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Three Broad Topics:
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I. Ecommerce and Mcommerce

III. What’s Coming Next?

II. Marketing/Ad Spending Trends



I. Ecommerce and Mcommerce

Shoppers are constantly 
discovering, considering and 

buying across multiple channels

And that includes smartphones 
that go wherever they go

“Ultimately, the goal is to build connections with 
consumers throughout the entire path to purchase, 
online and offline, integrating our touchpoints and 
message, [wherever they are].”



Ecommerce in 
Canada will grow 
27% this year, 
and reach 9% of 
total retail sales

14.9%
Growth rate 15.6%

Source: eMarketer, 2018

+27.4%

% Total 
retail sales 10.0% Source: eMarketer, 2018



NOTE: between one-quarter and a half of 
all Canadian e-commerce sales come 
from across the border

Rest of World 
(especially China*)

eMarketer, 2017; 
*International Post Corporation, Jan, 2018

% of e-commerce 
Coming from Across 

the Border

27%

Source: eMarketer, 2017

Retail-Me-Not

~50%eTail Canada

56%Internet Retailer

60%* 40%*

Used by 25% of 
Canadians



Two biggest factors influencing Canadian 
online shoppers to buy from local firms



Shop 75%

Buy 65%

Source: eMarketer, 2018

% of Canadian population 
shopping & buying online (2018)

Smart
Phone

All  
Digital

26%

2016
Source: Canadian Internet 
Registration Authority (CIRA) and 
The Strategic Council, June, 2018

36%

2017

40%

2018

“Among 
Digital 

Buyers”

64% of 
Canadians aged  

25 - 44 buy online 
on a monthly basis
––Angus Reid Institute, Dec, 2017



Mobile commerce in Canada

eMarketer, May, 2018

2018 2021

2X

M-commerce Sales 
(% of total ecommerce)

C$17.3 B

30%

C$32.7 B

35%
In US, it’s 

already at 40%



But it’s not just about direct sales via the 
phone…

mcommerce =  
 

 
of total retail 
ecommerce 

sales in Canada
––eMarketer, May, 2008

Influence 
Factor?!?

In US, mobile influenced 
37% of total in-store retail 

sales in 2016 (= $1.4 Trillion)30%

Influence 
Factor?!?

1/2 of US retail sales will be 
influenced by all digital 

channels in 2018, growing to 

58% by 2022.



Amazon is the one to watch in ecommerce

Up 
29% 

versus 2018 
(vs. 16% growth 

for total US 
commerce sales)

40% 
of US commerce 

sales

3.9% 
of all US 

retail sales



77% 
among all 

digital buyers 
in Canada

87% 
among 

Millennials



Some categories lend themselves to digital 
purchasing more than others…

Only 5% prefer to buy 
groceries online

––Angus Reid,  
Dec, 2017



Internet users in Canada are using their 
mobile phones to “Webroom” and “Showroom”

43% - 45% 
“Webroom” 

(shop on their 
 phones and  

then buy in store)

Sources: 43% per GfK, Dec, 2017; 
               45% per CIRA, March 2018 (“always/often”



“Showrooming” is much less prevalent

 12% - 17% 
“Showroom” 

(see a product in  
a store and then  
purchase on a  

mobile phone from 
another retailer)

Sources: 12% per GfK, Dec, 2017; 
               17% per CIRA, March 2018 (“always/often”



How fast are media dollars flowing 
to digital channels?



19.1%

2016

14.8%

2017

Source: eMarketer, Aug, 2018; IAB Canada (2016 and 2015 baselines)

Digital ad spending in Canada is 
still growing at double-digits (C$)

15.8%

2018

13.7%

2019

12%

2020

11%

2021

9%

2022

$5.5B $6.3B $7.3B $8.3B $9.3B $10.3B $11.2B
15.8%



Digital ad spending as a % of total 
media (2018)

44%

UK
64% 65%

China

Brazil
27%

30%
France

31%
Germany36%

Mexico

Source: eMarketer, 2018

49%
CanadaUnited States

49%
Global

Exactly matches share of 
digital time spent as a percent 
of total media, at 49%

of total digital ad spend, and 
will grow to C$5B in 2018, up 

37.5% vs. year ago

Mobile = 70%

~60%
Canada in 
2021



Global digital ad revenues are highly 
concentrated among the duopoly

Source: eMarketer, 2018

0.5%



Watch out for

$4.6B in US ad 
revenue gives 

Amazon a 4.1% 
share

144% growth is 
being accelerated by 
programmatic buying; 
Amazon is growing 
faster than any other 
player, including 
Snapchat, Instagram 
and Roku

>2X

of US marketing professionals 
expect to spend more on 
Amazon this year, ahead of 
Twitter, Pinterest and Snapchat

50%

––RBC Capital Markets, March, 2018



% of US Internet Users Blocking Ads 
(2018)

Source: eMarketer, 2018

AD BLOCKALYPSE???

of internet users 
In 2018

25.2%

Ad Blocking Rates 
(among internet users:)

32.0%

28.7%
22.0%

Source: eMarketer, 2017

29.0%*

*Reuters Institute for the Study of 
Journalism at the University of Oxford, 2018

––Paul Verna

“The best way for the industry to 
tackle this problem is to deliver 
compelling ad experiences that 
consumers won’t want to block.”



@geofframseyThe “Trust” Crisis in Media 





Trust in media over the past two decades

% of Americans Saying They Had a 
“Great Deal” or “Fair Amount” of Trust 

in Mass Media

53%

1997

32%

2016



Since last year, trust in “Media” is down sharply 
for “platforms,” but not for “journalism”

17.1%
#TrustBarometer

2018 Edelman 
Trust Barometer
U.S.

Social media 
platforms 

and search 
engines



In Canada, trust 
levels with 
traditional media 
are much higher 
than they are on 
social platforms, 
especially among 
MillennialsAmong US Facebook 
users for whom FB is a 
source of their news:

––Ipsos and Buzzfeed, April, 2017

54% of the news was 
viewed as untrustworthy

Are you ready for some irony?



% of Internet Users Who Access News 
from Each Source on a DAILY Basis

Source: Sharethrough,  Oct, 2017 (US)

#10

#4

#11

#15
#16

46%

24%
11%

6%

43%

9%

4%



There’s also a big trust issue with social 
platforms and how they use your data…

44%

“Very 
Concerned”

How Concerned Are You About 
Facebook’s Use of Your Data?

Source: Raymond James, 2018 (n = 391)

40%

“Somewhat 
Concerned”

= 
84% 

“Concerned”

% Who Plan To Stop 
Using Facebook?

8%

% “Very Concerned”

Gallup, April, 2018 44%
The Economist, 2018 35%

Janrain, April, 2018 51%



Marketers and 
other digital 
decision-makers 
have ranked 
media outlets in 
terms of having 
brand-safe 
environments

Tier I

Tier II 34%



So, what are the industry solutions for 
eroding trust in media?
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Brands, meanwhile, insist they want to appear 
in TRUSTED environments

Watch for more light and transparency 
to be shed on programmatic buying  
(think PREMIUM placements)

Programmatic buying (69% of total 
digital display ad spending) is shifting 
rapidly towards Direct (vs. RTB), as well 
as towards Private Exchanges, vs. Open 
Exchanges 

According to Advertiser Perceptions, 56% of 
digital advertisers have taken deliberate steps to 
improve the brand safety of their media buys 
(including Whitelisting of approved sites)



But are some marketers just paying     
sssssssssss to brand safety concerns?

Marketers/Media Buyers Who Have Concerns 
about Media Buying Related To Brand Safety

ADI Summit* (Mar, 2017) 50% #1
Advertiser Perceptions* (Oct, 2017) 51% #3

CMO Council** (2017) 72% #1

*United States; **Worldwide

ANA* (Dec, 2017) 78% N/A

MediaVillage* (May, 2017) 70% #1

% Rank

Yet, based on a linear regression analysis,  
a brand-safe environment was only 4%  
likely to correlate with a marketer’s intention  
to spend on any given publisher.

––MediaVillage survey (n = 775 brand and 
agency executives), May, 2017

So, which publishers 
ranked highest in 
intention to spend?



Brands Worldwide Asked If They Will 
Reduce Digital Ad Spend Unless Issues of 

Brand Safety, Fraud, etc Are Resolved

Source: WARC survey (n = 600 marketing and advertising professionals), Oct, 2017

49%“Disagree” (won’t reduce)

32%“Agree” (will reduce)

More ??? “We’ve seen a ton of talk around 
advertisers backing away from 

areas deemed unsafe for brands, 
but not many have backed out.”

––Jacob Davis, iCrossing



Marketers still 
think the mega 
social platforms 
provide the 
highest ROI  

(both FB and Google 
have excellent 
targeting 
capabilities)



% of Brand Marketers and Agency Executives Who 
Believe Companies Are “Very Valuable” for Reach

Source: Jack Myers and MediaVillage study;  (n = 1,200 US brand and agency executives), 2018

80%

And who are considered the kings of reach 
and measurement?

Top Four  
Broadcast Networks

61%

~50% rated their data and 
analytics capabilities as 
“very valuable”

~25% rated as 
“very valuable”



The Marketer’s Faustian Bargain

QUALITY
High

$500

Low

HighSCALELow

High quality = 
higher costs, 
lower scale.

Is cheap 
audience reach 

a poisoned 
chalice?

––Geoff Ramsey

“As much as 
possible, choose 
the high road.”



You still need to:

CONNECT

In the digital media world, managing data 
is critical, but it will only get you 1/2 way 
there…



…requires you to get three things right

Right 
Place  

(context)

Right 
Time

VALUE

Utility

Telling stories
Entertaining

HelpfulEmotion
Solving problems

Fun

CONNECT

Magnetic 
Content
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Magnetic 
Content

“It’s more about 
ATTRACTING, rather 
than DISTRACTING.”



The tsunami of connected devices provides 
us with new opportunities and challenges

III: 

What’s coming NEXT?



Artificial Intelligence will begin to permeate 
all aspects of life and business, since it’s 
capable of crunching and parsing massive 
amounts of data from disparate sources.

Machine learning

Natural language processing

Neural networks

Deep learning“[We’re] in the middle of this 
important shift from a mobile-first 
to an AI-first world… and we’re 
driving it forward across all of our 
products and platforms.”

––Sundar Pichai, CEO, Google



Various forms of AI are already in use right 
in front of our noses

AI Adoption Among B2C 
Marketing Decision-Makers 

in North America (2017)

39%Expanding or upgrading 
implementation

39%Planning to implement 
in the next 12 months

10% Interested, but no 
plans to implement

12% Other response

Source: Forrester Consulting and Amplero, Oct, 2017

And yet, according to 500 
global marketing 
executives, AI was rated as 
the #1 challenge they feel 
most unprepared to deal 
with in 2018

––Conductor, 2017



New York City

• Based on 3B past transactions, 200 
variables, searches on the website and 
weather info

Uses AI to predict what customers will 
buy a week before they order

• Predicts with 90% accuracy what will be 
sold within 30 days (improving inventory 
management as well as product returns)



Artificial Intelligence will power and help 
personalize everything in marketing 

L’Oreal Canada is using 
AI-powered chatbots to 
help people get gift 
recommendations for 
loved ones (via texting)

Artificial Intelligence 
could pull data from 
all the different silos, 
providing a  more 
holistic view of the 
customer journey

ATTRIBUTION



 

AI is also driving the rapid consumer shift 
towards using voice-activated devices

Today, ~20% of mobile search queries are made 

via voice  (Google; comScore); but it will rise to 50% 
by 2020 (comScore)  



Voice-enabled 
smart speakers 
are exploding

Amazon
Echo 18.6%

Penetration in Canada???
GlobalWebIndex (internet users), Q4 ‘17 6%
Edison Research (pop), Feb ’18 8%

SRG (among internet users), Feb ‘18 25%
Media Technology Monitor (pop), Q1 ‘18 8%



22%
Narvar

27%
Fluent

30%
comScore

33%
Morning Consult 44%

Google and Peerless 
Insights

44%
NPR and Edison 

Research

51%
OC&C Strategy 49%

Localytics

54%
Delineate

“Alexa, what percent of voice-activated 
device owners in the US are using them to 
buy stuff?”

35%
Capgemini

28.2%

% Using Them To Buy 
in Canada???

Salesforce and Strategy 10%
Ayima and Insights West 42%



A key difference with voice is choice

With voice search 
you tend to get a 
single answer to your 
query benefiting a 
single brand

“When it comes to 
voice search, you go 
first position or you 
go home, because 
beyond the first or 
second position, 
there is no future.”

––Sebastien Szczepaniak



The next challenge for brands: Integrating 
themselves into semi-closed loop systems

AI
Intelligent
Assistants

––Geoff Ramsey

“Marketers will also need 
to figure out new ways to 
incorporate sounds into 
their brand identities.”

“Ho Ho Ho”



Voice search could end up benefiting the 
biggest, most-advertised brands — because 
they’re top-of-mind, while hurting those 
brands that are less well known

▪42% of the time, people ordering via a 
voice-activated device don’t specify a brand 
name (e.g., they asked for laundry detergent, 
not “Tide”)

“The guy who will 
win is the guy who 
will have iconic 
brands and 
products.”––Lubomira Rochet,  

Chief Digital Officer



What about the world Augmented Reality?



How fast is AR growing?

US Augmented Reality Users 
in Millions and (% of Pop)

Source: eMarketer,  2017  (usage at least 1X/month)

2018

51 M

(16%)

2017

38 M
(12%)Image credit: Ikea, YouTube 

AR: overlays virtual objects, other digital 
information over the real world  IKEA launched an app 

with over 2,000 items

By 2020, one-in-five 
Americans will be 
using AR

Only 3% of North American retailers 
are using AR, and all of them say it 
needs improvements
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Snapchat offers brands “Sponsored 
Lenses” as an advertising vehicle

▪ Uses facial recognition 
technology and 3-D models, as a 
form of Augmented Reality



© 2016 eMarketer Inc.

uses AR to let women test lipstick 
and makeup shades

▪ Used Facebook Messenger to 
serve up it’s “Lip Artist” tool on 
its’s mobile website 

▪ The average consumer tries on 
10 - 15 shades per visit 

▪ Critically, it’s NOT an app that 
needs to be downloaded, so 
there is no barrier to the 
consumer

“Consumers are much more 
engaged… and we’re seeing 
a direct link to sales.”

––Jon Roman, VP



––MIT Sloan Management Review and Deloitte  
   Digital, July, 2017

Final Question:
Among executives, managers and leaders 
worldwide, what’s the #1 digital business 
mistake they make?

“Lack of understanding of digital trends and 
impact to the company”



Geoffrey Ramsey 
Co-founder

Thank you

@geofframseygeoff@emarketer.com

mailto:geoff@emarketer.com

