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MEASURE ASSESS B CONSIDER

the media behaviours/ attitudes how well the Industry understands ' if/how the Industry behaviors
of the Canadian Public - if/how the behaviors/attitudes of the and attitudes inform their
they might differ from the Public perceptions of the Public
Industry
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What has changed since we last did this research in 2023

Ad supported streaming

j-:-—‘ — : S, .
"Streaming is starting

. to-feeflike'cable again."

Proliferation of video
on Social

3 Shorts
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The three MOREs Fragmentation is abundant

1. Spend more.
2. Watch more.

3. Advertise more.

Explosive Growth of Live Sports is where Prime Real Estate
Retail Media meets Collective Cultural Moments

&

CANADA AT THE

WORLD CUP
2026

WORLD CUP




About US and THEM

Women Men
59% 39%
BC Prairies (exAB) = QC
8%|14% 9%|7% 6%]22% " "
AB - Atlantic :g‘e” 4;“
7 % . % | 6% % %
8%112% | gg%y39%| 5*16

22%|40% 69%|47%  9%|13%

Client-side organization Media agency Digital agency Publisher* Creative agency Advertiser

*Publishers include TV,
print, radio, Google, etc.
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About US and THEM
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SMARTPHONE TV STREAMING DEVICE SMART SPEAKERS SMARTTV
Us g5% 51% 48% 76%
Them  81% 27% 23% 57%
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About US and THEM

NETFLIX PRIMEVIDEO  APPLETV DISNEY+

s 89%  84%  38%  59%
Tem B3%  56%  10%  34%
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TV Viewing CLARI

Average Weekly R




Our perceptions of public media consumption differs
significantly from reality

I 1.1

Daily Time Spent on N e Y 16
Different Media Types Watching ad-free streaming INESEG_—_——"1./,
(mean number of hours) 2.3

I 1.1
Watching ad-supported streaming I 1.0

. CANADIAN PUBLIC 1.9
INDUSTRY PROFESSIONALS ) I 1.8

[ Using YouTube I 1.3
INDUSTRY'S ESTIMATE OF 2.2
THE GENERAL PUBLIC I | 7

Social networking or social media I 1.9 .

I 2.0
Online for practical tasks —353.7

I 1.2
Listening to the radio NS 0.7

1.2
) I 0.8
Tik Tok NN 0.7
2.3
I 0.7
In an average day, approximately how much time do you spend POdcaSt _ 1.0
doing the following activities? 1.5

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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The public is less engaged on digital platforms than we think

B CANADIAN PUBLIC
B INDUSTRY PROFESSIONALS

INDUSTRY'S ESTIMATE OF
THE GENERAL PUBLIC

93% 93% 92%
87%

77%

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?
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Apps Used in the Past Month:
Video Forward Platforms (1/2)

81%
70%

i

75%
63%

52%

i

41%

d

®tv+

amazon
prime video S\
~—-1 ‘Dlsnep+

1

37%

Avg gap = 35 ppts!

89%

72%

49%

43%

30%




The public is less engaged on digital platforms than we think

I8 CANADIANPUBLIC
B INDUSTRY PROFESSIONALS

indineiiialisl Apps Used in the Past Month:
Social & Music Platforms (2/2)

7% 92% 94%

85%

88% 90%

73% .
70% 67%

58%

f ® @ @

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?
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88%

69%

29%

52%




Our usage of Al skews our perception of public usage

Apps Used in the Past Month Confidence in Detecting Al

84% 86%

I8 CANADIANPUBLIC
B INDUSTRY PROFESSIONALS

INDUSTRY'S ESTIMATE OF
THE GENERAL PUBLIC

715%

Very/somewhat confident

54%

Very/somewhat confident

© %

Which of the following websites, apps, or services have you visited or used in the last 1month? [ Al search engine (e.g. ChatGPT, Claude)]
Which of the following websites, apps, or services do you think that the average adult Canadian has visited or used in the last Tmonth? [ Al search engine(e.g. ChatGPT, Claude)]

How confident are you that you can identify Al-generated content(e.qg., images, videos, articles)? Very/Somewhat confident
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Industry professionals are more tapped into new releases

Bl CANADIANPUBLIC At Least One Episode Watched in Past 6 Months

B INDUSTRY PROFESSIONALS

9 BRIDGERTON THE TESTAMENTS = LANDMAN

THEBEAR Ha,ck).) The Studio SHRINKING YRURIERCS

35%
29% 25% 25%
22% 21% o . 22% 21% . 19%me 23%
7/ 17% 6% 17% 17/ 18% 1,
127 1% "% 70 10°/ 8 11% °
% % 5% 7% 5%8%
H N |
DISNEY+ PARAMOUNT+ CRAVE CRAVE CRAVE APPLETV+ APPLETV+ APPLETV+ NETFLIX NETFLIX DISNEY+ PRIME VIDEO PRIME VIDEO PARAMOUNT+

Which of the following shows have you watched at least one episode of in the last 6 months?
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...And far more interested in watching them as they air

B CANADIANPUBLIC Why do People Watch Live TV?

B INDUSTRY PROFESSIONALS

| don't have the

Come across equipmentto |don't wantto

To watch To watch It feels like showsand Tofollowwhat recordor  waituntilitis

Look forward actionasit To avoid with family more of an To discuss decide to other's are watchon-  available on-
to shows happens spoilers or friends event right away watch saying online demand demand

40%

23% 229% 23%

17% 17% I I 16% 14% 5%

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?

18%

8%  18% )
10% 1% 12%

8%

6% 6% 8%

2%
] -
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More of a qulf than a gap between Public and Industry regarding
advertising on TV versus Social Media

Media Sources on which you find advertising that...

Draws your attentionto a

You like product/brand you hadn't heard of Makes you want to buy the product
] canapian pusLIc proressonats Il canabianpuLc o INDUSTRY Bl cannoanpuBLE  peotpecions
v 33% 21% 26% 9% 18% 9%
(> ) vouree  12% 10% N% 10% 8% 4%

©
ooa- 16%  40% 2%  49%  17%  39%

In which of the following media are you most likely to find advertising that ...?
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TV more memorable and more emotional - we like our own work

Media Sources on which you find advertising that...

Sticks in your memory

J ] cANADIAN PUBLIC

Tv 35%

> ' YOUTUBE 12%
©)

o 1%

In which of the following media are you most likely to find advertising that ...?
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INDUSTRY
PROFESSIONALS

45%

6%

21%

Makes you feel emotional

Bl canapianpuue o et
29% 53%
12% 14%
12% 19%

17




We're aligned in our skepticism that social media can be misleading

/quality concerns
Media Sources on which you find advertising that...

You trust Is misleading Is low quality

INDUSTRY INDUSTRY
] canapian pusLIc eroressionars 1wl canaDianpuLic MOUSTRY B[ CANADIANPUBLIC  ppocecsionaLs

v 23% 32% 10% 2% 5% 1%

RS N E—

(> ) vouree 8% 4% 6% 2% 5% 3%

@
SOCAL oy 6% 33% 52% 22% 32%

In which of the following media are you most likely to find advertising that ...?
In which of the following media are you most likely to find advertising that ...?
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Where does this leave Us?

Public vs. Industry: We are different in so many ways.

Our perception of the public's media consumption (some gross overestimations)
continues to be distorted and may well be impacting media buying practices.

Everyone loves live TV, because we view it as a SOCIAL event - We hate spoilers and can't
wait to talk about TV with their friends and family.

Trust in all advertising (particularly digital) remains lacking and needs a credibility boost.

At minimum we, as an industry, need to .
be thinking about adjusting our At best there is a need for
marketing and media plans with the some level setting and training.

Canadian public in mind.
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THANK
YOU

Steve Levy

steve.levy@ipsos.com
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