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What’s CMUST?

Since its inception in 2004, PHD Canada’s Canadian Media 
Usage Study (CMUST) has been the only in-depth 
examination of  multi-media usage sourced from the 
multiple research audience currencies of record. 

The study documents consumers’ changing media 
consumption across as media digital technologies 
increasingly impact Canadians. 

This year’s study updates trends on overall media usage and 
device penetration trends.  Using new data from Vividata
Metrica and Numeris VAM projects has allowed a richer 
understanding of the some of the mobile and smart TV 
habits that have been hard to quantify in recent years.

The document trends media habits through the phases of 
the pandemic to date – including some hints that our 
focused attention is dwindling rapidly.

With the rising importance of Walled Gardens in terms of 
consumer time and transactional considerations (i.e. data, 
measurement, etc…) we have, for the first time, mapped 
their weekly reach and time.

Given the pressing need to address climate change, we’ve 
also provided some perspective on the direct and indirect 
carbon footprints of the media that is bought and sold in 
Canada.
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20 0 1 20 19 20 20 20 21

TV 97% 27.7 97% 30 .7 95% 30 .6 94 % 30 .5

Ra d io 93% 21.8 8 8 % 15.8 8 6% 15.6 8 8 % 15.4

Ne w sp a p e r 78 % 2,8 58 % 1.0 53% 0 .9 50 % 0 .7

Ma g a zin e 77% 1.8 4 5% 0 .3 4 2% 0 .3 33% 0 .2

In t e rn e t 4 5% 4 .1 97% 22.8 98 % 22.6 98 % 20 .7

Total TV Estimate
(Linear & OTT)

The last 3 years: accelerating trends

So u rce s : TV & Ra d io  fro m  Nu m e ris P P M, P rin t  fro m  Vivid a t a , Dig it a l fro m  Vivd ia t a a n d  P HD Est im a te s

A 3-ye a r t re n d  in  w e e kly re a ch  & t im e  sp e n t  b y 
m e d iu m  (A18 +) sh o w s s lig h t  d ro p  in  TV, b u t  s ig n ifica n t  
d ro p s in  p rin t  re a ch  a n d  t im e  a n d  s t a b ilizin g  n u m b e rs  
fo r ra d io  a n d  s t e a d y self reported d ro p s in  t im e  w it h  t h e  
In t e rn e t  o n  m o b ile  a n d  d e skt o p /la p t o p .  Ne w  d a t a  
fro m  Nu m e ris VAM h e lp s  u s  e s t im a t e  t im e  a n d  re a ch  
o f TV in c lu d in g  lin e a r a n d  OTT co n t e n t .
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So u rce s : MTM Sp rin g  20 20 , Fa ll 20 20  a n d  Sp rin g  20 21

A18+ 18-34
Th e re  w e re  s ig n ifica n t  
in c re a se s  fo r se ve ra l 
d e vice s  in  20 20 /21 –
p o ssib ly in  p a rt  d u e  t o  a  
m e t h o d o lo g y 
a d ju st m e n t  t o  t h e  
su rve y t o  n a vig a t e  t h e  
p a n d e m ic .

Ta b le t s  a n d  P Cs b o t h  
sa w  in c re a se s , t h a n ks t o  
h o m e  sch o o lin g  a n d  
h o m e  o ffice s .

Sm a rt  TVs sa w  m a rke d  
g ro w t h  in  20 19 a n d  a re  
su rp ris in g ly s t ro n g  
a m o n g st  yo u n g e r 
a d u lt s  a s  w e ll.

Ne w  g a m in g  syst e m s 
h a ve  n o t  le a d  t o  
s ig n ifica n t  in c re a se s  in  
h o u se h o ld  p e n e t ra t io n
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Source:  NumerisPPM TV, VAM, PHD estimates from multiple industry sources, Vividata Metrica

Video habits are evolving rapidly

Co n t e n t

AVOD Yo u Tu b e , Tw it ch  TV, TED, Da ily m o t io n

SVOD Ne t flix, Cra ve , Disn e y P LUS, Am a zo n  P rim e  
Vid e o , Ap p le TV P lu s , 

BVOD Be ll, CBC/Ra d io -Ca n a d a , Co ru s , Qu e b é co r, 
Ro g e rs , Té lé -Qu é b e c , TV5

In t e g ra t in g  n e w  d a t a  fro m  Nu m e ris
VAM w it h  d a t a  fro m  Vivid a t a Me t rica
h e lp s  t o  e s t im a t e  t h e  o ve ra ll re a ch  a n d  
t im e  o f vid e o  co n su m p t io n  a c ro ss  
d e vice s .

No t  su rp ris in g ly, Lin e a r TV h a s  
s ig n ifica n t ly le ss  re a ch  a n d  t im e  
a m o n g st  yo u n g e r a d u lt s .  SVOD a n d  
AVOD b o t h  h a ve  h ig h e r p e n e t ra t io n s  
a n d  fo r t h e  yo u n g e r g ro u p  a re  riva lin g  
lin e a r TV o ve ra ll.

BVOD se rvice s  cu rre n t ly h a ve  lo w  
p e n e t ra t io n .  Give n  a d va n ce s  in  
m e a su re m e n t  t h e re  m a y b e  in c re a se d  
in ce n t ive  t o  g ro w  t h e m .



Share of Video
Time

TV, 84%

Mobile, 
7%

Computer, 
9%

Source:  NumerisPPM TV, VAM, PHD estimates from multiple industry sources, Vividata Metrica

TV, 62%

Mobile, 
20%

Computer, 
18%

Broadcast, 
66%

Platforms , 
17%

Subsciptions, 
17%

Broadcast, 
32%

Platforms, 
35%

Subscriptions, 
33%

A18+

A18-34

Devices Content

TV re m a in s  t h e  firs t  d e vice  
fo r vid e o  vie w in g  a m o n g st  
Ad u lt s  18 + a n d  yo u n g e r 
a d u lt s . A18 -34  TV e ro sio n  
t o w a rd s sm a lle r sc re e n s is  
in c re a sin g .

Th e  so u rce s  o f co n t e n t , 
h o w e ve r, va ry d ra m a t ica lly.  
Bro a d ca st  TV d o m in a t e s  
a m o n g st  A18 + (g ive n  it ’s  
s t ro n g  p e rfo rm a n ce  
p a rt icu la rly a m o n g st  A55+).

P la t fo rm s (AVOD) a n d  
Su b scrip t io n s  (SVOD) 
d o m in a t e  fo r yo u n g e r 
a d u lt s .



Radio A18+

Streamed Music A18+

Podcasts A18+

Online Radio

Radio A18-34

Streamed Music A18-34

Podcasts A18-34

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

0 5 10 15 20 25 30 35 40 45 50

W
ee

kl
y 

R
ea

ch

Weekly Hours

7Source:  NumerisPPM Radio, MTM Spring 2021, PHD estimates from multiple industry 
sources, Canadian Podcast Listener

Am o n g st  A18 +, Ra d io  d o m in a t e s  in  
t e rm s o f re a ch  a n d  t im e .

Fo r yo u n g e r a d u lt s , s t re a m in g  m u sic  
(b o t h  su b sc rip t io n  a n d  a d -su p p o rt e d ) 
g a rn e rs  t h e  m o st  re a ch  a n d  t im e .

P o d ca st s  re m a in  re la t ive ly n ich e  w it h  
~12% w e e kly u sa g e  a m o n g st  a ll a d u lt s .  
Th is  n u m b e r rise s  t o  20 % fo r yo u n g e r 
a d u lt s
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So u rce s : Nu m e ris P P M TV & Ra d io  AvHrsW k (Ca p ); OOH P a t t iso n  Ou td o o r Fu rth e s t  ra n g e  o f m o ve m e n t  
(KM); AvHrsW k (Ca p ) In t e rn e t   Sim ila rW e b & P HD Est im a te s  fro m  m u lt ip le  so u rce s
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The COVID Effect

Th e  P a n d e m ic  h a s  h a d  a  s ig n ifica n t  
im p a c t  o n  m e d ia  h a b it s .  

Re la t ive  t o  Q1 20 20  o n ly t h e  in t e rn e t  
h a s  se e n  su st a in e d  in c re a se s  in  t im e  
sp e n t .

Aft e r a  sh o rt  t e rm  lift , TV h a s  se e n  s lo w -
b u t -s t e a d y d e c lin e s .

Me d ia  co n su m e d  p a rt ia lly o r w h o lly o u t  
o f h o m e  (e .g . ra d io  a n d  OOH) h a ve  
se e n  d ra m a t ica l d ro p s. Su m m e r 20 21 
sa w  OOH re t u rn  t o  (n o n -se a so n a lly 
a d ju st e d ) in c re a se s  re la t ive  t o  p re -
P a n d e m ic .

In t e rn e t  At t e n t io n  In d e x t ra cks  a n  
e s t im a t e  o f t im e  sp e n t  re la t ive  t o  s it e s  
vis it e d  a n d  su g g e st s  a  s t e a d y d e c lin e  in  
a t t e n t io n  o n lin e  (in  sp it e  o f h ig h e r t im e  
sp e n t  a n d  m o re  s it e s  vis it e d )
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Walled Gardens in Context

So u rce :  Vivid a t a Me t rica Su m m e r 20 21, A18 +

Th e  in c re a sin g  im p o rt a n ce  o f W a lle d  Ga rd e n s is  h a vin g  a  s ig n ifica n t  im p a c t  o n  t h e  m e d ia  
b u yin g  a n d  se llin g  e co syst e m .

P lo t t in g  t h e ir w e e kly re a ch  a n d  t im e  fo r Ad u lt s  18 + in  t h e  w id e r co n t e xt  o f m e d ia  
co n su m p t io n  h e lp s  t o  e s t a b lish  t h e ir re la t ive  sca le .

W h e re  a  W a lle d  Ga rd e n  in c lu d e s  se a rch  a n d  sh o p p in g  p ro p e rt ie s  t h e y’re  re p re se n t e d  b o t h  
in  t e rm s o f t h e ir t o t a l fo o t p rin t  a n d  t h e  fo o t p rin t  o f t h e ir ‘m e d ia ’ fo o t p rin t  (e .g . vid e o  
co n su m p t io n )



Ontario
12 Ta n ks

BC
4  Ta n ks

Alb e rt a
24 5 Ta n ks

Sa ska t ch e w a n
20 5 Ta n ks

Ma n it o b a
1 Ta n k

Ne w  Bru n sw ick
8 7 Ta n ks

Qu e b e c
0 .4  Ta n ks

No va  Sco t ia
18 5 Ta n ks

Ne w fo u n d la n d
10 Ta n ks

Carbon Footprint estimates for 
10 million video impressions

Usin g  a  co m b in a t io n  o f so u rce s , w e ’ve  so u g h t  
t o  co n t e xt u a lize  t h e  ca rb o n  fo o t p rin t  o f 10  
m illio n  vid e o  im p re ssio n s in  t e rm s ‘t a n ks o f 
g a s’.

Th e  m a p  h ig h lig h t s  t h e  la rg e  va ria t io n  a c ro ss  
p ro vin ce s  a s  a  re su lt  o f t h e  re la t ive  ca rb o n  
in t e n sit y o f e le c t rica l g rid s .

Th e  ca rb o n  im p a c t  o f d ig it a l a d ve rt is in g  ca n  b e  
re d u ce d  w it h  – sm a lle r file  s ize s , in c re a se d  ‘o ff 
p e a k’ im p re ssio n s a n d  w e ig h t in g  d e live ry 
t o w a rd s lo w  ca rb o n  g e o g ra p h ie s  like  Qu e b e c .

It ’s  im p o rt a n t  t o  n o t e  t h a t  a d ve rt is in g  is  a  ke y 
d rive r o f co n su m e r d e m a n d  – w it h  a  m u ch  
g re a t e r im p a c t  o n  ca rb o n  e m issio n s t h a n  
b a n d w id t h  a lo n e .  A re ce n t  s t u d y su g g e st e d  
t h a t  28 % o f co n su m e r e m issio n s o f UK 
re sid e n t s  w e re  fro m  a d ve rt is in g -g e n e ra t e d  
d e m a n d . 

Th e  b ig g e st  g a in s  fo r t h e  c lim a t e  ca u se  a re  
like ly t o  co m e  fro m  b rillia n t  a d ve rt is in g  t h a t  
c re a t e s  co n su m e r d e m a n d  fo r g re e n  p ro d u c t s .

If yo u ’d  like  t o  le a rn  m o re  a b o u t  t h e  t o p ic  a n d  
t h e  ca lcu la t io n s  t h e  fo llo w in g  so u rce s  m a y b e  
u se fu l - Ele c t ric it y u sa g e o f in t e rn e t  
b a n d w id t h , p ro vin c ia l d iffe re n ce s a n d  
e st im a t e d  e q u iva le n ce s .

https://www.marketingweek.com/marketers-shape-consumer-demand-sustainable-future/
https://www.wholegraindigital.com/blog/website-energy-consumption/
https://www.cer-rec.gc.ca/en/data-analysis/energy-commodities/electricity/report/2017-canadian-renewable-power/canadas-renewable-power-landscape-2017-energy-market-analysis-ghg-emission.html
https://oee.nrcan.gc.ca/corporate/statistics/neud/dpa/calculator/ghg-calculator.cfm#results
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Device penetration
TV weekly time/reach, 2020

Radio weekly time/reach , 2020
Internet weekly time/reach , 2020

Magazine weekly time/reach , 2020
Newspaper weekly time/reach , 2020

TV (Linear+OTT), weekly time/reach, 2020 
Online audio weekly time/reach

Podcast weekly time/reach and tuning 
dynamics

Streamed music weekly time/reach
Video Reach/Time

Share of Video Time
Momentum  

Share of Ad Spend 
eCommerce sales  

MTM Fall 2020/ Spring 2021 unless indicated otherwise as PHD estimated.
Numeris, Fall’20/Spring’21 PPM averaged.
Numeris, Fall’20, Diary
Vividata Spring 2021 
Vividata Spring 2021, generic question.
Vividata Spring 2021, 72 daily rollup.
Numeris Fall’20/Spring’21, Numeris Vam September , Vividata Metrica, PHD estimates
Numeris PPM Fall 2020
The Canadian Podcast Listener, Audience Insights Inc., Ulster Media.
MTM Fall 2020/Spring 2021, reduced by PHD estimate of respondent over claim.
MTM Fall2020/Spring 2021, Vividata Metrica, PHD estimates, Numeris PPM 
Numeris PPM TV, VAM, PHD estimates from multiple industry sources, Vividata Metrica
Compiled from sources used throughout document
Think TV compilation from multiple sources, IAB Canada Revenue Report, PHD estimates
Statistics Canada Table 20-10-0065-01 Retail trade, total sales and e-commerce sales
Time spent as summarized in CMUST 2020
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