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• Who is Vivvix?
• The Canadian Advertising Landscape
• What to keep an eye out for

topics



+
Heavy use in sales /business pitches & media planning 

Known for comparative spend data

Strong with agencies & media companies

Recognized for top tier customer support

Ad Intelligence business unit

Heavy use in strategy & creative intel

Known for creative and industry detail

Strong brand advertisers

Recognized for top tier customer support

Ad Intelligence business unit

WHO IS ?



Our purpose is to provide winning clarity.

When your understanding of the landscape grows more vivid, 
so does your ability to command it.



BREAKING CREATIVE 
• Quickly monitor competitor’s 

advertising activity 

• Capturing new ads launched 
within the last 24-48 hours

• Continuous monitoring 

AD EXPENDITURES
• Track where, when, and how 

brands spend their ad dollars.

• Analyze ad activity for SOV, 
Media mix, seasonality, 
trending, brand launch, 
Micro-Macro analysis

• ~ 28 days after the end of the 
period

TELEVISION GRPs
• Optimize your plans and 

budgets by ensuring that your 
TV ads are hitting the right 
target audience

• ~ 21 days after end of period 
- weekly

More digital enhancements beginning April 2023

Measuring critical dimensions of advertising activity
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The canadian
Advertising Landscape



MONTH OVER MONTH AD SPEND
2022

Vivvix, Advertising Expenditures, National Total Canada, All Media, 2020-2022
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2022
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April to July had stronger than usual ad spend which contributed to the overall year over year increase. 
Overall ad expenditure has risen 2 consecutive years

+5% 
YEAR OVER YEAR AD SPEND

+10% 
YEAR OVER YEAR AD SPEND 
compared to 2020



Digital now accounts for more than half total ad expenditure 

54% 
Paid Social and Digital media 
account of total spend in 2022

29%

6%

5%
6%19%

35%
Television 

Print

OOHDigital
Radio

Social Media 
(FB & IG*)

Vivvix, Advertising Expenditures including paid social data from Pathmatics, National Total Canada, All Media, 2022
*Instagram data is from May-Dec 2022 

Facebook & Instagram have the largest share of advertising expenditure with 35%.



National English Quebec French

+3%

Vivvix, Advertising Expenditures, English Canada vs French Canada, All Media, 2019-2022

2019 2020 2021                   2022 2019 2020 2021                    2022

+6%

2019 vs 2022
-13%

+1%

2019 - 2022
-2%

+11%-13%

-20%

ENGLISH CANADA VS FRENCH CANADA
YoY Ad Spend



Investment by category
The Food and Restaurant categories invested 74% and 62% respectively in Television alone, while Computers and 
Communication Services rely more heavily on Digital.

Vivvix, Advertising Expenditures, National Total Canada, All Media, 2022

TOP 10 CATEGORIES BY AD EXPENDITURE | MEDIA MIX
2022
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Vivvix, Advertising Expenditures, National Total Canada, All Media, 2022

Strong 
Media Mix

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Local Automotive Dealer Advertising

Publishing

Government

Hardware

Petroleum Products & Auto Parts

Real Estate

Building Products

Travel & Transportation

Retail

Sporting Goods & Recreational Prod.

Alcohol & Related Beverages

Hair Products

Household Supplies

Cosmetics & Toiletries

Food

Household Cleaning Products & Svcs

Household Laundry Products

TV OOH Magazine Digital Newspaper Radio

TV, OOH 
Dominant 

More Radio, 
Newspaper 
Focused

Prestige, 
Image driven 

Descriptive, 
Incite Action

Investment by category
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Year-over-year Percent CHANGE IN AD SPEND BY TOP CLASSES ($) 
Ranked on $ Change | 2021 vs 2022TOP CLASS RANKED

BY SPEND INCREASE

Online Gambling and Casinos was 
the class with the largest dollar 
increase in ad spend YoY, followed 
by:
• Television & Streaming Services

• Theatre

• Sport Venues

• Ticket Agents

• Performers

+142% Online Gambling: Casinos; Sports Betting & Odds Information

+22% Television & Streaming Services

+190% Theatre; Sport Venues; Ticket Agents; Performers

+32% Cards: Credit

+38% Financial Institutions (Image)

+22% Travel Agents; Travel Associations

+122% Tours; Cruises; Yacht Charters

+51% Automotive Manufacturers (Image)

+64% Restaurants – Non-Fast Food

+76% Sporting Events & Groups, Sport Tracks



Year-over-year Percent CHANGE IN AD SPEND BY TOP CLASSES ($) 
Ranked on $ Change | 2021 vs 2022

Stockbrokers & Investment 
management was the class with 
the largest dollar decrease in ad 
spend YoY, followed by Automotive 
Nameplate, and the Government of 
Quebec.

-32% Stockbrokers & Investment Management

-40% Automotive Nameplate - Tactical

-53% Government of Quebec

-62% Automotive Manufacturers: Lease/Purchase

-43% Third Party Restaurant Ordering & Delivery Svcs

-42% Political Parties/ Action Groups

-29% Government of Canada

-25% Food Delivery Services: Grocery & Meal kits

-42% Government of Ontario

TOP CLASS RANKED
BY SPEND decrease



Noteworthy observations: 2007-2009 Ad Expenditure
Out of 54 categories
38 categories declined in 2008, while 43 declined between 2009 and 2007.

Radio +8.6%

OOH -1.5%

Magazine -2.8%

Television -6.0%

Newspaper -35.5%

Vivvix, Advertising Expenditures, National Total Canada, All Media, 2022

2007 – 2009: Total Ad Spend

Ad
 Sp

en
d

- 5.3%
-12.3%

-16.9%

2007 2008 2009

2009 vs 2007

change in spend | 2009 vS 2007

+9% Restaurants

+7% Food

+7% Laundry Products

+5% Cleaning Products

-16% Retail

-19% Entertainment

-22% Travel & Transportation

-29% Automotive

-53% Real Estate

-55% Computers & Product



Auto Chip Shortage
Between 2021 and 2022, 14.8 million cars 
were cut from production* 

Due to the shortage of new vehicles in 
2022, auto companies adjusted their 
messaging to consumers by increasing the 
focus on branding with a reduction in 
selling. 

The Image class which is Masterbrand had 
a large increase and Nameplate which is 
general model branding had an increase in 
the dealers assoc. and remained relatively 
stable within the manufacturers. 

Automotive 
-15%

+51% Image

-62% Lease/Purchase

-6% Nameplate

-39% Tactical

-48% Leasing

Automotive Dealers Assoc.
($)

+16%

Automotive Manufacturers
($) 

-18%

+58% Image

-6% Lease/Purchase

+158% Nameplate

-13% Tactical

-43% Leasing

*Vivvix, Advertising Expenditures, All Media, 2021-2022
*Source: https://www.emsnow.com/the-auto-chip-shortage-remains-but-it-may-be-improving-new-report/

https://www.emsnow.com/the-auto-chip-shortage-remains-but-it-may-be-improving-new-report/


Are Emerging Social Trends Seeing Emerging Ad Spend?
Non Alcoholic Beer hits $22B worldwide**

The Non Alcoholic subcategory now represents 4% 
of the total ad spend of the Alcohol & Related 
Beverages category. Small increase in the number of 
products advertised in 2022, however, class was 
dominated by 2 brands.

Plant-Based meat substitutes reach $148.9M 
sales in Canada, up $40M from 2019. *

Although we have seen an increase in plant-based 
meat alternatives product sales, advertising for these 
products has decreased since 2019, mainly due to 
the decline of the heavy restaurant advertising of 
Beyond Meat after 2019.

2019 2020 2021 2022 2023

Cryptocurrency, Blockchain and NFTs class 
increased by 417% in 2022.

96% of the total ad spend in 2022 was in the first 8 
months. A few months after the latest crypto crash, 
advertising has dwindled.  

2019 2020 2021 2022 2023 2019 2020 2021 2022 2023

Jan+Feb

Jan+Feb

Jan+Feb

101 Active Brands in 2022 & 202332 Active Brands in 2022 & 202346 Active Brands in 2022 & 2023

*https://www.ctvnews.ca/lifestyle/why-some-canadians-are-switching-to-a-plant-based-diet-in-the-new-year-1.6214523
**https://www.foodincanada.com/food-trends/non-alcoholic-drinks-on-the-rise-as-demand-grows-153830/



2023 So Far

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

Last 12 Months

J+F 2019 J+F 2020 J+F 2021 J+F 2022 J+F 2023

January & February Totals – Year over Year

-3.8%



While the TV landscape continues to 
change, the 50+ demographic increased 
by 1.2% in terms of total GRPs.

P 2-17

P 35-49

P 18-34

P 50+

2021

- 0.1%

- 1.7%

+14% Restaurants, Catering, Night Clubs

+24% Entertainment

+36% Travel & Transportation 

+6% Retail

Highest GRP increases in 2022 
(by GRP count) 

TV GRPs
2022 

+1.2%

- 4.9%



Examples of top TV creatives by total GRPs for 2022 by Market

FRENCH
QUEBEC

ENGLISH
CANADA

First run date Dec 6, 2021,
The redesigned 2022 Tiguan, 
“When inspiration strikes go after it”

First run date: Dec 6, 2021 
The redesigned 2022 Tiguan, 
“When inspiration strikes go after it”

First run date: June 20, 2022
Use Trivago to compare hotels prices
Laura paid less than Anna because of Trivago

First run date: July 1, 2021
“Feel the difference with Downy”
“let the sent set the mood”

First run date: Dec 20, 2021 
“1 sheet of Bounty absorbs more 
than 2 sheets of the leading 
competitor”

First run date: Feb 27, 2022 
“1% maximum increase over the 
next 5 years”



VICTORIA FILIPPINI
Customer Success Director



creative trends 
in 2022



Vivvix, Breaking Creative, National Total Canada, All Media, 2020-2022

MONTH OVER MONTH BREAKING CREATIVE COUNT
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+18% 
BREAKING CREATIVE COUNT 
compared to 2021

+21% 
BREAKING CREATIVE COUNT 
compared to 2020

2022 saw an increase in new messages and unique creatives



TOP 10 MESSAGE ELEMENTS
Ranked on % Change | 2021 vs 2022

Vivvix, Breaking Creative, National Total Canada, All Media, 2021-2022

+463% 
Eco friendly  
YEAR OVER year

+42% 
Black Friday  
YEAR OVER year

As the World shifts into post-pandemic life, we see growth in shopping messaging

Eco Friendly Sporting Event Christmas Back To School Black Friday Boxing Day Olympics Co op New Normal Vaccine

2021 2022+63% 
Christmas
YEAR OVER year



TV Digital Print Radio
312

356

873

Retail

Industrial

Auto

Vivvix, Advertising Expenditures, English Canada vs French Canada, All Media, 2022

TV Digital Print Radio

TV Digital Print Radio

“Electric Vehicles” 

Message Focus

“Plastic Free Grocery Bags”  | “Electric Scooters and Bikes” 

Eco-Friendly is on the rise
In 2022, there were 2,898 new ads containing “eco-friendly” messaging – a 463% increase from the previous year. 

“Reduce Carbon Emissions in Oil Sands” | “Clean Energy” 

Top 3 categories



CHANGING TIMES MEAN…EXCITING NEW CREATIVE

Dove
“Change is beautiful”

Amazon prime
“into rocking it? It’s on prime.”

Canadian advertisers are evolving their messaging to keep pace with important social topics and new norms.



The power moves 

BREAKING CREATIVE 

In 2022, advertisers increasingly relied 
on new messages, putting out more 
new, unique creatives than over the 
past two years. 

Creatives referencing Eco Friendly 
messaging saw a significant increase of 
463% YOY, especially in the Auto, 
Industrial and Retail segments.

ADVERTISING EXPENDITURES

Canada ad spend increases by 5% 
YOY, with Digital ad spend (including 
paid social) making up 54%.

Online Gambling and Casinos was the 
class with the largest increase in ad 
spend YoY, followed by Television & 
Streaming Services, and Theatre; 
Sport Venues; Ticket Agents; 
Performers

TELEVISION GRPs

Subscription based viewing and other 
factors have created varying impacts on 
TV GRPs across demos, meaning TV 
advertising may be more impactful for 
some age groups like P50+ over 
others.

The highest rising ad categories for TV 
viewership in 2022 were the most 
negatively affected industries in 2020.



What else to look out 
for in 2023



Coming soon!

Gain easy insights into competitive message 
strategies through our visual Creative metadata.

Intel Includes:
• Lead Text and Headline
• Description Visuals
• Audio Transcripts
• Easy Export

Creative Cloud: Q2 2023 Auto Manufacturer X

Eco Friendly
Hybrid Electric

Efficient
Easy charging Innovative

High 
performance

Stay tuned for insights highlighting the Quebec French market



Dean’s so what slide? What’s 
next 

Tie into the important of the 
media mix – ongoing efforts

Thanks for joining us
When we do our job right, you have a full 
command of the facts.

For more insight, support and winning clarity, 
please reach out to info@vivvix.com.

Ask us about our Digital enhancements: 
Expanded panel & Mobile Apps coverage



©Competitive Media Reporting LLC dba Vivvix
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