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MEASURE the media behaviors/attitudes of the 
Canadian “Public” - if/how they might differ 
from the “Industry”

ASSESS how well the “Industry” understands the 
behaviors/attitudes, of the “Public”

CONSIDER if/how the “Industry” behaviors and 
attitudes inform their perceptions of the “Public”

Research Objectives:
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context
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Context Item #1 – News about TV is alarming
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Context Item #2 – yet TV viewing numbers are massive

Average Weekly Reach
- millions -

POPULATION

0

5000

10000

15000

20000

25000

30000

07-08 08-09 09-10 10-11 11-12 12-13 13-14 14-15 15-16 16-17

28,287 28,058

7,987 7,662

18+

18-34 96%

92%

Source:  Numeris 2017
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Context item #3 – Industry perceptions of the health 
of the 30 second TV spot have not changed in 10 years

Source: Digital Pulse 2017 Ipsos/CMA
10. Please indicate how much you agree or disagree with the following statements.
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The 
traditional 
30 second 
TV spot is 
dying
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Context Item #4 – about US and THEM.

and them.
We –the advertising industry –are Ontario / GTA centric
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Context Item #4 – about US and THEM.

and them.
We are younger than the general population
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Amazon Prime

4%

12%

Smartphone

72%

97%

Smart watch

7%

18%

Netflix

47%

86%

TV streaming 
device

22%

60%

Games console

43%

60%

more

9

Context Item #4 – about US and THEM.

We have more stuff IndustryPublic

and them.
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Them (Canadian Public)
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Three summary points

TV advertising is seen as the 
most compelling form of 

advertising.

TV viewing “on a television” 
continues to be pervasive.

Opportunity to improve the 
public’s trust in advertising.



TV viewing “on a television” 
continues to be pervasive.
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Canadians are engaged with TV – it remains pervasive
NOTE: estimates here are self-reported; actual TV viewing best 
reported via Numeris passive data

In an average day, approximately how much time do you spend doing the following activities?

Daily Time Spent on Different Media Types
CANADIAN PUBLIC

- mean number of hours -
2.4h

0.4h

0.9h 0.8h

1.4h

Watching on TV Watching on-demand Watching a 
subscription service

Using YouTube Social networking or 
social media

$

1414
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Millennials are multi media viewing hogs – they do not 
discriminate NOTE: estimates here are self-reported; actual TV 
viewing best reported via Numeris passive data

In an average day, approximately how much time do you spend doing the following activities?

Daily Time Spent on Different Media Types
- mean number of hours -

1.5h

0.6h

1.6h 1.5h

2.1h2.2h

0.4h
0.8h 0.7h

1.2h

3.1h

0.3h
0.5h 0.4h

1.0h

Watching on TV Watching on-demand Watching a 
subscription service

Using YouTube Social networking or 
social media

Millenials [18-34] Generation X [35-54] Boomers & Beyond [55+]
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TV is the primary device of choice for viewing 
broadcast television

Where TV/ Movies are Watched
CANADIAN PUBLIC

- mean % of time -

Of the time you spend watching TV shows or movies (excluding DVDs or shows from a subscription on-demand service like Netflix or Amazon), what percentage of that time is spent watching on a…?
When watching TV, for what percentage of time do you think you use another device (smartphone, tablet, laptop/PC, etc.) at the same time?

67% 7% 5% 5%11%

Claimed multi-
screen time

TV Desktop Laptop Tablet Smartphone
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TV is the primary device of choice for viewing TV
shows – across generations

Of the time you spend watching TV shows or movies (excluding DVDs or shows from a subscription on-demand service like Netflix or Amazon), what percentage of that time is spent watching on a…?
When watching TV, for what percentage of time do you think you use another device (smartphone, tablet, laptop/PC, etc.) at the same time?

Where TV/ Movies are Watched
- mean % of time-

49%

Millennials
[18-34]

8%

25%

4%

10%

Desktop

Laptop

Tablet

Smartphone

68%

Generation X
[35-54]

8%

8%

7%

5%

80%

Boomers & Beyond
[55+]

7%

6%

4%

2%

Multi-screen Multi-screen Multi-screen
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People enjoy appointment viewing – it is ‘live’ and it
is ‘social’

Why do People Watch Live TV?
CANADIAN PUBLIC

25%

20%

15% 14%
10% 9%

20%

Look forward to 
shows

To watch action 
as it happens

To avoid
spoilers

To watch with 
family or
friends

It feels like more 
of an event

To discuss right 
away

Come across 
shows and 

decide to watch

Why do you watch any TV shows live at the time they are broadcast rather than watch later recorded or via catch up/ on demand?

Many people 
turn to TV to 

see what’s on. 
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Millennials enjoy appointment viewing because it is 
‘live’ and ‘feels like an event’

Why do People Watch Live TV?

Why do you watch any TV shows live at the time they are broadcast rather than watch later recorded or via catch up/ on-demand?

26%

20%

26%

17% 17% 17%

21%
24%

19%

14% 13%
11%

7%

17%

25%

21%

9%
11%

5% 6%

24%

Look forward to 
shows

To watch action 
as it happens

To avoid
spoilers

To watch with 
family or
friends

It feels like more 
of an event

To discuss right 
away

Come across 
shows and 

decide to watch

Millennials also 
surf TV to be 'in 

the know'.

Millenials [18-34] Generation X [35-54] Boomers & Beyond [55+]



TV advertising is the most 
compelling form of 

advertising.
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TV advertising is the most likely to stick, draw attention and 
make brands recognizable – TV has impact

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

Media Sources on Which You Find Advertising That...
CANADIAN PUBLIC

50% 48%

36%

9% 11%
16%

Sticks in your memory Makes brands/ products more 
recognizable

Draws your attention to a 
product/ brand you hadn't 

heard of

Social MediaTV TV Social Media

TV Second Highest

YouTube TV
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TV advertising is the most likely to generate emotion 
and conversation

Media Sources on Which You Find Advertising That...
CANADIAN PUBLIC

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

48% 47%
39%

32%

13% 10% 9%
13%

Makes you laugh You like Makes you feel 
emotional

You talk about it, face to 
face or over the phone

TV Second Highest

TV TV Social MediaYouTube TV Social Media TV Social Media
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For Millennials TV advertising is the most likely to stick 
and make brands recognizable

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

Media Sources on Which You Find Advertising That...
MILLENNIALS

40%

31%

21%
14%

21%
28%

17%
12% 13%

Sticks in your memory Makes brands/ products more 
recognizable

Draws your attention to a 
product/ brand you hadn't 

heard of
TV Social Media YouTube
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For Millennials TV advertising is the most likely to 
generate emotion and conversation

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

Media Sources on Which You Find Advertising That...
MILLENNIALS

31%

40%
36%

24%26%
23%

12%

23%

14%
10% 12%

5%

Makes you laugh You like Makes you feel 
emotional

You talk about it, face to 
face or over the phone

TV Social Media YouTube



Opportunity to improve 
the public’s trust in 

advertising.
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Who do people trust?
% agree

GLOBAL CANADA

International institutions 48% 49%

Banks 41% 55%

Justice system 41% 51%

Big companies 39% 36%

The government 29% 40%

Political parties 19% 29%

The media 32% 43%

Source: Global Advisor Ipsos 2017
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Clear opportunity to improve the public’s trust in advertising –
across all media

Don’t trust advertising in 
any form of media

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

29%
34%

29%

Millennials 
[18-34]

Generation X 
[35-54]

Boomers & 
Beyond [55+]

2727
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Clear opportunity to improve the public’s trust in 
advertising – across all media

Media Sources on Which You Find Advertising That...
YOU TRUST

19%

16%

7%
6%

3%

TV Newspapers Online search pages Magazines YouTube

In which of the following media are you most likely to find advertising that…?
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Trust in TV advertising in the UK is clearly stronger –
opportunity for Canada to improve

19%
16%

7% 6%
3%

42%

13%

4%
8% 6%

TV Newspapers Online search pages Magazines YouTube

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

Canadian Public British Public

Media Sources on Which You Find Advertising That...
YOU TRUST
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Looking Forward
• TV is, and will remain, a powerful force for the 

foreseeable future.
• TV will likely continue to lead the way in terms of 

being seen as a medium that creates laughter, 
engenders emotion, sticks in the memory of the 
public and draws attention to brands.

• There is an opportunity to harness the power and 
memorability of television advertising to further 
the conversation on social.

• There is clearly an opportunity for advertising 
across ALL media channels in Canada to address 
the public’s lack of trust.  



Us (Industry Professionals)
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Two summary points and one consideration

Industry perceptions of what 
the public thinks and does 
from a media consumption 

perspective are different 
enough.

Industry media habits/ 
practices are markedly 

different from that of the 
public.

QUESTION FOR US TO CONSIDER
Does this impact our 

judgment?
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Our lens appears to be colouring how much we think 
Canadians are consuming media NOTE: estimates here are 
self-reported; actual TV viewing best reported via Numeris passive data

In an average day, approximately how much time do you spend doing the following activities?

2.4h

0.4h

0.9h
1.3h

0.5h

1.3h

2.3h

1.5h

2.3h

Watching on TV Watching
on-demand

Watching a
subscription service

Canadian Public Industry Professionals Industry’s Estimate of General Public

Daily Time Spent on Different Media Types
- mean number of hours -

0.8h

1.4h

0.6h

1.8h
1.6h

2.9h

Using YouTube Social networking or 
social media
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Our lens appears to be colouring where we think 
Canadians are consuming media

Of the time you spend watching TV shows or movies (excluding DVDs or shows from a subscription on-demand service like Netflix or Amazon), what percentage of that time is spent watching on a…?
When watching TV, for what percentage of time do you think you use another device (smartphone, tablet, laptop/PC, etc.) at the same time?

Where TV/ Movies are Watched
- mean % of time-

67%

Canadian Public

7%

11%

5%

5%

Desktop

Laptop

Tablet

Smartphone

60%

Industry Professionals

3%

13%

10%

8%

52%

Industry’s Estimate of
General Public

5%

16%

11%

13%

Multi-screen Multi-screen Multi-screen
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People enjoy appointment viewing mostly because it 
is live and it is social - and so do we

Why do you watch any TV shows live at the time they are broadcast rather than watch later recorded or via catch up/ on demand?

Why do People Watch Live TV?

25%
20%

15% 14%
10%

20%

27%

39%

25%
20% 20%

25%

Look forward to 
shows

To watch action as 
it happens

To avoid
spoilers

To watch with 
family or
friends

It feels like more
of an event

Come across shows 
and decide to 

watch

Canadian Public Industry Professionals
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77%
67%

46%

29% 26% 26% 22%

90% 91%
81% 79%

64%
53%

92%97% 96% 92% 90%
78%

60%
68%

Our lens appears to be colouring what we think Canadians 
are doing – app usage

Which of the following websites, apps, or services have you visited or used in the last 1 month?

Apps Used in the Last Month

Canadian Public Industry Professionals Industry’s Estimate of General Public

Facebook YouTube Netflix Instagram Twitter Pinterest LinkedIn
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16% 16% 16%
8% 8% 5%

30%
39%

48%

17%

31%

10%

62%

48%

62%

25%

40%

22%

Our lens appears to be colouring what we think Canadians 
are doing – app usage

Which of the following websites, apps, or services have you visited or used in the last 1 month?

Apps Used in the Last Month

Canadian Public Industry Professionals Industry’s Estimate of General Public

Snapchat WhatsApp Spotify Reddit BuzzFeed Amazon Prime Video
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28%

19% 18% 17%
12% 10% 7% 6%

47%

27%

44% 42%

29%

37%

25%
20%

Game of 
Thrones

Orange is the 
New Black

Stranger 
Things

House of 
Cards

Riverdale The Crown Westworld Big Little Lies

They’re not watching what we watch – does this 
influence our opinion?

At least One Episode Watched in P6M

Which of the following shows have you watched at least one episode of in the last 6 months?

Canadian Public Industry Professionals
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TV advertising effectiveness – similarities and 
differences between the public and the industry

Media Sources on Which You Find Advertising That...
TV

Canadian Public Industry Professionals

48%

36%

50%54%

17%

52%

Makes brands/ products 
recognizable

Draws your attention to a 
product/ brand you hadn't 

heard of

Sticks in your memory
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Divergence between the public and the industry on 
perceptions of advertising using social media

Media Sources on Which You Find Advertising That...
SOCIAL MEDIA

Canadian Public Industry Professionals

11%
16%

8%

18%

38%

14%

Makes brands/ products 
recognizable

Draws your attention to a 
product/ brand you hadn't 

heard of

Sticks in your memory
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YouTube advertising effectiveness – similarities and 
differences between the public and industry

Media Sources on Which You Find Advertising That...
YOUTUBE

Canadian Public Industry Professionals

5% 7% 9%8%
4%

7%

Makes brands/ products 
recognizable

Draws your attention to a 
product/ brand you hadn't 

heard of

Sticks in your memory



Looking Forward

4242

Ad industry media consumption appears to be 
influencing our perceptions of the public’s habits.  
At minimum, we as an industry need to be 
thinking about adjusting our marketing and media 
plans with the Canadian public in mind.  At best, 
there is a need for some level setting and training.



Looking Forward

• As an industry, we over estimate the public’s digital content media 
consumption.

• While the industry watches less broadcast television than the public, we 
enjoy appointment viewing for the same reasons as the public.

• Like many Canadians, we believe that one is ‘most likely’ (vis-à-vis other 
media) to find advertising that makes brands/products more recognizable, 
and that stick in memory, on TV.

• Moreover, the industry is far more likely than the public to cite social 
media as the medium where they are ‘most likely’ to find advertising that 
makes brands recognizable, sticky and attention drawing.

• The public and the industry love live TV.  They look forward to watching 
their favourite shows, on TV. They want to see the action as it happens, 
hate spoilers and can’t wait to talk about TV with their friends and family.

4343
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