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what we do

thinktv 
is a marketing and research 
association dedicated to the 
advancement of commercial 
television. 
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A18+ A25-54 A18-34

TV Live TV Playback

AVERAGE WEEKLY HOURS

Canadians watch a lot of
and most of it is live

Source: Numeris, Total Canada,  Sep 18, 2023 – May 26, 2024, Average Weekly Hours per Capita
Linear TV = viewing to any live broadcaster content (streamed on any platform and linear TV) plus broadcaster content recorded on PVR (with commercial load intact) that is viewed within 7 days of initial broadcast. 
Does not include on demand streaming. 4



66%

13%

6%

6%

5%
1% 3%

Total TV

YouTube

TikTok

Netflix

Amazon Prime

Disney+

Other Streaming
Services

Total TV dominates time spent with video
SHARE OF VIDEO

Adults 18+ | Ontario

Total
TV

Source: Numeris VAM, Sep 18, 2023 – May 26, 2024 
Total TV defined as linear TV and broadcaster streaming services  | 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. 5



46%

19%

10%

9%

9%

3%
4%

Total TV

YouTube

TikTok

Netflix

Amazon Prime

Disney+

Other Streaming Services

40%

22%

12%

11%

8%

2%
5%

Total TV

YouTube

TikTok

Netflix

Amazon P

Disney+

Other exc    

ADULTS 18-34ADULTS 25-54

Total
TV

…in all key demos

SHARE OF VIDEO
Ontario

Total
TV

Source: Numeris VAM, Sep 18, 2023 – May 26, 2024 
Total TV defined as linear TV and broadcaster streaming services  | 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. 6
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reaches 92% of Canadians (18+)

83%
76%

72%

92% 90% 87%

adults 18+ adults 25-54 adults 18-34

weekly reach monthly reach

every month

Source: Numeris PPM, Total Canada,  Sep 18, 2023 – May 26, 2024 
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.



83.2%
56.5%

47.3%
38.6%

32.8%
13.8%

6.7%
6.7%

4.4%
2.3%

1.6%
1.5%
1.4%
1.1%
0.7%
0.3%

Total TV
YouTube

Amazon Prime
TikTok
Netflix

Disney+
Apple TV+

Crave (OTT only)
Twitch TV

TubiTV
DAZN

Paramount+
Pluto TV
FuboTV

Roku Channel
Samsung TV Plus

AVERAGE WEEKLY REACH%
ADULTS 18+  |  Ontario

TV  ’s reach far exceeds all streaming services

Source: Numeris VAM, Sep 18, 2023 – May 26, 2024 
Total TV defined as linear TV and broadcaster streaming services  | Streaming Services are primarily commercial free and include in-home viewing only 8



How to Make an Impact with a Full Punch 

- JACK DAYAN, Full Punch

How to Build Fame & Flow: Why the Relationship 
between Brand and Performance Shouldn’t be Toxic

- SAMMY RIFAI, Initiative

Data vs Everyone: How to Target Both for Brand Growth

- STEPHANIE FREEMAN, formerly Initiative

How to Decode Canadian Media Consumption Myths  

- CATHERINE MACLEOD, thinktv



How to Make an Impact 
with a Full Punch 

JACK DAYAN
Founding Partner & CSO, Full Punch
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Version 1.0 — Private and confidential to Full Punch Creative Inc.
Full Punch acknowledges our Vancouver office is situated on the unceded traditional 

territories of the xʷməθkʷəy ̓əm (Musqueam), Sḵwxw̱ú7mesh (Squamish), and səlilwətaɬ 
(Tsleil-Waututh) Nations, and our Edmonton office rests on Treaty 6 territory, the 

traditional lands of First Nations and Métis people. 

November 14,  2024

Throw a Full Punch
Make an Impact
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There’s nothing more dangerous 
than throwing a half punch.
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 The majority of brands go unnoticed.
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PART ONE

Stand for something.
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The world is divided.
The world is in existential crisis.

The world is angry.
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Increasing societal anger is 
driving brand anger.
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In a world of chaos, how do you build 
brands that matter?  
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 64%
- Edelman Trust Barometer
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Stand for something. 
If you don’t, you’ll 
fall for everything.
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PART TWO

Lose the brief
(in place of a better process) 
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⅘ marketers think their briefs 
are great.

-The Better Briefs Project, Global Study, 2021
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 ⅕ agencies agree.

- The Better Briefs Project, Global Study, 2021
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Version 1.0 — Private and confidential fo Full Punch Creative Inc. 
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The Warmup.
Collectively, we define the strategy, give context,

and set parameters against the client’s objectives.
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The Workout.
We collaborate (strategy, creative, media and marketing)

in a working session with moderated insight-driven  
exercises to jump-start the creative process.
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PART THREE

Own the research 
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As strategists, nobody understands 
our clients challenges, cultural 
nuances, and audience insights 

better than us. 
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The rise of data is drowning insight.
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If you want to be a great marketer, 
forget about marketing. 

Think about life.

—Dr. Bob Deitsch, Cultural Anthropologist
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To understand culture, you need to 
immerse yourself in it.  
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It’s time to get back to the jungle. 
It’s time to throw a full punch.  
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What’s the 
best that
can happen?

Version 1.0 — Private and confidential to Full Punch Creative Inc.
Full Punch acknowledges our Vancouver office is situated on the unceded traditional 

territories of the xʷməθkʷəy ̓əm (Musqueam), Sḵwxw̱ú7mesh (Squamish), and səlilwətaɬ 
(Tsleil-Waututh) Nations, and our Edmonton office rests on Treaty 6 territory, the 

traditional lands of First Nations and Métis people. 



How to Build Fame & Flow:
Why the Relationship between 
Brand and Performance 
Shouldn’t be Toxic

SAMMY RIFAI
CSO, Initiative
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Data vs Everyone: 
How to Target Both for Brand 
Growth

STEPHANIE FREEMAN
Former Group Strategy Director, 
Initiative



Data vs. Everyone: 
How to target both for brand growth



Everyone!
Data!



Good audience 
strategies (and ogres) 
are like onions.



1. Reach
2. Top-of-Mind
3. Associations
4. Sources of Growth 

Layering marketing science factors into 
audience strategy:



BAD Audience Framework
Buyers

All

Don’t Miss Out 

In-market signals

(In the category)

Growth opportunities



Buyers
In-market signals

Role: Activation



(in the category)

Role: Brand & Demand

All



(on future growth)

Role: Brand & Demand

Don’t Miss Out



BAD 
Audience Framework
Targeting for brand growth

Buyers

All

Don’t Miss Out 



How to Decode Canadian 
Media Consumption Myths

CATHERINE MACLEOD
President & CEO, thinktv
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Profile – US and THEM

Media habits – US and THEM

US – What do we think they are doing?



Profile – US and THEM

BC

AB

Prairies (ex AB)

ON

QC

Atlantic
6%

2% 83%

3%

1%

5%|14%

|11% |39%

|23%

|7%

|6%

Male
40%

Female
57%

Male
49%

Female
51%

* Publishers include TV, print, radio, Google, etc.

18-34 35-54 55+

30% 53% 17%|27% |32% |41%

52% 9% 10%9% 6%
Client-side organization Creative 

agency
Media 
agency

Publisher* Digital 
agency

14%
Advertising

US - marketing industry professionals
THEM - general Canadian public 



Profile – US and THEM

© Ipsos56 ‒

SMARTPHONE TV STREAMING DEVICE SMART SPEAKERS SMART TV

Us 93% 65% 49% 68%

Them 81% 30% 22% 54%

NETFLIX AMAZON PRIME APPLE TV DISNEY+

Us 90% 77% 42% 51%

Them 52% 43% 8% 26%

DEVICE AND SERVICE OWNERSHIP



Our media behaviour is different…and our perceptions of 
the Canadian public are skewed
DAILY TIME SPENT ON DIFFERENT MEDIA TYPES (SELF REPORTED); THEM 18-54

In an average day, approximately how much time do you spend doing the following activities?
What percentage of time do you think that the average adult Canadian spends doing the following activities in an average day?

1.2

1.7
1.5

0.8

1.6 1.5

0.7

1.3
1.0

1.6

1.2

0.5

1.8

0.7 0.8

1.81.9

2.5

2.1 2.0

2.5

1.4 1.3

2.3

Watching on TV Watching a
subscription

service

Using YouTube Using Tik Tok Social networking
or social media

Listening to the
radio

Listening to
Podcasts

Streaming music

THEM US INDUSTRY’S ESTIMATE OF THE GENERAL PUBLIC



Our media behaviour is different…and our perceptions of 
the Canadian public are skewed

DAILY TIME SPENT ON DIFFERENT MEDIA TYPES (SELF REPORTED); THEM 18-54

In an average day, approximately how much time do you spend doing the following activities?
What percentage of time do you think that the average adult Canadian spends doing the following activities in an average day?
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Canadians 18-54 are not nearly as active on social media 
apps as the industry thinks they are
APPS USED IN THE LAST MONTH AMONG 18-54

Which of the following websites, apps, or services have you visited or used in the last 1 month?
Which of the following websites, apps, or services do you think that the average adult Canadian has visited or used in the last 1 month?

THEM US INDUSTRY’S ESTIMATE OF THE GENERAL PUBLIC

77% 74%
62% 63%

54%

10%

36%

91% 89% 92% 92%
78%

37%
47%

92%
95% 93%

97%
88%

71%

90%

Facebook YouTube Instagram Netflix Amazon Prime 
Video

Apple TV+ Tik Tok



Canadians 18-54 are not nearly as active on social media 
apps as the industry thinks they are
APPS USED IN THE LAST MONTH AMONG 18-54

Which of the following websites, apps, or services have you visited or used in the last 1 month?
Which of the following websites, apps, or services do you think that the average adult Canadian has visited or used in the last 1 month?

THEM US INDUSTRY’S ESTIMATE OF THE GENERAL PUBLIC

77% 74%
62% 63%

54%

10%

36%

91% 89% 92% 92%
78%

37%
47%

92%
95% 93%

97%
88%

71%

90%

Facebook YouTube Instagram Netflix Amazon Prime 
Video
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We all agree that TV advertising is the most ‘memorable’ 

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

THEM US

9%

14%

40% 45%TV

SOCIAL MEDIA
2nd highest

YOUTUBE
2nd highest

STICKS IN YOUR MEMORY



And we all ‘like’ TV advertising most

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

THEM US

36%

13%

34%

29%

TV

SOCIAL MEDIA
2nd highest

YOU LIKE



Probably because it makes us laugh the most

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

THEM US

41%

12%

37%

20%

TV

SOCIAL MEDIA
2nd highest

YOUTUBE
2nd highest

MAKES YOU LAUGH



And is most likely to make us feel emotional

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

THEM US

35%

10%

48%

16%

TV

SOCIAL MEDIA
2nd highest

MAKES YOU FEEL EMOTIONAL



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

THEM US

24%

10%

12%

37%

TV

SOCIAL MEDIA
2nd highest

MAKES YOU WANT TO BUY THE PRODUCT 

And yet … our industry’s perception about the power 
of TV for ‘them’ is sometimes out of synch
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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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