


The Application of Data
to Create TV Audience Segments



Linear Segmentation

Collecting second by second 
viewing data from hundreds of 

thousands of TV households

All live and playback tuning 
events for Corus Channels

The Return Path Data initiative is fully compliant with Canadian privacy laws, including 
the Personal Information Protection and Electronic Documents Act (PIPEDA)



How it Comes Together
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Viewing data is integrated with data from Environics Analytics 
• Corus uses Environics for segmentation because of the 

robust scale of the product

• Environics incorporates demographic and 
psychographic attributes at the 6 digit postal code 
and contains a tremendous range of information

• Vividata and Numeris are included in the Environics 
data AND are projected out to the full Canadian 
population

Providing an opportunity to:
• Segment the audience 

• Generate an index showing the proportion of the target 
within the program audience



Common Industry Segments



Power of Data Enabled 
TV Audience Segmentation

Find the right consumer to 
meet your objective

Find more of the consumer you want 
while not limiting exposure to just 

those people (filling the funnel)

Reduce the effective cost of 
speaking to your target consumer



Benefit #1

Data based segmentation of TV viewers 
leads to a provable and increased 
effectiveness of marketing spend



Growing Advertiser Engagement

ACTIVE ADVERTISERS
200+

CUSTOM SEGMENTS
150+ 24%

OF REVENUE IN F2020



Introducing a New
Loyalty Program

Starting From Almost Zero

Case Study



A new shopper marketing program that puts money back in 
consumers' pockets when they make purchases from partners, in-

store and online, by simply linking a credit or debit card 
and automatically receiving cash back .



The Goals
I N T R O D U C E  •  E N G A G E •  C O N V E R T

Introduce the Brand 
to Canadians

Drive Brand 
Awareness

Deliver
Conversions

Keep the
budget tight



Young Metro Diversity

Young, ethnically diverse 
families

Own homes/row houses, or 
rent high-rise apartments in 

diverse neighbourhoods

About half of adults are college 
or university educated

Above-average incomes from a 
mixed employment base



Discrete Platform Flighting to Understand the Impact

8  W e e k  M u l t i p l a t f o r m  C a m p a i g n

• 10 Sec Closed Captioning
• 3  Conventional Markets

Weeks 1-4

• 30 Sec Radio Spot
• 8 Radio Stations aligned 

to TV markets

Weeks 5-6

• Banner ads 
• Geo-targeted to align 

with TV & Radio
• Addition of 1 digital only 

market

Weeks 7-8



Key Findings

E a c h  M e d i u m  D e l i v e r e d  A g a i n s t  T h e i r  B e n e f i t s

• Campaign delivered 
against the full funnel 
and delivered a 3:1 ROI

• TV Played at both the 
top and the bottom of 
the funnel 

• Radio leaned into its 
role as an information 
medium

• 3X increase in  organic 
search

• Drove conversions

• Digital accelerated 
conversions

• Drove homepage visits 3x

• No increase in card linking in 
digital only market 
demonstrating the 
importance of top of funnel 
activities



Use technology to amplify the benefits of data
and make other improvements to the TV buying experience





Powerful
Self-serve

Live inventory across 20 adult specialty 
stations and Global (coming soon)

Grounded in data

Guided by Reach, Frequency and Index



Choice of Audience Definitions
• Demo
• Common Segments
• Custom Segments
• Imported Segments

Daily Reoptimization 

Faster, more accurate and 
transparent Reporting

Precise



Simple, clean and intuitive interface

Provides relevant and useful information

Easy
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Benefit #2

Cynch improves the TV buying experience and 
helps marketing dollars work better



Moving into the Future 
with a QSR

Evolving the Process

Case Study
QSR & Cynch



The Goals
T E S T  &  L E A R N  •  E N G A G E •  C O N V E R T

Test and Trial
Cynch

Drive Summer Menu 
Awareness

Increase Same Store 
Sales



Custom Consumer Definition

Suburban/
exurban

Children in
household

Household income
$80K-$95K

Willing to spend more
on good quality foods

Financial concern regarding
the future: yes



Understanding Impact of Using Data and Technology

C l a s s i c  5  W e e k  F l i g h t w i t h  p r e / p o s t  S u r v e y

• :30 Sec Spot

Weeks 1-2

• 40% x :30 Sec Spot

• 60% x :15 Sec Spot

Weeks 3-5



Classic 5 Week TV Campaign: Key Findings

E x p e c t e d  a n d  U n e x p e c t e d  S u c c e s s

• Exposed group more likely to 
say that they had heard of 
the QSR but had not tried it 
vs. non-exposed

• Hypothesis is that the 
audience based buy reached 
new viewers/consumers

• Exposed group demonstrated 
increased awareness, positive 
sentiment, increased likelihood 
to select in category, and 
increased likelihood to visit vs. 
not exposed

• Did not result in the expected 
increase in same store sales
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Key Findings: Sales

• Pre-campaign price increase resulted 
in unanticipated and significant fall in 
traffic and sales

• Campaign arrested the decline, 
increased sales and traffic ,and 
established an improved trend line 
exiting the campaign



Takeaways

Advanced segmentation can drive 
more effective campaigns across 

the TV ecosystem

Technology can expand TV marketing 
effectiveness in ways that would be 

difficult using traditional methods and 
processes

Major steps are being taken to 
simplify and improve the 

buying experience



Get in Touch

Barry Marcus
Director, Advanced Advertising Sales

barry.marcus@corusent.com
416-479-6101
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