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Media and Content Powerhouse



Massive Structural Shifts Underway

Continued fragmentation 
of viewership

Disruption of Media 
Value Chain

Emergence of Global 
Advertising Giants

Smart Phone 76%

Tablet/e-reader 71%

Smart TV 33%

3rd Party Media Player 25%

DEVICES OWNED

Source: Statistics Canada, 2016 General Social Survey (Canadians at Work and Home)



Data and Advanced Advertising

DATA AUTOMATION ADDRESSABILITY

TEST AND LEARN PHILOSOPHY



500,000 TV households processed by 
Kantar 

Second by second viewing data
Live, Playback and VOD

Combined with third party 
segmentation data including 
demographics, wealth, product usage

Form a highly reliable, stable sample 
of viewership 

Return Path Data Footprint

PRINCE GEORGE
5K HH

KAMLOOPS
5K HH

VANCOUVER
200K HH

KELOWNA
27.5K HH

EDMONTON
81.1K HH

OTHER ALBERTA
14.6K HH

SASKATOON
12.8K HH

WINNIPEG
51.1K HH

THUNDER BAY
5.9K HH

SAULT STE. MARIE
5.7K HH

CALGARY
96.4K HH



GROCERY BIG 
SPENDER

FASHIONISTAS DEEP 
POCKETS

SMALL 
CARS

SUVers

LOOKING
BEAUTIFUL

HOME 
IMPROVERS

GREAT
GETAWAYS

JAVA 
JOINTS

QUICK SERVICE
RESTAURANT

CUSTOMFAMILY
SIT DOWN

FLEDGLING
FAMILIES

MIDDLE AGED
ACHIEVERS

PROSPEROUS
PARENTS

YOUNG METRO
DIVERSITY

EMPTY
NESTERS

BURGEONING
FAMILIES



• Create a common language between 
advertiser, agency and Corus

• Allows advertisers to leverage sophisticated 
segmentation beyond traditional age and 
gender

• Powers index buying in linear television and 
cross platform segments in VOD and Digital

• Drives greater in-target impressions, and 
lower effective CPM 

Bridging the Activation Gap



Cynch



Cynch Value Proposition

SUPER PRECISE
Streamline use of data 
including in-platform 

audience segmentation 

SUPER EASY
Intuitive end-to-end interface 
from campaign creation to 

rapid reporting

SUPER POWERFUL
Arm buyers with live 

inventory to optimize against 
reach, frequency and index



Intuitive User Interface
Clifford  Castillo

HELP�

2

THE REACH REQUESTED

�
THE BASICS

 

THE ADVANCED TARGETING 

OPTIONAL

3

THE PROJECTIONS

4

THE CONFIRMATION

Create new c ampaign

Searc h

Prizm Clusters

NEXTBACK �  RUN PROJECTIONSSAVE AND EXIT 

VIEW SELECTED (0)

Choose one of the following op tions to b uild  your custom segment: 

The Advanced Targeting

Attributes Prizm  Agency CustomStandard



High-Level Solution

reach & 
frequency

campaign
index

campaign
requirements user 

interface S4M Ad Opt S4M execution billing
(AdStore)

measurementdelivery 
metrics

inventory

campaign entry



Cynch in Practice

3%3%3%4% 4% 4% 5% 5% 5% 6% 7% 7% 8% 8% 8% 10% 10%

Cooking H2 BBC Canada DIY FYI ABC Spark

MovieTIme Lifetime OWN Nat Geo DTOUR CMT

History Showcase Slice Food HGTV

43% 43% 9% 5%

Food Network HGTV MovieTIme FYI

OPTIMIZED LINEAR CAMPAIGN

4 channels in the buy

Reach and frequency goal achieved

Over indexed against SBOs at 108

CYNCH CAMPAIGN

18 channels in the buy

Reach and frequency goal achieved

Over indexed against SBOs at 109



The Total Corus Audience

TOTAL CORUS 
AUDIENCE

LINEAR VOD WEBSITE/APP 3RD PARTY 
PLATFORMS



What it will take to get there

Common view of the audience 
Currency enhancement, accepted standards, de-duplication

Scale in Addressable Technology
Linear, VOD, connected platforms, OTT

Multiplatform Campaign Management Tools
Inventory management, yield optimization



Thank You!


