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the of Madvertising

(why your ad is most likely to be watched on tv)
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“Before you can have a
share of the market,
you must have a share
of the mind.”
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consumers pay most attention to tv

your ad is most likely to be watched on TV, and least likely to be watched on mobile

ADULTS 18+

Q: Which types of video
advertising are you Most 18%

most likely to watch?
Least likely to watch?

Least

BTV Set mDesktoporlLaptop HPhone or Tablet

Source: thinktv, nlogic, omniVu, National, March 2018
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Mads are the most engaging and influential

Canadians find TV ads to be more engaging and influential than ads in any other medium

ADULTS 18+
42%
engagement m Television
6% M Internet
4% m Radio
(2]
Newspaper
40%  ooH

influence

8%

2%

Q: Which ONE of the following media carries advertising that you believe to be the most engaging? most influential?

Source: thinktv, nlogic, omniVu, National, March 2018 4



m ads are the most

Q: Which one of the following media carries advertising that you believe to be the most trustworthy? The least trustworthy?

television

ADULTS 18+ 11% - 36%

newspaper

3% ' 19%

internet

radio

3% ' 9%

out of home

LEAST

Source: thinktv, nlogic, omniVu, National, June 2017, (Don’t Know/Refuse not included)
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agree: mads most

and internet advertising is the least trustworthy

Q: Which one of the following media carries advertising that you believe to be the most trustworthy? The least trustworthy?

television

ADULTS 18-34 13% -

newspaper

|

internet

radio

5% . 11%

out of home

LEAST

Source: thinktv, nlogic, omniVu, National, June 2017, (Don’t Know/Refuse not included)
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the effectiveness of a m spot grows the fastest

and lasts the longest

TV ad stock grows as brand
stays in market

ad stock

think

Effect of TV
continues
the longest

Effect of Digital and
Print diminishes
after 2 weeks
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“Report: Target the (Whole) Market” groupm
Source: GroupM Canada, 2016. Marketing Mix models across Consumer Electronics, Retail, Finance, Auto and CPG.


https://www.groupm.com/
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want to learn more about the unparalleled "

power of m ? we'll come visit you!
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