


Canadians are watching a lot of m

ADULTS 25-54 ADULTS 18-34

AVERAGE WEEKLY HOURS AVERAGE WEEKLY HOURS
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Total TV YouTube Facebook TikTok Instagram Twitter Snapchat Total TV YouTube Facebook  TikTok Instagram Twitter Snapchat

Total TV = viewing to broadcaster linear TV plus any broadcaster content that is live streamed on other platforms
with the linear commercial load intact. Does not include streaming to OTT services.
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87% of linear m viewing is live

Even among young adults, 86% of TV viewing is live; 92% is live + same day playback

LIVE TV VS PLAYBACK

TOTAL CANADA
(% of Total TV Viewing)

2+

= PB +1 Day

= Live
Individuals d = PB Same Day
4 !

PB +2-7 Days

TV = viewing to broadcaster linear TV plus any broadcaster content that is live streamed on other
platforms with the linear commercial load intact. Does not include streaming to OTT services.
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Mreached 32 million Canadians
every week this Fall (26 million daily)

AVERAGE WEEKLY REACH

85% 87%

Canadians 2+ adults (18+)
77% 76% 81%
kids (2-11) adults (18-34) adults (25-54)
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Source: Numeris PPM, Total Canada Mo-Su, Average Weekly Reach, 9/13/2021 to 11/28/2021



Total Canada

10.3 million paid [\ subscriptions

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

The notion that “"no millennials subscribe to TV” is also false: 68% of 18-34 year olds subscribe to TV, and
they’re also accessing linear TV out-of-home and via streaming (which is how TV is able to reach 76% of A18-34

on a weekly basis).

Jan ‘21 Jan '22 Index
Total Paid Subs 10,483,436 10,341,772 99
Basic/Digital Cable 5,497,952 5,282,405 96
Satellite 1,786,392 1,654,445 93
Telco/IPTV 3,175,139 3,338,871 105
Other 23,953 23,928 100

2022

TV SUBSCRIPTIONS
m Basic/Digital Cable
m DTH

= Telco/IPTV
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- is powerful because it delivers:

reach Impact

demand effic@kjncy
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m ads get the most attention

469%

?&o >
8
TV SOCIAL MEDIA ONLINE VIDEO

Q: Which ONE of the following media carries video advertising that best captures your ATTENTION?
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Source: YouGov Brandindex Tracking, Total Canada, A18+, July 2022



m ads are the most memorable

?&o >
8
TV SOCIAL MEDIA ONLINE VIDEO

Q: Which ONE of the following media carries advertising that you are most LIKELY TO REMEMBER?
not listed are: “"Other” @ 25%; includes newspaper, radio, search & OOH.
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Source: YouGov Brandindex Tracking, Total Canada, A18+, July 2022



m Is most likely to drive purchases

?&o >
8
TV SOCIAL MEDIA ONLINE VIDEO

Q: Which ONE of the following media carries advertising that is most likely to make you WANT TO BUY the product?
not listed are: “Other” @ 33%; includes newspaper, radio, search & OOH.
° tv
think

Source: YouGov Brandindex Tracking, Total Canada, A18+, July 2022



m Is the most trusted medium

(while social media is the least trusted)

Least Trustworthy Most Trustworthy
—t—
TV
D
ONLINE VIDEO

SOCIAL MEDIA

Which one of the following media carries video advertising that you believe to be most trustworthy? least trustworthy?
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Source: YouGov Brandindex Tracking, Total Canada, A18+, July 2022



(by a long shot, and across every demo)

62%
- -
TV
—— m A18+
ONLINE VIDEO
m A25-54
)
8 m A18-34

SOCIAL MEDIA

Q: Which ONE of the following media carries video advertising you believe to be most TRUSTWORTHY?

Source: YouGov Brandindex Tracking, Total Canada, July 2022

m Is the most trusted video medium
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Source: https://www.millwardbrown.com/Insights/Point-of-View/How Consumers Buy Brands The new decision journey/

m works throughout the funnel

TV is your best store-front window
dawareness

T Rareness T N e
« 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
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https://www.millwardbrown.com/Insights/Point-of-View/How_Consumers_Buy_Brands_The_new_decision_journey/

Mdelivers the best ROIL

TV’s ROI is $14.34 for every dollar spent

ATTRIBUTED SALES ROI BY MEDIA CHANNEL OVER A ONE YEAR PERIOD
$14.34

$13.52

$12.71
$11.79
$9.99
$6.95
Overall TV Display & Other Paid Search Paid Social SFVC Other Media
F 0L 2 B &
[

% of Media = A .
Spending: 9 18% 14% 6% 29 18% > T

pending 42% ° ° ° ° ° accenture thlnk

Source: Canadian Media Attribution Study 13



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

Mdelivers the best ROIL

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
$13.10
I I b
MULTIPLATFORM TV Display & Other Search Social SFVC Other Media

)

05 9 B /s

Spending: 42% 18% 14% 6% 2% 18% . . ultv
accenture t h N k
14

Source: Peak Performance: Driving Advertising Effectiveness That Lasts



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

digital companies knowm works!
TV spend by internet-related products & services* is UP 2.5X since 2017

TV SPEND BY INTERNET BUSINESSES
INDEXED TO 2017

2017 2018 2019 2020 2021

Companies

like: @ Expedia M swwpsies « wayfair QUEﬁ;ADE @ airbnb NOOM ®@+ Uber

think’
Source: Total Canada/Annual/Numerator; In

List of companies includes Numerator’s “Internet-related sites and services” category plus additional online products and services. For full list of brands please contact thinktv. 15



over 800 new products & services

launched television campaigns in 2021. TV continues to
attract new advertisers looking to grow their businesses
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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 ROI of all media
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thlnk presents

Interested in more? Be sure to check out our thinktv presents page for a collection of

valuable presentations from industry experts both Canada and from around the world.

Webinar

Canada’s Top
Rated Ads 2020

Systeml inpartnership with Ehink’

Favoriser l'efficacité
publicitaire durable

milll‘.

HALO EFFECT OF TV

SEAN CUNNINGHAM

"~ PEAR PERFORMANCE
DRIVING ADVERTISING i
EFFECTIVENESS THAT LASTS 7
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https://thinktv.ca/how-we-help/presentations-2/
https://thinktv.ca/presentations-2/

info@thinktv.ca

y @thinktvca

subscribe to our

newsletter g ¥ thinktv.ca
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