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2023
was the year 

AI became famous
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1/2
of media time is spent with 
algorithmically responsive 

content
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2/3
of advertising is 

transacted algorithmically.
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Overall 
Media Video Audio

Retail Events News
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We think in 
culture.
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Adult Weekly Reach & Hours

2001 2021

TV 96% 25.5 89% 23.6

Radio 94% 21.4 85% 7.3

Newspaper 82% 3.1 44% 0.8

Magazine 73% 1.3 43% 0.2

Internet 52% 5.2 98% 23.7

A 20-year trend

Sources: TV & Radio from Numeris PPM, Print from Vividata, Digital from Vividata and PHD Estimates
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Adult Weekly Reach & Hours

2021 2022 2023

TV 89% 23.6 87% 22.1 86% 20.5

Radio 85% 7.3 86% 7.2 86% 6.9

Newspaper 44% 0.8 40% 0.6 42% 0.6

Magazine 43% 0.2 32% 0.3 31% 0.2

Internet 98% 23.7 97% 25.4 97% 25.0

Total TV 
Estimate
(Linear & OTT)

The last 3 years: TV & Print Declines

Sources: TV & Radio from Numeris PPM, Print from Vividata, Digital from Vividata and PHD Estimates
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Newer Canadians (<5 years) have distinct media 
habits

Source:  Vividata Metrica Winter 2023

-60

-40

-20

0

20

40

60

In
-t

o
w

n
 T

ra
ve

l

In
te

rn
et

So
ci

al
 M

ed
ia

N
ew

sp
ap

er
s

M
ag

az
in

es

P
u

b
lic

 T
ra

n
si

t

TV

O
n

lin
e 

V
id

eo

M
u

si
c 

S
tr

ea
m

in
g

O
n

lin
e 

R
ad

io

P
o

d
ca

st

R
ad

io

In
-t

o
w

n
 T

ra
ve

l

In
te

rn
et

So
ci

al
 M

ed
ia

N
ew

sp
ap

er
s

M
ag

az
in

es

P
u

b
lic

 T
ra

n
si

t

TV

O
n

lin
e 

V
id

eo

M
u

si
c 

S
tr

ea
m

in
g

O
n

lin
e 

R
ad

io

P
o

d
ca

st

R
ad

io
In

-t
o

w
n

 T
ra

ve
l

In
te

rn
et

So
ci

al
 M

ed
ia

N
ew

sp
ap

er
s

M
ag

az
in

es

P
u

b
lic

 T
ra

n
si

t

TV

O
n

lin
e 

V
id

eo

M
u

si
c 

S
tr

ea
m

in
g

O
n

lin
e 

R
ad

io

P
o

d
ca

st

R
ad

io

More than 10 
years in Canada

5-10 years in 
Canada

Less than 5 years 
in Canada

In
d

e
x

e
d

 t
o

 A
18

+



0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

Computer Smartphone Tablet Smart TV Gaming
Console

Smart Speaker ChatGPT

18
Source: MTM Spring 2023

Under 
30 30-54 55+ Newcomers        

(<5 years)
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We learn through narrative: 
video We think in 

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

Continued Adoption of 
Digital Video

Content

AVOD YouTube, Twitch TV, TED, Daily motion

SVOD Netflix, Crave, Disney PLUS, Amazon Prime 
Video, AppleTV Plus, 

BVOD Bell, CBC/Radio-Canada, Corus, Quebécor, 
Rogers, Télé-Québec, TV5

30-54Under 
30

55+



Middle Cohort Adopting Fastest
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Platforms differ in their device distribution
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Dramatic drops in Top TV ‘shows’ in the last decade
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Carbon efficiency is a growing concern

Source: Scope 3
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We ruminate in patterns: Audio

We think in 
nature
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28Source:  Numeris PPM Radio, MTM Spring 2023, PHD estimates from 
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We think 
through 
imitation
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We think in 
physical 
spaces



33
Extrapolated from: Statistics Canada. Table 20-10-0072-01 Retail e-commerce sales (x 1,000), with PHD forecasts
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Under 
30

30-54 55+ Newcomers        
(<5 years)

Source: Vividata Metrica



Each of the cohorts spend 
similar amounts monthly

35

$159 
Online spent 
past month

$185 
Online spent 
past month

$154 
Online spent 
past month

$173 
Online spent 
past month

Source: Vividata Metrica



Pureplay Retailers Dominate Time – especially amongst 
younger groups
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We think 
through 
dialogue



There’s been a lot of dialogue 
about Bill C-18

38

June 22nd 

Adoption of Bill C-18 in Canada.

Meta announced its intention 
to block access to Canadian 
news on its platforms.

August 1st

Meta starts blocking access to 
Canadian news



Facebook Traffic was not 
significantly impacted

39Source: Similarweb, Total Canada, App analysis : engagement, Facebook, Jan 2022 to Aug 2023
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Vs. 
Previous 3 

Months

Vs. Same 
Period 

Last Year

Web -4.0% -8.1%

Mobile 7.7% 8.0%

News traffic declined – but not 
dramatically

40Source: Similarweb, Website Visits to 150 Canadian news sites and App users to a selection of 20 Canadian news apps.
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It’s looking like there will be 
‘winners and losers’

41
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Measurement 
framework 

that 
measures 

attention and 
outcomes 

Media 
habits vs. 

Media 
spend

2 big questions Marketers ask: 

42

Can I reach 
consumers 

with 
Canadian 
media?

Is it more 
expensive 
to invest in 
Canadian 
media? 



Google, 18+, 91%

Meta, 18+, 79%

News, 18+, 62%

Amazon, 18+, 55%

Whatsapp, 18+, 26%

LinkedIn, 18+, 24%

TikTok, 18+, 22%

Reddit, 18+, 19%

Pinterest, 18+, 13%

Snapchat, 18+, 10%

Wechat, 18+, 3%
0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

0.0 0.5 1.0 1.5 2.0 2.5 3.0 3.5 4.0 4.5 5.0

W
ee

kl
y 

R
ea

ch

Weekly Hours

43

News would be the 3rd biggest ‘walled garden’

Source:  Vividata Metrica Summer 2023, A18+



Platforms get a disproportionate share of internet 
spend

44
Source:  Vividata Metrica Summer 2023, A18+, Canadian Media 
Concentration Research Project
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Measuring quality of impressions is increasingly 
important

Source : OMG campaigns

6.3
seconds

16
seconds

Major 
Platform

Canadian 
Publisher 1

Canadian 
Publisher 2

Canadian 
Publisher 3 Canadian 

Publisher 4



46
Source : Touché! Campaign (July to September 2023 vs previous year same period)

Lots of ‘anecdotal’ evidence
about the lift of a news-forward
strategy

+ 30%
YoY media 

Media
Budget

- 22%
CPA vs. 

previous 
year



Industry recommendation

47

25%
of total digital dollars

Inline with media habits of Canadian 
consumers.

May improve media efficacy.

Will have a stronger financial impact than Bill 
C-18.
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Overall 
Media Video Audio

Retail Events News
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