
the power of

in an attention economy
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setting the scene
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323 million impressions
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the average       campaign delivers



119 93%
million

hours

of 

Canadians

time spent
with tv yesterday 

tvôs weekly
reach
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driven by lots of Canadians watching lots of 



reach
demand
creation

impact efficiency
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delivers:



reach

33 million Canadians every week
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reaches 81% of Canadians daily
and 94% weekly
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reaches 93% of Canadians every week

94%
of adults (18+)

88%
of millennials (18 -34)

89%
of kids (2 -11)
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dominates time spent
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25.2

22.4

2.8 3.6
1.3 1.8

0.3 0.2 0.1

Total TV Live TV PVR YouTube Netflix Facebook Snapchat Instagram Twitter

ADULTS 18+
A V E R A G E  W E E K LY  H O U R S

Adults 18+ watch 25 hours of TV a week
Å 19xmore than Netflix
Å 7xmore than YouTube
Å 14xmore than Facebook

Total Canada | Fall-Winter-Spring 2017-18



think millennials arenôt watching      ?
think again. 
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13.7

11.9

1.8

6.5

2.3 2.0
0.9 0.5 0.1

Total TV Live TV PVR YouTube Netflix Facebook Snapchat Instagram Twitter

ADULTS 18-34
A V E R A G E  W E E K LY  H O U R S

Adults 18-34 watch 14hours of TV a week
Å 6xmore than Netflix
Å 2xmore than YouTube
Å 7xmore than Facebook

Total Canada | Fall-Winter-Spring 2017-18



millennials watch more than 

490 million hours 
of tv each month

1 single spot in 
Big Bang Theory will reach 

582,100 A18 -34
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Total Canada | Fall-Winter-Spring 2017-18



ñMarketing activities only build mental 
availability in the audience they reach.

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

Byron Sharp
Professor of Marketing Science, University of South Australia
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the majority of reach is achieved through 

TV ONLY

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

DIGITAL ONLY

TV + DIGITAL
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{ƻǳǊŎŜΥ άwŜǇƻǊǘΥ /.{ {ǘǳŘȅΥ ¢± ¢ǊǳƳǇǎ 5ƛƎƛǘŀƭ ƛƴ {ǇŜƴŘƛƴƎ ŀƴŘ wŜŀŎƘέ

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/


impact

tv ads are most influential
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ñBefore you can have a 
share of the market, 
you must have a share 
of the mind.ò
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59%

38%

19%

31%

18%

29%

ADULTS 18+ ADULTS 18-34

TV set Phone or Tablet Desktop/Laptop

Source: nlogic, omniVu, National, March 2018

consumers pay most attention to 
a n d  a re  l e a s t  l i ke l y  t o  wa t c h  m o b i l e  a d s

Q: Which one of the following types of video advertising are you most likely to watch?
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Q: Which ONE of the following media carries advertising that you believe to be the mostengaging? mostinfluential?

ads are the most engaging and influential
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C a n a d i a n s  f i n d  T V  a d s  t o  b e  m o r e  e n g a g i n g  a n d  i n f l u e n t i a l  t h a n  a d s  i n  a n y  o t h e r  m e d i u m

42%

40%

31%

33%

10%

12%
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2%

engagement

influence

Television

Internet

Radio

Newspaper

OOH

Source: thinktv, Attention in Advertising

ADULTS 18+

thinktv.ca/research/attention-in-advertising/
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carries most trusted advertising
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Q: Which one of the following media carries advertising that you believe to be the most trustworthy?The least trustworthy?

television

internet

radio

newspaper

out of home

MOSTLEAST

ADULTS 18+

{ƻǳǊŎŜΥ άwŜǇƻǊǘΥ /ƻƴŎŜǊƴ ŦƻǊ CŀƪŜ bŜǿǎ ƛǎ wŜŀƭέ

thinktv.ca/research/fake-news/


advertising is most trusted by digital natives
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i n t e r n e t  a d ve r t i s i n g  l e a s t  t r u s te d

MOSTLEAST

television

internet

radio

newspaper

out of home

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

ADULTS 18-34

{ƻǳǊŎŜΥ άwŜǇƻǊǘΥ /ƻƴŎŜǊƴ ŦƻǊ CŀƪŜ bŜǿǎ ƛǎ wŜŀƭέ

http://thinktv.ca/concern-fake-news-rise/
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59%

59%

51%

51%

51%

40%

34%

17%

14%

12%

52%

51%

42%

48%

52%

34%

29%

20%

19%

15%

Broadcast TV news

Print newspapers

News radio

Cable news

Newspapers' websites

Talk radio

Online-only news publications

Social media

Facebook

Twitter

18+

18-34

news content is the most trusted
Lƴ ŀƴ ŜǊŀ ƻŦ ŜǊƻŘƛƴƎ ǘǊǳǎǘ ƛƴ ƴŜǿǎ ƛƴǎǘƛǘǳǘƛƻƴǎΣ /ŀƴŀŘƛŀƴǎ ƻǾŜǊǿƘŜƭƳƛƴƎƭȅ ǘǊǳǎǘ ΨǘǊŀŘƛǘƛƻƴŀƭΩ ƴŜǿǎ ǎƻǳǊŎŜǎ 
o v e r  d i g i t a l  o n e s ,  w i t h  e v e n  M i l l e n n i a l s  b e i n g  2 . 5 x  m o r e  l i k e l y  t o  t r u s t  B r o a d c a s t  T V  n e w s  t h a n  w h a t  t h e y  
s e e  o n  s o c i a l  m e d i a .

Q. Do you trust the news you read or hear : Top 2 boxes ςAll the time | Most of the time



the ad stock of a      spot grows the fastest

GRPs

TV

RADIO

DIGITAL

PRINT

Week 1 Week 2 Week 3 Week 4 Week 5 Week 6 Week 7 Week 8 Week 9 Week 10

TV ad stock grows as brand 
stays in market

Effect of Digital and 
Print diminishes 
after 2 weeks

Effect of TV 
continues 
the longest

a n d  l a s t s  t h e  l o n g e s t
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{ƻǳǊŎŜΥ άwŜǇƻǊǘΥ ¢ŀǊƎŜǘ ǘƘŜ ό²ƘƻƭŜύ aŀǊƪŜǘέ

https://www.groupm.com/
http://thinktv.ca/research/target-the-market/


digital companies increase spend on
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$50.4

$66.0

$84.9
$91.9

$105.7

2013 2014 2015 2016 2017

INTERNET RELATED BUSINESSES
TV Spending

($000,000)

Companies include:

T V  s p e n d  b y  i n t e r n e t- r e l a t e d  c o m p a n i e s  h a s  d o u b l e d  i n  t h e  l a s t  4  y e a r s



demand creation

tv ads drive consumer action
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ñWhen 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 broadcastò 

Rich Lehrfeld
Senior VP of Global Brand Marketing & Communications, American Express


