Weekly Internet Usage Overtakes Television
Watching

For the First Time, Weekly Hours Spent Online (18.1 hours) is
Higher Than the Number of Hours Spent Watching Television
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Weekly Internet Usage Overtakes Television
Watching

For the First Time, Weekly Hours Spent Online (18.1 hours) is Higher
Than the Number of Hours Spent Watching Television (16.9 hours)

Calgary, AB - Ipsos reports that for the first time ever in their tracking research, the weekly
Internet usage of online Canadians has moved ahead of the number of hours spent watching
television. This latest finding comes from the Inter@ctive Reid Report, a syndicated Ipsos
Reid study that tracks online Canadians usage of the Internet. Overall, online Canadians are
now spending more than 18 hours a week online, compared to 16.9 hours watching
television. Internet usage is up from 14.9 hours last year. The number of hours watching
television also experienced an increase in the last year, rising from 15.8 hours. Other media,

such as newspapers, radio and magazines have all remained relatively stable in the last year.
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Time Spent on Various Media in Past Week

Q3-2008 | Q1-2007
il [ 149 | 150
Internet

16.9 15.8 15.1

Watching television

Listening to the
radio

Reading newspapers - 29 33 3.0

10.0 9.1

®
)

Reading magazines . 14 1.6 1.5

Interestingly, males are spending significantly more time online than females (20 hours
compared to 16). Also of interest is the minimal gap between age groups - on average, 18-34
year olds are spending 20 hours a week online, compared to 18 hours for those over the age

of 35.

“In previous years we've seen significant differences between the generations and the
amount of time they spend online,” notes study author Mark Laver, “The data indicates that
not only are people of all ages spending more and more time online, but it also points to a
shift in how online Canadians are consuming media and where they are spending their free
time. Today, online Canadians are finding a myriad of entertainment options available to
them within the walls of their homes. While some entertainment content has simply shifted

from television to online, the Internet is also providing new content to Canadians.”
© Ipsos Reid
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Television, on the other hand is different. Canadian adults aged 55+ are significantly more
likely to be watching more television each week (20 hours of television each week compared
to 15 hours for those aged 35-54 and 13 hours for those aged 18-34). Those with university
educations watch significantly less television each week - 15 hours, compared to

approximately 17.5 hours for those without university educations.

Laver continues: “Our look at online television and media in the Inter@ctive Reid Report
shows that Canadians are consuming more and more content online than they were
previously watching on television or content that they simply did not have access to. Not
only has the recession likely acted as a disrupting factor, but the Internet is poised to take the
next step in our lives as it delivers more and more entertainment content to Canadians in

their homes and on the go.”

This release is based on the findings of an Ipsos Reid syndicated study, the Inter@ctive Reid Report,
fielded in Q4, 2009. This online survey of 839 Canadian adults was conducted via the Ipsos Online
Panel. The results are based on a sample where quota sampling and weighting are employed to balance
demographics and ensure that the sample's composition reflects that of the actual Canadian population
according to Census data. Quota samples with weighting from the Ipsos online panel provide results
that are intended to approximate a probability sample. An unweighted probability sample of this size,
with a 100% response rate, would have an estimated margin of error of +/- 3.38 percentage points, 19

times out of 20.
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For more information on this news release, please contact:

Mark Laver
Associate Vice-President

Ipsos Reid
Direct: (403) 294-7393

Mobile: (403) 870-9146
Mark.Laver@ipsos.com

For full tabular results, please visit our website at www.ipsos.ca. News Releases are
available at: http.//www.ipsos-na.com/news/

Follow the Ipsos Reid Interactive Group at http.//twitter.com/interactivereid and
http//www.ipsos.ca/reid/interactive/
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