THREE-QUARTERS (76%) OF CANADIANS FEEL IT IS
APPROPRIATE TO AIR PAID ADVERTISING OR A
REDUCED AMOUNT OF ADVERTISING DURING WAR
COVERAGE

IpsosfReid

Public Release Date: Thursday, April 34, 2003 - 6:00 a.m. (EST)

Established in 1979, Ipsos-Reid is one of North America’s leading market research and public
opinion companies. Founded by Dr. Angus Reid, Ipsos-Reid is a $70 million company which
has conducted extensive market and social research in 80 countries and in 40 languages, and
serves clients around the world through more than 300-professionals and 1,000 data collection
staff in 11 offices. The company is a member of the Paris-based Ipsos Group, ranked among the
top ten research companies in the world, with specialties in advertising, media, customer
satisfaction, public opinion and market research. Visit www.ipsos-reid.com

For copies of other news releases, please visit
http://www.ipsos-reid.com/media/content/PRE_REL.cfm

© Ipsos-Reid

Washington . New York . Minneapolis . San Francisco
Vancouver . Edmonton . Calgary . Winnipeg . Toronto . Ottawa . Montreal



IpsosfReid

THREE-QUARTERS (76%) OF CANADIANS FEEL IT IS
APPROPRIATE TO AIR PAID ADVERTISING OR A
REDUCED AMOUNT OF ADVERTISING DURING WAR
COVERAGE

Toronto, ONTARIO - According to a recent Ipsos-Reid study commissioned by MediaCom
Group Services on behalf of The Media Company/MBS, Canadians feel that it is appropriate
to air commercial messages during war coverage. In fact, three-quarters (75%) of Canadians
feel it is completely appropriate to air regular paid television advertising (41%) or acceptable
to air a reduced amount of advertising (35%) during war coverage. Eighty-three percent felt

the same way with regards to newspaper advertising within war coverage.

These are the findings of an Ipsos-Reid poll conducted between March 26" and March 28, 2003. The
poll is based on a randomly selected sample of 1,000 Canadian adults. With a sample of this size, the
results are considered accurate to within + 3.1 percentage points, 19 times out of 20, of what they
would have been had the entire adult Canadian population been polled. The margin of error will be
larger within regions and for other sub-groupings of the survey population. These data were
statistically weighted to ensure the sample's regional and age/sex composition reflects that of the actual

Canadian population according to the 2001 Census data.
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Appropriateness Of Paid Advertising...

Just over forty per cent of Canadians (41%) stated it is completely appropriate to continue

airing regular paid advertisements during television war coverage. Additionally, over one

third (35%) feel it is acceptable to air a reduced amount of paid advertisements during

television war coverage.

This feeling differs within various age groups. Less than one third of Canadians 18-34
(29%) feel it is appropriate to air a reduced amount of paid advertisements during
television war coverage, while almost forty per cent of those aged 35-54 (37%) and
those 55 or older (40%) feel the same way.

Just under twenty per cent of Canadians (19%) feel it is completely inappropriate to
continue airing regular paid advertisements during television war coverage.
Canadians with household incomes of under $30,000 and between $30,000 and $59,000
tend to feel it is completely inappropriate (22% and 20% respectively), more so than

Canadians with household incomes $60,000 or more (14%).

More than half of Canadians (54%) feel it is completely appropriate to continue printing

regular paid advertisements in newspapers, on pages covering the war.

Those living in Ontario tend to feel this way (59%) more so that those living in B.C.
(55%), Alberta (51%), the Prairies (49%), Quebec (51%) and in Atlantic Canada (49%).
Just under one third of Canadians (29%) feel it is acceptable to print a reduced amount
of paid advertisements in newspapers on pages covering the war, while just over ten
per cent (12%) feel it is completely inappropriate to continue printing paid
advertisements on those pages.

More Canadians living in the Prairies and in Atlantic Canada feel it is completely
inappropriate (18% in both regions) than those living in B.C. (11%), Alberta (9%),
Ontario (10%) and Quebec (14%). Additionally, Canadians with household incomes of
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less than $30,000 (17%) are also more likely to feel this way than those with higher

household incomes (11%).

Almost Half (46%) Say That Their Media Habits Have Not Changed

When asked if their media habits have changed during the past week, almost half (46%)

indicate that it had not. This tends to vary on a regional basis.

e While more than half in B.C. (53%) and in Quebec (57%) stated that their media habits
have not changed since the war coverage began, less than half of those in the Prairies
(48%) and forty per cent of those in Alberta (39%), Ontario (40%) and the Atlantic
provinces (40%) feel the same way.

In some cases, however, media viewing, listening and reading habits have changed.

Seventeen per cent of Canadians spend more time reading newspapers, and fifteen percent

pay more attention to details of news coverage. Just over ten percent spend more time on the

internet (12%) and listening to the radio (12%). Less than five per cent mention spending
more time reading news magazines (2%). Few tend to state that their media viewing,
listening and reading habits have decreased. Under five per cent spend less time reading

newspapers (3%), listening to the radio (3%), and on the internet (1%).

One-Third (32%) Much More Attentive To Television War Coverage Than

Normal Viewing

One-third (32%) of Canadians find themselves being much more attentive to television war
coverage than normal viewing material. While more than one third of Canadians (35%) feel

that they are slightly more attentive when watching war coverage than when normally
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watching television, fully twenty per cent state that they are neither more or less attentive.

Just over five per cent feel that they are either slightly less attentive (6%) or much less

attentive (6%) when watching war coverage.

e Viewing attentiveness tends to differ by region. Canadians in Atlantic Canada (38%) and
in Quebec (36%) tend to state that they are much more attentive than Canadians in
Ontario (32%), the Prairies (30%) and in Alberta (32%). Those living in B.C. (23%) are less

likely to state that they are much more attentive to television war coverage.
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