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reach

33 million Canadians every week
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m reaches 8190 of Canadians daily

and 949 weekly
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m reaches 949 of Canadians every week
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Mdominates time spent

ADULTS 18+

think'

AVERAGE WEEKLY HOURS

24.6
21.9

2.7 3.4
Total TV Live TV PVR YouTube

Total Canada | Fall 2017

Adults 18+ watch 24.6 hours of TV a week
e 21x more than Netflix

e 7x more than YouTube
e 13x more than Facebook
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think millennials aren’t watching 337

think again.

13.5
I 11.7

Total TV Live TV PVR

Total Canada | Fall 2017

ADULTS 18-34
AVERAGE WEEKLY HOURS

Adults 18-34 watch 13.5 hours of TV a week
6x more than Netflix

2x more than YouTube
7x more than Facebook

5.8

2.1 2.1
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Total Canada | Fall 2017

/
Mmillennials watch more than

483 million hours
of tv each month
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1 single spot in
Big Bang Theory will reach
603,100 A18-34
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think

“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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the majority of reach is achieved through m

average target campaign reach: 67%o
cross-platform reach across 315 campaigns

8%  13%

oces M sion

Source: “Report: CBS Study: TV Trumps Digital in Spending and Reach”
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http://www.adweek.com/tv-video/tv-nets-advertisers-stick-us-heres-why-165342/
http://www.adweek.com/tv-video/tv-nets-advertisers-stick-us-heres-why-165342/
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Impact

tv ads are most influential
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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 m

and are least likely to watch mobile ads

Q: Which types of video advertising are you most likely to watch? Least likely to watch?

ADULTS 18+ ADULTS 18-34

MOST LEAST MOST LEAST

O v @ computer @) MoBILE

Source: “Report: Attention in Advertising”
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mads are the most think

more Canadians say tv ads are the most engaging than all other media combined

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

television

ADULTS 18+ 10% 54%

internet

22% 18%

radio

17% 7%

out of home

newspaper
LEAST MOST

Source: thinktv, Attention in Advertising




m ads are the most

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

television
ADULTS 18+ 11% 44%
internet
18% 20%
newspaper

out of home

28% 10%

radio

12% 7%

LEAST

Source: thinktv, Attention in Advertising
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m carries advertising

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: “Report: Concern for Fake News is Real”
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madvertising IS most trusted by

internet advertising least trusted

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% - 30%
1% I 25%
internet
radio

5% . 11%

out of home

LEAST MOST

Source: “Report: Concern for Fake News is Real”



http://thinktv.ca/concern-fake-news-rise/

the ad stock of a MSpot grows the fastest

and lasts the longest

TV ad stock grows as brand

stays in market

Effect of Digital and
Print diminishes
after 2 weeks

Effect of TV
continues
the longest
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Source: “Report: Target the (Whole) Market”
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https://www.groupm.com/
http://thinktv.ca/research/target-the-market/

o o m think’
digital companies increase spend on

TV spend by internet-related companies has doubled in the last 4 years

INTERNET RELATED BUSINESSES

TV Spending
($000,000)
91.9
$84.9 >
i Ad Dynamics
2013 2014 2015 2016 2017

000 |

13
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demand creation

tv ads drive consumer action



“When we run a heavy TV schedule,
we see a lift in sales and product
awareness. We need to run two weeks
of digital to get the reach of one day

of broadcast”

Rich Lehrfeld

Senior VP of Global Brand Marketing & Communications, American Express
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m drives revenue

0 TvspPenD %
) REVENUE %

Companies that increased
their TV spending saw
substantial growth, while

companies that decreased
TV spending vastly under-
performed.

2011 vs 2012 2012 vs 2013 2013 vs 2014 | 2011 vs 2014

TV spend increase (millions) + 32.6 + 25.7 + 27.9 + 86.2
Revenue growth (millions)  + 1969.8 + 1437.7 + 1390.1 + 4797.7 VAE

Source: “Report: A Question of Impact Whitepaper”
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http://www.thevab.com/wp-content/uploads/2015/11/A-Question-of-Impact-Whitepaper-Final.pdf

think

Increased m spend drives business growth

29 companies increased
spend by less than 30%

-
only increase in revenue

Source: “Report: Missed Opportunities in Media Planning”

21 companies increased
spend by over 30%

increase in revenue
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http://thinktv.ca/research/research-reports/missed-opportunities-media-planning/

think'

spend in year 1 delivers brand awareness benefits
In year 2 and 3

YEAR 1 YEAR 2 YEAR 3

—>

short-term sales long-term sales total impact

>
accenture @

Source: “Report: Cross-channel advertising attribution; New insights into multi-platform TV.”
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efficiency

TV provides up to 7x the return of other media
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think’
ms the most effective marketing channel

across a wide variety of industries

@) v @ ONUNE @ PAID SEARCH PRINT @D RADIO W'th.sl million to spend, TV
provides up to 7x the return

4.0 of online, print, and radio.

3.5

3.0

2.5

;IL b L hih.

Automotive Financial Services Retail Telecom MarketShare &

Source: “Report: TV Effectiveness, MarketShare Report”
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http://thinktv.ca/research/research-reports/tv-effectiveness-marketshare-report/

think
m has the highest relative |ift Tactor in outcomes

@ 1 @ DiGITAL PRINT @ RADIO @ SEARCH
4.0
3.5
3.0
2.5
2.0
1.5
1.0
0.5
0
Auto Consumer Finance
Electronics

Source: “Report: Target the (Whole) Market”
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http://thinktv.ca/research/target-the-market/

m drives market share growth

Adding TV advertising drove an incremental 1.5% market share growth

AVERAGE MARKET SHARE POINTS GAINED PER ANNUM

2.6%20

2.19%90
1.8%0
" |
No TV TV Sponsorship DRTV TV Ads

Source: “Report: Target the (Whole) Market”
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http://thinktv.ca/peter-field-presentation/

think'

m has become more effective

TV heightens impact of investments in brand building AND activation campaigns

40%0

27%0

12%0

1980 - 1996 1998 - 2006 2008 - 2016 lI/)A

Percentage increase in average number of very large business effects from adding TV

Source: “Report: Target the (Whole) Market”
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think
“traditional media is Indispensable.”

Ads on TV deliver DOUBLE
the ‘recollected’ reach of Digital
Advertising in traditional media,

and specifically television, is far

6020
more effective than digital at

driving consumer recall and
purchase intent for mainstream
FMCG brands.

DIGITAL TV

BAIN & COMPANY (Y

Feb. 2017
33
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“TV offers the best ROI
across all media.”

Former Coca-Cola Co. global CMO, Marcos de Quinto

Coca-Cola’s research found that
their TV investment returned
$2.13 for every dollar spent,
compared with $1.26 for digital.



think
premium video delivers higher brand RO

VS SHORTFORM VIDEO VS PAID SOCIAL

B Brand Awareness Premium Video =
Linear TV + Premium

m Consideration Digital Video

M Purchase Intent

>
accenture NBCUniversal

Source: “Report: Quantifying the Connection: Premium Video + Brand Building — 2017”
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http://audienzz.ch/wp-content/uploads/2017/07/NBCU-Accenture-Study-Key-Findings.pdf

think

For every $1 “saved” In
TV spend,-the drop In
sales return was $3

36


https://business.tivo.com/

think
mand digital are interdependent

eee BrandX eee Asus
Computer company Computer hardware
eee Acer Lenovo

Electronics company Computer manufacturing

Stopped spending in TV and saw an
instant drop in branded searches

Jan 2011 Jan 2012 Jan 2013 Jan 2014 Jan 2015

Source: “Report: Missed Opportunites in Media Planning”
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things to consider when planning your media

Where is your customer spending time?
« Canadians watch 25 hours of TV per week — even Millennials watch 14 hours of TV / week

* TV has unparalleled, unduplicated reach, reaching 94% of Adults each week

Where is your customer paying attention?

« Canadians of all ages say they are most likely to pay attention to TV ads, which are also the
most engaging, influential and trustworthy ads

What will drive business results?
* Countless econometric models prove that TV advertising has the highest efficiency of all media

* A reduction in TV spend negatively impacts sales and the efficiency of every other medium used

TV advertising creates demand by reaching and engaging a large market,

driving sales in the most effective and efficient way
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want to learn more about the unparalieled

power of m ? we’ll come visit you!

E— Contact us today for 3
PRESENTATION
G ¢

- o D @ info@thinktv.ca

¢ GEENNED G M Sign up for our

T newsletter
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mailto:info@thinktv.ca
http://thinktv.ca/news-opinions/
mailto:info@thinktv.ca
http://thinktv.ca/about/newsletter/
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