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TRUST IN ADVERTISING
2017

CANADIANS VIEW ADVERTISING POSITIVELY2

Lower levels of 
comfort with truth 

and accuracy in ads in 
digital media.2

Canadian consumers more 
comfortable with levels of truth 

and accuracy in traditional 
media versus digital media.2 

More Canadians 
report higher 

comfort levels with 
ads in newspapers.2

1 Nielsen Global Trust in Advertising Survey, Q1 2015
2 Consumer Perspectives on Advertising 2016, Advertising Standards Canada; The Gandalf Group
3 Metroland Media; Brandspark 2016
4 Community Newspapers Drive Results 2017, Totum Research

How comfortable are you with the levels of truth and accuracy in the advertising you 
see, hear or read for each of the following: 2

CANADIANS TRUST TRADITIONAL MEDIA ADVERTISING
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Ads in newspapers 
Brochures, flyers, other ads in-store 

Ads in magazines 
Ads on buses, subways, trains 

Billboards 
Ads on FM radio 
Bus shelter ads 

Flyers in the mail 
Ads on network TV channels 

Ads on cable TV channels 
Ads before movie theatre trailers 

Ads on AM radio 
Promo emails 

Ads on websites visited 
Ads on internet search engines 

Ads before online videos 
Ads on social media 

Banner ads online 
Ads in your email 

Ads in apps/programs on phone, tablet 
Pop up ads online 

Very comfortable (%) 
Somewhat comfortable (%) 

Canadians continue to have a 
favourable impression of 
advertising they see, hear or read. 

A majority continue to find 
advertising helpful with 
consumer decision-making.

6 OUT OF 10 
GLOBAL RESPONDENTS 
SAY THEY COMPLETELY OR 
SOMEWHAT TRUST ADS IN 
NEWSPAPERS.1

88% 
community newspapers

75% Television

40% Social media

Most trusted and read source of 
local news and shopping3

News Media Canada

Médias d’Info Canada

39%40%44%
49%

CANADIANS TRUST TRADITIONAL MEDIA ADVERTISING4
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News Media Canada

Médias d’Info Canada

More than half (54%) trust news media, second only 
to not-for-pro�t organizations (59%)5

Seven out of ten (69%) felt that a strong presence 
in local communities contributes to increased trust.5

TRUST IN NEWS MEDIA
2017

On televsion

On the radio

From a TV, newspaper or 
magazine's website

In newspapers and 
magazines

From digital news site like 
Reddit, Huffington Post, iPolitics

Received via email

On social media

Sent to you by a friend on 
social media

TRADITIONAL MEDIA VALUED6

Consumers prefer editorial content and word of mouth to get current news

Seven out of ten respondents completely or mostly 
trust their news from newspapers, radio and television 
-the �gure drops to 15 percent for news  acquired via 
social media.6

NINE IN TEN CANADIANS TRUST EDITORIAL7

Would you say you completely trust, partially trust, or do not trust 
the news that is ...?

38%

19%

12%

Editorial Content
(such as a story in a newspaper, on 

TV or on radio)

69%

22%

17%

19%

Word of mouth

58%

12%

22%

18%

Editorial Content
(shared through online 

news sites)

52%

8%

10%

11%

Mobile news 
apps

29%

8%

11%

12%

Your Facebook 
news feed

31%

4%

8%

13%

Information Shared 
(by a company or organization 

on social media)

25%

3%
5%
6%

Blogs from bloggers 
you follow

14%

2%
4%
4%

Your Twitter 
feed

10%

2%
4%
4%

LinkedIn

10%

Preferred Information Sources
NET: Editorial trust 89%

CURE FOR FAKE JOURNALISM 
= GREAT JOURNALISM

“For the traditional media, this is almost a 
referendum on real journalism versus citizen 
journalism. It shows that Canadians want 
accurate information.”

Bruce MacLellan, CEO, Environics
Environics Communications CanTrust Index

1st choice        2nd choice       3rd choice

“We found low levels of trust in social media 
companies (26%) and it has to be connected 
to privacy and how data is used is a big issue.” 

Environics Communications CanTrust Index

5 Environics CanTrust Index, 2017
6 Source: Earnscliffe Strategy Group; Online survey  of 1,500 adult Canadians between September 22 and October 2, 2016
7 Source:  Environics Communications CanTrust Index 2016
The Environics Communications CanTrust Index is a study of the levels of trust Canadians have in organizations, leaders and industry 
segments. It focuses on the general public, newcomers and primary household shoppers and was conducted to help companies reduce their 
corporate trust deficit.

“People will ultimately gravitate toward 
sources of information that are truly reliable, 
and have an allegiance to telling the truth. 
People will pay for that because they’ll realize 
they’ll need to have that in our society.”

Martin Baron, Executive Editor
Washington Post
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