could be disruptive.” 



What impact might Netflix 
have?

30

~15% 
weekly reach

~$170MM 
a n n u a l re ve n u e  

So u rce :  P HD e st im a te s  fro m  Vivid a t a re se a rch , SMI, IAB Re ve n u e  Re p o rt  *a ssu m e s 75% o f ‘ve ry like ly’ a n d  25% o f so m e w h a t  like ly co n ve rt , 4  co m m e rc ia l m in u te s  p e r h o u r 
a t  b e s t  e s t im a te  o f cu rre n t  m a rke t  CP Ms a n d  a d  d u ra t io n  sp lit s

Estimated ‘Ceiling’ Based 
on Current Parameters*

~14% 
o f 20 21 Vid e o  To t a l

Video & Connected TV 
Scale Reference

~7.5x
To t a l ‘b ig  a g e n cy’ sp e n d  

w it h  CTV sp e c ia lis t s

~5% 
o f 20 21 TV To t a l

TV Reference 
Scale
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Source: Vivid a t a ’s + P HD Vid e o  St re a m in g  Se rvice  St u d y, Ca n a d a  18 +, n =18 11, Oc t o b e r 20 22

Subscribe to Netflix

How  like ly a re  you  t o  su b sc rib e  t o  a  
TV/vid e o  s t re a m in g  se rvice  w it h  
a d ve rt is in g  if it  sa ve s you  $5 a  
m on t h ?

Very Likely

Somewhat Likely

Ad-Funded Streaming is 
Likely to Attract Affluent 
Viewers too

Presenter Notes
Presentation Notes
A large share of hard-to-reach affluent and younger audiences are expressing interest in the ad-funded tier. We don’t yet know that it’ll be enough to justify the rates Netflix is aiming to charge, but it does look like they could be disruptive.” 



32

$0

$2

$4

$6

$8

$10

$12

$14

$16

$18

$20

19
63

19
64

19
65

19
66

19
67

19
68

19
69

19
70

19
71

19
72

19
73

19
74

19
75

19
76

19
77

19
78

19
79

19
80

19
81

19
82

19
83

19
84

19
85

19
86

19
87

19
88

19
89

19
90

19
91

19
92

19
93

19
94

19
95

19
96

19
97

19
98

19
99

20
00

20
01

20
02

20
03

20
04

20
05

20
06

20
07

20
08

20
09

20
10

20
11

20
12

20
13

20
14

20
15

20
16

20
17

20
18

20
19

20
20

20
21

Canadian Media Investments Over Time

Newspaper TV Radio General Magazines Out-of-Home Internet

Survey Based

‘Delivery’ Based

Source: Multiple industry bodies via Th in kTV



Not all impressions are equal…
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The results

34
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less than 60%Receptive 60%-69% Receptive 70%+ Receptive

Conversion Rate According to the receptivity of the placements

So u rce : Re ce p t ivit y fro m  Co n txt fu l; se le c t  P HD ca m p a ig n s 

Presenter Notes
Presentation Notes
The conversion rate increases with the increase in the receptivity of placements. We notice a conversion rate 4 times higher between placements with a receptivity above 70%.
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Walled Garden Reach & Time

So u rce :  Vivid a t a Me t rica Su m m e r 20 21, A18 +
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Marketplace & 
Measurement

1. Dig it a l Com m e rce  g row t h  h a s  
s low e d .  W e  a re  n ow  a b ou t  1 ye a r 
a h e a d  o f sch e d u le

2. Ad ve rt is in g  is  g row in g  re la t ive  t o  
su b sc rip t ion s

3. P osit ive  s ig n s  t h a t  a d -fu n d e d  
o ffe rin g s  w ill b e  a p p e a lin g  a lt e rn a t ive  
t o  su b sc rip t ion s

4 . Me a su re m e n t  con t in u e s  t o  b e  a  
c rit ica l q u e st ion
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1. Em ission  fa c t o r fo r e le c t ric it y in  Qu e b e c  
2. En e rg y con su m p t ion  o f lin e a r ca b le  TV / IP TV b roa d ca st in g
3. Em ission  fa c t o r o f lin e a r TV b roa d ca st in g  via  ca b le  / IP TV
4 . Em ission  fa c t o r o f lin e a r TV b roa d ca st in g  via  sa t e llit e
5. En e rg y con su m p t ion  o f a  TV 
6 E  t i  f  t h

A Complex Consumption Chain

Presenter Notes
Presentation Notes
The consumption chain of products and services is rather complex. And trying to calculate the carbon footprint of a product from its manufacture to its disposal is even more difficult. 
We can argue that advertising creates consumption and that this unbridled consumption makes us produce more products, which pollutes more.
 
But since media agency are not the source of all evils of the planet, we have concentrated our efforts on measuring the impact of our activities on 3 aspects: The storage of the content, routing & distribution of the ad, and our audiences ad consumption. (3 aspects in yellow).
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Carbon Intensity Varies by 
Channel
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Some estimates were made to data in order to 
maintain the same ‘cohorts’ across multiple data 
points.  The table below outlines the different age 
cuts required.
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Data So u rce

Sh a re  o f P o p u la t io n St a t is t ic s  Ca n a d a 0 -29 30 -54 55+

Sh a re  o f Ho u se h o ld  Sp e n d  b y Ag e  o f Re fe re n ce  P e rso n St a t is t ic s  Ca n a d a <30 30 -54 55+

Sh a re  o f a u d io  Tim e  MTM 18 -34 35-4 9 50 +

Sh a re  o f Vid e o  Nu m e ris /VAM 2-29 30 -54 55+

Sh a re  o f Vid e o  Me t rica /SCC 18 -29 30 -54 55+

30-54Under 
30

55+



Sources
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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 
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  

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
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