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Media investments
need to work harder 
than ever to deliver 
outcomes

TODAY’S COMPLICATED 
ENVIRONMENT

Fragmentation of media consumption

Multi-screen Competition for consumer 
attention

Migration from Linear to streaming TV 

The shift to streaming leads to fewer 
impressions

Technologies for commercial avoidance

Advanced audiences require precision targeting



Data is the new oil… 

Illustrated by David Perkins

- Clive Humby 

It's valuable, but if 
unrefined it cannot 
really be used.



SURVEY + BEHAVIOURAL DATA 

Combining data sources 
can help address the 
challenges of today’s 
audience targeting 
and measurement. 
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New, Enriched Audience Dataset
Modelled to the Household level 

The SCC | Study of the 
Canadian Consumer can 
be used as the Rosetta Stone 
to enrich data, beyond 
demographics. 

VIVIDATA + CONSUMER ORBIT 



Vividata Spatial
A FIRST LOOK

Powered by Consumer Orbit 

https://vividata.ca/


Merging survey 
and behavioural 
data gives 
advertisers ... 

VIVIDATA + CONSUMER ORBIT 

More accurate and granular insights by giving 
added dimension to target households 

Greater precision in measuring marketing 
strategies across media platforms

Cost efficiency 

The ability to create truer shopper segments 
within retailer neighbourhoods

Leverage the most up-to-date data, from 
brand use, intention, media behaviour, and more 



Modelling a near perfect match.  
VIVIDATA + CONSUMER ORBIT | IN ACTION 

Online Search: Apparel & Accessories 
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Drive effective reach by aligning media with in-market audiences.
VIVIDATA + CONSUMER ORBIT | IN ACTION 

ALIGNMENT
Focus on where audiences 
are active

GRANULAR PROSPECTING
Align GEOs with in-market 
consumers



“95% of decision making… is subconscious.” 



People resonate with content based on 
their motivations, or psychological drivers 



Using Vividata Drivers to align 
Media to Canadian Consumers

VIVIDATA + RMT

EASY TO USE
DIY in Vividata’s SCC with motivations  
tagged to every respondent

MOTIVATIONS + GRANULARITY  
Create complete audience and consumer 
profiles using 60K+ variables



Drivers where Institution Considered for Next Mortgage
SCC | STUDY OF THE CANADIAN CONSUMER

Source: SCC | Study of the Canadian Consumer Spring 2024 
Base: Driver Tagged Canadians 18+

BelongingStatus/ 
Prestige

Love Creativity Aspiration Fitness Competency

SecurityWealth/ 
Success

Heroism/ 
Leadership

Achievement Power The Good Life Self-
Knowledge

Self-
Transcendence/
Enlightenment

Re-Newers

Intenders

Proportion of high resonance individuals for each driver among RBC Mortgage Target Audience:
Mortgage Re-Newers Mortgage Intenders

Note: Drivers ordered by audience size (‘000’s).  Read: Largest to 
smallest audience.

National 
Average
By Index:



Top Shows by Largest Motivational States
SCC | STUDY OF THE CANADIAN CONSUMER

Source: SCC | Study of the Canadian Consumer Spring 2024 
Base: Driver Tagged Canadians 18+

Young Sheldon

Hallmark Movies

The Bachelor/
Bachelorette

Top English Shows for 
‘Love’ (Reach %):

FBI

Dragon’s Den

Shark Tank

Top English Shows for 
‘Wealth/Success’ (Reach %):



Gives marketers a more wholistic view 
        of consumers, beyond demographics. 



Real life measured. 
company/vividata

@vividatacanada

vividata.ca
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