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Why newspapers are

#11: We're Iin good shape
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World-wide newspapers

Growth= +1% in 2011 ($)
Value = $80 billion in ads
= GDP of Croatia
= market value of McDonald'’s

Dynamic China, India Young/large population (China circ +14%)

Struggling  U.S.A. Dependence on ad revenue = issue
(Challenges not due to internet)

Growing Canada Market less volatile

Less classified dependent
Healthy competition = strong products

MagdaGlobal.com, Dec. 6. 2010; TD Securities, Jan. 2011; https://www.cia.gov/library/publications/the-world-factbook/fields/2195.html; ]

http://money.cnn.com/magazines/fortune/fortune500/2010/performers/companies/biggest/; The Changing Business of Journalism and its Implications for Democracy, ME WST-’-""- Fj E H'::- '5: .-'"LN .n"ll[}j".,
November 2010; Adage.com, “10 trends that are shaping global media consumption”, December 6, 2010 TRUSTE




2010
Print: Canada +3%
USA -8%

Online: Canada +16%
USA +89%

P

Newspapers Canada 2011, e-marketer.com, Dec. 21, 2010 NEWSPAPERS CANADA
TRUSTED | CONNECTED | TARGETED



Global Consumer Confidence Index
(Global Average: 90)

Country Index
India 131
Brazil 108
China 100
Canada | 99|
Columbia 98
Israel 94
Netherlands 94
Russia 88
Taiwan 86
Mexico 86
South Africa 84

Finland 79
United Kingdom 77
Italy 71
Spain 70
France 65
Japan 54

The Nielsen Company, January 2011;
Barclay's Capital, Dec. 2010; TD Portugal 45
Securities, Jan. 2011

Confidence movingfrward
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2011
newspaper + site

United States CBDD

ad $ est.

Canada +4%
USA -3%
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Why newspapers are H

#10: You want us
(more than ever)
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2000 2002 2004 2006 2008 2010

18-29 42 38 45 49 46 45
30-39 50 57 70 65 63 68 Up for

40-49 58 56 73 64 67 74 all age
50-64 64 71 82 76 74 81 demos!
65+ 80 81 88 79 84 83

Total 59 59 72 69 66

>
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PEW RESEARCH CENTER June 8-28, 2010. 010, Q14, Q17, Q19 NEWSPAPERS CANADA
&ll averages are estimated based on total time spentwatching TV news, reading a printversion of the newspaper, listening to TRUSTED | CONNECTED | TARGETED
news on the radio and getting news onling, including newspaperwebsites. Online news addedin 2004 e sthibisc st sl o




News Sources by Age

gularl'y' go to Newpap%rs

Regularly watch/ Total 18-29 30-49 50-64 65+
read/listen to... % % % % %
Newspapers (any)
Local TV news 50 31 48 61 64
Network evening 28 14 22 37 42
Morning shows 20 12 18 24 28
Sunday shows 11 5 10 15 19
News blogs 9 6 10 12 8
News magazines 8 9 8 8 10

PEW RESEARCH CENTER, June B-28, 2010

Newspaper
highest
for all age
demos!

NEWSPAPERS CANADA
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Stable & Strong '

Print newspapers
 Readership stable to positive for the past 5 years

 Three-quarters read a newspaper each week
 Time spent reading weekly up

222 minutes (2007) to 229 minutes (2009)
Online newspapers
e Readership increasing (now 22%)

 Time spent weekly up
96 minutes (2007) to 121 minutes (2009)

« 800 i
80% of online readers also read the paper ‘\\\D

NEWSPAPERS CANADA
TRUSTED | CONNECTED | TARGETED

NADbank 2010; ComBase 2008/2009



Stable & Strong

Weekly Print Readers 2006-2010

Top 19 Markets Top 10 Markets 1MM+ Markets

O 2006 12,009,700 10,390,300 8,768,300

02007 11,881,900 10,280,900 8,683,800

H 2008 11,750,100 10,150,800 8,615,400

02009 122,000,000 10,401,600 8,813,000

2010 12,245,000 10,630,300 9,000,700 —\\N
Source: 2010 MADbank Y

NEWSPAPERS CANADA

TRUSTED | CONNECTED | TARGETED



Trust

“I trust the ads appearing in this medium the most” applies to:

Television EE—— 23
Magazine _18
Online (not newspaper) — 16
Radio — 14

Billboard F S

% 0 10 20 30 40 50 XND

NEWSPAPERS CANADA
TRUSTED | CONNECTED | TARGETED

Totum Research for Newspapers Canada, November 2010



FLOODING CONTINUES TO DEVASTATE PAKISTAN.
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Takeover

NATIONAL POST

Flooding continues to devastate Pakistan
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Why newspapers are H O T

#9: We are open to positioning
ourselves Iin new ways
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Newspapers are not just

printed products but websites

and mobile sources of news

Agree 77%

To what extent do you agree or disagree with the following statements:
Base: 1,000 Canadians

P

NEWSPAPERS CANADA

Totum Research for Newspapers Canada, November 2010 A PUSTED { CONMELTED I TARGETED



Canadians reading the newspaper yesterday on any device

69%

M Tablet
™ Mobile update

M Website only
B Print version

P

NEWSPAPERS CANADA

Totum Research for Newspapers Canada, November 2010 TRUSTED | CONNECTED | TARGETED



“The Globe's redesign investment and
Postmedia Network's $1.1 billion acquisition of
Canwest's newspaper assets earlier this year

speak volumes about the print medium and its

value to advertisers and readers...
There's no question it's going to move digital.
People are consuming media on their e-readers and
tablets, but there's still a hell of a lot of people who

like to feel the ink with their fingers."
- Sunni Boot, President/CEO, ZenithOptimedia

\\\D

NEW‘%PJ"I.F Er{‘::- CJ‘&NJ‘I.L}J"L
TRI

Marketing magazine, “The Globe & Mail redesigns”, October 1, 2010



Consumers indicate that reading print

media IS amore important activity
than social networking
(and it has almost 2x the dalily reach)

IMB

Journalis .uk, “Print more popular with ¢ ial networking, suggests Ofcom survey”, August 19, 2010
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#8: We perform better
than other partners
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| E—

wspapers

“It is most acceptable for this medium to have ads” applies to:

venspaper et wevsie) | -

Television

Mg Zine . 7
Radio | *°
Online (not newspaper) — 33

silboerd. | *°

% 0 10 20 30 40 50 “\ND

NEWSPAPERS CANADA
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Totum Research for Newspapers Canada, November 2010
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Ads In newspapers inspire purchase

“Ads in this medium are most likely to inspire purchase” applies to:

veusaver (o wesic) | -

Television

Oniine (not newspaper) | 2°
gz | —
radio. [ 11

Billboard _ 8

% 0 5 10 15 20 25 30 35 40 ‘"@\ND

NEWSPAPERS CANADA

Totum Research for Newspapers Canada, November 2010 TRUSTED | CONNECTED | TARGETED




Advertiser: IKEA

Copy: Next time: Assembly Service ND

NEWSPAF‘ERS C.ﬁN ADA



Influence

TV advertising generates the
most word-of-mouth,
newspaper and magazine ads
effectively target audiences
rich in influencers, and
online ads are the most viral.

ND

ARF Audience Measurement Conference (Research results delivered by Brad Fay, CEO, Keller Fay Group N E Wspn p E H'::. ( ﬂN n[}ﬂ
& Graeme Hutton, Director of Consumer Insights, Universal McCann), New York, June 22, 2010 TRL



Influence

A Letter to the Nation from SunChips

ey Canada,

ardl today | warl tn uat tha e
Peand. the enChips brand o and ha

r atzwond Suslhen paitibe bag

Une lettre a la nation de la marque SunChips™

uuuuuuuu

rpiatis Suniiher o
L v

s SusChip

Brand: Sun Chips

Situation:
e U.S. pulled “noisy” bag
e Colbert Report ridiculed

Solution:
Letter in trusted media:
newspapers + sites

Results:

e Sales +6% In 1 week

* Praise for Can. & brand
on Bill Maher show



Newspapers also envwonmentally frlendly

e Canada’s pulp & paper industry reduced green
house gas emissions by 10 times Kyoto targets!

 Newspapers in Canada use vegetable inks

 In Canada, at least 80% of newsprint is recycled
— more than any other recyclable product

N
" e
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NEWSPM Er{'::- EHNM}H
Forestry Products Association of Canada; Newspapers Canada
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We like to do 1t all the time

(send ‘em online)

#H

NEWSPAPERS CANADA
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Newspapers drive to online

| have gone online to find
out more information
about something | saw in a
printed newspaper

Agree
63%

n>

Totum Research for Newspapers Canada, November 2010 N E WSP"I_"' PE IH? F """]‘N "I"LI_D“



Newspapers drive online sales

“Visits to the website generated by offline media
(including newspapers) were far more productive
at conversion into subsequent sales...”

“On average, each 1,000 visits resulted in 10 sales,
but for each 1,000 visits brought in by
offline media (including newspapers),

nearly 25 sales resulted.”

\\\D

N[:W P.ﬁ.F E {‘::- CANRL}H
Admap, “Online and offline connectivity”, October 2010



Newspaper drives to onlme

IF COWPATS
WERE RICH IN
B-VITAMINS

Makmg Britain WOULD YOU

RICHER EATTHEM?

in B-vitamins) B
r L)

LoYe

Party
irrrmel T bives oiF fils dbaanls roemt e s e PPy

Brand:
Marmite

Situation:
Break through during
an election period

Solution:

Use newspapers to
engage, choose a party
and vote online

ND

NEwsmpEﬂs camnm
TRL =



Newspaper drives to onlme

getyourbuttseen.ca

Colorectal Cancer
Association of Canada

faltesvoirvosfesses.ca

ND
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#6: We are burning to understand
your needs and fulfill them
(like giving you ROI)

\\D
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ROI - Retall

Microsoft study finds newspaper more than twice
as effective as TV for retailers

Amount spent Media Sales increase
For every £1 Newspaper £5.00
For every £1 Online £3.44
For every £1 TV £2.15

Study recommends retailers increase print and
online advertising budget by 10%
(and decrease TV by that amount) \\‘D

NEW‘%PM Er-l*::- CANMM
Times Online, “Advertising in print twice as effective as TV, days Microsoft” December 28, 2009



ROI - Retall

"There's a lot of talk these days about the
diminishing effectiveness of nhewspaper as an
advertising medium. We couldn't disagree
more...As part of our integrated communications
campaigns, newspaper has proven to be an
effective driver of traffic to both our store
locations and to our website...WIND Mobile will
continue to invest in newspaper advertising."

- WIll Novosedlik, VP Brand & Communications,
WIND Mobile \\\D

NEW P‘.l"l.F [: {B { ANRL}H



You wanted
unlimited plans.
We delivered.
Done like dinner.
Mmm... Dinner...

2 unlimited plans.
Because one set of
infinite possibilities
just isn’t enough.

WINDmobile.ca

Brand: Wind Mobile

Challenge:
e Launch (build awareness)
« Competitive plans/pricing

Solution:
* Newspaper + online +
cinema + outdoor (limited)

Results:
 Awareness doubled
e Pricing position secured

* First choice — 3x more likely

If saw newspaper+online ads



Awareness of Wind Mobile Wind Mobile has competitive pricing

] No exposure Newspaper + Online
No exposure Newspaper + Online

Ads seen in this medium Ads seen in this medium

Those that saw the newspaper & online advertising
were three times as likely to choose Wind Mobile as
their “first choice if in the market for a new phone”
than those not exposed. ’ND

NEWSPAPERS CANADA
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- ROI ;Packaged Goo-d‘s

8 packaged-goods brands
(food, household products, health & beauty
alds, beverages and the like)
were tested to see If they gained sales
(after advertising in newspapers)
Sales increases ranged from +7% to +25%!

\\D

Newspaper National Network, 2010 N E WST-’.I"I. F E r{'::. f_ ;"k N .-"k L}.l'.'l.



Brand: Syivania Energy
Efficient light bulb

ﬂSJusn?UTaﬂnﬂmq i
FINAR5Y

UHUIGo U—JUUJ Challenge:
f# Adson TV don't fit with an
g, &l environmental message

Copy: Sylvania brings you the first Solution:
ever television ad in the newspaper. - Newspaper: start with teaser
_, tomrmw S paper to watch It Thousands of emails/calls

* TV ad in the newspaper

Results:

e 2 months: sales 10K to 60K

e 70% of HHLDS now use
Sylvania Energy Efficient

light bulbs
n

NEWSPAPERS CANADA
TRUSTED | CONNECTED | TARGETED




Why newspapers are -

HEJT

#5: We are good at touching key demos

Women =  Shoppers
Boomers (45-65) = Personal wealth

Managers & Corporate money
Professionals P

NEWSPAPERS CANADA
TRLUSTED | CONNECTED | TARGETED



Women

Almost half read a daily newspaper yesterday
/6% read a daily (print or online) in the last week
/6% read a print community paper any of last 4 issues

e Substantial: 51% of the adult population

o Influential:  Control 80% of household purchases, and
further influence 95%

* Online users: Top three activities:

76% connect with family & friends
73% read news

71% plan to shop for sales/compare prices

Sources: NADbank 2010; ComBase 2008/2009; Statistics Canada 2010; Adage.com, “This Just In: Advertising

Works on Women”, December 1, 2010; Unicast, “What Women Want From the Web Report*, Summer 2010 N E W'i‘. pm E ﬂt" 'f- "“ N J‘k D""l
TR



~ ! . we both know , \ )

you already bought the shoes

!

THE'

NEWSPAPERS CANADA
TRUSTED | CONNECTED | TARGETED



Boomers (45- 65)

56% read a daily newspaper yesterday
82% read a daily (print or online) in the |last week
/9% read a print community paper any of last 4 issues

e Substantial: Account for 41% of the population &
/0% of Canada’s wealth

e Like Advertising: 80% indicate that newspapers
(& flyers) have ads that are useful

 Online users: Top three activities:
93% email
73% read news

71% shop online
> \\D

Center for Media Research, Nov. 19, 2009; Statistics Canada; NADbank 2010, ages
50-64; ComBase 2008/2009 ages 50-64; Ipsos Reid 2008, zoomershow.ca 2010 M E W"‘. P‘.I"I.F E r{'::. f_ J‘k N J‘k L}.lnl.
TRL



B'-oomers (45-6)

CANASITRINA

TEENAGE DAUGHTER'S BOYFRIEND EX-!!I_IFE’S LAWYER

i 1 GLTE ETRONETE, WY GLT TR AL @ i 1 EETS CinpnaiE w T DTeiesii @

Advertiser: Bayer aspirin

Copy: If it gets stronger, we get stronger.

ND
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Business Executives

Half read a daily newspaper yesterday
82% read a daily (print or online) in the last week
/5% read a print community newspaper in the last week

In Canada, business accounts
for 40% of economic activity.

ND

NEWSP#\F’EH'} EﬂNﬂ[}ﬂ
TRL

Source: : NADbank 2010; ComBase 2008/2009; Globe and Mail, “Canadians spend as U.S. shoppers scrimp, Nov. 24, 2009



Adverti :
tiser: VW Commercial Vehicles ND

Copy: For an '
py y business. Crafter.
NEWSP#‘»PEHE:- CﬂNhDﬂ

TRUSTED | COME



Why newspapers are HO'I'!

#4: We know what works
(In print)

ND
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Topical
= 1

I is an I
airport pat-down

the most action
you’re getting?

Join today and be proud of your next body scan.

I new york sports clubs I

thera's a million reasons to join® I
I MySportsCluba.com - 800.301.1231 - 108 ¥i-state locations I

Advertiser:
Durex lubrication gel

ND
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Because Australia loves amazing 1




When Sam Verisi goes home
to Riverdale tonight, an allen
predator will be waiting for him.

e Yo Liss Shpos yew v movies Saered 10 FUUP (RAISGL,
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Start your free trial today at Zip.ﬂa

’ Clearfield

Pripurton Synien b Carela

AROUND HERE,
CLEARFIELD CANOLA
BEATS CLEAVERS

AND WILD BUCKWHEAT
EVERY TIME.

ot phearens ! Sl gy OOYESEY™ DL hortstide. For wikd kol
n TEREILE sl e iy, Al wil e Pl Clisar il wamfios, T
e oy’ Ordes & quarter section of Clearfield canola seed by
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= Mackiin
+ Provost

t Wainwright
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Merger may or may not occur

uneenployment

Seary slory aboul the markets

GERERIC AOVERTISEMENT GOES HERE

Stury albout Economist talks whout coomomy  Shares go up

[ V——
Ty —

Advertiser: Canac
Tagline: It's not complicated
Copy: Went to the store. Jo

NEWSPAPERS CANADA
CONNECTED | TARGETED



Award winning ads are 11 times more effective
(based on 213 case studies over 8 years)

Awérd winning ads

CROSTWORD CLUES

[rerm——

R e

Advertising Age, IPA Report, July 14, 2010

Advertiser:
MasterCard
Centre free skate
Copy:

His second first
steps, priceless




#3: We are willing to spice
It up and try new things

\D
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Non' traditional ads

“Our print partners have been very
accommodating as we've introduced a range
of non-traditional units designed to have
maximum impact, giving us reach and
awareness...Print is an essential element of
the media plan.”

- David Barnes, VP Advertising and
Communications, American Express Canada

\\\D

Strategy magazine, “The evolution of newspapers”, June 2010 M E W"‘. P‘.I"I.F E r{'::. C J‘k N J‘k L}.lnl.
TRL



B Drug shortages ™%
2 pul pressure
| on pharmacists

Toronto’s boulevard
of broken greens

|
Wk

......

Ontario thinking big with brain institute

what if yoU°

Pizza

could toke you to lpl l;k?

hmaine = =
NO STRANGER
TOFICTION

Drnchestral manoeuyres

Upeterang Rushdse mermoar
Rafocuson yearsineding

Always know whal your money"s dalng.

|- rbecomimyfinancetrackes
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Non-traditional: Front page

ACCIDENTS :
HAPPEN. LIS u | u I “
| | T Texi driver

e .

ROREET e ﬁ
YOUR GOOD . :
DRIVING RECORD
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Winter tires stick to
the road with up to 25%
better traction than
all-season tires.
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Living=

-I.-I-III_I da, I do’
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Just Audd Water...

Halkmeen suffers
wheein sallety oo rsd
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Bl STUDENTS WIN' $1000 EVERY DAY.

Gt what you need AND whiEl you want with advioe Trom REC Royal Bank,
B ey Rank i L iy

STUDENTS WIN $1000 EVERY DAY.

E Get what you need AMD whial you want with advice rom REC Boyal Bank.
b Ryl s i . il

Hitting the

STUDENTS,  poen o FREE student banking sccoust’ o credit cand g
l" before Segoemiber 30, and you're automaticaly eneeed
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‘ is in the air, ﬁ]

NEWSPAPERS CANADA
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Talking

nem il in

The New Volkswagen Venlo.
Crafted with so much passion, it's hard ta let it go.
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Looking for ways
to save money?
Start with your
bank account.

Sawe husdieds ol
dollars @ year wi
Vi il hank acfunt

o e

=

To Switch and Save

Interactive

)
= N2
LIKE WHAT YOU SEE?
WAIT UNTIL YOU TASTE IT.

T T S T L
il ol W 3 B e i o Rl e byl 0 A i Lk W | P
B S Y R —
£ =

E- E n WIN A VIP WINERY EXPERIENCE
Scan with your phone for your chance to win.
E And Like us on facebook for a free wine tasting.

- ot i O GO P PR B0 10 SR LA GO O s MOk B NGl 1 O il T EH G O

=N Capture the page amsd sis,

i 3008 PR Catalagens id Buits

Yet.e 8 parrure oo gage ared wend it
e Tl 8 i W e

I T R -

ot g

CagturdMhePage.ca

IHEA
Ay space can be besutiful

K} Capture the page and win.

The 2011 IKEA Catalogue is here.
Take a picture of this page and send it to
MyPage@capturethepage.ca for a chance
o win 510,000 in IKEA gift cards, and lots
of other great prizes,

CaptureThePage.ca

N
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Advertiser: Midalia Steel
Copy: Fence them in with k-rail




#2. We are into cyber ...
(the web)

ND
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Total Time Spent Worldwide

As a percentage of total Internet hours spent by all users:

Social Networking

22%

(includes email,
commerce, search) %
(o]
36%
MEWSPAPERS CANADA
Source: Pew Research Center, Nielsen TRUSTED | CONNECTED | TARGETED



=5%

vho do the

Percentage of adults (including non-internet users) w

Daily Internet Activities #

very day.

Send or read an emall

Use a search engine

Look for health info

Get news

Visit government site

Watch a video

Buy a product

NEWSPAPERS CANADA

Pew Research, December 2010

TUSTED | CONNECTED | TARGETED



Reading in the medium is more relaxing

| read it in depth

| take my time to browse for the news in it
| spend more time with it in a single sitting
| find this version easier to navigate

| unexpectedly find topics of interest in it

| use it on multiple occasions throughout
the day

| use it for short periods but frequently

| go to it for a quick fix of news and
information

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

Based on users of both media in a typical week
Totum Research for Newspapers Canada, November 2010

100
%

D
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Trusted online ads

Consumers consider
local newspaper web sites
to be the
most trusted source
of online advertising,
with ads that are perceived to be
more current, credible and relevant

to them.

\\D

The Huffington Post, “Song of the Open Newspaper”, Feb. 5, 2010; NEWSPM E"E" EﬂNﬂ[}ﬂ
Pew Research Center “State of the News Media Report”, March 2010 TRL



Wh'at works onllne

Value = Provide something
(information or entertainment)
In exchange for a
consumer’s time.

ARF Audience Measurement Conference (Shopping Study results delivered by Yaaov Kimelfeld, Senior VP and Director

Analytics for MediaVest Worldwide & Edwin Wong, Director of Market Research, Yahoo!), New York, June 22, 2010

ND

NEWSPJ‘-.PEH‘: CﬂNﬂDﬂ
NECTED | TA



B e

C-Ilck and drag to resme thls banner. -

= SMART sdl'.U‘noﬂﬂonm‘r SPACE. _

Chatd W e P e, & N W e e S e

Update; Canadian aid plane arrives in
ity ne

Mo J Bvema -

m— What's your EHTORP twasssat nfa

RN dream?

Tﬁmlsmﬂnﬂr ﬁumuh
uneven in 2010, CIBC

P Lot R
mllunchnhllmn says Prateianso
e 1wt & s S 1 e |t
[T T —— ek
strmdEd £ G e ey Camadu
B T P
[ gty
U e ] vestertwns 7] Comenta Trem
s AN oo aamises s e
In child-sex sting pandemic was a fake * Lusmariiny wam vighe. W boed plguscally.
T e 4 3544 Tous o 1 P800 - .‘F'*"lhi—:-zlm
Bt 4 P g sragecrn g wibong D Tk et - e, e
R —— [ — - 58 Ty Pronils Emuageer swles mary
e e -— L e T

S a8 by o o | e ® e Ry mom— gt

Tentative deai s .5 haaith Dumpsed addicts’ tamilies eye | SSSSSEK Explom Qur New Sko
bill tax: st

N

NEWSPAPERS CANADA

TRUSTED | CONNECTED | TARGETED



Travel | Bats and chibs

B = s G ARl DT LATELE TR e

WO MEN T o

Northumberland's pub revelution

P

NEWSPAPERS CANADA
TRUSTED | CONNECTED | TARGETED



Why newspapers are

#1: We keep abreast
of where things might go
In the future
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“In a world where people are inundated with
Information as they try to make decisions, where
local and community and mobile are growing,
and where trusted brands and roots matter, the
newspaper brands have a bright future.”

- Rishad Tobaccowala,
Chief Strategy and Innovation Officer, VivaKi
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65% of young adults feel print
newspapers will exist in 2020

61% believe reading newspapers
will increase in 10 years

Macleans magazine,
“Who am 1",
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QR codes, ColorCode, ShotCode, UPCODE, Digimarc and so on,
will grow as more phones come with code reading software installed

Fr

UPCIODE

0432

NEWSPAPERS CANADA
TRUSTED | CONNECTED | TARGETED



Top Mobile Activities

Accessing maps and directions 81%

Social networking
Accessing local information
Reading news

Research Brief from the Center for Media Research, “Mobile Web For Media and Entertainment,
Apps For Social Media and Music” (Study by Adobe Systems), November 4, 2010

716%
/3%
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Popular Types Of Apps (% of recent downloaders who
have used each category of apps in the past month)

App %
Games 60%
News/Weather C 52%§
Maps/Navigation 51
Social Networking 47
Music 43
Entertainment/Food 34
Banking/Finance 28
Sports 27
Productivity 26
Shopping/Retail 24
Video/Movies 22
Communication 21
Travel/Lifestyle 18
Other

Source: Research Brief from the Center for Media Research, “Apt to Use Apps” (Nielsen App Playbook, Sept. 2010), September 22, 2010
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82% of iPad users said they read the news on it

Owners of tablet devices (like the iPad) spend

/5% more time reading print newspapers than
those without the gadgets. They make up the time by
watching less TV and going online less.

13% of consumers plan to buy a device within the next year
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Sfnblog, “Survey: Tablets users read more newspapers and watch TV less”, Oct. 5, 2010;
TRLIS

eMedia Vitals, “Survey: iPad users bullish on digital news,magazine content”, July 19, 2010



Book TVshow Movie Magazines Radio  News  Music

@® irad iPhone
Minonli “iPad \
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Online video

Total Minutes Streamed 2010
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Brightgrove and
Tubemobile,
Feb.17 ,2011

Ted Williams,
panhandler with
golden pipes,
featured by local
newspaper using
online video
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For more information on
why newspapers are hot,
contact:

Suzanne Raitt
VP Marketing & Innovation
sraitt@newspaperscanada.ca
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