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m’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 ROl of all media
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Canadians watch a lot of m

AVERAGE WEEKLY HOURS

ADULTS 25-54 ADULTS 18-34
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Total TV YouTube Facebook Instagram Snapchat = TikTok  Twitter Total TV YouTube Facebook Instagram Snapchat TikTok  Twitter

° tv
* Total TV = viewing to broadcaster linear TV plus any broadcaster content that is live streamed on t h I n k
other platforms with the linear commercial load intact. Does not include streaming to OTT services.
Total Canada | Fall-Win-Spr 2020-2021



Mads deliver the biggest impact

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

. Effect of TV
Effect of Digital and continues the
TV ad stock grows as brand Print diminishes longest
stays in market after 2 weeks
o0 TV . ’
. . . RADIO '.-.. sssseccee?® ...o...'.o.'
... DIGITAL ...o"“".'.'.-ou...oo ooooo o.:.

%
PRINT s .
.
LY ]
[ 4
ay e
oy ®s
LI ..
..:.. .'.'u
....... v -.I..... v
oo.'...- Ooooo .....
o .‘.-.-‘e.p‘.‘. S

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



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

m works throughout the funnel

TV is your best store-front window
awareness

. Awareness
. Brand building

_ consideration
. Interest / purchase intent

Bottom of the Funnel W
e Activation via sales promotions messages

e TV ads drive website visits

e Thanks to digital, you can literally buy online while watching the TV commercial
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m improves online performance

TV’s halo effect amplifies the sales ROl of digital by 19%

B G

Standalone Digital ROI Without TV’s TV’s Adjusted ROI
halo effect, digital

advertising’s

average ROl would
decline by 19%.
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Source: Accenture “The Moneyball Moment for Marketing in Canada”



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

Mdelivers the best ROI

TV’s ROI is $14.34 for every dollar spent

ATTRIBUTED SALES ROI BY MEDIA CHANNEL OVER A ONE YEAR PERIOD

$14.34
$12.71
$11.79 I
Overall TV Display & Other
% of Media — D
Spending: 42% 18%

Source: Canadian Media Attribution Study

Paid Search
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Paid Social
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$13.52
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Other Media

18%
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https://thinktv.ca/research/canadian-media-attribution-study/
https://thinktv.ca/research/canadian-media-attribution-study/

Mdelivers the best ROI

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

ATTRIBUTED SALES ROI BY MEDIA CHANNEL (OVER 4 YEARS)

$23.40
$20.21
$15.20
I $13.10 $14.32
MULTIPLATFORM TV Display & Other Search
. J=C ﬂg
Spending: 42% 18% 14% 6% 2%

Source: Peak Performance: Driving Advertising Effectiveness That Lasts
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https://thinktv.ca/research/peak-performance-driving-advertising-effectiveness-that-lasts/
https://thinktv.ca/research/peak-performance-driving-advertising-effectiveness-that-lasts/

Global

100% of TV channels explosion in viewing advances in addressable
delivered digitally options advertising & measurement




m 's top attributes

High completion rates
Full Screen
Sound on

Viewed by humans

For more check out The Power of TV in an Attention Economy

Robust measurement

Brand safe

Shared viewing

High quality programming
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https://thinktv.ca/research/power-of-tv/
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