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Newspapers in Canada N\

b

There are 1,158 newspapers publishing in 2016
with a total weekly circulation of 49,860,608 copies.
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Newspapers Remain A Trusted N\
Advertising Format

60%

Six in 10 global respondents say they completely
or somewhat trust ads in newspapers.
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Source: Nielsen Global Trust in Advertising Survey, Q1 2015
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Trust In The News Media Is Still /JN
Very Strong In Canada. o

More than half of Canadians (54%) trust news
media, second only to not-for-profit
organizations (59%).

Seven out of ten Canadians (69%) felt that
a strong presence in local communities

L contributes to increased trust.
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http://www.marketingmag.ca/consumer/environics-research-uncovers-widespread-trust-deficit-173882?utm_source=EmailMarketing&utm_medium=email&utm_campaign=AM_Daily

The study was the first in what aims to become an annual measurement of the trust the general public, newcomers and primary household shoppers in Canada have in a range of organizations, leaders and industries.

The study asked people to use a seven-point scale to rank their trust in businesses, products and services, and governments and their ability to “do what is right for Canada, Canadians and our society.” The online survey of 1,001 Canadians 18 years or older was conducted from Feb. 29 to March 7 and was nationally representative.

In terms of organizations, respondents gave their most trust to not-for-profit organizations (59%), followed closely by news media (54%), with small to medium-sized corporations trailing at 44% and large corporations scoring a dismal 29%.

“This is a good news story for traditional media,” MacLellan says. “Trust in the news media is still very strong in Canada.”

In addition, the study asked Canadians to choose between speed and accuracy in news, with almost 80% preferring accuracy, MacLellan says. “For the traditional media, this is almost a referendum on real journalism versus citizen journalism. It shows that Canadians want accurate information.”

The study also asked people what is it that contributes to trust and found a strong presence in local communities helps (69%). “Organizations that show they’re investing in the community, creating jobs in the community are the sort of things that build trust.”  Trust in word-of-mouth or recommendations by someone you know was the most trusted source of information when it comes to a product, service, brand or organization, at 75% of Canadians.



More Than $2 Billion in Newspaper N\
Advertising in Canada Al
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Newspaper Media Reach /JN
Nine of Ten Canadians -

Nine of ten (87%) adults read a newspaper
each week in print, on desktops/laptops, on
their phone or on their tablet.
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More than a quarter (27%) of adults read newspaper
content on ALL four platforms.
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Totum Research; Canadians 18+, weekly readership, January 2016.
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Optimized Campaign = ﬂlﬁ
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TRADITIONAL ADVERTISING DIGITAL ADVERTISING

While ad dollars are increasingly moving to digital, it's most
effective to keep the bulk of the dollars in traditional media.

“More Is better: spending across multiple platforms
delivers greater ROI than investing in single

platforms.”
Gayle Fuguitt, President, CEO Advertising Research Foundation
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Media Life Magazine, April 4, 2016
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http://www.medialifemagazine.com/finding-an-optimal-mix-between-new-and-old-media/
The Advertising Research Foundation examined 5,000 campaigns, representing $375 billion in spending. 



Print Access Peaks at Breakfast
— Phone Access is Strong All Day
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Totum Research; Canadians 18+, weekly readership, January 2016
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Newspaper Media Reach all o\
Target Groups Al

Young Adults read most on a phone. Boomers prefer to read in print. Business
Decision Makers* are strong readers of newspaper content on all platforms.
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* Canadian professionals, senior management/executives and business owners/self employed



Daily Newspapers Consistently

N\

Reach 8 of 10 Adults /ifl‘

Net Digital/Print Weekly Reach (18+)
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Vividata 2016 Q1 Readership and Product Database (April 2015 — March 2016) Adults 18+ NEWSPAPERS CANADA

in top 20 Canadian markets, Unduplicated Average Weekly Readers (Print/Digital ), Any Daily Newspaper
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Print Remains Dominant N
and More Than Half of Readers are Digital

70% of weekday newspaper readers still read a printed edition dalily.

Any Newspaper M-F
Read Yesterday(18+)

44% 30%
Print Digital
Only Only

based on 43 daily newspaper titles
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Vividata 2016 Q1 Readership and Product Database (April 2015 — March 2016) NEWSPAPERS CANADA
Adults 18+ in top 20 Canadian markets, Unduplicated Average Daily Newspaper (M-F) Readers



Newspaper Reading Differs /’N
on Weekdays and Weekends o

809% of weekend readers are reading daily newspapers in print compared to

64% readership during the week.

Weekday and Weekend
Average Issue Readers* (18+)

Print Both Digital
Weekday 24% 36%

;.- Weekend 28% 20%

Based on daily newspaper titles published weekdays and weekends
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in top 20 Canadian markets, Unduplicated Average Weekly (Print/Digital ) Readers, *Any Daily Newspaper



Readers of All Ages Engage O\
with Newspaper Brands on A
Multiple Platforms

Any Daily Newspaper Weekly Reach (18+)
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959% of Readers Want Local N

Information A

95% 67% 48%

Local Advertising* Classified/Employment/
Information* Real Estate

Printed community newspaper readers are reading for
local information as well as advertising.

Two thirds of readers (67%) want to see advertising in their printed
community newspaper.

Community Newspapers Drive Results, Totum Research, February 2016 \N D

*Local Information=Local News, Editorial, Sports, Entertainment, Events; NEWSPAPERS CANADA
*Advertising=Advertising in paper, Flyers/Inserts TRUSTED TCONNECTED TARGETED
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Regardless of community size/population, LOCAL is still a key reason for reading community newspapers. 96% of readers in small community read for LOCAL information.


Newspapers Dominate for /JN
Local Community Info il

Three quarters of Canadians (75%) rely on newspapers for
local community information.

ALL NEWSPAPERS 75%

Community .. 62%

Daily Newspapers 27%

Other Websites [ | 4190

Radio Stations ‘@ B 19%
Flyers/Inserts i) B 7%

Magazines 2: B 3%
Yellow Pages A B 2%
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Seven of Ten New Car Buyers Read /’N
Auto Ads in Printed Newspapers i

% Readership
65 New Car Buyers*  m Millennials
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NEWSPAPERS NEWSPAPER WEBSITES

Totum Research, February 2016; *in the past 2 years \‘ D

** \Websites excluding newspaper, TV, radio, magazine, auto sales media, NEWSPAPERS CANADA
vehicle manufacturer, model & retailer sites TRUSTED | CONNECTE
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Cross platform readership is growing but the printed paper is still the primary medium for newspaper content, including ads.

Media engagement is key.  Trust is critical.

A factor in lower reading online could be the impact of Ad Blockers.  Respondents were asked if their newspaper or website has automotive advertising and whether or not they read the ads.  If the ads are blocked online, there is no opportunity to read them.


Only 16% of New Car Buyers Look I’N
at Auto Ads on Social Media il
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Communicate with Look at Look at ads for Read manufacturer's
friends/Share photos & videos automotive ads other products product information

Social Media is primarily used for communicating with friends, not looking at advertising.
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Totum Research, February 2016; *in the past 2 years
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Presentation Notes
Recent new car buyers, like other demographic targets, overwhelmingly use social media for communicating with friends and sharing photos and videos.  Advertising, for automotive or other products, is what new car buyers are looking for on social media.  In addition, about a quarter of new car buyers, boomers and Business Decision Makers are not even using social media.

Nine of out ten Millennials use social media, just not for looking at advertising.


Print Newspapers Are Green N\

In Canada, over 85% of newspapers are recycled.

{% Biodegradable Time Line

6 weeks 5,000 years 1 million years
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Waste Diversion Ontario 2015; National Parks Service 2015
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