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mis the primary driver of reach

AVERAGE TARGET UNIQUE AUDIENCE
A18-49

TV is the primary driver of reach even
in cross-platform campaigns. A
Nielsen study found: . TV ONLY

* For campaigns that targeted - TV + DIGITAL
Adults 18-49, the average
number of impressions from TV
was nearly 8x greater than

impressions from digital.

B biGITALONLY

* TVdelivered 86% of the reached
target: 59% werereached
through TV only, and 27% were
reached via both TV and digital.

thi ktv
Nielsen Total Ad Ratings campaigns, October 2016 through December 2018



“"Marketing activities only build mental
availability in the audience they reach.

This makes planning for reach the
foundation of any sound media
strategy.”

Byron Sharp
Professor of Marketing Science, University of South Australia
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m reaches 809%b of Canadian adults daily
and 93% weekly

ADULTS 18+
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m reaches every age group

WEEKLY 9 3 0/0

REACH: of adults (18+)

86%

of young adults (18-34)

889%

of kids (2-11)
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Mdominates time spent - A18+

ADULTS 18+
AVERAGE WEEKLY HOURS

25.2 Adults 18+ watch 25.2 hours of TV a week
22.1 e 16x morethan Netflix

* 6xmorethan YouTube
e 15x morethan Facebook
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think young acdults aren’t watching m?
think again.

ADULTS 18-34
AVERAGE WEEKLY HOURS

13.5

11.4 Adults 18-34 watch 13.5 hours of TV a week
5x more than Netflix

2x more than YouTube
8x more than Facebook
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want to learn more about the unparallieled
power of m ? we'll come visit you!

E— Contact us today for a
PRESENTATION
Gl ¢

- o G @ info@thinktv.ca
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T newsletter
think'

Sign up for our
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