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20235

was the year
Al became famous
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1/2

of media time is spent with
algorithmically responsive
content

(0]
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2/3

of advertising is
transacted algorithmically.

n



It's the stuft outside
your head that
makes you smart.

The Extended Mind
by Annie Murphy Paul

ON SALE NOW!
www.AnnieMurphyPaul.com



Distribution of selected numbers: "Choose an integer number between 1 and 100"

Overall

Temperature

3 37 4z 4750 57 73 100
Number selected by GPT
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Distribution of selected numbers: "Choose an integer number between 1 and 100"
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A 20-year trend
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The last 3 years: accelerating trends

Weekly Reach

100% ®

Total TV
Estimate

Linear & OTT

90% /!
80%
o)
70% Adult Weekly Reach & Hours
2021 2022 2023
60%
V@ 94% 305 93% 288 92% 274
Radio @ 85% 73 86% 72 86% 69
[0)
20% .! Newspaper. 50% 0.7 44% 0.6 42% 0.6
O Magazine 3% 02 34% 03 3% 02
(0]
40% @ Internet @ 98% 237 97% 254 97% 250
30%
@) 5 10 15 20 25 30 35 40 45

Weekly Hours

Sources: TV & Radio fromm Numeris PPM, Print from Vividata, Digital from Vividata and PHD Estimates
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Population by Age
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Distribution of selected numbers: "Choose an integer number between 1 and 100"

1 37 42 4750 57 73 100
Number selected by GPT

2023 is the year of Al, but Al is
already in (almost) every house in
Canada

TV is growing and fragmenting

Print's decline is continuing

Newcomers' habits are closer to the
youngest generation
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Video habits are
evolving rapidly
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Linear TV
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15,0

Linear TV

55+

Linear TV
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YouTube, Twitch TV, TED, Daily motion

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

Bell, CBC/Radio-Canada, Corus, Quebécor,
Rogers, Télé-Québec, TV5
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Similar Appetite for Video -
Different Tech Adoption

Weekly Reach
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Platforms differ in their device distribution
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Conventional  Specialty TV Netflix Prime Video YouTube Twitch Disney + TikTok AppleTV+
TV
m Mobile m PC/MAC E Tablet TV & Smart TV or TV-Connected Device - ALL Devices

Source: Numeris VAM, Mar 27 to June 25, 2023
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Content releases drive audience behaviour
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Linear TV maintains more scale and consistency
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Top TV ‘shows’ are resisting TV audience erosion but

Playback accounts for half of the viewing
AVERAGE TOP 10 AMA (000)

136'7.7 1293.6

TOP 10 2022/2023

TOP 10 2012/2013
E Live mPlayback
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Sports on linear TV has been impacted as well

SIMULTANEOUS VIEWING AVERAGE AMA A18+

741.8

660.1 o647

378.1

286.2
2782

181.4

107

51%

49%

SUPERBOWL SUPERBOWL COUPE GREY COUPE GREY NHL PLAYOFFS NHL PLAYOFFS HOCKEYS HOCKEY
2012/2013 2022/2023 2012/2013 2022/2023 2012/2013 2022/2023 CANADIENS CANADAIENS
2012/2013 2022/2023

m Simultaneously  mNot simultaneously
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Last year we showed how carbon
intensity varies by medium

gCO2 /1,000 seconds (Index 100 = Linear TV)
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Carbon efficiency is an increasingly critical
consideration
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We think in’

narrative.

\

Canadians crave long and short
video stories

TV is the main device for narrative

Platforms are scheduling some of
their content to create hype

Broadcasters are trying to adapt
their offer and fighting for scheduled
intuition despite live viewing erosion

34
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Habits stay
similar I Under % 30-54 @

Music Talk Music Talk Music

Digital
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Adults 16+
50%

45%
35% @ ------""""""" ®----" 1

30% ‘----""""’".’—"— @
25% ____-_-—-". St :‘
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.---""-------- f” -
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------------- - ——‘_—
- -
15% L
- ”—
-

10% ®

5%

0%
2018 2019 2020 2021 2022 2023
—&— Movie Theatre (last 3 months) - ®- Music Concert
- @~ Cultural event (live theatre, museum, Art Gallery) Amusement/zoo
- ®=- Social event (pubs, nightclubs) - ®- Pro-Sports

Sources: Vividata Fall, 2018 to 2023. Questions were not asked in Fall 2021.
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Under ), 30-54
30 ‘.-:Vf F
50%
45%
40% O ®
35% .

30% . T

25% & . 3
o

Movie Theatre (last Music Concerts Cultural events (live Amusement/zoo Social events (pubs,

20%
15% .
10%
5%
0%
3 months) theatre, museum,
Art Gallery)

Source: Vividata Fall 2023. “attended last 12 months”

Newcomers
(<5 years)

nightclubs)

Pro-Sports
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We think

through
imitation

Covid disrupted the way Canadians
live through content and events

There is a growing interest to
participate in live events, but
attendee levels remain lower than
pre-pandemic period

Youngest generation and
newcomers are the first ones to
(re)live cultural and sport
experiences

44






Share of Retail Sales Occurring Online
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Time Spent -

Shopping

Categories

45

Weekly Minutes
— _ N W N
o m o &» & & o

o

Mass Retalil

Source: Vividata Metrica

Clothing,
Footwear &
Accessories

Groceries

Other

30-54

House & Home

Pets

Electronics

Newcomers
(<5 years)

Beauty, Health Sportswear,

& Wellnhess

Sporting
Goods &
Qutdoor
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Each of the cohorts spend

similar amounts monthly

Y
-1\ 4159 $185
( /" online spent -\ Online spent

7 past month \ past month
| ‘

Source: Vividata Metrica

:
il

‘I S154

f TS Online spent

past month

$173

Online spent
past month
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Pureplay Retailers Dominate Time - especially
amongst younger groups

Minutes per Week

40
35
30
25
20

15
10

ource: Vividata Metrica & PHD categorization

Time Spent on Shopping Sites/Apps

30-54 55+

= General Retail = Brand = PurePlay

Newcomers (<5 years)
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physu:al
~ spaces

eCommerce growth is back on pre-
pandemic trend

Canadians are spending 90 minutes
on average shopping online... every

week

Pureplay players have great power
of attraction

50
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There's been a lot of dialogue
about Bill C-18

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

52



News traffic declined -
but not dramatically

Post ‘Cut
Off’

pPHd Make the Leap
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It's looking like there will be
‘winners and losers’

800%

700%

600%

500%

400%

300%

200%

100%

0%

-100%

-200%

Change vs Last Year

53%

of sites saw visit
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October vs last
year
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2 big questions marketers ask:

Measureme.
framework

Media
habits vs.
Media
spend

that
measures
attention and
outcomes
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Platforms get a disproportionate share of

internet spend

Share of Internet Time

oo Snapchat;
Amazon; 2% 2%

Pinterest;
\ ‘ é_ 0%

—

X; 3%

TikTok; 4%

Other; 33%

Meta; 24%

Google; 31%

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

Viewability/Audibility by Media Partner

Canadian Canadian
100% Publisher 1 Publisher 3
A
E ATt .
580 Canadian
u Publisher 2
=
=  AD% Major
Platform
s A 7 g g 10 11 12 1 14
Average Time-In-View (Sec)
seconds

seconds

Source : OMG campaigns

Canadian
Publisher 4

D

18
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Lots of ‘anecdotal’ evidence about
the lift of a news-forward strategy

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

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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' We think

through
dialogue

... but dialogue is broken between
Canadian government and Meta

News platforms have done a great
job attracting Canadians to their
sites and apps

As marketers, we must evaluate
platform performances beyond
cost / impression

63



Distribution of selected numbers: "Choose an integer number between 1 and 100"

Overall

Temperature

3 37 4z 4750 57 73 100
Number selected by GPT
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