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Presenter
Presentation Notes
News Media Canada’s latest research – Newspapers 24/7 - shows that newspaper readership remains strong in a digital age. 
The original study, launched in 2012, was designed to explore newspaper readership on different platforms and at different times of the day.

Local news is all around us and powers our conversation in all types of settings, from first dates to main street meet-ups to the last video call of the day.  Only the local newspaper can give you reliable stories to spark that next great conversation.

As part of the 2021 National Newspaper Week campaign, funded in part by the government of Canada’s department of Canadian Heritage, News Media Canada began a new conversation with consumers to see how their view of newspapers had evolved over the last decade.




A Decade of Change

Many things have changed in the 10
years since the first Newspapers 24/7
study was released in 2012.

Weekly newspaper readership

essentially remains the same.
* In 2012, readership was 85%.
* In 2022, readership is 86%.

“How” Canadians read their news has
changed.
* In 2012, readership on phones was 38%.
* In 2022, readership on phones is 69%.
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Presenter
Presentation Notes
It’s a little overwhelming when you consider how much the world has changed in the last decade. In 2012, tablets had only just established themselves as a viable new content distribution platform, and mobile payments and voice-controlled technology had barely begun to roll out. On social, new-to-the-scene niche platform, Instagram, had recently become part of the Facebook family. The digital age was going mainstream. 
 
In 2012 News Media Canada – the voice of Canada’s news media industry – launched the first ‘Newspapers 24/7’ report to consider how the medium was evolving in the face of this new digital deluge. The 2012 results showed that newspapers were still standing strong at 85% readership.  And now in 2022 weekly readership has edged up slightly to 86%.

Ten years later and that digital tsunami has only picked up speed and quite frankly boosted readership of newspaper content. Canadians are plugged in like never before. Newspapers and news media are clearly holding their own.

One of the biggest shifts has been in HOW readers access their news, particularly when it comes to mobile phones.




ALMOST NINE OF TEN
CANADIANS (86%)
READ A NEWSPAPER
ON ANY PLATFORM
EACH WEEK

Totum Research; Canadians 18+, weekly readership, December 2021.
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Presentation Notes
The big news is that almost nine out of ten Canadians age 18+ are reading a newspaper, on a variety of platforms, over the course of a week.   

The survey asked Canadian adults about their weekly readership habits on different platforms: printed newspapers, smartphones, computers (desktops and laptops) as well as tablets.
And then they were asked about their readership habits during 6 different times during the day to examine how readers access news differently throughout the day:
Early morning
At breakfast
Between breakfast and lunch
During lunch
Between lunch and dinner
After dinner



Conversation
Starters

Newspaper
Readership Is
Different by
Platform and
Device
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Reading newspaper content on a

phone is constant throughout the day

\for “‘on-the-go” access to information.
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Desktop/Laptop reading is strongest
early in the day and again after dinner.
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Tablet is an early morning and
evening device for accessing more

\detailed newspaper content.

Print readership peaks at breakfast,

as the day starts.

Totum Research; Canadians 18+, weekly readership, December 2021.
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Presentation Notes
Great conversations don’t start themselves.  Newspapers provide the ultimate ice-breaker to spark great dialogue, from first dates, to main street meet-ups, to that last Zoom call of the day.  All of it is powered by the news.  At times when we are not always sure what to talk about, newspapers power our conversations.

This presentation will present some conversation starters to get people talking about the power and ongoing relevance of newspapers.

First, let’s examine how newspaper readership varies by the different platforms and devices.
Mobile phones are now the dominant platform for accessing news (and many other things).  Readership on smartphones is constant throughout the day for access to information on-the-go.
Desktop and laptop reading is strongest early in the day and again after dinner.
Tablet reading is strongest at the beginning and end of the day.
And print readership peaks at breakfast, as the days starts.



B
Canadian Adults Continue to Read
Newspapers Across All Platforms

Phone — most popular platform at all times
Desktop/Laptop — strong early morning and after dinner
Tablet — peaks in early morning and after dinner

Print — peaks at breakfast
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Presenter
Presentation Notes
The Newspapers 24/7 research demonstrates that Canadian adults continue to read newspapers – almost nine out of ten (86%) report accessing newspaper content in print or digital formats throughout the course of a week.  

A quarter of the population reads newspapers in print AND digital platforms. That means they are reading their printed newspaper, as well as accessing news on their phones, computers and tablets. 

On the right you can see an overview of newspaper reading, broken out by the different platforms for adults 18+.  Overall readership is 86% across all platforms measured.  

On the left you can see how the newspaper reading habit varies by platform AND time of day.  Newspaper content is accessed on different platforms depending on the time of day:
Phone – most popular platform at all times
Desktop/Laptop – strong early morning, between breakfast and lunch and at night
Tablet – peaks in the early morning and after dinner
Print – peaks at breakfast as the day starts




Conversation
Starters

Newspapers and
their Digital
Products Provide
a Trusted
Environment

Editorial content in newspapers and
their digital products, is the most
trusted. This level of trust extends
to advertising, creating a “safe”

space for readers and advertisers.

(U

Looking for a trusted environment
for your ads? Printed newspaper
ads consistently rate highest
among Canadians. Almost half

4

K(48%) trust printed newspaper ads.
/
Digital newspapers ads are the

most trusted of all digital ad
formats. Social media ads continue

/
I

to rank the lowest.
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Presentation Notes
Trust is a key issue these days, particularly with the overwhelming amount of disinformation in media. 

While trust is challenging for many sectors, traditional media continues to be among the most trusted source of news and general information.
[Edelman Trust Barometer 2022 -https://nmc-mic.ca/2022/02/17/traditional-media-continue-to-be-the-most-trusted-source-for-news-research-shows/]

Local newspapers in particular continue to maintain their trusted status, for both editorial content and by extension the advertising.  This trust starts with the printed product and extends to the digital newspaper products as well.

Local newspapers provide reliable stories to start your next great conversation.
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Printed Newspaper Advertising =
is the Most Trusted m

Printed Newspapers [| = 48
Radio Programs ‘é\ 44 Ads in printed
newspapers
TV Programs I;I e are trusted more
Out of Home Q 35 than any other
Magazines 34 format.
News Media Websites 44 And advertising
. S on news media
Radio Websites 37 .
| ‘é‘ websites is the
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Magazine Websites 32 digital format.
Search Engine Results Yy 30
Social Networks B{g 21
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Out of Home includes billboards, transit shelters, and other outdoor sites.


Presenter
Presentation Notes
Ads in printed newspapers continue to be the most trusted of all ad formats, results we see study after study.  Half of adults (48%) trust printed newspaper ads. Advertising in printed newspapers is not always seen as an interruption.  Many studies have shown that one of the reasons adults read printed newspapers is for the ads.

Ads in digital newspapers top the list of trusted digital ad formats and are more trusted than ads in traditional media like radio, television and magazines.  More than four out of ten (44%) adults  completely or somewhat trust ads in digital newspapers.  

Combined (printed or digital newspapers) are trusted by 52% of adults, driven primarily by trust in the printed product.

One thing we also see year after year is the LACK of trust in social networks, with only 21% of adults 18+ finding their ads trustworthy.



Newspaper Editorial Content is

the Most Trusted

Printed Newspapers[ -

Radio Programs A

TV Programs I;l
Magazines

News Media Websites
TV Websites]__]
Radio Websites 7\
Magazine Websites
Search Engine Results EQ
Social Networks g 23

Totum Research, Canadians 18+; December 2021.
Out of Home includes billboards, transit shelters, and other outdoor sites.
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Editorial content
in printed
newspapers is
trusted more
than any other
format.

And content on
news media
websites is the
most trusted of
digital formats.

% Trust Editorial Content Completely/Somewhat
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Presenter
Presentation Notes
Editorial content in printed newspapers is the most-trusted of all media, and content on news media websites is the most trusted of digital formats. 
(The same pattern we saw for advertisements.)  Combined, 61% of Canadians trust printed or digital newspaper content.

So, despite the general downward pressure from what are viewed as less reliable distribution platforms, newspapers remain a safe space for readers in print and digital formats.



Conversation
Starters

Readers Want
Local Information

Printed community newspaper
readers are looking for LOCAL
information (editorial, events,
entertainment, sports, news) to stay

connected to their community. y
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Half of printed community
newspaper readers are engaged
with ads in their paper - looking
for flyers, inserts and Run of Press

advertising.
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Printed community newspaper
readers are more likely to be
reading for classified ads,

/
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employment ads and real estate.
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Presentation Notes
One of the reasons newspapers are among the most trusted (for ads and editorial) is their local content. 

Canadians turn to their local newspapers when they want to find out what is happening in their community.  

In study after study we find that the number one reason for reading newspapers is that local information, as well as local advertising, including flyers, classified ads, jobs and real estate.



Local information is the main
reason for reading community
newspapers.

Eight in ten (82%) print readers read for local information.
In many cases local coverage cannot be found anywhere else.

Advertising is also a key | ocal Inforemat .
readership driver for printed ocal Information
community newspaper readers.

« Half (51%) are reading for Run of Advertising
Press advertising as well as (Flyers/ROP)

Flyers/Inserts; and

*  44% read for classifieds, jobs, and Classified/Real
real estate information. Estate/Jobs

Totum Research, Canadians 18+; Readers of Printed Community Newspapers; December 2021. g , "'l
*Local information = local news, editorial, sports, entertainment, events, crime features, obituaries ~


Presenter
Presentation Notes
Local information (in many forms) continues to be the driving reason for readership of community newspapers, including: 
Local news
Local editorial
Local sports
Local entertainment
Local events
Local crime features
Obituaries

After local information half of adults (51%) are reading for the advertising – this includes ROP ads throughout the paper as well as Flyers/Inserts. 
And more than four out of ten are reading for classified ads as well as employment/careers and real estate in printed community newspapers.


Conversation
Starters

Newspapers
Reach All
Demographics

« -
Gen-Y/Millennials prefer to access
newspaper content on their phones but

still use other platforms. 22% use all four
platforms.

A 4
C I

Boomers are the strongest print
readers but make use of all platforms
throughout the day.

N Y

High income earners, Influencers** and
Business Decision Makers™ are
dedicated newspaper readers — 90% or
more access news on a combination of

rint and digital platforms.

N

%

Totum Research; Canadians 18+, weekly readership, December 2021.

** Influencers — 3+ statements: Find a new product + typically recommend to others; Keep informed about new products/services; People frequently ask for

their advice; Always first to try new products/services; Frequently share information about products/services on social media


Presenter
Presentation Notes
While many think the younger generations have abandoned newspapers for greener digital pastures, they are actually strong readers of newspaper content.

Gen-X and Gen-Y (Millennials) demonstrate the strongest readership of all generations.  
To nobody’s surprise readership on smartphones is strongest among the younger generations and Boomers are the strongest readers of printed newspapers.



Newspaper Media Reach All
Target Groups

Millennials/Gen-Y and Gen-X read most on their phone but still read on all the
other platforms. Boomers still choose print more than any other demographic.

% Readership

79
69
52 52 5q 20
41 42
39 39 35
27

86% 87% 87% 84%

Any Any Any Any
Platform Platform Platform Platform
Adults 18+ Gen-Y/Millennials Gen-X Boomers

Print mDesktop/Laptop ®Phone mTablet
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Millennials (1980-1995) 26-41 years; Gen-X (1966-1979) 42-55 years; Boomers (1946-1965) 56-75 years r


Presenter
Presentation Notes
87% of Gen-X and Gen-Y consumed newspaper content in some way over the course of a week – led by phone usage. 
Although 22% of Gen-Y/Millennial respondents used all four platforms over the course of the seven days. 

And as noted, Boomers remain the strongest print readers, though they were also more likely to make some use of all platforms throughout the week.



Newspaper Media Reach all
Target Groups

Business Decision Makers*, Influencers** and adults with household
incomes $100K+ read most on their phone but have the highest overall
readership on any platform of all target groups. They all over-index on print

readership. % Readership
59
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86% 90% 93% 91%
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Makers*
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Find new product + typically recommend to others; Keep informed about new products/services; People frequently ask for their

Totum Research; Canadians 18+, weekly readership, December 2021. ﬁ . »
advice; Always first to try new products/services; Frequently share information about products/services on social media -~

*Canadian professionals, senior management/executives and business owners/self employed ** Influencers — 3+ statements: 4 ’: P


Presenter
Presentation Notes
Nine out of ten Business Decisions Makers read newspapers on any platform.  These are professionals, senior managers/executives and small business owners.  This group over-indexes on ALL platforms for newspaper readership.  They are “information junkies”.

And the strongest readers of all demographics are the Influencers and those are defined as meeting at least 3 of the following criteria.  This is a target group that loves their newspapers and is happy to share their opinions with others.  This group is likely among the strongest users of news as “conversation starters”.
Find new product + typically recommend to others; 
Keep informed about new products/services; 
People frequently ask for their advice; 
Always first to try new products/services; 
Frequently share information about products/services on social media.



K86% of Canadian adults read
newspaper content each week in print,

C onvers ati ON | on their desktop/laptop, on their phone

or on their tablet.
Starters <

95% of readers choose to read on
N ews pa per digital platforms.

\
Readers b
ChOOse 46% of readers continue to read

|, printed editions.
Digital and

Print |
25% of readers are reading newspaper
Platfo 'msS content on ALL four platforms.

AN
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Presentation Notes
And finally it might be worthwhile to take a look at HOW readers age 18+ read and examine their profile.

The majority of adult readers are accessing their newspaper content digitally, but they are also still reading in print.

In fact, 25% of all 18+ readers are accessing their news on ALL four platforms.



B
Newspaper Readership is Strong .

The majority of newspaper readers (95%)
access newspaper content digitally. Digital
readers are more likely to read on all four
platforms.

Tablet 46% Egj

Digital Readers
61% 95%

Non
Readers
14%

Newspaper
Readers
86%

Desktop/
Laptop

ERl

Print 46%

Almost half (46%) continue to
read the printed newspaper.
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Presenter
Presentation Notes
86% of Canadian adults are newspaper readers.  Let’s just talk about those readers for a minute.
95% of these readers are using digital platforms to access newspaper content.
And almost half of them (46%) are also still reading the printed newspaper.

There is duplication in these numbers because readers are accessing multiple platforms all the time to read news.  And as noted, a quarter of readers are accessing ALL of the platforms – they read in print, on their phone, on their computer and on their tablets.
80% read on their phone
46% read on a tablet
61% read on their computer (desktop or laptop)
And 46% are reading the printed newspaper



CANADA'S NEWS MEDIA.

\/ CHAMPION
@THE TRUTH.

Study Details

Study Timing
November-December 2021

Online Panel

825 online interviews
conducted with adult
Canadians

-
Nationally Representative Sample

Men 50%, Women 50%
18-34: 29%, 35-49: 20%, 50-64: 33%, 65+ 18%
West 31%, Ontario 39%, Quebec 23%, Atlantic 7%
Study Management \

National Scope
78% English / 22% French

Totum Research

Margin of Error
+3.4% at the 95%
confidence level

Canada 3l &y Eﬁ/


Presenter
Presentation Notes
This online study was conducted in November and December 2021 with 825 Canadians age 18+.
Totum Research managed the study on behalf of News Media Canada and it was funded in part by the government of Canada and the Department of Canadian Heritage.
Results were weighted to represent the Canadian population and Statistics Canada data.
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PRINT Highlights

%= ®= = 2 B FOUR OF TEN ADULTS (39%) READ THEIR
== == == == == PRINTED NEWSPAPER.

Early morning and evening are key print
readership times.

Print platform driven by Boomers and
the Pre-Boomers who choose print as
their platform for accessing newspaper
mostly in the afternoon.

Totum Research; Canadians 18+, weekly readership, December 2021.
Boomers = 55-73 years; Greatest Generation = 73+ years




DESKTOP/LAPTOP Highlights

MORE THAN HALF OF ADULTS (52%) READ
NEWSPAPER CONTENT ON THEIR
DESKTOP/LAPTOP

Desktop/Laptop readership is consistent across
all demographics.

Influencers™, those with household incomes
exceeding $100K and Business Decision
Makers* use this platform more than the
average Canadian.

There are three times when desktop/laptop
readership peaks: early morning, mid-morning
and after dinner.

Totum Research; Canadians 18+, weekly readership, December 2021. ;
*Canadian professionals, senior management/executives and business owners/self employed ** Influencers — 3+ statements: m ]
Find new product + typically recommend to others; Keep informed about new products/services; People frequently ask for their

f
advice; Always first to try new products/services; Frequently share information about products/services on social media -~



PHONE Highlights

. l l l l SEVEN OUT OF TEN ADULTS (69%) READ
. I . . . NEWSPAPER CONTENT VIA THEIR PHONE.

Phone is the most popular device at all times.

Phone is the top device that Millennials and Influencers™ use to read
newspaper content.

For Business Decision Makers*, phone is their most used access
platform, and it is used consistently throughout their day, except for a
dip during breakfast and mid-afternoon.

Phone is the most popular device
for all groups today.

*Canadian professionals, senior management/executives and business owners/self employed ** Influencers — 3+ statements:
Find new product + typically recommend to others; Keep informed about new products/services; People frequently ask for their

Totum Research; Canadians 18+, weekly readership, December 2021. Millennials born 1980-1995. Efll o ; e
: : : : _ : : ; g JE | ]!
advice; Always first to try new products/services; Frequently share information about products/services on social media ”~



TABLET Highlights

! FOUR OF TEN ADULTS (39%) READ
(M NEWSPAPER CONTENT VIA THEIR TABLET.

Early morning and evening continue to
be the key usage periods.

Usage has grown slightly from 37% in
2012 t0 39% in 2022.

Influencers™* and Business Decision
Makers™* report the strongest tablet
usage of all demographics.

*Canadian professionals, senior management/executives and business owners/self employed ** Influencers — 3+ statements:
Find new product + typically recommend to others; Keep informed about new products/services; People frequently ask for their

Totum Research; Canadians 18+, weekly readership, December 2021. ﬁ)‘ . - e fi
advice; Always first to try new products/services; Frequently share information about products/services on social media »
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