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WHY ADVERTISING IS CRITICAL 
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IT SUPPORTS PRICE INCREASES  

Source: Unilever Q3 2023 results presentation

“THE HEIGHT OF INFLATION” - UNILEVER SALES GROWTH (USG) WITH PRICING GROWTH (UPG) AND VOLUME 
GROWTH (UVG) COMPONENTS Q3 2022 – Q3 2023 
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ADVERTISING IS CRUCIAL FOR MEETING MARKET FORECASTS  

Source: Bloomberg 
Source: Bloomberg
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IT HELPS BOOST LONG-TERM PROFITABILITY

Source: Federal Reserve Bank of St Louis, 2025
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ADVERTISING IS INTANGIBLE CAPEX… 

Source: Stock images
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…AND IT NEEDS TO BE MAINTAINED     
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Source: Stock Image, Liberty Sky Advisors 

CUTTING ADVERTISING SPEND IS A FALSE ECONOMY

2 + 2 + 2 + 2 = 8 

2 + 2 + 1 + 2 = 7

2 x 2 x 2 x 2 = 16 

2 x 2 x 1 x 2 = 8

2 x 2 x 1 x 4 = 16



…AND GEOPOLITICAL FACTORS WILL DRIVE THIS 

Source: YouTube, Countercurrents.org
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THE ACCOUNTING OF ADVERTISING 

• MARKETING = OPEX (OPERATING COSTS)
• 100% recognised immediately in P&L in the year that occur
• Other examples = Cost of Goods Sold, Staff Costs 

• IT / R&D = CAPEX (CAPITAL EXPENDITURE)
• Deferred / capitalised in the balance sheet 
• Value written down over time via depreciation and 

amortisation 
• Other examples = factories, buildings etc. 

• KEY PERCEPTION - OPEX ARE COSTS, CAPEX ARE INVESTMENTS 
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WHY ADVERTISING GETS CUT 

Source: Liberty Sky Advisors 

OPERATING PROFIT UPLIFT IN YEAR 1 FROM CUTTING £50M IF MARKETING SPEND VS 
CUTTING £50M OF IT SPEND AMORTISED OVER FIVE YEARS 



AI AND ADVERTISING 
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THE NEW ARMS RACE 

Source: FT.com; Mark Schiefelbein/AP

http://ft.com
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THE RETURN ON INVESTMENT - REVENUES OR COSTS?

Source: stock image; Inside EV 
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THE FIGHT FOR SHARE OF ADVERTISING…    

Source: Toei Company 
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…WILL GET EVEN MORE AGGRESSIVE 
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THE NEW INDUSTRIAL REVOLUTION 

Source:Wikipedia, CEPR.org 
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THE PUSH TO EQUALISE CONTENT…

Source: THE DOR BROTHERS, Darryl Dyck / The Canadian Press / AP 
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…AND TIME

Source: Nielsen

US TV VIEWING BY PLATFORM, JULY 2025
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AI IS AVERAGE – AND IS LIKELY TO REMAIN SO… 

Source: Iqtests.com; India Today

http://iqtests.com
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…BUT 

Source: Amazon.com
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WHO CONTROLS THE AI, CONTROLS THE PROCESS…   

Source: Futuri
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…AND WHY THAT IS AN ISSUE 

Source: Futuri

CASE STUDY: AI-GENERATED MEDIA PLAN FOR A LOCAL US ADVERTISER



WHERE DOES TELEVISION STAND? 
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WHAT IS TELEVISION?   

Source: Harold M Lambert / Getty Images via WSJ.com
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Source: Sportbusiness.com; Adolescence, Netflix 

WHAT IS STREAMING, WHAT IS LINEAR? 



WHAT ARE TELEVISION’S TRUE STRENGTHS? 

Source: Virgin.com; Getty Images
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THE US IS NOT THE WORLD… 

Source: RTL 2024 
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University of Massachusetts at Amherst/Yun Sun Park/BBC

Source: BBC.com

…AND YOUTUBE IS NOT TV 
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WHAT IS A VIEW?    

Source: Tubefilter Data, Liberty Sky Advisors 

Mr Beast’s weekly global audience ending April 13th 2025 in TV audience terms 
under differing scenarios of what a YouTube view means (millions)
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THE DEMAND FOR PREMIUM CONTENT IS STILL HIGH 

Source: Based off Nielsen “The Gauge” numbers and Liberty Sky Advisors’ analysis 
Conservative share = all non-YouTube and Other Streaming viewing share. Long-form likely share includes long-form viewing on YouTube and Other Streaming platforms 

LONG-FORM SHARE OF TOTAL US TV + STREAMING VIEWING AUGUST 2025  



Canadians 18-54 are not nearly as active on social media as the industry thinks
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%
63% 62%

30% 36% 38%

10%

91% 89% 92% 92%

68%
47% 51%

37%

92% 95% 97% 93%
79%

90%
76% 71%

Facebook YouTube Netflix Instagram Twitter Tik Tok Disney+ Apple TV+

MEDIA PEOPLE UNDERESTIMATE TV 

Source: thinktv



WHAT SHOULD TV DO? 
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DAVID CAN BEAT GOLIATH  

Source: Historynet.com (Sovfoto); Associated Press
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NEVER, NEVER, NEVER GIVE IN

Source: stock image
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BE AGILE   
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PLAY TO YOUR STRENGTHS 



38

PLAY THE DIGITAL GAME…  

Source: Canadian Media Means Business 2025
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…BUT DO NOT RELY ON OTHERS 

Source: Alphabet 10-K
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MONETISE SHORT-FORM  

Source: Ofcom Media Nations 2023 
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Source: Amazon Prime  

FLIPPING THE NARRATIVE 
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TAKE THE FIGHT TO YOUR OPPONENTS 
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MUSIC AND CHILDREN’S CONTENT ARE EASY WINS  

Source: Wikipedia, Sesame Street
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AI CAN MASSIVELY LEVEL THE PLAYING FIELD 

Source: Morgan Stanley Headquarters, LinkedIn



TV IN CANADA 
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CANADA IS NOT THE US 

US source: Nielsen Gauge, May 2025, P2+, viewing on a TV set (ex “other” viewing; proportionally adjusted)
Canada source: Numeris VAM, Ontario, May 2025, P2+, viewing on a TV set
UK source: BARB, May 2025, P4+, viewing on a TV set | “Streaming” = “Total SVOD/ AVOD” | “Video-sharing” is largely YouTube, but also includes TikTok, Twitch etc. (on a TV set)

U S A

49.7%
36.3%

14.0%

Broadcast/Cable Streaming YouTube

C A N A D A

79.6%

12.8%

7.6%

Linear TV Streaming YouTube

U K

71.2%
18.9%

9.9%

Total Broadcaster Streaming Video-sharing

SHARE OF VIEWING ON A TV SET

Source: thinktv



47Source: Guideline, Future of TV Canada 2025 

OTT FAST GROWING BUT SMALL  



15.5

2.8
1.4 1.0 0.2 0.1 0.1

Total TV YouTube Prime Video Netflix Disney+ Apple+ Crave (OTT
only)

AVERAGE WEEKLY HOURS

48

viewers spend more time
with Total TV

Source: Numeris VAM, 2/24/2025 to 5/25/2025 | Ontario | all time spent per capita
Total TV defined as linear TV and broadcaster streaming service | Streaming Services include ad-free and ad-supported services (in-home viewing only) 

ADULTS 18+ | Ontario

TV IS THE DOMINANT FORCE FOR VIEWING… 

Source: thinktv



49Source: Guideline, Future of TV Canada 2025 

…BUT ITS STRENGTHS ARE BEING IGNORED
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DON’T FALL FOR THE JEDI MIND TRICK 

Source: DIsney / 20th Century Fox 



FINAL THOUGHTS  

51
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TV IS CRITICAL FOR ADVERTISERS - AND SHAREHOLDERS 

Source: IPA / Liberty Sky Advisors



Source: Morgan Stanley, September 2025 

NOW IS THE RIGHT TIME TO DEMONSTRATE ITS IMPORTANCE 
MITIGATION STRATEGIES DISCUSSED ON COMPANY CONFERENCE CALLS AS TO OFFSET THE COST OF TARIFFS 
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Marketing decision-makers

26%
Digital
transformation
and AI

30%
Improving
efficiency

36%
Increasing
profitably

39%
Long-term
growth

48%
Brand building

Finance decision-makers

27%
Innovation

29%
Improving
efficiency

32%
Digital
transformation
and AI

37%
Long-term
growth

45%
Increasing
profitability

Company priorities for marketing and finance
decision-makers

SPEAK THE LANGUAGE OF THE CFO

Source: “The X Effectiveness Equation” Google, 2025 
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DEVELOP A NARRATIVE 

Source: Stock images 
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PLAY THE PROCESS 

Source: Wikipedia
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