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Global digital growth continues its march forward, whether it’s 
internet access, active social media usage or mobile adoption. 
Canadian growth is also forward-looking albeit  at a slower pace 
given increasing market maturity. 

Digital growth continues globally 



The world continues its digital march forward 
with 46% internet penetration; 51% mobile 

           The world’s key digital indicators (January 2016) 

Source: Simon Kemp - We are Social, Digital in 2016, Global Overview 5 

Total  
population 

Internet 
users 

Active social 
media users 

Unique  
mobile users 

Active mobile  
social users 

7.395 
billion 

 

54% 
urbanization 

 
Total global population  

including children 

3.419 
billion 

 

46% 
penetration 

 
Fixed and mobile  

connections 

2.307 
billion 

 

31% 
penetration 

 
Active user accounts  
not unique individuals 

3.790 
billion 

 

51% 
penetration 

 
Unique mobile  

phone users 

1.968 
billion 

 

27% 
penetration 

 
Active user accounts  
not unique individuals 

Sources: Population: UN, US Census Bureau; Internet: ITU, InternetWorldStats, CIA, national government ministries and industry associations; 
Social & Mobile Social: Facebook, Tencent, VKontakte, LiveInternet.ru, Nikkei, VentureBeat, Niki Aghaei; Mobile: GSMA Intelligence. 
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Global double-digit year-over-year growth in 
key digital user groups continues 

           Year-on-year growth trends for key digital indicators (January 2016) 

Source: Simon Kemp - We are Social, Digital in 2016, Global Overview 6 

Growth in the  
number of active  

internet users 

Growth in the  
number of active  
social media users 

Growth in the 
number of unique  

mobile users 

Growth in the 
number of active  

mobile social users 

+10% 
since Jan 2015 

 

+332 million 

+10% 
since Jan 2015 

 

+ 219 million 

+4% 
since Jan 2015 

 

+141 million 

+17% 
since Jan 2015 

 

+283 million 

Sources: Population: UN, US Census Bureau; Internet: ITU, InternetWorldStats, CIA, national government ministries and industry associations; 
Social & Mobile Social: Facebook, Tencent, VKontakte, LiveInternet.ru, Nikkei, VentureBeat, Niki Aghaei; Mobile: GSMA Intelligence. 
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Canada remains one of the most highly 
developed digital markets globally 

           Canada’s key digital indicators (January 2016) 

Source: Simon Kemp - We are Social, Digital in 2016, Global Overview 7 

Total  
population 

Active  
internet users 

Active social 
media users 

Unique  
mobile users 

Active mobile  
social users 

36.11 
million 

 

82% 
urbanization 

 
Total national population  

including children 

33.00 
million 

 

91% 
penetration 

 
Fixed and mobile  

connections 

21.00 
million 

 

58% 
penetration 

 
Active user accounts  
not unique individuals 

30.48 
million 

 

84% 
penetration 

 
Mobile subscriptions 

not unique users 

17.00 
million 

 

47% 
penetration 

 
Active user accounts  
not unique individuals 

Sources: Population: UN, US Census Bureau; InternetWorldStats; Facebook; GSMA Intelligence. 
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Canada’s digital growth is maturing  
versus the global trend 

           Canadian year-on-year growth trends for key digital indicators (January 2016) 

Source: Simon Kemp - We are Social, Digital in 2016, Global Overview 8 
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number of active  

internet users 

Growth in the  
number of active  
social media users 

Growth in the 
number of mobile  

subscriptions 

Growth in the 
number of active  

mobile social users 

+2% 
since Jan 2015 

+5% 
since Jan 2015 

+4% 
since Jan 2015 

+5% 
since Jan 2015 

Sources: Population: UN, US Census Bureau; InternetWorldStats; Facebook; GSMA Intelligence. 
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Magazine media deliver powerful relationships that influence, 
inspire and endure. The magazine media brand experience is 
based on trusted editorial complemented by relevant advertising. 
This dual immersion in edit and ads satisfies the interests and 
passions of millions of readers—when, where and how they 
choose. The reader’s commitment to this premium brand 
experience results in extraordinary consumer engagement with 
magazine media on all platforms and formats. 

Magazines expand as multimedia brands  



19.6% 

15.6% 

6.1% 

5.6% 5.2% 1.3% 
46.6% 

As digital opportunities & offerings expand, B2B & 
B2C magazines transform into multi-media brands 

11 Source: Folio as reported by FIPP, From Magazines to Multi-media Brands, March 9, 2016 

           Sources of B2B and B2C magazine revenue, 2014 vs. 2004 (% share of total revenue) 

11.6% 

8.4% 

5.1% 

5.0% 

3.2% 

66.7% 

34.1% 

1.4% 

7.4% 
2.5% 3.5% 

50.1% 

19.0% 

11.0% 

10.0% 
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6.0% 2.0% 

1.0% 
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Events 
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Mobile ads 

Data 

Other 

Magazine Media 



Print remains the platform of choice despite 
magazine reading on digital devices now 45% 

12 Source: Vividata 2016 Q1 (18+) 

Magazine Media 

55%  
print only 

8%  
digital only 

37%  
print + digital 

           Cross-platform magazine reading in Canada, print and/or digital (%) 

70% 
of Canadian adults  
read magazines,  

comparable to levels  
5 years ago 

Age 12+ 
Average Issue Audience (AIR) 

21.9 million digital/print* 10.1 million digital** 

Magazine Readership 

* Net Digital/Print = Unduplicated audience of print and digital. ** Digital = 2015: Audience who read, looked into or accessed a digital issue, a magazine website, or other digital content 
posted through apps, on other websites, social media websites, or e-newsletter within the qualifying time period (yesterday up to past 3 months, depending on the publication frequency) of 
the magazine. 2016: Audiences who read or looked into digital content within the qualifying time period (yesterday up to past 3 months, depending on the publication frequency).  

.  



22% 

33% 

45% 

Mobile only 

Both 

Laptop/ 
desktop only 

Light readers of magazines are reading more digital; 
readers use both mobile and laptop/desktop devices 

13 Source: Vividata 2015 Q4 (18+).  

           Print/digital reach and devices used (%) 

36% 
44% 

15% 

56% 
50% 

1% 

Light print users Heavy print users

Digital 
only 

Both 

Print 
only 

Average Issue Readers 
Note: Numbers do not add up due to rounding 

Unduplicated average net digital readers; devices used to read in the past month 

Magazine Media 



            Reading activities are more popular than playing video/online games or reviewing social media  

Reading, digital or print, is one of the top five 
spare-time activities across all generations 

Source: Nielsen Generational Lifestyle Survey, 2015 14 

Millen- 
nials 

Gen 
Z 

Gen 
X 

Baby 
Boomers 

Silent 
Gen 

Reading 

Family/Friends (e.g. social) 

Travel 

Music listening 

Exercise 

Gardening 

TV 

Activities selected as one of their top three 

Magazine Media 



Digital and print magazine formats 
are used differently for different reader needs 

             Comparison of print & digital magazine content experiences 

15 Source: Media Experience Survey, TNS/NIPO/NUV; FIPP Proof of Performance, V2 

0%
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30%

40%

Enjoyment
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Disturbing

Information
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Magazine readership differs across gender; males 
more likely to read magazines digitally at least weekly 

16 Source: Vividata 2015 Q4 (18+), average issue readers of print/digital  

           Key magazine readership metrics by gender 

Females Metric Males 

4 Average # of print 
issues read 3 

3 hrs 
Average time spent 

reading a print 
issue/month 

2 hrs 

36% 
Read a digital issue 

at least once a week  
(% composition) 

64% 

Magazine Media 



A way to learn about new products 133 103 83 

Touches me deep down 132 92 96 

Inspires me in my own life 131 96 88 

Gets me to try new things 127 100 85 

Inspires me to buy things 122 104 83 

A treat for me 121 85 115 

Brings to mind things I enjoy 121 88 106 

Affects me emotionally 116 92 100 

Gives me something to talk about 114 91 103 

Trust to tell the truth 114 102 88 

Get valuable information from 113 103 87 

Magazine media deeply engage and inspire 
readers to learn about and try new products 

           Magazine media touch readers in personal ways better than other media (index*) 

Source: Simmons Research, Multi-media Engagement Study, Spring 2015 17 

* Index: Percentage of purchase influencers within the household for each medium vs. percentage of purchase 
influencers within the household for the combination of all magazine media, websites and TV vehicles used by each 
purchase influencer. Note: Data for each medium based on levels of agreement with the above statements for a set 
of vehicles in each medium used by each individual with the most purchase influence in the household. 

Magazine Media 

Magazine media Television Websites 



Ads fit well with content 141 93 89 

Has ads about things I care 
about 132 95 91 

Products/services advertised are 
high quality 131 92 92 

More likely to buy the products 
in ads 130 95 90 

Get valuable info from the ads 130 96 91 

Ads help me make purchase 
decisions 124 95 90 

Magazine media ads are viewed more positively than 
other media—more relevant, high quality, likely to buy 

           Magazine media ads offer a better fit with content and consumer needs (index*) 

Source: Simmons Research, Multi-media Engagement Study, Spring 2015 18 

* Index: Percentage of purchase influencers within the household for each medium vs. percentage of purchase 
influencers within the household for the combination of all magazine media, websites and TV vehicles used by each 
purchase influencer. Note: Data for each medium based on levels of agreement with the above statements for a set 
of vehicles in each medium used by each individual with the most purchase influence in the household. 

Magazine Media 

Magazine media Television Websites 



Time spent with magazine media is likely to be more 
happy, excited and confident than with other media 

           Index* of time spent with media when various emotions were experienced across select channels and formats 

Source: RealityMine USA Touchpoints, 2015; MPA Magazine Media Factbook 2016-17 19 

Hopeful 400 92 132 111 169 176 

Confident 306 81 158 156 128 134 

Excited 164 112 130 94 127 103 

Happy 129 101 101 81 104 91 

Any positive 
emotion (net) 132 101 115 94 108 106 

*   Index against percentage of all half hours in which emotion was experienced. 
** Excluding digital magazines. 

** ** ** 

Magazine Media 



Affluent luxury shoppers like to use digital and 
magazine media for inspiration & research 

           Sources/channels used for inspiration and/or researching luxury goods by affluent internet users (% respondents) 

Source: Martini Media, The Martini Report: The Affluent Audience Online (Vol 2: Luxury Goods), 2015 20 

6% 

18% 

21% 

26% 

49% 

51% 

53% 

10% 

13% 

17% 

35% 

45% 

48% 

63% 

Mass affluent

Hyperaffluent
Sales 

Person 

Income of $100,000 to $$249,000 

Income of $250,000+ 

Magazine Media 



Total 
adults 

Bought 
any 

luxury 
items 

Fine wine/ 
Beer/spirits 

Premium 
beauty 
items 

Luxury 
travel 

Fine 
watches 
/jewellery 

Premium 
home-
related 
items 

Designer 
apparel/ 

accessories 

Luxury 
car/SUV/

truck 

Magazines 
(digital) 100 217 200 200 283 350 283 333 317 

Newspapers 
(digital) 100 213 275 238 238 350 238 288 213 

Tablets 100 162 162 231 246 238 138 223 162 

Smartphones 100 155 140 165 190 200 155 170 185 

Social sites 100 141 146 154 139 156 161 161 133 

Websites 100 116 116 116 116 150 121 137 113 

Emails 100 110 113 125 135 118 133 138 108 

153 

Magazine Media 

Digital magazines are  
a key platform for luxury buyers 

           Consumers who bought one or more luxury product or service (index to general population) 

Source: Shullman Research Centre, Insights into Luxury, Affluence & Wealth, May 2015 21 



Magazine readers are word-of-mouth leaders, 
passing along opinions across product categories 

           Magazine media lead other major media formats in word-of-mouth conversations  

Source: TalkTrack from Keller Fay Group, an Engagements lab Company, January to December 2015; MPA Magazine Media Factbook 2016-17 22 

Children 200 94 89 145 183 

Personal care/beauty 195 106 97 141 175 

Household products 190 105 103 143 175 

Home 160 95 92 128 152 

Financial 156 96 92 128 153 

Retail/apparel 154 106 100 128 145 

Automotive 152 94 92 131 147 

Beverages 131 108 99 123 125 

Average number of weekly conversations about product category  
among devoted users of each medium (index*) 

Note: Top quartile of users of each medium vs. adults 18-69 

* 

* Includes internet magazine activity 

Magazine Media 

Magazine media Television Websites Newspapers Radio 



The combination of digital and print drives  
brand awareness 

           Average “brand awareness” lift due to exposure to various combinations of print, online and TV (%) 

Source: Millward Brown Digital, 2007-2015; MPA Magazine Media Factbook 2016-17 23 

5% 

13% 

TV TV + print

4% 

10% 

Online Online +
print

6% 

15% 

TV + online TV + online
+ print

*Print includes newspapers and digital editions of magazines; however, newspapers were represented in less  
  than 10% of the analyzed campaigns and generally represented a small portion of the print media buy. 

Magazine Media 



Brand favourability rises with the combination  
of digital and print 

           Average “brand favourability” lift due to exposure to various combinations of print, online and TV (%) 

Source: Millward Brown Digital, 2007-2015; MPA Magazine Media Factbook 2016-17 24 

8% 

15% 

TV TV + print

4% 

10% 

Online Online +
print

7% 

14% 

TV + online TV + online
+ print

*Print includes newspapers and digital editions of magazines; however, newspapers were represented in less  
  than 10% of the analyzed campaigns and generally represented a small portion of the print media buy. 

Magazine Media 



Purchase intent surges with the combination  
of digital and print 

           Average brand “purchase intent”  lift due to exposure to various combinations of print, online and TV (%) 

Source: Millward Brown Digital, 2007-2015; MPA Magazine Media Factbook 2016-17 25 

8% 

17% 

TV TV + print

4% 

11% 

Online Online +
print

8% 

17% 

TV + online TV + online
+ print

*Print includes newspapers and digital editions of magazines; however, newspapers were represented in less  
  than 10% of the analyzed campaigns and generally represented a small portion of the print media buy. 

Magazine Media 



Connected readers move seamlessly between magazine  
media platforms—print, online, tablet, smartphones and  
social—accessing content and ads at different times and  
for different purposes.  

130 

Note: N = 3,543 1 Platform       2 Platforms        3 Platforms        4 Platforms        5 Platforms 

7.3 

9.5 

9.4 

8.8 

8.2 

Content and ads across magazine platforms  
amplify reader receptivity 

        Advertising receptivity satisfaction rating from 1 (low) to 10 (high) 

Magazine Media 

Receptivity  
rating (1-10) 

Source: Connected Consumers, IPC Media UK, 2014 26 



$2.63 $2.55 $2.45 

$1.53 

$3.94 

$2.62 

Display Linear TV Mobile Digital
video

Magazines Cross
media

Across media types & product categories, magazine 
media deliver the highest return on ad spend 

           Return on ad spend by media type and product category ($) 

27 Source: Nielsen Catalina Solutions, Multi-Media Sales Effect Studies from 2004-Q4 2015, 2016 

Return on ad spend across media Incremental sales per reached household 

$0.19 
$0.33 

$0.23 $0.23 $0.26 $0.25 

Display Linear TV Mobile Digital
video

Magazines Cross
media

$0.00

$0.50

$1.00

$1.50

$2.00

$2.50

$3.00

$3.50

$4.00

$4.50

$5.00

Display Linear TV Mobile Digital video Magazines Cross media
Baby Pet Health & beauty General Merchandise Food Beverage Over-the-counter

Return on ad spend across media and product category 

NA NA NA NA NA NA NA NA NA NA NA NA NA NA 

Magazine Media 



Visit museums 190 91 93 131 146 

Attend pro/college sports 185 123 86 110 120 

Entertain family/friends 164 99 90 124 109 

Fine dining/eating out 156 100 101 121 132 

Cooking for fun 155 101 101 111 114 

Shopping for fun 154 112 107 105 100 

Photography 151 108 100 126 102 

Go to bars/nightclubs 146 110 95 112 121 

Fantasy sports league 133 122 103 124 72 

Magazine media readers lead diverse, active lives 

           Activities participated in regularly (index*) 

Source: Kantar Media, MARS Consumer Health Study, 2015; MPA Magazine Media Factbook 2016-17 28 

*   Index: Top quintile of users of each medium vs. adults 18+ 
** Includes internet magazine activity. 

** 

Magazine Media 

Magazine media Television Websites Newspapers Radio 



Tennis 191 134 90 106 120 

Dancing 185 117 112 123 87 

Basketball 170 140 108 166 114 

Running/jogging 163 126 72 110 99 

Football 160 78 99 146 99 

Swimming 156 108 89 139 117 

Use a health club/gym 152 80 70 119 130 

Bicycling 147 67 69 136 118 

Aerobics 141 82 60 108 98 

Weight training 140 115 79 97 97 

Fitness/walking 138 84 78 113 119 

Hiking 133 77 61 121 108 

Yoga/Pilates 126 106 39 113 92 

Readers participate in a wide cross-section  
of sport & physical activities 

           Activities participated in regularly (index*) 

Source: Kantar Media, MARS Consumer Health Study, 2015; MPA Magazine Media Factbook 2016-17 29 

* Index: Top quintile of users of each medium vs. adults 18+          ** Includes internet magazine activity 

** 

Magazine Media 

Magazine media Television Websites Newspapers Radio 



Publishers continue to expand upon the list of products 
& services they offer to advertisers & readers  

30 Source: HubSpot, Digital Publishing Benchmark Report, November 2015 

Magazine Media 

           A partial listing of the digital products publishers are offering (% of those offering) 

32% 

47% 

83% 

67% 

68% 

28% 

17% 

41% 

40% 

Webinar sponsorship

Event sponsorship

Website banner ads

Email banner ads or newsletter sponsor sponsorships

Sponsored content or native advertising

Selling email or subscriber lists

Online store/ecommerce

Lead generation for advertisers

Classifieds and directory listings



Digital magazine reading is about access and 
portability, allowing more reading out of home 

             Electronic access to magazine content opens up new possibilities for readers 

31 Source: MPA, The Mobile Magazine Reader; Apple Newsstand: New Era in Publishing & New Opportunities; FIPP Proof of Performance,V2 

17% 

19% 

19% 

23% 

25% 

26% 

30% 

37% 

37% 

40% 

53% 

70% 

Easy to upgrade subscription to include digital

Ability to change tyoe size/format of magazine

I'm an early adopter

Added extras not available in print edition

Ability to save past issues/articles

Availability of back/special issues

Costs less than the printed copy

A convenient way to buy/subscribe

Saves trees/better for the environment

Interactive features: videos, photo galleries

Portability with all magazines on one device

Easy to access content

Reasons for accessing magazines in electronic form (%) 

Digital  Print 

64%      75% 

45%      45% 

23%      20% 

25%      17% 

W
h

ere m
ag

azin
es are read

 

Sitting room 

In bed 

Commuting 

At work 

Magazine Media 



32 

MOBILE 



33 

The convenience of reading your favorite magazines anywhere,  
anytime invites readers to migrate to mobile. Mobile access to 
premium, credible magazine content, in context, enables readers 
to easily browse or use apps to research, learn, shop and buy. 
Reading sessions on mobile devices, especially tablets, generate 
stronger ad recall and a belief that those ads are more informative 
and helpful. Furthermore, long form articles, a specialty of 
magazine brands, generate double the engagement of short form 
content. 

Mobile’s influence continues to grow 



$0.90  
$1.49  

$2.31  

$3.00  
$3.78  

$4.18  
$4.51  

2014 2015 2016 2017 2018 2019 2020

111.5% 

65.0% 

55.0% 

30.0% 26.0% 

10.5% 
8.0% 

% change 

Mobile ad spend in Canada represents 48% of 
total digital spend in ‘16, growing to 70% in ‘20 

           Mobile and digital ad spending in Canada ($ billions)  

34 

$3.79  
$4.36  

$4.80  
$5.23  

$5.65  
$6.04  

$6.41  

2014 2015 2016 2017 2018 2019 2020

15.0% 

$ Billions 

11.0% 10.0% 9.0% 8.0% 7.0% 6.1% 

Digital ad spend ($ billions) 

Digital ad spending in Canada 

$ Billions 

Mobile ad spending in Canada 

Mobile ad spend ($ billions) 

Source: eMarketer, Mobile Captures Nearly Half of Canada’s Digital Ad Spend, March 2016 

Note: Includes advertising that appears on mobile phones and tablets on all formats;  
includes SMS, MMS and P2P messaging-based advertising 

Note: Includes advertising that appears on desktop and laptop computers as well as mobile  
phones, tablets and other internet-connected devices and includes all the various formats  
of advertising on those platforms; includes SMS, MMS and P2P messaging-based advertising 

Mobile 



Mobile adoption continues—more households 
own wireless phones than landlines 

            A vast majority of Canadians still own both a landline and a wireless phone   

Source: CRTC, Communications Monitoring Report 2015 35 

85% 
of Canadians own a wireless phone* 
 

20% 
of Canadians own a wireless phone only*  
 

79% 
of Canadians own a landline phone 
 

14% 
of Canadians own a landline phone only 
 

1.5 Mbps+ 

10 Mbps+ 

16 Mbps+ 

50 Mbps+ 

5 Mbps+ 

80% 

77% 

55% 

34% 

8% 

Percent of Canadian households subscribed  
to broadband internet by download speed 

Mbps = Megabits per second 

Mobile 

* Smartphone or feature phone 



Three-quarters of Canadians own at least  
one smartphone; Android dominates 

           Approx. 83% of Canadians will own a smartphone by 2019 

Source: Catalyst Canada, 2016 Canadian Smartphone Landscape, June 2016; eMarketer, July 2015 36 

50% 
59% 

34% 
32% 

11% 
5% 4% 
4% 1% 

2014 2016
Android iOS RIM Windows Phone Other

Smartphone owner share in Canada by OS  
(% of respondents A18+) 

Smartphone 
users*  

Smartphone user* 
penetration 

2014 18.0 64.9% 

2015 20.3 70.9% 

2016 22.1 75.8% 

2017 23.7 79.5% 

2018 24.7 81.9% 

2019 25.4 83.1% 

*Individuals of any age who own at least one smartphone and use 
  the smartphone(s) at least once a week; excludes feature phones 

Smartphone users and penetration in Canada 
(millions & % of mobile phone users) 

Mobile 



Mobile devices account for the majority of time spent 
on the internet in Canada; 7% of usage is mobile only 

           Mobile is now more engaging than lap/desktops in Canada 

Source: ComScore, Mobile is now more engaging than desktop in Canada, August 2015; eMarketer, April 2016 37 

Mobile now accounts for 
  the majority  

of all time spent on the internet 

Average time spent per day with non-voice mobile activities by adults in Canada, by device (hrs:min) 

0:49 
1:39 

Tablet 

Smartphone 

0:02 1:36 

Smartphone 

Feature  
phone 

44% 

Mobile 

56% 



Mobile display and video growth is driving 
Canadian advertising revenue 

            2015 mobile advertising  revenue growth in Canada  

Source: IAB Canada, Internet Revenue Report, 2016 38 

54% 39% 7% 

Mobile search Mobile display Streaming video

Mobile ad revenue by format in Canada, 2015  

116% 
 

mobile display  
& video ads 

-58% 
 

video gaming 
ads 

21% 
 

total online  
ads 

79% 
 

total mobile  
ads 

3% 
 

online ads  
excluding mobile 

22% 
 

mobile search  
& display ads 

35% 
 

video 
ads 

-31% 
 

email  
ads 

-5% 
 

classifieds &  
directory ads 

Percent ad revenue dollar growth in Canada, 2015  

Mobile 



All respondents 

Personal telephone calls 95% 

Business telephone calls 41% 

Personal email 86% 

Business email 34% 

Social media 79% 

Send & receive texts 92% 

Link to business services 26% 

Daily deal sites 25% 

Chatting with friends 60% 

Apps 76% 

Most smartphone activity is personal; calls, texts, mail  
and social are typically checked first thing every day 

           Activities most used by smartphone users (all that apply) and when messaging is checked in the morning 

Source: Adestra Consumer Adoption & Usage Study, April 2016 39 

Which of the following activities  
do you use your smartphone for? 

39% 

22% 
20% 

4% 
8% 

3% 
1% 1% 

First 
thing 

Before 
breakfast 

After 
breakfast 

To 
work 

At 
work 

Randomly Later 
in day 

Other 

How early do you check email, text messages, social media  
and voice mail when you wake up in the morning? 

Mobile 



Larger device screens deliver longer in-app  
time spent and engagement 

            Minutes spent in an individual app (monthly average) 

Source: Localytics, 2016 40 

+27%  
more time spent 

Mobile 

Note: 271 million Samsung & iPhone devices studied 

5” 
4” 

66 
minutes 52 

minutes 



Canadian news & magazine app use is dominated by 
the 25-54 demo; 18-34s dominate total app usage 

           App usage volume by age and category in Canada (%) 

41 Source: Flurry by Yahoo Analytics, mapped devices only, September 2015 Canada 

     64% 
 

Nearly two-thirds of Cdn 
news & magazine app  
sessions come from  

users 25-54 

3% 

9% 

2% 

45% 

40% 

17% 

6% 

14% 

11% 

18% 

9% 

22% 

26% 

26% 

17% 

9% 

16% 

15% 

16% 

9% 

9% 

14% 

37% 

6% 

49% 

50% 

48% 

20% 

24% 

38% 

32% 

27% 

22% 

9% 

25% 

5% 

1% 

5% 

7% 

44% 

Utilities & productivity

Sports

News & magazines

Music, media & entertainment

Messaging & social

Lifestyle & shopping

Health & fitness

Games

13-17 18-24 25-34 35-54 55+

    49% 
 

Nearly half of all Cdn 
 app sessions come  

from users 18-34 
driven primarily by  

messaging, social & 
entertainment apps  

High Low 

Time of day app usage peaks in Canada               7am-10am  7pm-10pm 

Mobile 



Tablets are most used by upper income demos  
but not all use them to go online 

            Tablet ownership and online usage (%) 

Source: GlobalWebIndex, 2015 42 

63% 

46% 

36% 

44% 

44% 

40% 

46% 

50% 

47% 

36% 

Top 25%

Mid 50%

Bottom 25%

Female

Male

55-64

45-54

35-44

25-34

16-24
Age 

Income 

Gender 

Tablet ownership by demo (%) 

92% 

Personal  
PC 

56% 

Work 
PC 

83% 70% 

25% 12% 

% of tablet owners who accessed the internet  
via the following devices last month 

Tablet owners who went online in past month (%) 

Mobile 



Tablet owners claim stronger mobile ad recall; 
one-quarter find mobile ads informative/helpful 

            Two-thirds of connected device owners find mobile ads annoying/intrusive 

Source: Nielsen, 2016 Connected Device Report, Q1 2016 43 

Ad recall by device type, Q1 2016 (%) 

34% 

26% 

20% 

22% 

9% 

9% 

6% 

8% 

31% 

35% 
Every time I use it 

About once a day 

About once a week 

Less than once a week 

Don't recall seeing an ad 

Connected device owner attitudes towards mobile ads, Q1 2016 (%) 

7% 

7% 

9% 

22% 

34% 

16% 

16% 

17% 

25% 

31% 

34% 

30% 

30% 

34% 

22% 

18% 

22% 

22% 

12% 

7% 

25% 

24% 

22% 

7% 

6% 

Strongly agree 

Somewhat agree 

Neutral 

Somewhat disagree 

Strongly disagree 

They are annoying/intrusive 

They are more intrusive than TV 

I do not notice mobile ads 

I don’t mind them 

They are informative/helpful 

Mobile 



Ads with a coupon/promotion remain the #1 trigger  
for  motivating consumer action on mobile 

           Reasons for taking action on a mobile ad on a smartphone (%) 

Source: Nielsen, Q2 Mobile Connected Device Report, September 2016 44 

% Generation Agreeing 

Reason (An ad that…) Gen Z Millennials Gen X Boomers Great Gen 

Has coupon/promotion 13% 19% 17% 14% 7% 

Is within walking distance 1% 2% 1% 1% 0% 

Is within driving distance 4% 3% 2% 3% 1% 

Is with a familiar brand 14% 8% 7% 4% 4% 

Is targeted to my 
interests 16% 8% 9% 11% 10% 

Includes a phone number 2% 3% 2% 1% 2% 

I have seen on TV 4% 4% 3% 2% 1% 

No ad would motivate 45% 52% 60% 65% 76% 

Mobile 



The “perfect mobile ad” is more about  
functionality and offers than relevance 

           % of respondents age 14-29 

45 Source: Verve Mobile, The Rise of Mobile Prodigies: Millennials, Gen Z and the Future of Mobile Marketing, September 2016 

23% 

24% 

33% 

34% 

34% 

39% 

40% 

45% 

46% 

Ad is relevant in terms of proximity & location

Ad features interactive & engaging elements

Ability to shop product directly from ad

Provides info about product availability & store
location

Easily shared

Customized based on products users want to buy

Adds a coupon or offer to the user's mobile wallet

Delivered by a trusted source with a safety "seal of
approval"

Can be saved & accessed later

Your 
ad 

here 

Elements that would make the “perfect mobile ad” according to teen and millennial internet users 

Mobile 



Short-form articles are more plentiful on mobile by 3 
to 1 but long-form content generates 2X engagement 

           Engagement with mobile long-form content is higher than engagement with short-form, both interactions & time spent 

46 Source: Ascend2, 2016 State of Lead Generation, August 2016 

Long-form content 

Short-form content 

49%  
of total  

interactions 

51% 
 of total  

interactions 

24%  
of total  

# of articles 
available 

76% 
 of total  

# of articles 
available 

148 
average seconds  

spent with content  
after clicking an  

internal link* 

59 
 average seconds  

spent with content  
after clicking an  

internal link* 

40%  
of total traffic  

referred to long-form  
content by social media 

60% 
 of total traffic  

referred to short-form  
content by social media 

2X the 
engagement 

vs. short-form 

* A link within the same website 

2.5X the 
engagement 

vs. short-form 

Mobile 



Consumers discover apps via friends/family;  
apps are kept if they prove to be relevant & easy 

           Immediate uninstalls result from crashes, complications or slow launch times 

Source: TargetingMantra, Mapping - A Mobile App User’s Journey: From Discovery to Purchase, 2015 47 

52% 

40% 

27% 

24% 

Friends/family 

App store 

Search engines 

Company website 

How consumers discover apps  
(% of respondents) 

Why consumers download an app  
(% of respondents) 

65% 

31% 

24% 

21% 

Notifications to 
stay updated 

Time-crunched  
offers 

App-only 
discount/sale 

Products found  
only on app 

31% 
33% 

60% 
65% 
65% 

Interactive/fun
Recommendations

Reviews/ratings
Easy returns

Relevent info

Why customers keep apps  
(% of respondents) 

71% 
68% 

65% 
48% 

25% 

Crashes/hangs
Complicated registration

Slow launch time
Unsatisfied UI/UX

Irrelevant info

Why customers immediately uninstall apps  
(% of respondents) 

Mobile 



ONLINE VIDEO 

48 



49 

Videos help Canadian consumer and business audiences research 
and learn more about products via demos, testimonials and  
tutorials, all presented across an increasing variety of channels. 
Video watchers feel more comfortable making a purchase after 
viewing a video and have more confidence that they have made 
the right decision. Many magazine brands, B2B & B2C,  routinely 
create their own videos, adding  an all important promise of trust 
that only a magazine brand can project upon a product purchase. 

Video use is increasingly omni-channel 



5% 

15% 

22% 

40% 

43% 

53% 

76% 

81% 

Other

Video network

Sales conversations

Emails

Recorded webinars

Landing pages

Social media

Website

Video content usage is expanding across the 
web, social media, webinars, email & more 

           More and more, video viewing data is integrated into lead scoring or automation activities   

50 Source: Demand Metric, 2015 Video Content Metrics Benchmark Study, October 2015 

30% 

46% 

19% 

3% 2% 

Somewhat 
important 

Very 
unimportant 

Very 
important 

Neutral 

Somewhat 
unimportant 

Importance of video viewing data  
for lead scoring (%) 

Where video content is used (%) 

Video 



Half of video campaigns served in Canada are  
omni-channel: desktop/laptop, mobile &/or OTT 

           Digital video ad campaign share in Canada, by device, Q3 2015 

51 Source: Videology, Canada Video Market-At-a-Glance, Q3 2015,November 2015 

43% 

41% 

12% 

3% 1% 

Desktop/laptop only 

Desktop/laptop & mobile 

Desktop/laptop, 
mobile & OTT device 

Mobile only OTT device only 

Note: Represents activity on Videology’s platform; broader industry metrics may vary 

Video 



Canadian pre-roll ad volume & ad completion rates  
in decline while mobile volume continues to grow 

           Mobile video ad volume and completion rates on the rise in Canada 

52 Source: TubeMogul, Q1 2016 Quarterly Update: Canada, May 16, 2016 

Daily average 
Q1 2016 (millions) 

% Change  
(vs. Q1 2015) 

Pre-roll* 458.5 -10% 

Mobile** 63.2 +38% 

Digital video ad volume in Canada  
by inventory type 

*  Desktop only    **Includes pre-roll and interactive in-app/browser inventory on smartphones and tablets 
Note: Represents impressions served on the TubeMogul programmatic platform; broader industry metrics may vary 

Q1 
2015 

Q2 
2015 

Q3 
2015 

Q4 
2015 

Q1 
2016 

Pre-roll* 77% 76% 73% 73% 70% 

Mobile** 47% 62% 69% 57% 57% 

Completion rate for digital video ads in Canada  
by device/format 

Video 



Video content in emails energize opens & CTR;  
shorter video lengths increase retention 

           Use shorter videos and include videos in emails to boost user engagement  

53 Source: Vidooly, 5 Noteworthy Things to Increase Engagement on YouTube, 2016 

96% 

Videos in email 

19% 

26% 

Increase in  
click-through  

with video 

More opens in 
emails with ‘video’ 

in subject line 

Reduction in 
unsubscribes 

80% 
retention 

Video length 1 minute 

Video length 2-3 minutes 

60% 
retention 

Video length 5-10 minutes 

50% 
retention 

Watch time & retention 

Video 



Short-form video is primarily an evening activity  
with 44% viewing at least one video daily 

           Viewers of short form video age 18+ 

54 Source: Horowitz Research, June 2016 

8% 

10% 

18% 

19% 

23% 

39% 

43% 

During commutes

At work

After waking up

With friends

During lunch

Right before bed

While watching TV

When is short-form video viewed* (%)? How often  is short-form video viewed* (%)? 

13% 

14% 

17% 

20% 

24% 

Less than once a week

One or two times per week

Most days

One or two times per day

Several times a day

44% 
 

watch a short  
form video daily 

82% 
 

watch a short form 
 video in the evening 

Video 



70% of Canadians view video on YouTube— 
computer viewing is more prevalent than mobile  

           YouTube remains Canada’s most viewed video streaming site especially among younger Canadians 

55 Source: Media Technology Monitor (MTM), 2015 

Age 18+ 70% 

Age 18-25 96% 

Gen X 80% 

Boomers 59% 

Age 70+ 21% 

70%      15%     12% 

% of Canadians viewing video on  
streaming sites  at least monthly 

   Laptop/desktop      Smartphone or Tablet 

or 

73%           63% 

Computer is the preferred device  
for accessing YouTube in Canada 

YouTube viewer penetration in Canada  

48%     32%     14% 
Single 
device 

2 
devices 

3 
devices 

# of devices used by Canadians  
to access YouTube 

Video 



B2B videos are most typically distributed & shared by 
their own websites,  YouTube or social media channels 

           Results from B2B marketing companies, agencies  and non-profit professionals 

56 Source: Web Video Marketing Council/Flimp Media/ReelSEO, B2B Video Content Marketing Survey Results, November 2015 

83% 
embed on  
webpages  

or blogs 

How do B2B marketing professionals deploy videos for online marketing (%)? 

69% 
share via 
YouTube 
& other 

64% 
share  

on social  
networks 

49% 
email 

marketing & 
newsletters 

40% 
embed  

in landing 
pages  

53% 
customer 

education & 
how-tos 

34% 
online 

advertising 
campaigns 

24% 
PR 

& press 
releases 

35% 
sales 

collateral & 
presentations 

Video 



Mobile video drives brand awareness 

           Mobile video generates higher  brand awareness than desktop video (exposed vs. unexposed) 

57 Source: Videology, The Mobile Impact: Driving Brand Metrics Through Mobile Video Advertising, 2016 

Brand awareness lift (unexposed vs. exposed groups) 

10.1% 

22.7% 

Unexposed Exposed

Mobile video 

10.4% 

23.0% 

Unexposed Exposed

Mobile video 

12.9% 

20.3% 

Unexposed Exposed

Desktop video 

18.1% 

26.6% 

Unexposed Exposed

Mobile video 

16.1% 

20.7% 

Unexposed Exposed

Desktop video 
+125% vs. unexposed +122% vs. unexposed +57% vs. unexposed +47% vs. unexposed +27% vs. unexposed 

Case study #1 Case study #3 Case study #2 

Major CPG food company 
 

Objective 
Leveraging mobile video  
to drive major brand lift 

Major streaming video content provider 
 

Objective 
Target consumers on mobile  
based on TV viewing habits 

Major CPG food company 
 

Objective 
Boost product awareness among  
young audience with mobile video 

Video 



24% 

25% 

38% 

43% 

52% 

52% 

30% 

30% 

43% 

47% 

52% 

61% 

Mobile ad recall

Purchase intent

Liklihood to recommend

Favorability

Aided awareness

Ad uniqueness

Viewed ad (test) Did not view ad (control)

Marketers believe videos are best at generating 
brand awareness especially via ad uniqueness 

           Mobile native video ads move key metrics throughout the marketing funnel, from recall to purchase intent  

58 
Source: High Q,  2015: The Year of Video Marketing (One Spot, Content Marketing Fact Pack, 2016); Opera Mediaworks & ComScore, 2015;  
             Ascend2, Video Marketing Strategy Survey Summary Report, September 2015 

What do marketers think videos are best at? 

52%  Brand awareness 

45%  Lead generation 

42%  Online engagement 

Performance metrics for mobile native video ads (%) 

3% 12% 60% 25% 

Very unsuccessful Somewhat unsuccessful Somewhat successful Very successful

Success of video marketing in achieving important objectives  
according to B2B marketing professionals worldwide (% of respondents) 

Video 



Poor quality and excessive ads are top  
reasons for video abandonment 

           Reasons that Internet users in select countries* abandon digital videos (% of respondents) 

59 Source: Limelight Networks, The State of Online Video, December 2015 

* Canada, Australia, UK, US 

16.4% 

26.7% 

40.9% 

51.3% 

61.8% 

65.8% 

There is an ad before the video

There is an ad before the video and I can't
skip it

It's not clear at the beginning what the
video is about

The video pauses/buffers more than once

There are too many ads during the video

The playback is of poor quality

Video 



Canadian video campaigns are predominantly 
geo targeted; auto & CPG are top ad categories  

           Geographic targeting continues to gain in appeal 

60 Source: Videology, Canada At-A-Glance, Q3, 2015 

52% 

29% 28% 
22% 22% 

5% 3% 

Campaign targeting in Canada  
(% of total campaigns) 

25%    Auto 

24%    CPG 

9%    Retail 

8%    Pharma 

Top Canadian video ad categories  
(% of total) 

Video 



Consumers are willing to share branded videos  
if they meet certain requirements  

           What motivates consumers to share a brand’s video with friends or on a social network (%)? 

61 Source: Wyzowl, Video Marketing Statistics 2016 

55% 

65% 

69% 

76% 

Inspirational

Informative

Interest to their
followers

Entertaining

Why would a consumer share a brand’s video?  

Have shared  
a brand video 

70% 

97% 
Would be  
willing to share  
a brand video 

77% 

Were convinced to  
buy a product after  
watching a video 

Video 



Mid-roll video claims the highest impression growth 
& ad-completion rate vs. pre- or post-roll video 

           Pre-roll video growth is maturing although ad completion rates remain high 

62 Source: Ooyala Video Index Extra, 2016 

Pre-roll Mid-roll Post-roll 

Impression growth 
year-over-year 2015-16 

Ad-completion 
average rate 

14% 110% 74% 

78% 90% 65% 

Video 
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Video 

Source: Fractl and BuzzStream, 2015 63 

Videos and  images are most shared  
visual content 

           Most shared visual content, by type and by generation (%) 



SOCIAL MEDIA 
MARKETING 
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Social media platforms help to connect Canadians with relevant, 
premium magazine content on Facebook, follow the magazine, its 
readers, its writers and editors on Twitter, follow a magazine or re-
pin favourite content on Pinterest and view magazine content 
videos on YouTube. Magazine readers are highly social, amplifying 
what they read in their favourite titles both publicly and privately. 
What’s also clear is that social users don’t like being targeted by 
ads on social media, reducing usage of social sites as a result. 

Magazine readers are highly social 



Worldwide growth of Facebook & Twitter 
continue, albeit at slowing rates 

Social Media 

            Facebook remains the world’s largest social media channel 

Source: Forum Research, 2015 Canadian Social Media Usage Statistics 66 

1.13 
1.29 

1.43 
1.56 

1.67 
1.78 

1.87 

2014 2015 2016 2017 2018 2019 2020

Facebook users worldwide (billions & % change) Twitter users worldwide (millions & % change) 

235.1 
258.2 

286.3 
310.1 

331.9 
351.8 368.8 

2014 2015 2016 2017 2018 2019 2020

21.2% 

9.8% 10.9% 8.3% 7.0% 6.0% 4.8% 

14.1% 13.6% 11.0% 9.0% 7.2% 6.4% 5.3% 



Daily+ usage of social media in Canada  
is driven significantly by Facebook 

           Social media platform usage in Canada by frequency, gender and age (% respondents in each group) 

Source: Insights West, 2016 Canadian Social Media Monitor, 2016;  67 

Daily  
or more 

4-5  
x/week 

2-3 
x/week Female Male 18-34 35-54 55+ 

Facebook 54% 11% 6% 28% 24% 23% 28% 28% 

YouTube 23% 15% 11% 23% 21% 32% 24% 12% 

Twitter 12% 7% 8% 10% 12% 20% 8% 5% 

Pinterest 8% 6% 9% 14% 3% 14% 11% 6% 

Google+ 10% 5% 6% 10% 12% 9% 9% 13% 

Instagram 11% 4% 5% 19% 5% 33% 8% 2% 

LinkedIn 4% 4% 4% 6% 11% 12% 9% 4% 

Snapchat 5% 3% 1% 9% 3% 16% 5% 1% 

Reddit 3% 1% 1% 3% 3% 7% 3% 1% 

Tumblr 1% 3% 1% 3% 3% 8% 2% 1% 

Frequency Gender Age 

Social Media 



27% 
38% 

B2B B2C

Pinterest 

27% 

43% 

B2B B2C

45% 39% 

B2B B2C

B2B- & B2C-focused marketers worldwide  
differ in choice of social media platforms 

           Social platforms used by B2B- and B2C-focused marketers worldwide (%)  

Source: Market Inspector by Federica Auletta, Social Media Marketing Trends, 2016 68 

88% 96% 

B2B B2C

Facebook 

80% 75% 

B2B B2C

Twitter 

51% 54% 

B2B B2C

86% 

58% 

B2B B2C

LinkedIn YouTube 

Instagram Google+ 

<10%  
of businesses are  
active in remaining  

social networks 

Social Media 



22.53 
15.88 

5.99 

1.09 0.86 

Instagram Pinterest Facebook LinkedIn Twitter

LinkedIn wins B2B audience size but Instagram 
wins content engagement for B2B brands 

           B2B audience size  and engagement  for social media channels 

Source: The Fortune 500 Instagram Report, 2016 69 

Engagement Ratio 
(number of interactions per post per 1,000 followers) 

Median social media  
audience size for B2B brands 

LinkedIn           100 

Facebook             31 

Twitter             17 

Instagram              3 

Pinterest            0.4 

Index 

Social Media 



Women are more willing to connect with 
marketers and brands using social media 

           Canadian females are more connected than their male counterparts 

Source: Nielsen Social Media Survey, PanelViews, May 2015 70 

Willing to connect with marketers over social media 

Likely to participate in social media activities 

Receive coupons 

Participate in surveys 

Provide product reviews 

Make online purchases 

Click on banner ads 

41% 34% 

34% 

30% 

22% 

22% 

23% 

21% 

14% 

13% 

77% 55% 

76% 

61% 

60% 

32% 

60% 

48% 

57% 

29% 

Female Male 

Read reviews & recommendations 

Connect with neighbours/community 

View advertising & promotional offers 

Connect with brands 

Connect with retailers 

Social Media 



Digital natives don’t like being targeted  
by branded ads on social media 

           Millennials are most opposed to branded ads on social sites 

Source: Lithium Technologies, Note to brands: young people are sick of you targeting them on social media, 2016 71 

74% 
  

of age 16-39  
don’t like being  

targeted by brands  
on social 

media 

57% 
  

of age 16-39  
have stopped or  
reduced use of  

social media sites  
because of  

paid ads 

0%

10%

20%

30%

40%

50%

60%

70%

Trust in social
networks

Trust in online
communities

Trust in blogs Trust in
celebrity

endorsements

Age 16-39

Age 40-70

Gen Z 
16-19 yrs. old 

Millennials 
20-39 yrs. old 

Gen X 
40-59 yrs. old 

Boomers 
60-70 yrs. old 

Digital natives 

Social Media 



51.5% 

32.8% 

15.6% 

Half of internet users believe companies are 
often too intrusive on social media 

           Internet users who agree that companies are often too intrusive on social media (%) 

Source: Marketing Executives Networking Group (MENG), What Do Leading Brand Executives Really Think?, 2015 72 

Disagree/ 
strongly disagree 

Neither agree  
nor disagree 

Agree/ 
strongly agree 

Social Media 



Social media referrals lag other referral types, 
especially internal referrers 

           Internal referrals spend more time on target pages than other referral types 

Source: Parse.ly, 2016; FIPP StatistaCharts, 2016 73 

1:14 1:12 

1:07 1:05 0:57 

Internal No referrer 

External Search Social 

Average time spent on target page by referral type (minutes : seconds) 

Social Media 

Internal Referral: includes any traffic from your API (application programming interface) key’s domain, e.g. homepage,  
in-article links. Internal traffic on an article can be driven by photo galleries or paginated content where clicking to see  
the next image in a slideshow registers another page view. It can be a good indication of loyalty throughout a site. 



Content length is a major trigger for  
improving social media engagement 

           Content matters—shorter is better 

Source: Express Writers, An Infographic Guide to Content Length, 2016 74 

<40  
characters 

is the ideal   
post length 

= 
+86% 

more engagement 
than longer 

posts 

<100 
characters 

is the ideal   
post length 

= 
+17% 

more engagement 
than longer 

posts 

71-100 
characters 

are most re-tweeted 
vs. longer/shorter tweets 

BUT 

<80 
characters 

is 2nd best receiving 
66% more engagement 

than longer posts 

AND 

<60 
character 

headlines are the 
highest performing 

<6 
word headlines 
have the most impact 

200-440 
characters 

is the ideal  
body content length 

200 
character 

descriptions earn  
the most re-pins 

80% 
higher engagement 

when pins feature  
a Call to Action 

>800  
pixel images 
earn more re-pins 

than smaller images 

+ AND 

+ AND 

Social Media 



Two-thirds of respondents use social media while  
at work, especially during lunch or intermittently 

           19% claim usage of social media for 60 minutes or more while at work  

75 Source: Bambu by Sprout Social, 2016 

30-60 mins 

12.3% 

60-120 mins 

9.6% 

120+ mins 

9.4% 

None 

32.8% 

0-15 mins 

18.7% 

15-30 mins 

17.2% 

Daily time spent (minutes) on social media while at work, % of responses 

During 
lunch 

End of 
the day 

When I get 
to the office 

During 
bathroom 

breaks 

Intermittently 
throughout 

the day 

6.4% 11.6% 41.4% 40.0% 22.3% 

When employees use social media at work, % of responses 

Social Media 



A majority of marketers (61%) spend 10 hours  
or less per week on social media 

           Marketer time spent weekly with social media (%) 

76 

0 
hours 

1-5 
hours 

6-10 
hours 

11-20 
hours 

21-30 
hours 

31-40 
hours 

40+ 
hours 

3% 5% 9% 21% 24% 34% 4% 

Marketers’ weekly time commitment for social media marketing 

68% 

“I regularly analyse my  
social media activities” 

90% 

“Social media is  
important to my business” 

41% 

“I am able to measure  
social media ROI” 

Source: Market Inspector by Federica Auletta, Social Media Marketing Trends, 2016 

Strongly agree or agree (%) 

Social Media 



DISPLAY ADS 
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Brand marketers view online/web ads as part of their “ideal” ad 
mix. They attract gaze time and drive ad recall, performing 
particularly well in uncluttered environments. Performance does 
vary across a wide array of format types, especially highly 
intrusive ads that consumers believe impart a poor opinion of the 
advertiser and its website. 

Display ads are part of the “ideal” ad mix 



Marketing execs put online/web ads in their “ideal  
mix”; they work best in uncluttered environments 

79 
Source: Millward Brown Digital, Getting Digital Right 2016, August 2016;  
             InSkin Media, research Now and Sticky, From Viewability to Visual Engagement Study, 2016 

           Senior executives’ “ideal marketing mix”: survey of senior advertiser, agency & media company executives (%) 

4% 

5% 

7% 

8% 

11% 

11% 

12% 

13% 

13% 

16% 

Events & conferences

Direct mail

Email

Mobile & apps

Content

Online ads

Social (owned & earned)

Search

Website

Traditional ads

Best-in-class allocation of time and efforts on channels  

Display Ads 

7.5 
sec 

3.3 
sec 

0.9 
sec 0.7 

sec 

Takeover ad Billboard Half-page Mid-page ad

52% 

23% 

21% 
18% 

31% 
26% 

21% 

Gaze time (seconds) and recall levels (%) by format 

Uncluttered         Cluttered 



Ad type and relevance drives attention,  
clicks and views  

80 Source: Mediative, Maximize Display Ad Viewability and Engagement: 6 Key Factors to Consider, 2016 

Display Ads 

           Online ad performance by ad type 

Likelihood searchers pay attention to various ad types (“somewhat likely”, “likely” or “very likely”) 

Ads across top  
of the page 49% Ads to side of 

the page 36% Ads outside 
the body of 
the page 

32% Ads within the 
content 31% Ads shown  

between pages 
or slides 

29% Ads that pop 
up between 
the page 

25% 

8.4x more clicks 

21% more views 

Leaderboards Skyscrapers Big box ads 

“Relevant”  
  ads drive…. 

1.7x more clicks 

5.6% longer views 

3.0x more clicks 

36% longer views 

Performance of select ad types when ads are relevant to the search query vs. irrelevant ads 



Mobile interstitials get attention but few follow-up 
looks; Sidekicks attract most follow-up looks 

           Performance metrics of select mobile ad formats according to mobile users 

81 Source: Kargo, Captivate vs. Aggravate, conducted by MediaScience, September 2016 

Your ad here 

Your ad here 

Top  
or  

bottom 

Your ad here 

Adhesion banner 
(320 x 50) 

Interstitial 
(300 x 250) 

In-stream 
(300 x 250) 

Sidekick 
(140 x 140) 

Your ad here 
Your ad here 

Share of users  
who looked at ad 
 

Average seconds  
viewed 
 

Average # of items  
viewed in ad 
 

Follow-up looks 

38% 

1.6 

2.7 

3.5 

71% 

2.5 

4.6 

1.9 

63% 

3.1 

4.2 

4.2 

64% 

3.1 

3.9 

6.5 

Display Ads 



Intrusive online ads believed to be more prevalent & 
engender a poor opinion of advertisers/websites 

           A majority agree online ads are more intrusive than before  

82 Source: HubSpot Adblock Plus Research Study, Q2 2016 

18% 

27% 

34% 

38% 

38% 

51% 

48% 

45% 

50% 

45% 

46% 

47% 

38% 

43% 

Most ads I see online don't look polished or professional

I wish there was a way to ad-filter instead of ad block
completely

I feel like I'm being tracked because I've seen ads for
items I've bought in the past

Obnoxious or intrusive ads give me a poor opinion of the
advertised brands

Obnoxious or intrusive ads give me a poor opinion of the
websites that allow them

Certain ads, like pop-ups or ads where I have to click "X"
to remove, are really frustrating to deal with

Online ads are more intrusive now than they were 2-3
years ago

Strongly agree Agree

91% 

89% 

85% 

84% 

79% 

77% 

63% 

Strongly agree/ 
agree 

Display Ads 



NATIVE ADS 
Presented by 

Advertising 

Sponsored by 
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Native advertising, typically labelled as “sponsored content” or 
“advertisement”, remains an important marketing tool for 
marketers and publishers alike. Print and online articles as well as 
videos are most popular, often presented with a look and feel that 
separates them from traditional advertising and editorial. The 
highly curated nature of magazine media provides a trusted 
environment for the delivery of reader-friendly native ads. 

Native ads an important marketing tool 



Native display ad revenue expected to drive  
display ad growth through 2021 

           Estimated % share of display ad revenue between native display and non-native display 

85 Source: BI Intelligence estimates based on historic data from the IAB and PwC, and HIS, 2016 

2016E 2017E 2018E 2019E 2020E 2021E

Native display Non-native display

56% 
61% 

65% 68% 
72% 74% 

44% 

39% 
35% 

32% 

28% 
26% 

Non-native display  
ad spend is expected  
to remain constant  
while native display  
increases over time 

Native display includes native in-feed ads on  publisher properties  and social platforms; 
Display includes all banner, rich media, sponsorship and video ads 

Native Advertising 



Native advertising remains an important  
positive service for advertisers 

           Native advertising attitudes and benchmarks (% of respondent publishers) 

Source: Native Advertising Institute & FIPP, Native Advertising Trends 2016, The Magazine Industry 86 

paid 
ads 

BID 1 

BID 3 BID 4 

BID 2 
$ 

$ $ 

$ 

Native ads 

Programmatic ads 

Paid social ads 

Equally important 

Other 

39% 

8% 

6% 

39% 

8% 

Importance to publishers? Feelings towards native ads? 

72% 

19% 

12% 

How publishers deliver native? 

Editorial team 

68% 

Combo with  
traditional ads 

76% 

Do not have a dedicated  
native sales team 

86% 

Native Advertising 



Video & online/print articles most effective 
native ads; engagement & traffic best measures 

           Native advertising  effectiveness  (% of respondent publishers) 

Source: Native Advertising Institute & FIPP, Native Advertising Trends 2016, The Magazine Industry 87 

4% 

4% 

4% 

9% 

19% 

4% 

11% 

43% 

21% 

61% 

65% 

50% 

Other

Advertiser funded online media

Advertiser funded broadcast

Other social media

Promoted posts on Instagram

Promoted posts on LinkedIn

Promoted posts on Twitter

Promoted posts on Facebook

Infographics

Video content

Online articles

Printed articles

4% 

15% 

24% 

13% 

34% 

6% 

19% 

45% 

70% 

62% 

Other

We don't measure native ads

Brand awareness

Traffic source

Time spent

Permissions collected

Sales

Sharing

Engagement

Traffic

How are native ad effects are measured? What do you consider the most effective type of native ads? 

Native Advertising 



Native advertisements add value for  
consumers looking for information 

           Consumer views towards native advertising 

88 Source: eMarketer, 2016 

+18% 
 

native ads drive  
higher purchase intent  

vs. standard  
banners 

+25% 
consumers more  

likely to view 
native ads vs.  

standard  
banners 

Native Advertising 

70% 
 

prefer to  
learn about  
products via  

native vs.  
traditional  

ads 



Despite evident popularity, reader/advertiser concerns 
remain regarding native ad transparency 

           Views of native advertising among advertisers and readers 

Source: Native Ads in a Digital Market: Exploring the Landscape for Advertisers, Publications & Readers, 2016 89 

0.38% 0.33% 
0.16% 

Rates at which readers click on  
and view native ads (%) 

46% 

17% 15% 12% 
Can't be 

corroborated with 
noncompany 

sources 

Doesn't address 
other perspectives or 

viewpoints 

Isn't clear that it's 
coming from a 

company 

Talks down to the 
reader 

Expressed doubts about native ads 
 (% of reader respondents) 

55% 

32% 
25% 

18% 18% 

Not familiar enough 
with it 

Budget concerns Transparency 
concerns 

Limited reach Lack of creative 
resources 

Reasons why some advertisers have yet to adopt native advertising (% of advertiser respondents) 

Native Advertising 



52% 

25% 24% 

11% 

11% 

10% 

19% 

Native advertisements are most often labelled  
as “sponsored content” or “advertisement” 

           Native ad labelling by type (% of respondents) 

90 Source: Native Advertising Institute & FIPP, Native Advertising Trends 2016, The Magazine Industry 

Sponsored content 

Advertisement 
Different look & feel 

No labelling 

Sponsor generated content 

Paid content 

Other 

Native Advertising 



Native ad label positioning matters: mid-page labels, 
like “advertising” or “sponsored by”, are most noticed 

          Display label language and page positioning significantly affect the consumer’s ability to identify native ads 

Source: Grady College, Going Native: Effects of Disclosure Position & Language on the Recognition & Evaluation of Native Advertising, 2015 91 

Disclosure label  
top of page 

Disclosure label  
mid-page 

Disclosure label 
 bottom of page  

90% noted 

60% noted 

40% noted 

7%  
identified native ads using 
disclosure labels such as 

“brand voice” & “presented by” 

After reading one editorial story  
and one native ad, consumers  

were asked to identify the native ad: 

50%  
identified native ads when using 

disclosure labels such as 
“advertising” or “sponsored by” 

Native Advertising 



BRANDED CONTENT 
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Branded content continues its growth as marketers experiment 
with “sponsored” advertising in often highly branded ways, 
placing the content within the brand. What is becoming 
increasingly clear is that brand marketers who work with 
publishing partners achieve 50% higher brand lift than those that 
distribute branded content on their own. Branded content is 
finding its way across most all B2C and B2B channels.  

Canada a branded content leader 



Canada is a leader in branded content  
click-through and time spent 

Branded Content 

           Branded content click-through rate and average time spent by country/region 

94 Source: Polar, Polar Benchmarks 2016 

0.18 

0.26 

0.45 

0.31 
0.35 

0.37 
0.34 

0.31 
112 

76 

149 

63 

122 122 124 

174 

Percent click-through rate (CTR) Average time spent (ATS) in seconds 

Average 
CTR 

Average 
ATS 

* Middle East & North Africa 



Branded content click-through rates have 
increased in 2016 while time spent is in decline  

           Branded content click-through rate and average time spent in Canada 

95 Source: Polar, Polar Benchmarks 2016 

Percent click-through rate (CTR) in Canada Average time spent (ATS) in seconds in Canada 

0.45% 

0.51% 

0.38% 

0.41% 

0.43% 

0.43% 

Q4

Q3

Q2

Q1

2015 2016

149 

171 

166 

158 

161 

186 

Q4

Q3

Q2

Q1

2015 2016

NA 

NA 

NA 

NA 

Branded Content 



70% of branded content views occur in the first two 
weeks of a campaign—views highest on desktop 

           Weekly distribution of branded content views during first 8 weeks of campaign (%) 

96 Source: Polar, Polar Benchmarks 2016 

48% 

70% 

82% 

90% 
94% 

97% 99% 100% 

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

Week 1 Week 2 Week 3 Week 4 Week 5 Week 6 Week 7 Week 8

13% 59% 28% 

Distribution of views by device (%) 

Desktop                      Mobile         Tablet 

Branded Content 



Branded content outperforms video pre-roll  
across key engagement, intent & recall metrics  

           Branded content proves more effective than video pre-roll (%) 

97 Source: Nielsen, 2016 

18% 
10% 10% 

65% 

28% 

13% 
20% 

86% 

Affinity  Purchase intent Recommendation 
intent 

Recall 

Pre-roll Branded content

Brand content marketers that  
work with publishing partners  
achieve 50% higher brand lift  
than those that distribute  
branded content on their own. 

Branded Content 



EMAIL 
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Among consumers who want to receive messages from brands, 
email is their preferred channel with smartphones leading the way 
with the most opens. Emails from trusted magazine brands are a 
helpful part of a reader’s day providing inspiration, new ideas, 
updates and even discounts. Magazine email campaigns are a 
valuable extra layer of engagement that advertisers can leverage 
to forge a more personal relationship with customers .  

The preferred contact point from brands 



$19.0 
$21.8 

$24.0 
$26.1 

$28.2 
$30.2 

$32.1 

% change 

Email ad spend in Canada expected to have 
steady growth as marketing success improves 

Email Marketing 

           Email ad spending in Canada ($ millions)  

100 

6.4% 

14.8% 

10.0% 9.0% 8.0% 7.0% 6.1% 

$ Millions 

Email ad spending in Canada 

Email ad spend ($ millions) 

Source: eMarketer, Canadian Email Ad Spend Continues Double Digit Growth, March 2016; Econsultancy, Email marketing Industry Census, 2016 

2014       2015        2016         2017        2018       2019       2020 

4% 

47% 49% 

7% 

54% 

39% 

7% 

55% 

38% 

Very successful Quite successful Not successful

2014 2015 2016

How companies view their success in implementing 
automated email marketing programmes, 2014-16 



8% 39% 53% 

Publishers are sending more emails, the 
preferred method for consumers to be contacted 

Source: HubSpot, Digital Publishing Benchmark Report,  November 2015; Adobe Digital Insights, EDI Email Survey 2016 101 

           Brand customers like email for sparking their interests 

Decreased  About the same                     Increased 

Over the past 6 months, the amount of email publishers have sent (%) 

49% 8% 9% 22% 7% 6% 

Email Direct mail Mobile app Social media Text/SMS Phone calls 

When it comes to receiving offers from marketers, how do you prefer to be contacted by brands? 

Email Marketing 



2% 

13% 

17% 

23% 

27% 

19% 

7% 

4% 

3% 

15% 

47% 

25% 

Don't know

>8 times

6-8 times

4-5 times

2-3 times

Once

B2B

B2C

B2B marketers contact email targets much less 
in a month than their B2C counterparts 

Source: DMA, DMA Insight: Marketer Email Tracking Study, 2016 102 

B2B    29%  
B2C    55% 

Contact email targets  
>3x per month 

           What is the maximum number of times you contact an email address in a month? 

Email Marketing 



58% of email opens are on a mobile device, 
predominantly a smartphone 

           Percentage of email opens, by device type (%) 

Source: Experian Marketing Services, 2016 103 

58% 
42% 

Mobile Desktop

-13.4% 

15.4% 

3.1% 

Year-over-year % change opens by device 
Q2 2016 

Desktop accounts for 42% of opens and 49% of email generated revenue 

Email Marketing 

45% 

13% 

Smartphone Tablet

% email opens by device 
Q2 2016 



Emails sent on Thursday generate the highest 
engagement: Saturday best conversion rate 

           Day-of-the-week email campaigns deliver different responses 

Source: Yesmail, Q2 2016 Email Marketing Compass 104 

Email volume 15.0% 15.0% 15.0% 20% 14% 11% 10% 

Open rate 13.5% 13.8% 13.9% 16.0% 13.1% 13.7% 13.8% 

Unique click rate 1.4% 1.3% 1.3% 2.0% 1.2% 1.1% 1.1% 

Click-to-open rate 10.4% 9.5% 9.6% 12.2% 9.2% 7.8% 8.0% 

Conversion rate 2.3% 2.9% 2.6% 2.3% 3.1% 4.6% 4.0% 

M T W T F Sa Su 

Email Marketing 



Email conversion rates are highest in July and 
December; lowest in January and February 

Source: Retention Science, 2015 105 

           Based on 1 billion emails sent by a cross section of retailers over past two years 

1.88 1.88 1.93 

2.18 2.24 
2.34 

2.63 

2.17 2.16 2.21 
2.09 

2.38 

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec

Email conversion rate by month 

Email Marketing 



17% are likely to share email content to social 
media; discounts a key reason for signing up 

           Likelihood of sharing email to social and reasons for signing up for business emails (%) 

Source: Adestra Consumer Adoption & Usage Study, April 2106 106 

5% 

Very likely 

12% 

Somewhat likely 

18% 

Neutral/ 
no opinion 

14% 

Less likely 

52% 

Not likely 

How likely are you to share messages from marketing/advertising emails on your social networks? 

Which of these are your most important reasons for signing up for emails from companies?  

85% 

Discounts 

41% 

Product/service 
updates 

38% 

If I love 
the brand 

27% 

Business  
email 

13% 

Access info, e.g. 
reports, whitepapers 

2% 

Other 

Email Marketing 



Desktop-centric design is giving way to responsive  
& mobile-aware designs for enhanced mobile viewing 

           Primary email marketing design type used by B2C brands worldwide (% of total) 

Source: Email Marketing Benchmarks 2016: Relevancy, Frequency, Deliverability and Mobility, eMarketer 107 

60% 

43% 

23% 

26% 

41% 

50% 

15% 

15% 

27% 

Jan-14

Jan-15

Jan-16

Desktop-centric design* Responsive design Mobile-aware design**

* Optimized for viewing on  
   large-screened desktops  

** Design suitable for a range of  
     screen sizes but deferential  
     to smartphones 

Email Marketing 



Email personalization data points are varied  
and perhaps surprising 

           What data points do you use for email personalization? 

Source: VentureBeat, 2015 108 

32.0% 

29.4% 
27.4% 

24.4% 
23.4% 23.4% 22.8% 22.8% 22.8% 

21.8% 21.8% 
19.8% 

18.8% 18.8% 

16.2% 
15.2% 

12.7% 

Email Marketing 



Personalized emails return higher  
open and response rates 

           Open and response rate performance of personalized vs. non-personalized emails  

Source: Reshu Rathi, 6 Warning Signs Your Email Marketing is Scaring Away Subscribers, July 1, 2016; Betaout 109 

7% 

49% 

22% 

62% 

Response rate

Open rate

Personalized email Non-personalized email

314 index 

127 index 

Personalized vs. non-personalized 

vs. Send 

Email Marketing 



Click-through rates increasingly used as the key 
metric used to measure email effectiveness 

            Click-through rate increases lead over open/conversion rates as the key effectiveness metric 

Source: DMA, DMA Insight: Marketer Email Tracking Study, 2016 110 

70% 

60% 
56% 

29% 

19% 
16% 

8% 

80% 

65% 

50% 

30% 
25% 

17% 

2% 

Click-through 
rates 

Open rates Conversion 
rates 

ROI Deliverability Opt out rates Other 

2014 2015

Most important metrics used to evaluate effectiveness of email programs 

Email type Rank 

Targeted email to specific 
segments only 1 

Emails to different 
segments covering the 
whole list 

2 

Unsegmented email to 
whole list 3 

Activity-based triggers 4 

Lifecycle-based triggers 5 

Ranking of ROI by email type 

Email Marketing 



Emoji use provides emotional cues to help 
clarify message meaning & understanding 

           Reasons for using emojis according to internet users (% of respondents) 

Source: Emoji, 2015 Emoji Report, September 30, 2015; Appleboy 2016 111 

19.3% 

23.6% 

32.0% 

38.2% 

41.0% 

41.1% 

49.7% 

64.7% 

70.4% 

Other people are using them, so I use
them too

They are now a contemporary way to
communicate

I am used to using them

I prefer them to typed-out shortcuts,
like "lol" or ":)"

It is faster to use them than it is to type
out the text

Emojis are a better fit than words for
the way I think

They help create a more personal
connection with the other person

It makes it easy for other people to
uinderstand me

They help me more accurately express
what I am thinking

Mobile phone users primary attitude  
toward brands using emojis in messages  

(% of respondents) 

Fun 
39% 

Normal 
18% 

Relatable 
13% 

11% 

Childish 
12% 

Other 
4% Professional 

2% 

Inappropriate 

37% 

28% 

14% 

10% 

6% 5% 
Other 

Text  
messages 

Social 
media 

Messaging 
apps 

Email 

Push 
notifications 

Messaging formats consumers are most open to brands using emojis 
(% of respondents) 

Email Marketing 



Email is most effective for lead nurturing,  
driven by relevance & personalization 

           Most effective lead nurturing channels and tactics (%) 

112 Source: Ascend2 & Research Partners, Lead Nurturing Trends Survey, December 2015 

13% 

24% 

29% 

30% 

39% 

48% 

78% 

Mobile

Search

Events

Blog

Social media

Website

Email

What are the most effective online channels  
used for lead nurturing purposes? 

Email Marketing 

20% 

31% 

35% 

38% 

39% 

40% 

69% 

Multi-channel integration

Segmenting lead data

Nurturing campaign workflows

Targeting by decision stage

Targeting by prospect persona

Personalized campaigns

Creating relevant content

What are the most effective  
online lead nurturing tactics used? 



Apple platforms continue to dominate share of 
email opens; Google/Android growth persists 

           Top 10 most popular email clients of 2015 (% share) 

113 Source: Neeraj M, Apple iPhone Mail Generate Greatest ROI to Email Marketing Campaigns, March 2016 

1 Apple iPhone 33% ± 0 

2 Gmail 15% ± 0 

3 Apple iPad 12% ± 0 

4 Google Android 10% ↑2 

5 Apple Mail 8% ± 0 

6 Outlook 6% -2 

7 Yahoo! Mail 3% ↑1 

8 Outlook.com 3% ↓1 

9 Windows Live Mail 2% ± 0 

10 Thunderbird 1% New 

53% of total  
email opens  

25% of total  
email opens  

11% of total  
email opens  

Email Marketing 



Tappable 
 

Make sure it’s large  
enough to be easily  

tappable on a  
mobile phone. 

Brevity, urgency, use of the 1st person and 
“tappability” improve a call to action 

114 Source: Emma, Why We Click: The Simple Psychology Behind a Great Call to Action, 2016 

           Tips for increasing call to action 

Sign up in seconds! 

START MY FREE TRIAL NOW 

Keep it short 

Use 1st person 

Create urgency 

Round corners 
 

Our brains seek to  
avoid pointed corners,  
so round off rectangular 

button corners or try 
circular buttons. 

BIG 
 

Bigger is better 
to stand out so  

long as it fits the  
design 

Apple Recommends 
 

a button size of at least  

44 x 44 PX. 

Be specific & active 

Email Marketing 



Colour choices can affect different emotions: 
trust, attention, relaxation, urgency or action 

115 Source: Emma, Why We Click: The Simple Psychology Behind a Great Call to Action, 2016 

           85% of people say colour is the main reason why they buy a product 

Encourage immediate action 
Orange helps people sign-up, buy or  
join right away. It’s most associated  

with cheap, inexpensive things. 

Increase energy & urgency 
Red works if you’re running a sale,  
a limited-time offer or event that’s  

close to selling out. 

Get attention 
Yellow promotes positive feelings 
and promotes just enough anxiety 

to move people to action. 

Builds trust & security 
Blue is the most popular colour in the 
world and the choice of brands who  

want customers to feel safe & secure. 

Promotes growth & relaxation 
Green means go. It’s also the easiest  
colour for eyes to process so it’s used  

to relax the mind. 

Orange Red Yellow 

Blue Green 

Email Marketing 



WEBSITES 
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Premium content websites, like those curated by magazine media 
brands, provide a positive “halo effect” for marketers that 
advertise within. The halo effect provides higher recall, 
favourability, consideration and intent.  

Premium websites drive brand lift 



What do web users look for on the web?  
inspiration, relaxation, social updates & entertainment 

118 Source: AOL, Just Add Content, 2016; Limelight Networks, 2015 

           What experiences are users looking for on the web? 

6% 

7% 

8% 

9% 

15% 

17% 

19% 

20% 

Comfort

Connect

Be in the know

Find

Entertain

Update socially

Feel good

Inspire Look for fresh ideas or trying something new 

Improve mood or feel relaxed 

Stay updated or take a mental break 

Look for an escape or mental break 

Seek answers or advice 

Stay updated/find relevant ideas 

Seek support or insight 

Learn something/community 

Yes 

No 

I don’t  
know 

I don’t  
care 

43% 

25% 

11% 

21% 

Q: Do you want a website to remember that you’ve  
come there before, and make recommendations  

based on your previous visit? 

What experiences are users looking for on the web? 

Importance of personalization? 

Websites 



The premium publisher “halo effect” drives brand lift, 
particularly in the mid-phase of the marketing funnel 

             Premium publisher sites statistically out-performed non-premium sites throughout the marketing funnel 

119 Source: ComScore, The Halo Effect: How Advertising on Premium Publishers Drives Higher Ad Effectiveness, 2016 

Awareness 
Recall 
Message association 
 
 
 
Favourability 
Consideration 
Intent to recommend 
 
 
 
Purchase intent 
Share of choice 

0.42 

1.87 

0.56 

0.38 

0.51 

0.35 

Premium publishers 
Non-premium publishers 
Average brand lift/impression 
(impressions-weighted) 

Marketing funnel Halo Effect 

67% 
Ads appearing on premium  
sites outperformed those  

on non-premium sites by 67%,  
with an average brand lift  

of 0.89 vs. 0.53  

11% 
Ads appearing on premium  

sites outperformed those on  
non-premium sites by delivering  

11% higher viewability of 
50% vs. 45% 

Premium publisher “halo effect”  =  brand lift 
viewability 

67% 
11% ( ) =  +51% halo effect factor  

Websites 



Website visitation & conversion still driven by 
computers; smartphones lag in conversion 

120 Source: Monetate, Ecommerce Quarterly (EQ2) Report, 2016 

Websites 

           Ecommerce benchmarks by device & platform, Q2 2016 vs. Q2 2015 

Device Q2 2015 Q2 2016 

Desktop computer 58.8% 51.0% 

Smartphone 25.7% 35.4% 

Tablet 15.5% 13.6% 

Global website visits by device (%) 

Device Q2 2015 Q2 2016 

Windows 45.7% 37.9% 

iOS 28.4% 33.5% 

Android 12.6% 15.5% 

Macintosh 11.5% 11.1% 

Linux 0.9% 1.1% 

Chrome OS 0.5% 0.6% 

Windows Phone 0.3% 0.3% 

Website visits by platform (%) 

Device Q2 2015 Q2 2016 

Desktop computer 4.2% 4.0% 

Smartphone 1.4% 1.5% 

Tablet 3.4% 3.5% 

Global conversion rates by device (%) 



Website users prefer uncluttered sites with 
fewer than four ads per page, vertically stacked 

121 Source: Undertone, Advertising Quality: Two Perspectives, October 2015 

           Respondents are less likely to return to cluttered sites with lots of ads  

49% 

52% 

58% 

60% 

60% 

66% 

78% 

80% 

I don't notice ads on sites I don't feel are credible

Sites with current/trending content make me
more receptive to ads

I'm less likely to return to ad-cluttered sites

Sites with interesting/enteratining content make
me more open to ads

I question the credibility of cluttered sites

Content & ads that are vertically aligned make me
more comfortable

Sites with fewer than 4 ads per page

Content that's uncluttered/easy to read

Important factors when choosing which website to visit (% of respondents) 

Websites 



Purchase digitally Purchase in-store 

Research 
digitally Showroom Webroom Research  

in-store 

Electronics 75% 25% 72% 28% 

Appliances 67% 33% 65% 35% 

Automotive 60% 40% 57% 43% 

Games & 
toys 59% 41% 56% 44% 

Furniture 53% 47% 50% 50% 

Sporting 
goods 53% 47% 50% 50% 

Jewelry 49% 51% 44% 56% 

Clothing & 
shoes 48% 52% 42% 58% 

Health & 
beauty 47% 53% 42% 58% 

Hardware 44% 56% 42% 58% 

Plants & 
gardening 38% 62% 33% 67% 

Food 33% 67% 28% 72% 
24% 

28% 

33% 

39% 

52% 

19% 

28% 

30% 

46% 

52% 

Wide choice of product

Save time

Product in stock

Not having to go out

Price

Try the product

Waive the shipping cost

Proximity/convenience

Immediate access to
products

To see the actual product

Canadian showrooming & webrooming differs 
significantly by product category 

122 Source: Yellow Pages (Canada), Cities as Warehouses: The Survival of Main Street Retail in a Digital World, by Ipsos, May 2016 

           Digital shopping is about price; in-store shopping is about seeing & having immediate access to the actual product 

Omni-channel purchase methods used by internet  
users in Canada, by product category (% of respondents) 

Why Canadians internet users purchase  
in-store vs. digitally (% of respondents) 

In-store 

Showroom: research in-store          Webroom: research digitally 

Websites 

Digitally 



EVENTS 
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Events are emerging as important marketing tools for B2B and 
B2C marketers and publishers. As experts in their fields, magazine 
brands are uniquely positioned to offer a wide spectrum of events 
designed to educate, inspire, celebrate or promote achievements, 
needs and opportunities within any vertical. Events engage, raise 
awareness, create “like” communities, provide exciting new retail 
or wholesale sales environments and generate lead generation 
prospects from within well defined audiences.  

Events grow as compelling touchpoints 



Events reach and engage customers  
with positive ROI 

Events 

           Conferences, tradeshows and webinars are the top three events that encourage participation 

Source: Demand Metric & Attend, 2015 125 

5% 

10% 

15% 

25% 

25% 

26% 

28% 

29% 

39% 

44% 

55% 

69% 

80% 

Other events

Press conferences

Executive briefings

Charity events/fundraisers

Product launch/announcement

Entertainment, e.g. stadium suite, golf…

Receptions

User group meetings

Company-hosted field events

Partner events

Webinars

Tradeshows

Conferences

73% 
positive 

event ROI 

8% 
breakeven/ 

negative 
event ROI 

19% 
don’t 

measure 
event ROI 

73% 
believe events are one  

of the better approaches 
 to engage customers  

Participation in events by type (%) 



Events are projected to on take a primary revenue 
role in 2020 as B2B publishers build digital products 

           The B2B business and revenue mix continue to evolve as publishers broaden services  

Source: Connectiv, Business Information Survey, 2016 126 

5% 4% 

17% 21% 

8% 
10% 

20% 
23% 

22% 

24% 

28% 
18% 

2015 2020

Print resources

Events/programs

Paid content/data/info
products

Marketing service
products

Digital resources

Other

Projected change in revenue mix: 2015 to 2020 (% of total revenue) 

Events 



PODCASTS 
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Podcasts are proving themselves to be relevant sources of 
information. They can be listened to whenever and wherever 
convenient. Typically consumed at home on a mobile device, 
podcasts motivate listeners to seek out more info about sponsors, 
visit the sponsor’s website and purchase their products/services. 
B2B and B2C magazine brands are increasingly exploring 
podcasts as ways to further engage their audiences in focused 
ways consistent with their unique vertical specializations. 

Podcasts motivate action 



46% 
51% 

3% 

42% 

55% 

3% 

Computer 

Smartphone/tablet/MP3 player 

Don't know 

2014 
 
2015 

Devices used most often to listen to podcasts (%) 

Podcast listening continues to expand; mobile 
devices are most used, especially iOS platforms 

           Podcast listening metrics: penetration and devices used 

129 Source: BI Intelligence estimates based on historic data from the IAB and PwC, and HIS, 2016 

Podcasts 

18% 

22% 23% 
25% 

29% 
27% 

30% 
33% 

9% 
11% 12% 12% 

14% 
12% 

15% 
17% 

2008 2009 2010 2011 2012 2013 2014 2015
% who have ever listened to a podcast % monthly podcast listening

82% iOS 

Podcast listening penetration (%) 



Podcast listeners are mostly age 18-54, listening 
primarily at home, in a vehicle or at work 

           Who listens to podcasts and where? 

130 Source: Edison Research & Triton Digital, Weekly Podcast Listening, 2016  

53% 

21% 

14% 

8% 
4% 

At home 

12-17 

18-34 35-54 

55+ 

In a car/truck 

Other 

At work 

While riding public transportation 

11% 

38% 
34% 

17% 

Podcasts 



Podcasts motivate sponsor website visits, info 
gathering & product consideration 

131 Source: Interactive Advertising Bureau and Edison Research, Podcast Advertising Study, 2016 

           Actions taken by podcast listeners after hearing an ad/sponsorship in a podcast (% of respondents) 

8% 

9% 

15% 

17% 

20% 

25% 

28% 

37% 

42% 

45% 

Purchased a product /service for your business

Switched to a different brand

Attended a performance, cultural event or exhibit

Recommended a product/service to others

Visited a store or location

Purchased a product or service

Used a promotional discount code mentioned in
a podcast

Gathered more info about a company or product

Considered a new product or service

Visited a sponsor's website

Podcasts 



Podcast sponsor and host messages  
generate positive response 

132 Source: Interactive Advertising Bureau and Edison Research, 2016 

           Consumers engage with podcasts and their sponsors 

Price 

Quality 
60% 

65% 
will consider purchase  
of products or services 
learned about in a podcast 

prefer to purchase from 
podcast advertisers,  
given equal price/quality 

37% 

45% 
noted a sponsor’s website 
address upon hearing a  
podcast message  

looked for more info about 
a podcast sponsor   

Consumers like the ability to listen to podcasts  
whenever (76%) and wherever (71%) they want  

Podcasts 

www:// 



Mid-week webinars are most popular;  
online audience viewing grows over time 

           Webinar benchmarks 

Source: BrightTALK, 2016 Webinar Benchmarks Report 133 
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Th 
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M 

3.9% 

12.5% 

20.7% 

23.3% 

25.6% 

11.2% 

2.8% 

Most popular webinar host days Average live  
attendance of  
pre-registrants 

36-39% 

Audience viewing  
for webinars posted  

online grows over time 

31% 

39% 

44% 

49% 

52% 

56% 

56% 

62% 

64% 

66% 

10 days

20 days

30 days

40 days

50 days

60 days

70 days

80 days

90 days

100 days

Podcasts 
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AUGMENTED 
& VIRTUALREALITY 
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Interest in AR & VR continues to rise as its evolving application as 
a retail shopping driver becomes clearer to marketers. Not only 
does the technology elicit positive feelings from users but those 
same feelings halo positively on those brands using it, viewing 
them as modern and forward-thinking. Magazine media are well 
positioned as Augmented Reality and Virtual Reality carriers 
across a wide array of vertical editorial and advertiser categories. 

AR & VR deliver positive brand halos   



2015 2016 2017 2018 2019 2020 

Mobile VR daily active users 0.0 0.1 0.8 1.6 2.8 4.2 

    % of total 0.2% 0.7% 1.5% 1.9% 2.5% 3.2% 

Cradle* mobile VR users 0.1 13.7 41.0 61.4 82.9 99.5 

Cradle* mobile VR daily active users 0.0 0.1 0.5 1.0 1.5 2.0 

    % of total 0.5% 0.8% 1.2% 1.6% 1.8% 2.0% 

Mobile light** VR users 2.3 7.2 10.0 15.0 20.0 25.0 

Mobile light** VR daily active users 0.0 0.0 0.0 0.1 0.2 0.3 

     % of total 0.2% 0.3% 0.4% 0.6% 0.8% 1.0% 

Total mobile VR users 2.0 18.0 53.0 81.0 110.0 135.0 

Augmented reality growth continues worldwide, 
both investment and active user base 

Augmented & Virtual Reality 

           Interest in AR continues to expand across both the investment and user communities 

Source: Deutsche Bank, “Virtual Reality”, March 2016; CB Insights as cited in company blog; eMarketer calculations, June 2016 136 

Mobile virtual reality users worldwide, by segment  
(millions and % total) 

*   e.g. Samsung Gear VR    ** e.g. Google Cardboard Note: Numbers may not add due to rounding 

Number of deals & amount  
invested in VR/AR companies 
 worldwide ($ millions) 

Q1 2015 Q2 2015 Q3 2015 Q4 2015 Q1 2016 

Amount invested $144 $127 $165 $238 $1,077 

Number of deals 31 17 33 44 42 

Note: Read as $1,077 million was invested in 42 virtual/augmented reality companies during Q1 2016 



Augmented reality in Canada in early stages  
of driving shopping activity at retail 

           Canadian AR* users vs. non-users likely to use shopping-related technologies/features (% of respondents) 

Source: Canadian Marketing Association (CMA), Augmented Reality: A Viable Marketing Technology? 2015 137 

Shopping related 
technologies/features 

Users 
Non-
users 

Check availability/inventory 76% 50% 

Additional product info 67% 39% 

Personalized offers 66% 50% 

Product reviews 64% 39% 

Locate promotional offerings 60% 38% 

In-store navigation 56% 37% 

Interactive mirrors in-store 39% 28% 

Virtual dressing rooms 33% 25% 

Social media integration 18% 11% 

* Augmented Reality (AR): the use if digital technology (typically via an app) to overlay artificial info (e.g. animation, images, video) onto a user’s real-time view to create an enhanced experience  

4% 
of Canadian marketers  

have implemented an AR strategy 

7% 
of Canadian marketers  

plan to implemented AR in next 12 mos 

Augmented & Virtual Reality 



Exposure to virtual reality elicits positive feelings 
about the technology and involved brands 

           Consumer reactions to VR (%) 

Source: Greenlight VR, 2016 Virtual Reality Consumer Adoption Report, June 2016 138 

91% 

of non-users have positive  
feelings once exposed to  
info about virtual reality 

Travel & 
adventure 

Movies & 
videos 

Live events 
(non-sports) 

Home 
design 

Classes Gaming Meetings Shopping Live 
sports 

67% 67% 74% 66% 64% 61% 59% 56% 56% 

Consumer interest in various VR uses (%) 

53% 

of consumers say they are  
more likely to purchase from 

a brand that sponsors VR 

l     king 
of consumers agree that 
a brand sponsoring VR is  
forward-looking & modern 

71% 

Augmented & Virtual Reality 
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PROGRAMMATIC 
ADVERTISING 
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Programmatic advertising is a test and learn opportunity for some 
but remains misunderstood by many. Experimentation continues 
to better understand impacts throughout the purchase funnel. 
Aside from cost efficiencies, the Canadian advertising community 
is particularly focused on leveraging programmatic targeting 
benefits, an advantage that B2C & B2B magazine media 
publishers already excel at. 

Programmatic growth is projected 



Programmatic 

Automated 
Guaranteed 

Unreserved 
Fixed Rate 

Unreserved 
Fixed Rate 

Unreserved 
Fixed Rate 

Programmatic advertising types 

            Four types of programmatic transactions 

Source: Matt Prohaska, Prohaska Consulting, Programmatic Advertising Explained, 2016 141 

Type Reserved Unreserved Unreserved Unreserved 

Pricing Fixed Fixed Auction Auction 

Relationship One-to-one One-to-one One-to-few One-to-all 

Other names - Programmatic 
- Guaranteed 
- Programmatic premium 
- Programmatic direct 
- Programmatic reserved 

- Preferred deals 
- Private access 
- First right of refusal 

- Private marketplace 
- Private auction 
- Closed auction 
- Private access 

- Real-time bidding 
- Open exchange 
- Open marketplace 

Higher 
CPMs 

Lower 
CPMs 

Programmatic 



Mobile is driving Canada’s  
programmatic growth 

Programmatic 

           Programmatic display ad spending in Canada: total programmatic digital vs. mobile 

142 Source: eMarketer, Mobile Drives Canada’s Programmatic Growth, Oct 13, 2015 

$542.9 

$881.8 

$1,198.2 

$1,514.8 

2014 2015 2016 2017

245% 

62% 

36% 26% 

35% 
48% 

58% 66% 

Programmatic digital display ad spend ($ millions) 
% change (year-over-year) 
% of total digital display ad spend 

Programmatic digital display ad spending* in Canada 
($ millions and % change) 

$184.9 

$377.9 

$694.6 

$1,027.9 

2014 2015 2016 2017

485% 

104% 84% 
48% 

44% 54% 64% 48% 

Mobile programmatic display ad spend ($ millions) 
% change (year-over-year) 
% of total mobile display ad spend 

Mobile programmatic display ad spending** in Canada 
(millions and % change) 

* Digital display ads transacted via an API, including everything from publisher-erected  
APIs to more standardized RTB technology; includes native ads and ads on social networks  
like Facebook and Twitter; includes advertising that appears on desktop/laptop computers,  
mobile phones, tablets and other internet-connected devices; includes banners, rich media,  
sponsorship, video and other. 

** Mobile display ads transacted via an API, including everything from publisher-erected  
APIs to more standardized RTB technology; includes native ads and ads on social networks  
like Facebook and Twitter; includes advertising spending that appears on tablets. 



Canadian marketers view programmatic buying 
primarily as a targeting tool; cost advantages follow 

            Advantages of programmatic buying according to marketing professionals in Canada (%) 

Source: AdGear, Digital Advertising Trends – What to Expect in 2016, conducted by Ad Hoc, January 2016 143 

19% 

15% 

20% 

23% 

24% 

27% 

35% 

42% 

Don't know

Tool quality

Data gathering

Greater reach

Better flexibility

Cost effectiveness

Efficiency & expertise

Targeting

Programmatic 



Canadian advertisers rely more on their media 
agencies for programmatic than in the US 

           Share of programmatic ad spend going to service providers in Canada (%) 

Source: Index Exchange, 2015 144 

0%

5%

10%

15%

20%

25%

30%

35%

40%

Agency (non-
trading desk)

Trading desk Managed
service/network

Marketer Public audience
extension

2014 Q4

2015 Q1

2015 Q2

91% 

US 

65% 
Canada 

Open marketplace spend 
 

Private marketplace spend 

Q2 2015 

Programmatic 



Investment in programmatic advertising 
continues to grow, led by B2C marketers 

           Marketers expect budgets for programmatic to increase or stay the same 

Source: Ad Roll, State of the Industry 2016 145 

Social media 75% 57% 

Display 50% 37% 

Mobile 47% 25% 

Video 32% 14% 

6% 

62% 

32% 

<10% of budget 10-50% of budget >50% of budget

Investment in programmatic advertising 
in 2015 (% of US budgets) 

of marketers expect to increase programmatic budgets in 2016 66% 

Programmatic 



B2B 
MARKETERS 

Programmatic ad buys gaining B2B popularity  
but still little understanding of how it works 

            Programmatic ad buying experimentation is growing 

Source: Dunn & Bradstreet, 2015; AppNexus, 2015 146 

54% already buying programmatically 

65% plan to spend more on programmatic in 2016 

Programmatic to grow 111% in next 3 years 

44% have little/no understanding of programmatic 

Programmatic 



When buying programmatically, ability to buy 
both display & inventory across channels is key 

            Important factors when buying programmatically according to media practitioners (% of respondents) 

Source: Advertising Age and RhythmOne, Viewability and Verification Through the Programmatic Lens, December 2015 147 

52% 

59% 

60% 

67% 

68% 

Ability to buy native

Ability to buy video in-stream

Ability to buy rich media

Ability to buy inventory across channels
(e.g. mobile; desktop, etc.) via a single

platform

Ability to buy display

Programmatic 



VIEWABILITY 
100% 20% 50% 

A viewable impression is counted if 30% of the pixels of the ad are viewable for a minimum of one continuous second 
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Viewability remains a real issue in today’s automated world. 
Evidence suggests that placement, “publisher direct”, in quality 
editorial environments, such as magazine media, deliver higher 
viewability results vs. networks or exchanges. Vertical ad units 
positioned just above the fold perform best. It’s good to know that 
Canada’s viewability levels outperform global norms, even those 
of most other developed countries.  

Quality edit settings = best viewability  



Video viewability in Canada is comparatively  
strong vs. the global experience 

Viewability 

             Quality editorial environments lead to better viewability 

Source: Google, Global State of Play Report, Google & DoubleClick advertising platform data, July 2016 150 

Rest of the web YouTube 

2015* 2016 2015 2016 

Japan 83% 75% 91% 94% 

Germany 69% 67% 92% 92% 

Australia 64% 62% 91% 93% 

Canada 61% 72% 91% 93% 

UK 58% 69% 91% 94% 

US 54% 62% 91% 93% 

Global 54% 66% 91% 93% 

Rest of web  
& apps YouTube 

81% 95% 

73% 95% 

64% 87% 

* Does not include mobile app viewability 

47.8% 30.7% 

Publisher  
direct 

Networks & 
exchanges 

Quality editorial environments  
lead to better viewability 

Overall 
32.1% 

Viewability by select countries and device (%) 

Integral Ad Science Media Quality Report, Q3 2015 



Not surprisingly, as viewability increases so 
does consumer attention and recall 

           Time- & percent-in-view greater than MRC desktop viewability standards deliver higher ad recall  

Source: IPG Media Lab, Integral Ad Science, & Cadreon, 2016 151 

1% 3% 
8% 

17% 

Under 
standard 

At MRC* 
standard 

4 seconds 7 seconds 

Ad recall by time-in-view  
(% change in recall) 

5% 4% 
9% 11% 

Under 
standard 

At MRC* 
standard 

75% 100% 

Ad recall by percent-in-view  
(% change in recall) 

Time-in-view has a consistently strong correlation to  
recall, with steadily more consumers remembering  

an ad the longer it is displayed. 

The share of ad pixels that a consumer is able to see)  
marginally impacts recall, with effectiveness increasing  
significantly once most of an ad (75% - 100%) is visible.  

* MRC Standard: Media Ratings Council’s desktop viewability standards,  
   e.g. at least 50% of a standard banner ad unit must be in view for a minimum of 1 second. 

Standard banner ad time-in-view** 

0.5 sec      1 sec         4 sec          7 sec 

100% 20% 21% 32% 38% 
75% 16% 21% 25% 31% 
50% 19% 19% 24% 30% 
25% 21% 21% 25% 29% 

%
 in

-v
ie

w
 

**E.g. recall of a standard banner ad nearly doubles when consumers  
    are shown the unit for 7 seconds vs. 0.5 seconds. 

Viewability 



Brand lift increases in proportion  
to viewable impressions 

           Sliding scale of attitudinal brand lift vs. percent viewable impressions 

Source: comScore, What is the cost of an unseen ad?, Steven Millman, 2015 152 

2.6 

5.2 

7.9 

10.5 

13.1 

20% 40% 60% 80% 100%

Brand lift by percent viewable impressions 

6.0 

5 exposures 

6.0 
POINT 

LIFT 

at average  
46% 

viewability 

Viewable impressions per person 

Note: Aggregated findings of 5 campaigns across 11 brand lift variables 

Viewability 



The most viewable position is  
just above the page fold 

           Most viewable position on the web page by ad size 

Source: Google, The importance of Being Seen: Viewability Insights for Digital Marketers & Publishers, December 2014 153 

The most 
viewable 
position is 
right above  
the fold 

PAGE FOLD 

Most 
viewable 
position 

PAGE FOLD 

300 x 250 320 x 50 728 x 90 

Average  
viewability 

68 % 
above the fold 

40 % 
below the fold = 

Viewability 



Ad size matters—vertical units perform better 
as they stay on screen longer 

           Viewability rates by ad size 

Source: Google, The importance of Being Seen: Viewability Insights for Digital Marketers & Publishers, December 2014 154 

The most 
viewable ad 
positions are 
vertical units: 
they stay on 
screen longer  
as users move  
around the page 55.6% 54.9% 53.7% 52.5% 

120 x 240 120 x 600 160 x 600 240 x 400 

Popular ad size 
viewability 
rates 

48.2% 46.3% 

468 x 60 728 x 90 970 x 90 300 x 600 300 x 250 

41.0% 

Viewability 

45.2% 45.0% 



trust 
/trƏst/ 
 

noun 
 
       1. firm belief in the reliability, truth, ability, or strength of someone or something. 
           “relations have to be built on trust” 
           synonyms: confidence, belief, faith, certainty, assurance, conviction, credence;  
              reliance 
              “good relationships are built on trust” 
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Magazine media brands offer the highest levels of trust aside from 
friend or family recommendations. Expertly curated, premium 
content editorial magazine environments halo positively on 
advertiser brand reputations. Magazines have traditionally 
delivered the lowest “disliked ad” scores and the lowest number 
of consumer complaints making their ad environments safe 
places for marketers to tell their brand stories. 

Magazine media is tops in trust 



Magazine related ad format 

Highest mag trust per demo 

Trust levels for magazines & magazine-related 
ad formats among the highest 

Trust 

           Percent of respondents who completely or somewhat trust advertising format by demographic  

Source: Nielsen Global Trust in Advertising Survey, Q1 2015 157 

Advertising channels/format 
Gen Z 

(age 15-20) 
Millennials 
(age 21-34) 

Gen X 
(age 35-49) 

Boomers 
(age 50-64) 

Silent Gen 
(age 65+) 

Recommendations from people I know 83% 85% 83% 80% 79% 
Branded websites, e.g. magazines 72% 75% 70% 59% 50% 
Consumer opinions posted online 63% 70% 69% 58% 47% 
Editorial content, e.g. magazines 68% 68% 66% 60% 55% 
Ads on TV 58% 67% 64% 55% 48% 
Brand sponsorships 62% 66% 62% 52% 42% 
Ads in magazines 57% 62% 61% 50% 46% 
Ads in newspapers 57% 62% 62% 55% 53% 
Ads before movies 54% 60% 55% 42% 31% 
Billboards and other outdoor ads 59% 60% 57% 46% 38% 
TV program product placements 51% 60% 56% 42% 39% 
Emails I signed up for 54% 57% 56% 53% 54% 
Ads on radio 51% 55% 57% 49% 42% 
Online video ads 45% 53% 50% 37% 27% 
Ads served in search engine results 43% 52% 50% 41% 33% 
Ads on social networks 45% 51% 47% 35% 26% 
Ads on mobile devices 42% 48% 45% 31% 20% 
Online banner ads 36% 47% 43% 34% 25% 
Text ads on mobile phones 32% 41% 38% 27% 18% 



79% 

Premium or “prestigious” sites have a net 
positive effect on advertiser brand reputations 

           Canadians project more positive perceptions on brands advertised on “prestigious” sites 

158 Source: Globe Media Group and the Canadian Marketing Association, by Rogers Insights for Marketing magazine, 2016 

More positive 
perception 

Less positive 
perception 

Discount  
airline 

Full-service  
airline 

Banks/financial 
services 

Luxury 
automobile 

Non-luxury 
automobile 

33% 

28% 

26% 

25% 

19% 

6% 

4% 

6% 

5% 

9% 

“Most prestigious” site* 

10% 

8% 

8% 

6% 

8% 

26% 

32% 

38% 

38% 

28% 

“Least prestigious” site* 

*Participants were asked to name websites they felt were “most prestigious” or “least prestigious”. They were  
  then asked how seeing an ad from various industries on that site would affect their perception of the brand.      

More positive 
perception 

Less positive 
perception 

What makes a  
“prestigious” site? 

Trusted info source 

68% 
Hold your interest 

76% 
Well designed 

64% 
Feel informed 

53% 
Original content 

Trust 



1% 

3% 

3% 

5% 

6% 

12% 

14% 

19% 

37% 

Magazines

Newspapers

Point-of-sale

Radio

Brochures/flyiers

Out-of-home

Direct marketing

Digital

Television

Magazine ads consistently have fewer 
complaints than all other media types 

           Percent of all advertising complaints by medium (% of total)  

Source: Advertising Standards Canada, Annual Ad Complaints Report: 2015 Year in Review, Adobe 2015 159 

Magazine editorial  
curation provides  
a more trusted  
environment 

25% 

75% 

Entertaining 

Accurate 

Consumers prefer  
accuracy over entertainment 

Trust 



Magazine ads have the lowest “dislike” score, 
more favourable than all other ad types 

           Which types of ads are most disliked (% of respondents) 

160 Source: HubSpot, 2016 

73% 
70% 

57% 

43% 
40% 

36% 

25% 
21% 

18% 

Pop-ups Mobile 
phone ads 

Video ads 
(pre-roll) 

Banner 
ads 

Ads on 
Facebook 

TV ads Text-only 
search 

ads 

Billboard 
ads 

Magazine 
ads 

Most disliked ads 

Least disliked ads 

Trust 



Canadian’s are less comfortable sharing 
personal info than other major countries 

           Trust in sharing personal data with companies varies by country  

161 Source: Aimia Institute & Columbia Business School, What is the Future of Data Sharing, 2015 

How do you feel about a company handling 
your personal data (% very or somewhat 
comfortable)? 

34% 45% 38% 35% 

How willing are you be to share certain 
personal data in order to purchase 
products/services? 

33% 41% 38% 36% 

How does your relationship with a “trusted” 
company influence your likelihood to share 
data you indicated would not be likely to 
share (much more willing to share)? 

46% 45% 34% 38% 

How likely would you be to share non-
required data (much/somewhat more likely 
to share)? 

25% 33% 26% 26% 

Canadians are more willing  
to share data they wouldn’t  
normally share with those  

companies they trust 

Trust 



Consumers are sensitive about sharing personal 
data but share it when purchasing products 

           Trust in sharing each piece of personal data with companies varies 

162 Source: Aimia Institute & Columbia Business School, What is the Future of Data Sharing, 2015 

28% 

30% 

37% 

11% 

48% 

21% 

12% 

27% 

20% 

42% 

44% 

44% 

24% 

38% 

34% 

23% 

38% 

35% 

30% 

26% 

19% 

65% 

14% 

45% 

65% 

35% 

45% 

17% 

17% 

21% 

23% 

32% 

42% 

45% 

46% 

58% 

Lifestyle info

Purchase history

Website history

Email

Social network access

Date of birth

Name

Mobile phone

Address

Most sensitive to share Willing to share
Not likely to share Would never share

58% view “address” as most sensitive  
data to share but 45% “willingly share” 
it when purchasing it online 

48% view “social network access”  
as “would never share” 

Trust 



 

163 

AD BLOCKING 
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Ad blockers are the millennial’s defense against high volume, 
intrusive ads, especially pre-roll video ads. But, despite high 
awareness of blocker plug-ins, Canadian usage appears relatively 
low, particularly on mobile devices. Premium publishers such as 
magazines, who understand the threat to home-grown Canadian 
content and the broader ad-supported digital content model, 
respond by offering advertisers ad environments second to none. 

Ad blocker usage driven by millennials 



BC 
19% 

Prairies 
14% Ontario 

18% 
QC 
17% 

Atlantic 
11% 

Ad blockers are used by 17% of Canadians; 78% 
prefer a free, ad-supported web experience 

Ad Blocking 

           % ad blocking unique visitor penetration by region 

Source: IAB of Canada, ComScore and Intact Insurance, 2016 165 

78%  
of Canadians prefer a free,  

ad-supported web experience  
to pay for content alternatives  

17%  
of Canadians use ad blockers 

12%  
complained of important  

features being blocked 

10%  
say blocker software interferes  

with browser or device functions 



Despite high awareness, ad blocking remains 
low; ad blocking is most prevalent on computers 

           Mobile ad blocking remains low in Canada 

Source: IAB of Canada & ComScore & Intact Financial Corporation, IAB Canada Ad Blocking Study, 2016 166 

17% 

13% 

48% 

22% 
Currently using

Have previously used

Aware of but never used

Unaware

15% 15% 

5% 5% 

Ad blocking users in Canada by device (%) Usage & awareness of ad blocking  
internet users in Canada (%) 

Ad Blocking 
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Ad blocking growth continues—growth most 
prevalent among 18-24 & higher income groups 

           Global growth of active monthly users of ad blockers 

Source: PageFair and Adobe, 2015 Ad Blocking Report 167 

Younger male users are  
most likely to block ads 

18-34 

22% 28% 
more likely to block desktop  

ads than average users 

US Can UK 

Ad blocking skews toward 
higher income segments 

+27%    +16%   +13% 

% increase in blocking for 
highest income segments 
compared to average users 

Global ad blocking growth (millions of active monthly users) 

Ad Blocking 



Canadians use blockers to reduce ad volume, ads 
that follow them & to improve page load time 

           Reasons for ad blocking in select countries (%) 

Source: Reuters Institute, 2016. Note: Multiple answers possible; PageFair and Adobe, 2015 Ad Blocking Report 168 

68% 74% 64% 65% 60% 

55% 56% 
57% 51% 52% 

50% 42% 
38% 39% 48% 

10% 9% 
14% 9% 

15% 

13% 11% 
13% 

12% 
19% 

Volume of ads Ads that follow me around 
Improve page load time Reduce mobile data use 
Save battery 

Ad Blocking 

Google Chrome is the main  
driver of Global ad block growth 

Usage up 51%* 
126 million users 

Usage up 17%* 
48 million users 

Usage up 71%* 
9 million users 

* Usage increase from Q2 2014 to Q2 2015 



Canadians are better informed about the presence  
of targeted ads that reflect their browsing history 

           Targeted ads and the educational value of the new AdChoices program 

Source: Digital Advertising Alliance of Canada (DAAC), 2016; Marketing, Chris Powell, July 27, 2016 169 

38% of Canadians are  
aware of the AdChoices icon 

on digital advertisements 

68% of Canadians are  
aware that they are served ads  
based on their browsing activity 

65% of Canadians are  
aware that data about them  

is collected online 

53% of Canadians are  
aware advertising supports  

free online services 

* 

* AdChoices alerts consumers to the presence of “targeted ads” that reflect  
their browsing history. When the AdChoices triangular logo is clicked, they  
are provided information about how ads are targeted to them and given the  
opportunity to change their privacy settings. 

Ad Blocking 



eCOMMERCE 

Shopping links 
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Ecommerce in Canada is currently more computer-based than 
mobile-based despite the fact that millennials are leading the way 
with app usage. Millennial usage is all about ease of use and 
saving money using digital  coupons. Nonetheless, nearly half of 
Canadians express some level of discomfort with ecommerce.  

Discomfort with ecommerce remains 



Average annual amount spent on digital  
purchases in Canada (% of respondents) 
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Many Canadians remain uncomfortable when 
making digital purchases 

           Nearly half of Canadians are at least somewhat uncomfortable when making digital purchases 

Source: Chartered Professional Accountants of Canada, 2016 CPA Canada Fraud Survey, March 2016 172 
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Internet users in Canada who are uncomfortable  
making digital purchases (% of respondents) 
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Gender 

  Male 91% 25% 23% 

  Female 89% 25% 26% 

Age 

  18-24 94% 39% 25% 

  25-34 89% 43% 34% 

  35-44 96% 33% 36% 

  45-54 89% 21% 20% 

  55+ 88% 8% 17% 

Total 90% 25% 24% 

Digital buyers in Canada most often purchase 
using a computer vs. a smartphone or tablet 

eCommerce 

           Devices used to make digital purchases by digital buyers in Canada, by demo (% of respondents in each group) 

Source: Ipsos, Canadian Inter@ctive Trends Report, as cited in press release, November 30, 2015 173 
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Canadian millennials are the most active users 
of mobile shopping apps—they save money! 

             Mobile shopping apps help users save money, they’re easy to use and they help users decide what to buy 

Source: BrandSpark International, BrandSpark Canadian Shopper Study, 2016 174 
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Millennials      Gen X              Boomers 

Active users of mobile shopping apps, by demo (%) 

Leading Reasons for using mobile shopping apps, by demo (%) 

Saves 
money  63% 59% 52% 

Easy  
to use 64% 59% 52% 

Helps me 
decide 
what  
to buy 

38% 32% 28% 

eCommerce 



Millennials are more likely to purchase  
products seen in mobile ads; boomers the least 

             Attitudes toward ecommerce/mobile ads by generation (% of adults in each group) 

Source: Experian Marketing Services, Winter 2015 Simmons National Consumer Study 175 
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I would be interested in receiving ads on my
mobile phone

I am likely to purchase products I see advertised
on my mobile phone

I am willing to accept ads sent to my mobile phone
if I were to receive something of value in exchange

When I am shopping, I often use my
mobile/handheld device to search for local deals

Millennials Gen X Baby boomers
18-34                 35-49                    50-69 

eCommerce 



Customers buy & spend more when using  
digital coupons; 65% redeem in first 5 minutes 

176 Source: Koupon Media, August 2016 

           Mobile coupon performance (%) 

Time to redemption % Redemption 

  0-2 minutes 58% 

  2-5 minutes 7% 

  5 min to 1 hr 11% 

  1-12 hours 8% 

  12 hrs to 1 day 4% 

  + 1 day 3% 

Redemption rate by offer type 

  Free  15% 

  BOGO*  7% 

  $ off  3% 

26% increase in basket size when  
customers use mobile coupons  

39% of customers spend more if they  
receive a personalized coupon 

42% of mobile users have used a 
mobile coupon  

60% of customers would adopt mobile  
payments if offered coupons $ 

FREE! 

65% } 

* Buy One Get One 

eCommerce 
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MOBILE  
PAYMENT 
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Canadians, a majority of whom are unaware of mobile payment 
capabilities, are slow in adopting mobile payment apps. Among 
those aware, PayPal dominates. Mobile payment users tend to be 
upscale male millennials and view the service as faster and more 
convenient. For now, the majority of Canadians are more 
comfortable with credit- and debit-based payments at retail. 

Mobile payment remains in its infancy 



Canadians remain slow in their adoption  
of mobile payment at 3% of total transactions 

Mobile Payment 

           Canadian experience with mobile payment in 2015 

Source: GfK, FutureBuy Study, 2016 179 
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Mobile payment in Canada is projected to grow 
as smartphone owners become more aware 

           Canadian mobile payment is expected to grow across most payment platforms 

Source: Accenture by Lightspeed Research, 2015 180 

More Canadian smartphone owners are aware  
they can use their phone to make payments 
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10% 
Digital currency 

9% 9% 7% 

Projected regular users of various  
mobile payment platforms in 2020 

Two demographics drive mobile payment adoption 

23% 
smartphone owners who make mobile payments at least weekly  

38% 

$150,000+ 
hhld income 

Mobile Payment 
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