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Everything is 
the same

It’s about to 
change again

Everything has 
changed



Media Consumption 2002 vs 2025
(per capita weekly hours)
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Digital used by Young & 
Early Adopters

Common Use Across 
Generations

TV & radio were the 
only mass media

Social media has 
comparable scale

Content access 
was limited

Broad content 
distribution

Digital Media 
Age

Post Digital 
Media Age



The Blue Jays World Series illustrates access & adoption
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Common Use 
Across Generations

Content 
Availability

>10% 
of the audience 
was streaming

38 40.6

Sportsnet+ Canada

Source: Numeris VAM
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Categorizing Channels based on Focus
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Watching & Listening Channel Reach & Time
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Adult Weekly Reach & Hours

2002

TV 96% 25.5

Radio 94% 21.4

Newspaper 82% 3.1

Magazine 73% 1.3

Internet 52% 5.2

Adult Weekly Reach & Hours

2025 2024

TV 17.3 83% 19.1 83%

Radio 6.0 81% 6.6 84%

Connected TV 3.8 48% 3.8 49%

Cinema 0.14 4.3% 0.12 4.0%

Other Video 4.2 67% 5.2 71%

Audio Streaming 1.0 47% 0.68 39%

Podcast 1.7 15% 1.63 15%



Reading & Engaging Channel Reach & Time
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Sources: TV & Radio from Numeris PPM, Print from Vividata , Digital from Vividata and PHD Estimates

Adult Weekly Reach & Hours

2025 2024

Social 89% 7.3 86% 5.7

News Digi 61% 0.6 58% 0.5

Lifestyle Digi 69% 0.8 69% 0.8

Newspaper 25% 0.4 39% 0.5

Magazine 19% 0.1 30% 0.2
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Sources: TV & Radio from Numeris PPM, Print from Vividata , Digital from Vividata and PHD Estimates

Adult Weekly Reach & Hours

2025 2024

Search 97% 12.7 95% 16.21

Retail 86% 1.3 80% 1.1

AI 11% 0.8 2% 0.19

Searching & Finding Channel Reach & Time



The Age of 
Abundance
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25%
of all consumer transactions 

will be delegated to machines⁶ 

By 2030

(c.$15trn)

Source: Gartner ‘Machine Customers Will Decide Who Gets Their Trillion - Dollar Business. Is It You?’ 2024
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Low involvement

Price & functional benefit

Automated by Agents

Source: Interbrand BGB 2025



Source: Interbrand BGB 2025

Low enjoyment

Price & functional benefit

Automated by Agents

The line of indifference
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Example Uber?
25%

Low enjoyment

Price & functional benefit

Automated by Agents

High enjoyment

Emotion and meaning

Chosen by People

Source: Interbrand BGB 2025



Know your market
Know the potential 

of AI
Know how ads 

drive profit

Winning in the Age of Abundance



Know your 
market because 
brand growth 
will continue to 
be tied to 
winning & 
retaining 
customers

19Source: Professor Dr. Raimund Wildner, GfK ConsumerScan Based on the performance of 2,205 FMCG brands. Via WARC 2022

100%

100%

- 100%

- 100%

% change in 
sales quantity

% change in 
number of 

buyers



20Sources: Vividata Metrica

Weekly Reach & Time by Age Cohort
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10%

7%

7%

14%

3%

2%

44%

10%

5%

Watching &
Listening

Reading &
Engaging

Searching &
Finding

% of full profit generated by advertising 
(UK Data)

Source: Profit Ability 2, 2024
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2 Years

24%

19%

59%

Know how ads drive profit
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The market’s belief in ads has accelerated



Know the potential of AI 
– to disrupt the current advertising model

>1/2
of media time is spent 

with algorithmically 
responsive 

content

>2/3
of advertising is 

transacted 
algorithmically.

<1/2
of advertising profit 

contribution (according 
to the UK research)



Understanding people 
by what they read, 

write, and click

Understanding how 
people feel, sense, notice, 

and absorb

Media bought & sold as 
audience reach & action

Media bought & sold as 
access to human states

Culture as an audience 
driver

Culture as an operating 
system of growth

Know the potential of AI 
– to increase the value of insight & emotion
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It is starting to reshape how meaning moves too

AI has transformed how information moves

Advantage belongs to brands that act early
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