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A 20-yeadr trend
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The last 3 years: Linear TV continues it’s decline
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14 Categories 400+ Brands 10 Yeadrs
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On Average:Big Brands Lost. Little Brands Gained.

Aggregate Market Share Change by Size of Brands: 2014-2023

Beauty and Personal Care 12%
Department Stores 10%
Airlines 6%
Passenger Cars 4%
Ecommerce 4%
Home Care 4%
Snacks (2015 vs 2024) 3%
Staple Foods | 0%
Grocery 0% |
Specialty Store 0% I
Hardware Stores -2%
-25,0% -20,0% -15,0% -10,0% -5,0% 0,0% 5,0% 10,0% 15,0% 20,0%
Brands in Bottom 50% of Revenue m Brands in Top 50% of Revenue

25,0%
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Big Brands that invested more in (offline) media tended to see more growth

8 out of 14

Categories showed a clear relationship between sustained
offline share of voice and brand growth
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Anxiously Modestly Relaxed Musically Busy
Affluent Content Retirees Happy Breadwinners
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Size &
Median Age

Affluence &
Employment

Life Stage &
Family Structure

Category
Propensities

Total Canada

Anxiously
Affluent

5 MM (16%)
Age 39

HHI:$89 Kk

Full-Time (i: 121)
$150k+ (i: 130)

Single,
Starting to have
children

WINNERS HOMESENSE

PersonalAppearance
categories,Food
Delivery

Busy

Breadwinners

8.9 MM (28%)
Age 4 6

HHE: $Q 1K
Full-Time (i: 126)
$200k+ (i:124)

Married,
with young
children

wiwers [

—
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\ TIRE 4
\ /

S==WHOLESALE y
\/I

Children’s products,
Travel, Financial
Services

Modestly
Content

5.6 MM (17%)
Age 50

HHI: 875K
Part-Time (i: 1m1)
Unemployed (i: 166)

Single,
Living alone

Walmart

Financial Services,

Alcohol,Pet food

Musically
Happy

3.1MM (10%)
Age H1

HHI: $8 9 Kk

Full-Time (i: 110)
Unemployed (i: 123)

Separated,
with older
children

SHOPPERS

DRUG MART

&

Cosmetic,Gardening
supplies,
books

Relaxed
Retirees

9.6 MM (30%)
Age 64

HHI: $8 1K

Retired (i: 174)

Married,
Empty nesters

5 Jean Coutu

SHOPPERS

DRUG MART

W ill/Estate planning,
Lottery
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Ecommerce Usage is Back on Long Term Growth Trends

Share of Retail Sales Occurring Online (Statistics Canada Data)
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Amazon eCommerce strength unparalleled in physical retail

Amazon vs rest of Ecommerce
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. o,
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. . 2,00%
physical retail
1,00%
0,00%
2017 2018 2019 2020 2021 2022 2023

®@2024 PHD  Source: Statistics Canada (for non-Amazon and total retail), Euromonitor (for Amazon), Total Canada 23



eCommerce Penetration Varies by Category

Share of Spend - eCommerce vs Physical Retail by Category
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Retail Media is Forecast to be 25% of Paid Media by 2028
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Forecast Total Ad Spend & Retail Media Spend

$1in $7

$5 900

$1in $4

$6 850

20
$2 570 $3 220 $3980 $49

2023 2024 2025

Total Ad Spend

Source: eMarketer, Various Sources via Think TV & PHD Projections, Total Canada
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Linear Television Continues to Dominate Reach & Time Amongst ‘“Total Adults’
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TV ‘ 91% 27.7
YouTube o 48% 2.4
Amazon ‘ 33% 1

Netflix ‘ 27% 1.2
BVOD O 16% 0.3
Disney+ @ 9% 0.3
Crave ‘ 6% 0,1
Twitch 3% 0,2
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Under
30
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Platform reach is not necessarily ad reach.

B Ad Reach # Total Reach

91%

33%

27 %
9% 6%

NETFLIX prime video .CB%\ CRave

N NEP+

Source ! PHD Database, A18+, AvMtlyReach(%), Canada, Jan-July 2024
(AVERAGE : VAM-Numeris (Reach) MTM (Reach + Reach with Ads) & Vividata Metrica (Reach with Ads))

Source: Numeris PPM TV, VAM, PHD estimates from multiple industry sources, Vividata Metrica, Quebec
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Significant Overlap in Subscription Types - especially between TV and Streamers

NETFLIX prime video :st@+ cRrave
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Source: PHD estimates Numeris PPM TV, VAM, MTM, Vividata Metrica, Québec
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Time Spent by Device Shows High Potential for Addressability

Under 55+
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Source: Numeris PPM TV, VAM, PHD estimates from multiple industry sources, Vividata Metrica, Québec
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Radio continues to be #1 overall
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85%
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@ Paid Subscription
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Under 55+
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Meta Dominates Social Media Reach & Time
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Source: Numeris PPM TV, VAM, PHD estimates from multiple industry sources, Vividata Meftrica, Quebec
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Weekly Reach & Hours

Facebook ﬁ 77% 6.2
Instagram 1% 2.5
X @ 26% 2.5
TikTok @ 22% 3.3
LinkedIn ® 19% 0.5
Reddit A % 238
Pinterest @ 1% 0.7
Snapchat @ 6% 1.7
Threads @ 1% 0.3

5,0 6,0

7,0
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Under 55+
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Digital News & Content Dramatically Extends Print Reach & Time
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News & Content have comparable reach but less than time than leading socials
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News Consumption Appears to have Stabilized Post Meta Removal

Before Meta Removal:
Monthly Visits of 150 News Sites in Canada
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©2024PHD  Source: Desktop and Mobile Web Visits of 150 Canadian News Sites with data drawn from Similarweb, Total Canada

After Meta Removal:
Monthly Visits of 150 News Sites in Canada
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Not all News Providers are Performing Equally
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August, September, October vs the Same Period Last Year

46% were flat or up

B YoY Change

Source: Desktop and Mobile Web Visits of 150 Canadian News Sites with data drawn from Similarweb, Total Canada
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The Implications: Overall

More digital
media =
more
diversified
experiences
In digital

‘Real life’
tends to
have a big
Impact on
how we use
media

We tend to
over-
estimate the
scale of the
‘biggest’
players*

NEVWERS
Content
doesn’t get
the credit it
deserves

We should
probably all
listen to
more music



The Implications: Advertisers & Agencies

Stay ahead Get toknow  Winlike a Win like a Measure the
of the shift your market  small brand:  big brand: short, and
to Retail beyond the carving out Investing the long
\V[Telfe platforms effective consistently

targeted and
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The Implications: Media Owners & Sellers

Stay ahead Get toknow  Winlike a
of the shift your market  small brand:
to Retall beyond the carving out
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Make it
easier for
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