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Methodology

* These are findings of an Ipsos poll conducted on behalf of the RTDNA.

* For this survey, a sample of 1,000 Canadians from the Ipsos I-Say panel was interviewed from May
16t to May 21°t, 2018.

* Quotas and weighting were employed to ensure that the sample’s composition reflects the overall
population according to census information.

* The precision of online polls is measured using a credibility interval. In this case, the results are
accurate to within +/- 3.5 percentage points, 19 times out of 20, of what the results would have
been had all Canadian adults been polled.

* Credibility intervals are wider among subsets of the population.
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DETAILED FINDINGS



Executive Summary

Erosion of Trust in Mainstream Media

* Trust in traditional news media is showing signs of eroding. While two in three (65%) have some level of trust, this is down four
points from 2017. Only 11% trust the media a great deal.

* Indeed, trust in traditional news sources such as broadcast TV news (59%, -3pts) and news radio (51%, -4 pts) has declined since
2017, while online-only news publications have seen an 8-point jump in trust over the same period.

* Stories shared on social media are now accorded slightly more trust in Canadians’ minds when they are shared by friends or family
members (44%, +5 pts) than by a traditional Canadian media company (40%, -2 pts). News that is sponsored (40%), posted by a
business or political leader (32%) or celebrity (38%) is more likely to incur mistrust.

* Despite waning trust in several media sources, the overwhelming majority (79%, +2 pts) say that they believe the news media in
cases where senior government officials deny reports in the national news media or say they aren’t accurate.

News Saturation and Uncertainty

* Some Canadians feel saturated with news: nearly three in ten (28%) say they feel overwhelmed by all the news coming at them,
more than twice as many as say they just can’t get enough news and want more (11%). A majority (61%) think they’re getting just
the right amount of news.

» With so many sources of available news, it can be difficult to distinguish one type of content from another. While more than two in
three Canadians (68%) claim they can always tell the difference between a news story and an opinion or commentary piece, one in
four (24%) admit they’re not so sure.

* A majority trust the mainstream media to give unbiased political coverage (59%) and think news organizations are fair in their
coverage of Canadian political leaders (53%). However, half (49%) think there can often be an unfair pile-on when Canadian leaders

have a misstep or gaffe.
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Executive Summary

Shaping the News on Social Media

* Only half of Canadians (49%) want to see more mainstream media news stories in their social media feeds. At the same time, one in
three (34%) want the news in their social media feeds to reflect their political leanings or point of view (50% disagree).

* News format preferences vary depending on where Canadians access their news media. When obtained through social media,
Canadians want news to be limited to top-line headlines or minimal detail to get a quick glimpse at what’s going on. Deep-dives on
key issues are preferred for newspapers, newspaper websites or broadcast TV news.

* These findings come as social media is set to overtake broadcast TV as a leading source of news for Canadians. Only half got their
news from broadcast TV last month, down significantly from a year ago. Meanwhile, news consumption through social media is on
the rise. At a glance:

— Top 5 media where news accessed in the past month:

Broadcast TV news: 51% (-7 pts)
Facebook: 46% (-2 pts)
Social media (generally): 42% (+4 pts)
News radio: 41% (+1 pt)
Print newspapers: 40% (-2 pts)

— Sources of news consumption:

Local: 46% (+1 pt)
National: 32% (-1 pt)
International: 22% (unchanged)
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Trust and Confidence in Traditional News Media

* Trust in traditional news media is down 4 points compared to previous years. Younger Canadians have significantly less confidence
than older generations.

B Agreatdeal ®Afairamount ™ Notvery much

H None at all
% Top 2
2018 11% 54% 29% 65%
2017 12% 5% 69%
2008 8% 61% 27% 4% 69%

GENDER

EDUCATION REGION
Univ
I | A
Base: All Respondentsl 1000 | 485 515 | 279 370 351 101 353 392 154 | 134 106 65 383 240 71
A great deal
g. / | 65% 66% 65% 58% 68%A 69%A
A fair amount 7

76% 62% 65% 68% 61% 57% 65% 63% 75% 68%

A/B/C denotes a significant difference.
Q1. In general, how much trust and confidence do you have in traditional news media - such as newspapers, news magazines, TV and radio news - when
© 2018 Ipsos it comes to reporting the news fully, accurately and fairly?
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Government vs. News Media

* However, Canadians are still overwhelmingly more likely to side with the news media than the government (+2 points), when
senior government officials say news reports aren’t accurate.

I

PN
R

21% 79%

The Government The News Media
2017: 23% (-2 pts) 2017: 77% (+2 pts)
2008: 16% 2008: 84%
Q2. From time to time, senior government officials deny reports in the national news media and say that news reports are not accurate. In such cases, .
©20181psos  Who do you tend to believe? Ipsos %
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News Media Accessed in Past Month

* Fewer Canadians got their news from a TV news broadcast in the past month than was the case a year ago (-7 pts). People are
turning to other sources of news, such as social media (+4), cable news (+3) and talk radio (+4).
May 2017

Broadcast TV news || G - 58%

Facebook |G ;¢ 48%

Social media (generally) || GG 22 38%

News radio ||| G 21 40%

Print newspapers ||| GGG 20 42%

cable news [ G 30 36%

Newspapers' websites || GTcIcENIEIG 37 35%

Talk radio |GGG 20+ 25%

Online-only news publications ||| || Gz@z0@@ 25% 25%
Twitter [ 13% 12%

None of these . 4% 4%

Q3. In the last month, have you gotten news from any of the following?
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News Media Accessed in Past Month

* Important differences in media consumption exist by age. Younger Canadians are significantly more likely to get their news from
social media, online-only sources and talk radio.

GENDER EDUCATION {2 [o] ]
Univ
A
Base: All Respondents 1000 485 515 279 370 351 101 353 392 154 134 106 65 383 240 71
Broadcast TV news 51% 51% 51% 34% 51% A 65%AB | 42% 47% 56% 55% 48% 49% 41% 49% 58% ¢ 55%
Facebook 46% 38%  53%A | 60%8Bc  49%c  32% 45% 44% 48% 46% 43% 47% 45% 49% 41% 53%
Print newspapers 39% 42% 36% 33%  43%c  40% 30% 39% 42% 38% 40% 38% 34% 43% 33% 42%
News radio 40% | 45%8  35% 27%  39%c 51%aA8 | 32% 37% 43% 42% |52% o  38% 28% 38% 41% 37%
(SgO:r']a;r:‘lﬁg'a 42% | 38%  45%A | 61%8c 42%c  26% | 32% = 44% = 42% = 43% | 38%  47% = 43%  45% ¢ 33%  49%;
Cable news 37% 39% 34% 39% 38% 33% 27% 31% 37% 53%asc| 31% 36% 34% 40% 35% 38%
\T/Z‘E)V:ii’:fers 41% | 45%  38% | 31% 43%A 48%A | 24%  41%A  44%A  46%A | 44%  38%  30%  41%  43%  44%
S:&?;Eglnysnews 25% | 28%  23% | 29%c  27%  21% | 26% = 19%  27%s 35%sc | 24%  26% = 22%  30%; 23%  13%
Talk radio 13% 15% 12% | 23%8c  12%c 7% 16% 10% 13%  20%s8 | 12% 12% 14% 17% 11% 8%
Twitter 29% 31% 26% 23%  33%8  28% 11%  28%A 32%A  31%aA | 22%  30%: 23%  30%: 35%a 15%
None of these 4% 5% 3% 4% 6% c 2% 5% 3% 5% 3% 3% 5% 6% 3% 5% 4%
A/B/C /D/E/F denotes a significant difference.
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News Media Accessed in Past Month

* Those who trust traditional news media are more likely to be watching broadcast TV news.

Trust Traditional News Media

A B

Base: All Respondents (unwtd) 1000 655 345

Broadcast TV news 51% 55%8B 44%
Facebook 46% 47% 44%
Print newspapers 40% 42% 35%
News radio 41% 43% 38%
Social media (generally) 42% 42% 42%
Cable news 39% 42% 34%
Newspapers' websites 37% 39% 32%
Online-only news publications 25% 26% 25%
Talk radio 29% 30% 26%
Twitter 13% 13% 15%
None of these 4% 2% 8% A

A/B denotes a significant difference.
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News Consumption Preference — on TV, web, print

* Canadians are more than twice as likely to say they’re overwhelmed by all the news than to say they still want more. A majority —
six in ten — think they’re getting just the right amount.

B Like you can't get enough and want more
Women: 33%

Ciro Saskatchewan/Manitoba residents: 40%
18-34s:15% M Like you're overwhelmed by all of the news coming at you Don’t trust traditional media: 33%

Men: 16% Like you are exposed to just the right amount of news

© 2018 Ipsos 3b. Thinking about the news that you are exposed to, do you feel: 11
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News Consumption Preference

Canadians like their news in top-line headlines or with minimal detail when consumed through social media like Twitter or
Facebook. For a deeper dive on the issues, they turn to newspapers or their websites, and broadcast TV news. Commentary is most

valued on talk radio.

45%
9 42
0 416 40% 5 o, 0,
38%.79, 37% 38% 37%
34%
32%, 5 33%2%
9 289 9
EM’26% 6%, 10 26% 5% 694 27%
% 249 24% 0,
21% 21% 09 21%
39 014%15/°14<yo14fy 1o%
11% 119419
8%
Ii: | l
Top-line headlinesonlyto  Some detail to know a little Deep-dive to understand Commentary or opinion
keep track of events about what's going on issues more fully pieces about politics or other
important issues
B Social media B Facebook Twitter B Online-only news publications
Broadcast TV news B Newspapers' websites B Print newspapers

Bl Cable news

B News radio W Talk radio
3c. Thinking about the following sources of news, which of the following best describes the kind of news you like to consume from each source: Ipsos V)
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Frequency of Trust

* Traditional media continue to be trusted more regularly than social media and other news websites. However, trust in several
traditional news sources is down, while there has been an 8-point jump in trust toward online-only news publications.

B All the time ® Most of the time About half the time mRarely B Almost never ®Don't know %T2B May 2017

Broadcast TV news 10% 49% 7% 4% 39 59% 62%
print newspapers so%  58%
News radio s1% 5%
Cable news 9% 5% 5% JEEECNCIRCIA
Newspapers' websites 10% 5% 6% 51% 47%
Talk radio |8 36% 40%  40%
Online-only news publications 4 31% 13% 6% 7% 34% 26%
Social media 26% 14% 6% 17%  15%
Facebook 29% 16% 8% 14%  12%
Twitter XZRERY 23% 17% 20% 12%  10%
© 2018 Ipsos Q4. Do you trust the news you read or hear: 13
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Frequency of Trust

* Trust is split along generational fault lines: older Canadians are more likely to trust traditional media, while Millennials and Gen
X’ers are more likely to trust social media and onIine—onIy news publications.

GENDER EDUCATION REGION
E
Base: All Respondents 1000 485 515 279 370 351 101 353 392 154 134 106 65 383 240 71

Broadcast TV news| 59% | 58% 61% | 52% 60% 64%A | 52%  59% 62% 58% | 59% 53% 46% 57% 65%C 73%sem
Print newspapers 59% 57% 61% 51% 61%A 63%A| 51% 58% 61% 61% 62% 55% 50% 57% 62%  69%

News radio 51% | 49% 52% | 42% 54%aA 54%a| 43%  50%  52%  55% | 54%  46%  47% 50% 51% 63%g
Cable news 51% | 49% 53% | 48% 53% 51% | 50% 52% 50%  53% | 54%  46%  42% 51%  51% 61%.
\':'vi‘g’:i‘t’zspers 51% | 50% 52% | 52% 53%  48% | 43%  48%  52% 60%~nec| 52%  44%  48%  52%  50% 60%s
Talk radio 40% | 42% 39% | 34% 44%a 41% | 49% 39%  40% 39% | 38%  41%  34%  39%  46%  42%
S:k')'l?;’ig'nys”ews 34% | 33% 35% | 29% 40%ac 31% | 32% 33%  34%  36% | 33% 24% 43%g 36%s 29% 41%g
Social media 17% | 18%  16% | 20%c 19%c 12% | 25% 18%  13% 18% | 16%  14%  22% 17% 17%  19%
Facebook 14% | 15%  14% | 19%c 14%  11% | 22% 15% 13% 14% | 12% 12% 15% 15% 17%  14%
Twitter 12% | 13%  11% | 15%c 14%c 8% | 18% 12% 11% 14% | 6% 9%  18%, 16%a. 10%  15%
A/B/C /D/E/F denotes a significant difference.
© 2018 Ipsos Q4. Do you trust the news you read or hear: 14
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Source of Sharing and Impact on Trust

e Canadians are now more likely to trust a news story on social media if it has been shared by friends or family than if it is shared by
a traditional Canadian media company. Stories shared by Canadian media are still far more trusted than those shared by leaders or

celebrities, or those that are part of a sponsored post.
B More trusting No impact M Less trusting

Your friends or family 44% 8%

A traditional Canadian media company 40% 8%

A prominent business or political leader 14% 27%

A celebrity IA 33%

A sponsored post A 39%

6. Are you more or less trusting of a news story if it has been shared on social media (i.e. Facebook, Twitter) by the following sources:

© 2018 Ipsos
Base: All Respondents (n=1000)

May 2017
More Less
39% 9%
42% 10%
15% 32%

8% 38%
7% 40%



Source of News Consumption

* Canadians’s news habits are virtually unchanged from a year ago, with just under half gleaned from local sources, a third from
national sources, and the remaining 22% sourced internationally.

19% don’t consume any news
from international sources

Mean
> %
46% 32% 22%
Local news sources National news sources International news sources
2017: 45% (+1 pt) 2017: 33% (-1 pt) 2017: 22% (unchanged)
© 2018 Ipsos 7. What percentage of the news that you consume comes from the following sources: & 16
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Sources of News Consumption

* Local news consumption skews heaviest among women and Canadians 35 and up, while international news is more likely to be
consumed by those aged 18-34 with higher education, particularly those living in BC and Ontario. Quebecers are by far the most
avid consumers of national news (although national could also mean Quebec within Quebec).

GENDER EDUCATION REGION
Mean %
? SK/MB Quebec
F
Base: All Respondents 1000 485 515 279 370 351 101 353 392 154 134 106 65 383 240 71

Local news sources| 46% 43% 49%A | 39% 48%A 49%A | 52% D 47%Dp 47%D0 40% | 48% ¢ 54%pe 53%pr 45%¢ 39% 50%¢

National news 42%

32% | 33% 31% | 32% 31% 33% | 34% 31% 32% 35% | 27% 27% 23% 31%¢

29%
sources ABCDF

International news

SOUrces 22% 23% 21% [29%58Bc 21% 18% 15% 23%A 22%A 26%Ac|25%g 18% 24% 24% g 19% 21%

A/B/C /D/E/F denotes a significant difference.

© 2018 Ipsos 7. What percentage of the news that you consume comes from the following sources: M 17
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Attitudes to News Coverage

* One in four Canadians admit they can’t always distinguish between news and commentary. While more than half say they trust the
mainstream media to be unbiased and think news organizations are fair in their coverage of Canadian political leaders, about half
also agree these organizations unfairly pile on when leaders make a misstep. Canadians are split as to whether they want more
mainstream media in their social media feeds, and many want their news to reflect their political stance.

B Strongly agree B Somewhat agree B Somewhat disagree B Strongly disagree m Don't know % T2B

| can always tell th.e .difference between e? news story and an 17% 51% 21% 39 68% Ql;zt‘:/oec
opinion or commentary piece
News organizations agznfgicrailr}et:j;rrzoverage of Canadian 27% 539% Ag5e7?)/f+:
News organizatii?:ks‘euynrta&]i\l;g/:irlr:aisc;:ecpagfgg?epolitica| leaders 3% 41% 30% 99 49%
| want the news in my social media feed to reflect my political 6% 28% 29% 21% 34%

leanings or point of view Age 18-34:

43%

8. To what extent do you agree or disagree with the following:
Base: All Respondents (n=1000)
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Attitudes to News Coverage

* Those who trust traditional news media are significantly more likely to agree with all statements — yet interestingly, not all of those
who trust mainstream news media trust these brands to give unbiased coverage on political issues.

Trust Traditional News Media

% Agree (Strongly/Somewhat)

A B
Base: All Respondents (unwtd) 1000 655 345
| can always tell the difference between a news story and an opinion or commentar
iece ¥ ¥ P ¥ 68% 73% 8 59%
| trust established news brands (known as mainstream media) to give unbiased
- nev ( Jtog 59% 74% 8 30%

coverage on political issues
News organizations are fair in their coverage of Canadian political leaders 53% 65% 8 30%
| want to see more established news brands (known as mainstream media) news

L . . ( ) 49% 58% B 33%
stories in my social media feeds
News organization unfairly pile on Canadian political leaders if they have a misstep or
affo g yp P y P 49% 52% B 43%
| want the news in my social media feed to reflect my political leanings or point of
S y yp & orp 34% 38% 8 26%

A/B denotes a significant difference.

© 2018 Ipsos 8. To what extent do you agree or disagree with the following: ﬁ 19
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Donald Trump Coverage

* Canadians are showing signs of fatigue when it comes to news coverage of US President Donald Trump. Half say they actively avoid
news about him, while only one in five admit they “can’t get enough” of it. Canadian news organizations are seen as less objective
in their Trump coverage, with only 43% agreeing they give unbiased coverage about Donald Trump.

B Strongly agree B Somewhat agree B Somewhat disagree B Strongly disagree ®m Don't know % T2B
| try to avoid news about Donald Trump 25% 29% 27% 16% 4 53%
News organizations are fair in their coverage of Donald Trump 15% 35% 19% 17% 50%

News organizations in Canada give unbiased coverage about

(o) 0, 0, 0, 0,
Donald Trump 9% 34% PE 16% 43%
Donald Trump is a newsmaker, so he should be featured o o o o o
prominently in the news 8% 26% 27% 32% 34%
When it comes to Donald Trump, | can't get enough news A7 PLS 28% 47% 19%
© 2018 Ipsos 9. Thinking about the news coverage of President Donald Trump, do you agree or disagree with the following: 20
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Donald Trump Coverage

* Those who trust mainstream news organizations are more likely to think these organizations are fair in their coverage of Trump,
and that Canadian news organizations are unbiased in their reporting about him.

Trust Traditional News Media

% Agree (Strongly/Somewhat)

A B
Base: All Respondents (unwtd) 1000 655 345
| try to avoid news about Donald Trump 53% 55% 51%
News organizations are fair in their coverage of Donald Trump 50% 60% ® 30%
News organizations in Canada give unbiased coverage about Donald Trump 43% 53%°® 26%
Donald Trump is a newsmaker, so he should be featured prominently in the news 35% 34% 33%
When it comes to Donald Trump, | can’t get enough news 19% 19% 18%
A/B denotes a significant difference.
©20181psos - Thinking about the news coverage of President Donald Trump, do you agree or disagree with the following: M 21
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Executive Summary

Erosion of Trust in Mainstream Media

* Trust in traditional news media is showing signs of eroding. While two in three (65%) have some level of trust, this is down four
points from 2017. Only 11% trust the media a great deal.

* Indeed, trust in traditional news sources such as broadcast TV news (59%, -3pts) and news radio (51%, -4 pts) has declined since
2017, while online-only news publications have seen an 8-point jump in trust over the same period.

* Stories shared on social media are now accorded slightly more trust in Canadians’ minds when they are shared by friends or family
members (44%, +5 pts) than by a traditional Canadian media company (40%, -2 pts). News that is sponsored (40%), posted by a
business or political leader (32%) or celebrity (38%) is more likely to incur mistrust.

* Despite waning trust in several media sources, the overwhelming majority (79%, +2 pts) say that they believe the news media in
cases where senior government officials deny reports in the national news media or say they aren’t accurate.

News Saturation and Uncertainty

* Some Canadians feel saturated with news: nearly three in ten (28%) say they feel overwhelmed by all the news coming at them,
more than twice as many as say they just can’t get enough news and want more (11%). A majority (615%) think they’re getting just
the right amount of news.

» With so many sources of available news, it can be difficult to distinguish one type of content from another. While more than two in
three Canadians (68%) claim they can always tell the difference between a news story and an opinion or commentary piece, one in
four (24%) admit they’re not so sure.

* A majority trust the mainstream media to give unbiased political coverage (59%) and think news organizations are fair in their
coverage of Canadian political leaders (53%). However, half (49%) think there can often be an unfair pile-on when Canadian leaders

have a misstep or gaffe.
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Executive Summary

Shaping the News on Social Media

* Only half of Canadians (49%) want to see more mainstream media news stories in their social media feeds. At the same time, one in
three (34%) want the news in their social media feeds to reflect their political leanings or point of view (50% disagree).

* News format preferences vary depending on where Canadians access their news media. When obtained through social media,
Canadians want news to be limited to top-line headlines or minimal detail to get a quick glimpse at what’s going on. Deep-dives on
key issues are preferred for newspapers, newspaper websites or broadcast TV news.

* These findings come as social media is set to overtake broadcast TV as a leading source of news for Canadians. Only half got their
news from broadcast TV last month, down significantly from a year ago. Meanwhile, news consumption through social media is on
the rise. At a glance:

— Top 5 media where news accessed in the past month:

Broadcast TV news: 51% (-7 pts)
Facebook: 46% (-2 pts)
Social media (generally): 42% (+4 pts)
News radio: 41% (+1 pt)
Print newspapers: 40% (-2 pts)

— Sources of news consumption:

Local: 46% (+1 pt)
National: 32% (-1 pt)
International: 22% (unchanged)
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Demographics

GENDER AGE EDUCATION INCOME
35% 39%
<A0K+ 34%
® ® 18-34 28% 10% 15%
- N 40K - < 60K
3354 37% X2 L Q&,«* <& 60K - < 100K
55+ 35% & & 100K+
(0] (o) ) N)
49% 51% &
Male Female
REGION EMPLOYMENT

British Columbia Full time 38%

Alberta Part time

Self employed
SK/MB
Student/Pupil
Ontario 38% .
Retired
Quebee Unemployed

Atlantic Canada

Prefer not to answer
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ABOUT IPSOS

Ipsos ranks third in the global research industry. With a
strong presence in 87 countries, [psos employs more than
16,000 people and has the ability to conduct research
programs in more than 100 countries. Founded in France in
1975, Ipsos is controlled and managed by research
professionals. They have built a solid Group around a multi-
specialist positioning — Media and advertising research;
Marketing research; Client and employee relationship
management; Opinion & social research; Mobile, Online,
Offline data collection and delivery.

Ipsos is listed on Eurolist — NYSE — Euronext. The company is
part of the SBF 120 and the Mid-60 index and is eligible for
the Deferred Settlement Service (SRD).

ISIN code FRO000073298, Reuters ISOS.PA, Bloomberg IPS:FP

WWW.ipsos.com

GAME CHANGERS

At Ipsos we are passionately curious about people, markets,

brands and society. We deliver information and analysis that
makes our complex world easier and faster to navigate and
inspires our clients to make smarter decisions.

We believe that our work is important. Security, simplicity,
speed and substance applies to everything we do.

Through specialisation, we offer our clients a unique depth of
knowledge and expertise. Learning from different experiences
gives us perspective and inspires us to boldly call things into
guestion, to be creative.

By nurturing a culture of collaboration and curiosity, we attract
the highest calibre of people who have the ability and desire
to influence and shape the future.

“GAME CHANGERS” — our tagline — summarises our ambition.




