
in an attention economy
the power of



TV  fast facts

Numeris PPM, Total Canada, Mo-Su 2a-2a, Sept 18 – Dec 17,2023  
Karen Nelson-Field, More Proof of the Value of Attention, 2020

• TV reaches 83% of Canadian adults every 
week (27 Million A18+) – and 77% of 
young adults (A18-34)

• Time spent with TV far exceeds the 
streaming channels and video-sharing 
platforms

• TV garners the most attention: TV 
commands 2x as much active watching as 
YouTube 

• TV is the most trusted medium for video 
advertising

• TV has a halo effect on other media – TV 
increases digital sales ROI by 19%

https://thinktv.ca/research/attention-in-advertising-karen-nelson-field/
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reach
tv has superior reach
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reaches 91% of Canadians (18+)

67%

49%
54% 51% 48%

44%

83%

72%
77% 74% 72%

68%

91%
84%

87% 86% 84%
80%

adults 18+ adults 25-54 adults 18-34 adults 18-49 teens 12-17 kids 2-11

daily reach weekly reach monthly reach

every month

Source: Numeris PPM, Total Canada, Mo-Su 2a – 2a, Sep 18 - Dec 17, 2023



83.1%
58.8%

46.6%
37.9%

33.2%
14.1%

7.2%
6.2%

4.4%
2.6%

2.1%
1.9%

0.9%
0.8%
0.5%
0.4%
0.3%

Total TV
YouTube

Amazon Prime Video
TikTok
Netflix

Disney +
AppleTV +

Crave (OTT Only)
Twitch TV

DAZN
TubiTV

Pluto TV
Paramount +
Discovery +

FuboTV
Roku Channel
Samsung TV

AVERAGE WEEKLY REACH%
Ontario

ADULTS 18+

Total TV defined as linear TV and broadcaster streaming services
Streaming Services include in-home viewing only

TV  ’s reach far exceeds all streaming services

VAM data
Full TV & Streaming 
report available here

Source: Numeris VAM, Aug 28 – Nov 16 2023

https://thinktv.ca/research/tv-streaming-viewership/


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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10 million paid      subscriptions

Cord cutting has been far overstated: Paid TV subs down only 1%.

Distribution of linear TV is evolving. Household penetration of paid TV subs is still strong, 
but the reality is that anyone with an internet connection has access to linear TV.

49%

15%

36%

TV SUBSCRIPTIONS

Basic/Digital Cable

DTH

Telco/IPTV

January ’23 June’23 Index 

Total Paid Subs 9,976,228 9,921,891 99

Basic/Digital Cable 4,942,166 4,889,042 99

Satellite 1,493,191 1,452,503 97

Telco/IPTV 3,517,281 3,556,771 101

Other 23,590 23,575 100

2023

Source: Mediastats, BDU Profile Report, Total Canada, Jan 2023 & June 2023



19.0

10.3
8.4 8.8

6.9 6.3

16.2

8.8
7.1 7.5

6.1
5.3

2.8
1.6 1.2 1.3 0.8 0.9

A18+ A25-54 A18-49 A18-34 C2-11 T12-17

Television Live TV Playback

AVERAGE WEEKLY HOURS

Canadians watch a lot of
and most of it is live

Source: Numeris PPM, Total Canada, Total Hours (000)  Sep 18 - Dec 17, 2023

TV = viewing to any live broadcaster content  (streamed on any platform and linear TV) plus any broadcaster content recorded on PVR (with commercial load intact) that is viewed within 7 days of initial broadcast. Does not 
include on demand streaming.



85 7
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85% of linear       viewing is live

85 7

4
4

A18+ A18-34

Even among young adults, 85% of TV viewing is live, while 92% is live + same day playback

LIVE TV VS PLAYBACK
(% of Total TV Viewing)

Source: Numeris PPM, Total Canada, Total Hours (000)  Sep 18 - Dec 17, 2023  | PB = Playback

TV = viewing to any live broadcaster content  (streamed on any platform and linear TV) plus any broadcaster content recorded on PVR (with commercial load intact) that is viewed within 7 days of initial broadcast. Does not 
include on demand streaming.

85 7
4

5

A25-54

Live PB Same Day PB + 1 Day PB + 2-7 Days



16.9

3.5
1.6 1.5 1.4

0.4 0.2 0.1 0.1

Total TV YouTube Netflix TikTok Amazon Prime
Video

Disney+ Twitch TV Apple+ Crave (OTT
only)

AVERAGE WEEKLY HOURS
Ontario 

All time spent per capita
Total TV defined as linear TV and broadcaster streaming services

ADULTS 18+

Source: Numeris VAM  8/28/23 to 11/26/2023
Streaming Services are primarily commercial free and include in-home viewing only

Total TV dominates time spent with video



65%

14%

6%

6%

5%
2% 2%

Total TV

YouTube

TikTok

Netflix

Amazon Prime

Disney+

Other PP Streaming Services

ADULTS 18+

Total TV dominates time spent with video

SHARE OF VIDEO
Ontario

Total
TV

All time spent per capita
Total TV defined as linear TV and broadcaster streaming services

Source: Numeris VAM  8/28/23 to 11/26/2023

Streaming Services are primarily commercial free and include in-home viewing only 
Other Streaming Services includes AppleTV+, CBS News, Club Illico, Crave(OTT Only), Crunchyroll, Daily Motion, DAZN, Discovery Plus, ET Online US, FuboTV, Paramount+, Pluto TV, Roku Channel, Samsung TV Plus, TED, TubiTV, Twitch TV. 

VAM data
Full TV & Streaming 
report available here

https://thinktv.ca/research/tv-streaming-viewership/


46%

21%

10%

9%

8%

3% 3%

Total TV

YouTube

TikTok

Netflix

Amazon Prime

Disney+

Other PP Streaming Services

39%

24%

11%

12%

8%

2% 4%

Total T

YouTub

TikTok

Netflix

Amazo  

Disney

Other   

ADULTS 18-34ADULTS 25-54

Total
TV

in all key demos

SHARE OF VIDEO
Ontario

All time spent per capita
Total TV defined as linear TV and broadcaster streaming services

Source: Numeris VAM  8/28/23 to 11/26/2023

Streaming Services are primarily commercial free and include in-home viewing only
Other Streaming Services includes AppleTV+, CBS News, Club Illico, Crave(OTT Only), Crunchyroll, Daily Motion, DAZN, Discovery Plus, ET Online US, FuboTV, Paramount+, Pluto TV, Roku Channel, Samsung TV Plus, TED, TubiTV, Twitch TV. 

Total
TV



impact
most influential

tv ads are the 



Before you can have a 
share of the market, you 
must have a share of the 
mind.
Leo Burnett

“



Karen Nelson-Field, More Proof of the Value of Attention, 2020

commands more attention
TV commands 2x as much active watching as YouTube and 14x that of Facebook, 
highlighting one of the key reasons for its ability to have the most impact on sales

A C T I V E  AV O I D A N C E

 
PA S S I V E  WAT C H I N G

 
A C T I V E  WAT C H I N G

2%

40%

58%

94%

2%

4%

32%

37%

31%

TV

https://thinktv.ca/research/attention-in-advertising-karen-nelson-field/


Source: VIA Belgium 2022, Phase One & Two collection – ad views only.

*

and BVOD on mobile are really strong on 
active seconds and active % of ad length

13.7

9.3

5.6
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0

10

20

30

40

50

60

70

80

0

2

4

6

8

10

12

14

16

18

20

BVOD on Mobile Linear TV YouTube

Ac
tiv

e 
%

 A
d 

Le
ng

th

Ac
tiv

e 
At

te
nt

io
n 

Se
co

nd
s

Active Attention by Platform

Active Attention Active % Ad Length



Karen Nelson-Field, More Proof of the Value of Attention, 2020

a  TV ad impacts sales far longer than any 
other platform

TV ad retention generates a 
greater impact at 28 days than 
either Facebook or YouTube do 
immediately after exposure.

*BVOD Modelled

*
129
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....... TV....... BVOD ....... YouTube ....... Facebook

https://thinktv.ca/research/attention-in-advertising-karen-nelson-field/


Source: VIA Belgium Phase One & Two Collection, n=7,802

*

longer ads on       get more attention due to 
flatter decay distributions

8.2

10.6
11.7

14.4

16.9

19.6

5

8.2 10.7

16.1

6.5 7.8
5.9

4.9

5.2

0

5

10

15

20

25

10 15 20 25 30

Ad Length by Platform & Attention Type

BVOD on mobile Active to Ad-Length Linear Active Attention Seconds YouTube Active Attention Seconds

TA K E AWAY:
Longer ads on YouTube do not give 
you more Attention, but on BVOD 
on mobile and Linear TV they do
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TV   advertising is most likely to command 
attention and drive purchase decisions

33%

24%

14%

9%

23%

14%
11%

6%6%
8%

Advertising helps me choose what I buy I pay attention to ads

ADULTS 18+ 

TV ads

Ads in Streamed Video

Ads on social media

Ads on a search page

Cinema/Movie theatre

Source: Vividata SCC | Study of the Canadian Consumer Fall 2023
Not all media choices included so numbers don’t add to 100



62%

22%

17%

20%

17%

63%

Most TrustworthyLeast Trustworthy

21

is the most trusted medium 

TV

ONLINE VIDEO

SOCIAL MEDIA

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

(while social media is the least trusted)

YouGov BrandIndex Tracking, Total Canada, A18+, July 2022
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advertising has significant impact

40% 34%

9%

13%

Draws your attention to a 
product/brand you hadn't heard ofSticks in your memory

In which of the following media are you most likely to find advertising that…?

and is most likely to stick in your memory

Source: Ad Nation Canada, Ipsos, 2023

TV

SOCIAL MEDIA
(second highest)

YOUTUBE
(second highest)

https://thinktv.ca/research/ad-nation-2023/
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41% 36% 35%

12%

13% 10%

Makes you feel emotionalMakes you laugh You like

Source: Ad Nation Canada, Ipsos, 2023

TV

SOCIAL MEDIA
(second highest)

In which of the following media are you most likely to find advertising that…?

advertising is the most likely to
generate emotion and make you laugh

YOUTUBE
(second highest)

https://thinktv.ca/research/ad-nation-2023/
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ads deliver the biggest impact

44%

8%

6%

The adstock of a TV spot grows the fastest and lasts the longest

GRPs

TV

RADIO

DIGITAL

PRINT

TV ad stock grows as brand 
stays in market

Effect of Digital and 
Print diminishes 
after 2 weeks

Effect of TV 
continues the 
longest

Source: GroupM; “Report: Target the (Whole) Market”

http://thinktv.ca/research/target-the-market/
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is king

Source: Optimizing vs. Minimizing Media 

Each medium delivers some combination of reach (exposure) and consumer attention. 
TV delivers the highest exposure through its mass reach AND it captures the greatest consumer attention.  

exposure (reach)

when it comes to exposure & attention

https://thinktv.ca/research/optimizing-media-vs-minimizing-media/


tech companies continue to invest in 

2018 2019 2020 2021 2022

TV SPEND
indexed to 2018

Source: Numerator, Total Canada 26

Amazon, Apple and Alphabet, with some of the best analytics available, 
continue to invest millions of dollars in TV advertising.

128

94
107100 104



demand
tv drives consumer 

action
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works throughout the funnel

TV is your best store-front window

Top of the Funnel
• Awareness
• Brand building
• Interest / purchase intent

Bottom of the Funnel
• Activation via sales promotions messages 
• TV ads drive website visits
• Thanks to digital, you can literally buy online while 

watching the TV commercial

Source: https://www.millwardbrown.com/Insights/Point-of-View/How_Consumers_Buy_Brands_The_new_decision_journey/

https://www.millwardbrown.com/Insights/Point-of-View/How_Consumers_Buy_Brands_The_new_decision_journey/


Karen Nelson-Field, More Proof of the Value of Attention, 2020

delivers more sales uplift than 
any other platform

STAS
Index

B V O D  ( M O B I L E ) 138
T V  O N  T V 129
Y O U T U B E 112
I N S TA G R A M 105
FA C E B O O K 100

TV, regardless of device, drives more 
sales uplift than any other platform

STAS = Short Term Advertising Strength

https://thinktv.ca/research/attention-in-advertising-karen-nelson-field/


PAGE 30 This information is exclusively provided to VAB members and qualified marketers. Further distribution is prohibited.

36 ‘Emerging’ DTC Brands*
Average Monthly Website Unique Visitors (000)
Based Over a Four-Year Time Period: Jan ‘16 – Jan ‘20

1,853

2,900
3,424

Prior to TV Launch TV Launch Month Monthly Average
(monthly average) (TV launch – January 2020)

VAB analysis of Nielsen Ad Intel data, TV spend (national cable TV, national broadcast TV, Spanish language broadcast TV, Spanish language cable TV, spot TV, syndication TV), Feb ‘18 – Jan ‘20 (calendar months).  VAB analysis of Comscore 
mediametrix multiplatform media trend data, total audience (Desktop P2+, Mobile 18+), Jan ‘16 – Jan ‘20 (calendar months). ‘Prior to TV Launch’ reflects the average monthly unique visitors based on when each brand’s website began being measured by 
Comscore or starting from January 2016 if measurement began before that month. *Reflects the 36 brands that are measured in Comscore and had reported monthly unique visitors in at least one month prior to their campaign launch.

drives the growth

The VAB tracked 36 
emerging DTC brands in 
the US and found 
monthly unique visitors 
saw an immediate 
surge upon the launch 
of a TV campaign, and 
this audience continued to 
grow through the duration 
of these brands’ TV flight.

+ 56%
+ 85%

of both established and emerging companies



MONTHLY WEBSITE UNIQUE VISITORS (000) COMPARISON
Based Over a Four-Year Time Period: Jan ‘16 – Jan ‘20

Prior to TV Launch TV Launch - Jan '20

VAB analysis of Nielsen Ad Intel data, TV spend (national cable TV, national broadcast TV, Spanish language broadcast TV, Spanish language cable TV, spot TV, syndication TV), Feb ‘18 – Jan ‘20 (calendar months).  VAB analysis of Comscore 
mediametrix multiplatform media trend data, total audience (Desktop P2+, Mobile 18+), Jan ‘16 – Jan ‘20 (calendar months). ‘Prior to TV Launch’ reflects the average monthly unique visitors based on when each brand’s website began being measured 
by Comscore or starting from January 2016 if measurement began before that month.

Monthly unique website visitors 
quickly skyrocketed for these 
‘emerging’ new TV advertisers

drives the growth
of both established and emerging companies



efficiency
tv delivers the 

highest ROI
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delivers the best ROI

$11.79 

$14.34 

$12.71 

$11.45 
$9.99 

$13.52 

$6.95 

Overall TV Display & Other Paid Search Paid Social SFVC Other Media

ATTRIBUTED SALES ROI BY MEDIA CHANNEL OVER A ONE YEAR PERIOD

TV’s ROI is $14.34 for every dollar spent

Source: Canadian Media Attribution Study

% of Media
Spending: 2%42% 18% 14% 6% 18%

https://thinktv.ca/research/canadian-media-attribution-study/
https://thinktv.ca/research/canadian-media-attribution-study/


$23.40

$20.21

$15.20
$14.32

$13.10

$9.49

% of Media
Spending:

Other MediaDisplay & Other SocialSearchMULTIPLATFORM TV SFVC

Source: Peak Performance: Driving Advertising Effectiveness That Lasts

42% 18% 14% 6% 2% 18%

In the long term, TV’s ROI grows to $23.40

ATTRIBUTED SALES ROI BY MEDIA CHANNEL (OVER 4 YEARS) 

delivers the best ROI

34

https://thinktv.ca/research/peak-performance-driving-advertising-effectiveness-that-lasts/
https://thinktv.ca/research/peak-performance-driving-advertising-effectiveness-that-lasts/


29%

$14.56$16.69 $23.40

17%

$9.49

% of Media
Spending:

Other MediaMultiplatform TV Digital MediaAll Media Channels TV

Source Accenture: Peak Performance: Driving Advertising Effectiveness That Lasts

42% 40% 18%

Represents 42% of spend, but 58% of the sales 
contribution from the media

35

Contribution % as a 
proportion of Total 
Sales:

10%

2%

Total net ROI 
($) :

17/29= 59% of the sales contribution 
from all media spend 

https://thinktv.ca/research/peak-performance-driving-advertising-effectiveness-that-lasts/
https://thinktv.ca/research/peak-performance-driving-advertising-effectiveness-that-lasts/


improves digital’s performance
TV has a significant halo effect on digital media, increasing its sales 
ROI by 19%

Standalone Digital ROI

-19%

Without TV’s 
halo effect, 

digital 
advertising’s 
average ROI 

would decline 
by 19%. 

TV’s Adjusted ROI

+23%

Source: Canadian Media Attribution Study 36

https://thinktv.ca/research/canadian-media-attribution-study/
https://thinktv.ca/research/canadian-media-attribution-study/


You must have TV in your 
consideration set … TV 
continues to represent a 
significant majority slice 
of video for most 
demographics.
Mark Ritson
Marketing & Branding Expert, Columnist, Consultant and Professor

“
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summary



100% viewable

Full screen

Sound on

High quality programming

Shared viewing

Robust measurement

Viewed by humans 

Brand safe

39

’s key attributes



’s winning formula

TV dominates time spent with media

TV ads produce the biggest impact

TV improves the performance of online advertising

TV works @ both ends of the funnel

TV delivers the strongest ROI of all media

40



learn more »

41

peak performance: advertising 
effectiveness that lasts

Accenture assessed $700M+ of media spend in 
Canada, covering 105 brands across four 
verticals. The research clearly outlines the ways 
different advertising channels impact sales, what 
that impact is in the short and long-term, and 
how TV and digital work together.

ad nation

New research, conducted by Ipsos, examines the 
media habits and advertising perceptions of 
industry professionals and ordinary Canadians 
and highlights the differences between the two 
groups.

learn more »

The ongoing evolution of marketing

In this animated, applied, and occasionally 
provocative session, Mark Ritson reviews the 
rather dramatic changes taking place across the 
face of marketing.

creative drivers of effectiveness

Simon Tunstill of Thinkbox shares the findings of 
a new UK study that examines the realm of TV 
advertising creative and its profound impact on 
memory, all through the perspective of cutting-
edge neuroscience.

metrics that matter:
a Canadian brand lift study

TV has been proven to drive a range of business 
results, from top-of-the funnel brand building to 
bottom funnel sales activations. In this study, 
we’ve tracked how TV advertising impacts a 
number of critical brand metrics, like Awareness, 
Consideration and Value. 

learn more »

target the (whole) market 

Byron Sharp famously challenged a number of 
traditionally held beliefs in his ground-breaking book 
'How Brands Grow'. We commissioned MediaCom 
Business Science to examine Sharp's best practices 
and how they apply in Canada.

in case you missed it
Check out these additional research reports

learn more »learn more »

learn more »

https://thinktv.ca/research/ad-nation-2023/
https://thinktv.ca/research/the-ongoing-evolution-of-marketing/
https://thinktv.ca/research/peak-performance-driving-advertising-effectiveness-that-lasts/
https://thinktv.ca/research/target-whole-market/
https://thinktv.ca/research/metrics-that-matter-a-canadian-brand-lift-study/
https://thinktv.ca/research/creative-drivers-of-effectiveness/
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reach us @ info@thinktv.ca

thinktv-canada

thinktv.ca 
subscribe to our

newsletter

mailto:info@thinktv.ca
https://twitter.com/thinktvca
https://www.linkedin.com/company/thinktv-canada
http://www.thinktv.ca/
http://www.thinktv.ca/
mailto:info@thinktv.ca
https://www.linkedin.com/company/thinktv-canada/
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