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What’s New in Canada?



every week TV reaches

118 Million Hours 
spent with TV yesterday

93%
Person 2+

88%
Millennials 
(A18−34)

TV & Radio reach remains strong

8.1 Million Hours 
spent with Radio daily in the Fall

Adults
(25−54)

92% 86%
Person 12+

89%
Adults

(25−54)

80%
Millennials 
(A18−34)

every week Radio reaches

Source: PPM Data, Total Canada, wks 5-17, 2017, AvWklyRch%, Total Hours, M-Su 2a-2a
Source: Radio Diary ,Total Canada,  Fall 2017, Total Hours, AvgWklyRch%



But…. consumption is changing

Linear TV is declining Increased OTT

TV and Radio reach remains significant, but Behaviour is changing year over year: 

Radio Streaming is increasing

-4%
2+

2%

2/3rd
Canadians listening to 
audio via the internet

13%
of homes don’t have

cable & growing

-5%
25-54

53%
18-34 

(4.04%  6.19%) 

Source: AvgWklyRch%,Weeks 4-11, 2016, weeks 5-12, 2017, M-Su 2a-2a, Total Canada
Source: AvgWklyRch%, Spring 2018 vs Spring 2017 TV Diary, M-Su, 2a-2a
Source: Radio Meter CTRL, AMA share % 2015-2016, 2016-2017



Demographics are changing

Cultural diversity through 
immigration

30-39
adults

adults

children

Growing

50+

<10 12-17

40-49

20-29
adults

adults

teenagers

Declining or 
steady

Tuning/viewing of homeland 
and/or mainstream programs



Growing need to leverage data
Data is the new Oil!

• Representation
• Demographics
• Deduplication
• Reach, Frequency

• Subscribers Set
• Top Box
• Consumer data

• Cross platform 
behavior analytics 
& targeting tools 

• Greater reach 
(platforms)

First party

Partners



The Regulatory Environment is changing
Set Top Box 

Focus: 
Should Canada have a standard measurement 
system that includes STB?

Goal: 
Levels the playing field with access to STB data 
for all players, more granular measurement, 
better planning for programming and targeting 
sales & negotiations of content

Status: 
Proof of Concept Fall 2018



Focus: 
 Future Programming models
 How will Canadians access content and through 

whom
 New business models supporting the creation, 

production & distribution of Canadian 
programming?

Goal: 
 CRTC to update (overhaul) Canadian 

Broadcasting Regulation
Status: 
 CRTC Report June 2018

The Regulatory Environment is changing
CRTC Review: Future of Audio & Video 



Numeris’ New Vision Managing Change



New Vision: Setting up a new foundation
Where Numeris is today

Information

 Linear focused with 
limited digital capture

 Panel measurement built 
on Linear references

 Digital capture is 
incidental

Consumer Landscape

Linear Digital



A new measurement foundation
Understanding consumers & behaviors

Consumers
Balanced Digital 
Representation
Access to services

By Device
By Market

By Audience Segment

Behaviour 

Unduplicated 
Understanding

Across Media
By Time Spent

By Exposure (Ad/Content)
With Granularity

Expediency and timeliness

Source of today’s gaps



A new measurement foundation
A greater focus on driving more value

Members’ leveraging Numeris data

Capture holistic video landscape (audio to follow)

Scale & granularity 

Reduce gap re value – advertiser/broadcaster



Cross-Platform Audience Measurement



The start of cross-platform audience measurement
New Consumer Landscape - NCORETM

 NCore is the foundation on which all data 
can provide context and convert into 
Knowledge.  
For this to be possible, it MUST reflect the 
whole landscape.

 DATA alone is not knowledge.  A 
contextual balanced living source for 
consumer information is necessary.

Linear
Electronic
and Diary

Digital
Online
Panel

NCoreTM

Linear Digital



Measure All - CONSUMERS

Active today

Linear 
data

(Source of 
Persons truth 

behind 
Linear)

Digital 
panel

(Source of 
Persons Truth 
behind Non-

Linear)

STB Data VAM Tagging Data

Numeris 
NCoreTM+ =
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Measure All - CONSUMERS

Next: grow all

STB 
Data

(60%)

Other
RPD

Other 
Data

Tagging 
Data

Audio
Streams

NCoreTM – Cross Platform 
Strategy

 Exponential Expansion 
through Data Integration

 Cross media 
 Granularity By Device
 Potential to expand as 

‘Hub’ or source for 
Propriety Media 
integrations

Linear 
data

(Source of 
Persons truth 

behind 
Linear)

Digital 
panel

(Source of 
Persons Truth 
behind Non-

Linear)
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The path forward
with our Partners

Proof of Concept –
May 2018

Gated 
Implementation –
Fall 2018

VAM

Proof of Concept –
Fall 2018

Report to CRTC –
Jan 2019

STBPartners: Partners:



 Universal need to embark on digital video measurement to understand audiences
 A way to bridge the media line divided for broadcaster sales teams, and for Agency and Advertiser 

planning and buying tools
 For advertisers and agencies, understanding the value of their marketing investment in digital and 

linear is paramount.  
 For broadcasters, the ability to strategically invest and monetize investments in content by platform is 

a priority.  
 Address the incompatibility of data
 Trusted, transparent, independent 3rd party validation
 1st step in changing the business models
 Opportunity to partner with digital players
 Implement as soon as possible

VAM – A game-changer
Anticipated Benefits & Managing Expectations



 High degree of interest with Members, not just the Government

 Vertically integrated members have been working 
with STB for years and part of their data strategies

 National STB system in demand as no single cable/satellite company 
has sufficient distribution/geography to represent the entire market 

 Members’ expectations are to monetize increased audiences 
and leveraging their data in creating consumer segments

 CRTC insisted that the cable/satellite companies participate 
on the STB project as part of their license renewal process 

STB – Promising…but early days
Managing Expectations



Future opportunities
Moving to ubiquity

Adapting to consumer behavior & digital growth

Exclusive
 Independent
 Non-Partisan
 Incumbent currency

NCoreTM

 New Measurement 
Foundation – Cross 
Platform

 Understanding 
consumers & behaviors

 Leverage 1st party data
 Partnership
 Expanded Membership

Ubiquity
 Ubiquitous connectivity
 Pervasive
 Scale
 Predictive
 Multiple data sets
 Multiple metrics



Thank You!


