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Presenter
Presentation Notes
News Media Canada is pleased to release a new research study, produced with the financial support of the Government of Canada through the Canada Periodical Fund of the Department of Canadian Heritage.Local Newspapers: Trusted and True explores trust in advertising formats (printed and digital), as well as usage of social media and ad blocking.  Consumer behaviour across several categories  was also measured to explore attitudes related to key newspaper revenue categories. The study was conducted online and includes 2,401 online interviews with English and French speaking adults across Canada, designed to gather data on Canadian attitudes regarding local newspapers as well as other traditional and digital media. 



Local Newspapers: Trusted and True 
• Multi-Platform Newspaper Readership 
• Community Newspapers 

– Preferred media source of local information 
– Reasons for reading 
– Engagement 
– Action taken after ad exposure 

• Media Involvement and Trust 
– Digital fragmentation  
– Social media 
– Ad blocking by platform 
– Trust in advertising formats 

• Readership of Ads by Category 

Presenter
Presentation Notes
This presentation will highlight FOUR key points:Newspaper reading is now multi-platform.  Nine out of ten Canadians report reading newspapers on either print or digital platforms each week.  Canadians are still reading newspapers, just differently.Community newspapers provide Canadians with valuable local content so it is no surprise that local information is their main reason for reading.  The next most mentioned reason is advertising.  And the advertising leads these readers to take action which we will explore in more detail.In today’s digital age trust is hard to come by in media.  Consumers are overwhelmed and exposed to more media than ever before.  This impacts trust in various ad formats.Newspaper ads are trusted most in both digital and printed formats which provide an opportunity to be noticed.  When asked about readership of ads in various categories newspaper ads top the list.



2,401 online surveys 
1,130 printed/digital community newspaper readers 

Study Timing 
January/February 2018 

National Scope 
75% English / 25% French 

Margin of Error 
±2.0% at the 95% 
confidence level 

Study Management 
Totum Research 

Nationally Representative Sample  
Men 50%, Women 50% 

18-34: 50%, 35-64: 40%, 65+: 10%   
West 31%, Ontario 39%, Quebec 23%, Atlantic 7%  

Study Design 

This project was produced with the financial support of the Government of Canada through the Canada Periodical Fund of 
the Department of Canadian Heritage. The content of this study represents the opinions of the authors and does not 

necessarily represent the policies or the views of the Department of Canadian Heritage or the Government of Canada. 

Audience 
Canadian adults 18+ 

Presenter
Presentation Notes
Before examining the results it is important to understand HOW the study was conducted and understand the methodology and quality controls.Just over 2,400 online interviews were conducted with Canadian adults 18+ across the country, in large and small markets, in English and French.  The sample is representative of the Canadian population and balanced by gender, age and geographic region.The survey was conducted using an online panel, managed by Totum Research, as with previous News Media Canada research studies. Emails were sent to panelists inviting them to follow an embedded ink to the self-completion survey questionnaire. Reminders were sent to non-respondents 2-3 days after the initial mailing at varying intervals after that until all completions were achieved. No response rate was imposed and instead a minimum of 5 email reminders were sent. A total of 2401 interviews were conducted with at least 800 in each of three community sizes (<100K, 100-400K, 400+K), in English and French and results were weighted to represent the adult population of Canada. Community size quotas were established within region and specific city targets were also specified.  Gender, age and language quotas were also assigned.  Prior to tabulation the sample was balanced according to criteria based on the most recent Statistics Canada population estimates.



Newspaper access is multi-platform – one-third 
of adults (34%) read on ALL FOUR platforms. 

While more adults continue to embrace 
technology to read newspaper content, 6 out of 
10 adults continue to access print editions. 

Every platform (print, desktop/laptop, phone 
and tablet) is accessed by every demographic 
to read newspaper content. 

 
 

NINE OF TEN CANADIANS (88%) READ A 
NEWSPAPER ON ANY PLATFORM EACH 
WEEK 

2018: Newspapers 24/7 
Totum Research; Canadians 18+, weekly readership, June 2018 

Presenter
Presentation Notes
First it is important to understand that Canadians are reading newspapers.  They may not be reading in the same way they used to 10 or even 5 years ago.  But they are still reading.  The Newspapers 24/7 study conducted earlier this year measured readership on both print AND digital platforms (computer, tablet and smartphone).Every week, regardless of platform, nine in ten Canadians read newspapers.  This includes reading newspapers in print, on computers, on tablets or on a smartphone.  Newspapers 24/7 proves that newspaper reading is truly multi-platform.  And the research finds that a third of Canadians (34%) are die hard readers of newspapers – these Canadians are reading newspapers on ALL FOUR platforms (print, computer, tablet and phone).As our world shifts to digital it has become clear that newspaper readers are embracing technology to access newspaper content.  Canadians now read just as much on digital platforms like computers, tablets and phones, as they do in print.The readership habit varies by demographic but year after year this study demonstrates that every target group can be reached effectively by newspapers.



Community 
Newspapers 



Community Newspapers 
• Printed community newspapers are THE 

preferred source for local news and information. 
• Local information is the main reason for reading 

community newspapers, followed by advertising. 
• Response to advertising in newspapers varies by 

platform. 
– Printed newspaper ads most effectively drive 

awareness, store visits and purchases. 
– Digital newspaper ads encourage further research, 

both online and offline. 
 

Presenter
Presentation Notes
Local newspapers are a trusted source of information in communities across Canada and continue to be THE preferred source for local information, in both print and digital platforms.This research examines what drives Canadians to read community newspapers, in printed and digital formats. The main reason for reading, regardless of platform, continues to be something that can be hard to find anywhere else:  LOCAL information, in various forms (news, sports, entertainment, etc.). In addition, half of readers also read for the advertising and flyers/inserts in their papers.Print and digital newspaper readers respond to advertising in different ways. Print ads are more effective at driving awareness, store visits and purchases while digital ads drive further research online and offline as well as referrals.



Local Community Newspaper is THE 
Favourite Source for Local News 

Community Newspaper

Daily Newspaper

Television

Social Media

Radio

City/Town Website

Internet Search Engine

Local Website

Word of Mouth

Mobile apps, sites, podcasts
Print/Traditional Media
Digital

27% 

13% 
14% 

10% 

4% 

4% 
2% 

7% 

7% 
8% 

Totum Research, Canadians 18+, June 2018 

Presenter
Presentation Notes
When asked to identify a single preferred source for local news and information, respondents clearly chose community newspapers, in both print and digital formats.  Combined community newspapers lead with almost more than double the next two top choices, daily newspapers and television.Almost three quarters (70%) of those who preferred community newspapers chose the printed version.Other digital sources of local information (like social media, local/city/town websites or search engines) are not as established or as credible as the combination of the printed and digital community newspaper.



Local Information the Main Reason 
for Reading Community Newspapers 

41 

54 

89 

40 

48 

86 

Classified,
Jobs, Real

Estate

Advertising

Local
Information

% 

Digital Readers

Print Readers

Totum Research, Canadians 18+, 
Readers of Community Newspapers in Print and/or Digital Platforms, June 2018 

Presenter
Presentation Notes
We continue to explore the reasons for reading community newspapers and one thing never changes.  Local information (in many forms) continues to be the driving reason for readership of community newspapers.  This study asked about both print and digital formats for an expanded list of different types of local information including:Local newsLocal editorialLocal sportsLocal entertainmentLocal eventsLocal crime featuresObituariesAfter local information about half are reading for the advertising – this includes ROP ads throughout the paper as well as Flyers/Inserts.  Slightly more print readers choose advertising and that is likely attributed to Flyers and Inserts.And finally, we are still seeing readership of classified ads as well as employment/careers and real estate in community newspapers.



“Why do newspapers 
matter?  
Because they cover 
every inch of this 
country and are on 
the ground in 
communities.  
Oh. And. Pictures 
like this.” 

Paul MacNeill 
Publisher, Island Press 

Presenter
Presentation Notes
This really sums it up with a front page from the Nunavut News, including this incredible award winning photo.Newspapers really do matter to Canadians.  They are sometimes the only media covering the news that matters to Canadians in communities large and small across our country.  News about a federal investment in air terminals for five communities in Northern Canada or a local volleyball team won’t be found in national media.



Local News is the Top Reason for 
Reading Community Newspapers 

Print  Digital 
Local news 70% 64% 
Local editorial 47% 43% 
Local entertainment 45% 41% 
Local crime features 20% 20% 
Local sports 25% 27% 
Other local events 42% 35% 

Obituaries 28% 25% 

Totum Research, Canadians 18+, 
Readers of Community Newspapers in Print and/or Digital Platforms, June 2018 

Print  Digital 
Flyers and inserts 46% 41% 
Advertising in paper 25% 21% 
Classified ads 26% 29% 
Real Estate 21% 17% 
Jobs and Careers 17% 20% 

General news 51% 48% 
General editorial 30% 32% 
Puzzles 19% 20% 

Local information is main reason for reading printed community newspapers. 
Digital editions are preferred for Local sports, Classified ads, Jobs, Puzzles and 

General editorial. 

Presenter
Presentation Notes
This provides a more detailed, in-depth look at the various types of information the survey asked about.  On the left are the local information categories and on the right are the advertising and general categories.Local news is always at the top of the list and print is stronger than digital.  Local sports is slightly more popular in a digital format.When it comes to advertising Flyers and Inserts are preferred in print but not by as much as in previous studies.  More and more digital flyer apps are available now like Shop.ca, Flipp, Reebee.  Classified ads are slightly more popular in digital community newspapers as are general editorial and puzzles.



Community Newspaper Readers 
Are Engaged with Advertising 

79% become aware  
of a product, sale  

or service 72% go online to 
find out more 
information 

 
60% look for more 
information offline 

71% visit a store 
(online or in-person) 68% buy a product 

or service 

53% refer the ad 
to someone else 

Action taken after seeing ads in print or digital platforms 
Totum Research, Canadians 18+ readers of printed/online community newspapers, June 2018 

Presenter
Presentation Notes
Canadians admitted to reading community newspapers for the advertising within their pages and on their websites.  Clearly they are engaged with the ads.  And once they have seen the ads they are also likely to take some kind of action, whether it is …Becoming aware of a product, service or saleVisiting a store in person or onlineBuying a product or serviceDoing more research, online or offline, orReferring an ad to someone else through word of mouth



Different Response to Print vs. 
Digital Community Newspaper Ads 
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Referred the ad to
someone else

Bought a product or
service

Visited a store in
person or online

Looked for more
product or service
information offline

Gone online for more
product or service

information

Became aware of a
product, service or

sale

Actions Taken After Seeing Ads Digital Ads Print Ads

Totum Research, Canadians 18+ readers of printed/online community newspapers, June 2018 

Print newspaper ads drive awareness, store visits and purchases. 
Digital ads drive further research, both online and offline. 
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Presenter
Presentation Notes
There are subtle differences in how community newspaper readers respond to ads in print compared to in digital formats.Print ads in community newspapers are clearly more effective at increasing awareness among readers (33% higher for print vs digital), as well as generating store visits and purchases.And digital ads are effective for generating research online as well as offline.Both formats performs similarly at generating word of mouth referrals.



Media Involvement 
and Trust 

Presenter
Presentation Notes
This next section explores various media that Canadians are exposed to on a regular basis as well as the issue of trust in media.



Media Involvement and Trust 

• On a typical day Canadians are exposed to thousands of 
brand and ad messages.  

• Exposure does not equal influence. 
• Time spent on the Internet is fragmented, overwhelming. 
• Google and Facebook dominate ad spending but Social 

Media is not where users want to see ads. 
• The optimal campaign is traditional media + digital. 
• Users implement ad blockers on desktops, tablets and 

smartphones.  
• Trust is the foundation for engagement and influence in 

advertising. 

Presenter
Presentation Notes
On a daily basis Canadians across the country are surrounded by media, bombarded by thousands of brand messages daily on an increasing number of traditional and digital platforms. BUT exposure does not equal influence or guarantee an ad will be seen.  Key considerations to make sure your ad is noticed include Trust, Engagement and Frequency.  Multi-media campaigns (traditional + digital) result in stronger consumer engagement in a world where advertisers must compete for the attention of consumers.Digital interactions in a single “Internet Minute” are mind boggling. Consumers switch between screens up to 21 times an hour according to a British study, which correlates with Microsoft’s claim that the average person’s attention span is now just eight seconds.In Canada it is estimated that Google and Facebook account for 72% of all Internet spending ($5.5 billion)2.  But Canadians tell us that they don’t want to see ads in social media; social media is used primarily to communicate with friends and share photos and videos. It seems the primary response to digital advertising is to use an ad blocker, contrasted to the action taken after seeing newspaper ads.  The reason for that lies in the final piece of data presented on trust in various ad formats where newspapers, particularly in print, top the most trusted list.



Canadians are Exposed to 
Thousands of Ad Messages Daily 

10 

13 

23 

26 

29 

41 

45 

59 

62 

67 

Blogs

Satellite/Streaming Radio (2+ hours)

Magazine (Print/Online)

Commercial Radio (2+ hours)

Billboard

Streaming TV Services

Commercial TV (2+ hours)

Social Media

Daily/Community Newspaper (Print/Online)

Internet Search

% Media Exposure on a Typical Day 

Totum Research, Canadians 18+, June 2018 

On a typical day digital 
platforms dominate 
exposure (Google, Social 
Media, Netflix, Sirius XM).  
 
A comparable amount of 
exposure comes from 
newspapers in both print 
and digital platforms. 

Presenter
Presentation Notes
Studies find that the average person is exposed to hundreds of ads and up to 10,000 brand messages each day.  And as marketers are presented with more and more channels to reach their customers that number is growing rapidly.  Out of those thousands of ads and brand messages it is estimated that only 12 ads will make an impression.  Key considerations to make sure an ad is noticed include Trust, Engagement and Frequency.  Multi media campaigns result in stronger consumer engagement in a world where advertisers must compete for the attention of consumers.https://sjinsights.net/2014/09/29/new-research-sheds-light-on-daily-ad-exposures/http://www.mediadynamicsinc.com/uploads/files/PR092214-Note-only-150-Ads-2mk.pdf “Advertising doesn’t just offer the right product to the right consumer at the right time. It gets them emotionally motivated to investigate and ultimately to buy the advertised product or service. That’s why engagement has become so important. So integrating this new research with the accepted number of 5,000 exposures per day, along with other proprietary research, this is how we look at it:Average number of advertisement and brand exposures per day per person: 5,000+Average number of “ads only” exposures per day: 362Average number of “ads only” noted per day: 153Average number of “ads only” that we have some awareness of per day: 86Average number of “ads only” that made an impression (engagement): 12Bottom-line, increasing engagement will help advertising break through the clutter of not only the hundreds of ad exposures per day, but of the thousands of ad and brand exposures per day.”



An Internet Minute  
In your everyday life, a 
minute might not seem 
like much.   
But when it comes to 
the vast scale of the 
internet, a minute of 
time goes much further 
than you can imagine. 
The Internet has a 
degree of scale that our 
linear human brains are 
unable to process. 
 

Visual Capitalist, May 2018  

Presenter
Presentation Notes
In your everyday life, a minute might not seem like much.  But when it comes to the vast scale of the internet, a minute of time goes much further than you ever could have imagined. That’s because the internet has a degree of scale that our linear human brains are unaccustomed to operating on.This infographic is from Lori Lewis and Chadd Callahan of Cumulus Media, and it shows the activity taking place on various platforms such as Facebook or Google in each 60 second span. It really helps put an internet minute in perspective.The numbers for these services are so enormous that they can only be shown using the 60 second time scale. Any bigger, and our brains can’t even process these massive quantities in any useful capacity. Here are just a few key numbers scaled to a monthly basis, for fun:42,033,600,000 Facebook logins / 159,840,000,000 Google searches / 1,641,600,000,000 WhatsApp messages sent / 8,078,400,000,000 emails sentOn an annualized basis, the data becomes even more ridiculous, with something close to 100 trillion emails sent. The biggest and most noticeable jump comes in Netflix hours watched – a number which we believe may be too good to be true. While we have not seen the exact methodology of these calculations, we do know that in December it was announced by Netflix that users were watching approximately 140 million hours per day. This works out to roughly 100,000 hours per minute according to our math, which is still mind-boggling.http://www.visualcapitalist.com/internet-minute-2018/?utm_source=linkedIn&utm_medium=social&utm_campaign=SocialWarfare

http://www.visualcapitalist.com/internet-minute-2018/?utm_source=linkedIn&utm_medium=social&utm_campaign=SocialWarfare


Canadian Digital Advertising Market 
Share Held by Google and Facebook (2016) 

In 2016, Google and 
Facebook combined 
account for 72% of the 
digital ad market. 
Newspapers account 
for 5.8% of the 
Canadian digital 
advertising market. 
 

Canadian Media Concentration Project, 2017 

Presenter
Presentation Notes
Digital advertising is increasing exponentially every year.  Advertisers and marketers are pouring their dollars into digital advertising and the last industry report put the total for Internet advertising at $5.5 billion – out of a total of around $12 billion.  The bulk of digital dollars were going to Facebook and Google (not much of a surprise to anyone).  https://trends.cmf-fmc.ca/media/uploads/reports/Trends_Report_2018_-_Future_Shock_is_Now_-_Final.pdf



Social Media are Used Primarily for 
Communication and Photo Sharing 
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Do not use social media

Follow social media/celebrity influencers

Look at ads, posts or videos for products/services

Read sports news

Read manufacturers' information about products/services

Search for information about products/services to buy

Read entertainment/lifestyle news (incl. celebrity gossip)

Read international news

Read Canadian news

Read local news

Share photos/videos with family, friends, groups

Communicate with family, friends, groups

% Social Media Used for: 

Totum Research, Canadians 18+, June 2018 

Presenter
Presentation Notes
Social media is the place to communicate with friends, family and groups to share photos, videos and shared experiences.  Over the past few years more and more people are using social media but there are still those who cannot be reached – one in five Canadians told us they do not use social media at all.  Access to news through social media is usually about redirection to the actual news source itself, usually newspapers.  Social media sources of news require time to determine what is fact and what is fiction or fake news.  Reading news on social media is “more like a never-ending stream of commentary, one that does more to distort your understanding of the world than illuminate it.”  “Relying on social media for the news may mean that what you read is “what other people are saying about the news, rather than the news itself [and] that makes us susceptible to misinformation.”Canadians have also told us they are less interested in seeing advertising or information about products and services.  And although some people read news through social media channels, that is secondary to the main purpose of interacting with friends.  Only 16% of adults that we surveyed admitted that they look at the ads, posts or videos for products and services.http://www.twosidesna.org/US/Tired-of-fake-news-Turn-to-newspapers?utm_medium=email&utm_campaign=Tired%20of%20fake%20news%20Turn%20to%20newspapers%202018-05-23%20163909&utm_content=Tired%20of%20fake%20news%20Turn%20to%20newspapers%202018-05-23%20163909+CID_d4826dbe73a9ead9a3be4edb20177625&utm_source=Email%20marketing%20software&utm_term=Read%20our%20full%20blog



Presenter
Presentation Notes
Why aren’t more people looking at the ads in social media?  Social media ads are intrusive and interrupt users’ communication with friends and family.  Those that are not blocking ads may tune out the ads while they are scrolling through photos and videos.  Social media may amplify messages but as a primary communication medium it lacks trust, engagement and attention.



Optimized Campaign =  

“More is better: spending across multiple 
platforms delivers greater ROI than investing in 
single platforms.”  

Gayle Fuguitt, President, CEO Advertising Research Foundation 

Media Life Magazine, April 4, 2016 

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

  78%  
TRADITIONAL ADVERTISING 

  22% 
DIGITAL ADVERTISING 

 
+ 

Presenter
Presentation Notes
"Every study I've seen, designed to compare media platforms - traditional, digital, social - has reached the same conclusions... they all work, and when you put them together they really work." - David Poltrack (Chief Research Officer, CBS Corporation) Nielsen conference Consumer360 (2018)A recent study in China also finds that the combination of traditional media and digital media can influence purchase intent. The research finds that multi-platform ad strategies influence brand perceptions which in turn affect purchase intent "by enhancing a brand’s perceived warmth, and by enhancing its perceived competence.“- Traditional/offline media carry a one-way, authoritative image that encourages consumers to perceive brands as more competent.- Online advertising helps brands project an image of warmth and friendliness.https://www.warc.com/newsandopinion/news/how_brands_can_show_warmth_and_competence/40592?utm_content=72803692&utm_medium=social&utm_source=twitterhttp://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. 



Who Is Blocking Ads? 

• More than half (53%) of 
Canadians are using Ad 
Blockers across platforms: 
– 87% block Desktop/Laptop 

advertising 
– 43% block Tablet ads 
– 44% block Smartphone ads 

• Millennials are the strongest 
blockers at 62% 

• Geographically, Atlantic (46%) 
and Quebec (48%) are lowest 
blockers 

Totum Research, Canadians 18+, June 2018 

Presenter
Presentation Notes
Ad blocking is growing globally every year.  In this study Canadians were asked about their ad blocking behaviour.  More than half are blocking ads across all digital platforms.  Almost all (87%) are blocking ads on their desktops but tablets and smartphones are moving up the list.Younger Canadians are more active ad blockers and the Eastern provinces are less likely than the average Canadian to block ads.



How Can Consumers Engage with 
Advertising if it is Blocked? 

Totum Research, Canadians 18+, June 2018 

46%  
block computer ads 

23%  
block ads on tablets 

23%  
block smartphone ads 

0% block print 
newspaper ads 

53% 
 of Canadians  

are using Ad Blockers 
across platforms 

Presenter
Presentation Notes
How can Canadians engage with advertising if they are blocking the ads?  You can’t block ads in printed newspapers.



Traditional Platforms Trusted 
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Newspaper Ads - Print/Digital
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Trust Completely Trust Somewhat

Totum Research, Canadians 18+, June 2018 

57% 

52% 

48% 

46% 

37% 

Newspaper ads 
(printed or digital) 
are the most 
trusted of all ad 
formats. 

Almost six in ten 
Canadians trust 
newspaper ads.  

Presenter
Presentation Notes
Then the survey asked about trust in various ad formats.  Newspaper ads (in both print and digital formats) instill the most trust of all traditional platforms.  Almost six in ten Canadians say they trust printed and digital ads in newspapers.  



Traditional Advertising Trusted 
Printed Newspapers

TV Programs
Radio Programs

Printed Magazines
Billboards

Newspaper Websites
TV Websites

Radio Websites
Magazine Websites

Social Networks
Online Video Ads

Online Banner Ads
Search Engines
Mobile Devices

Trust Completely Trust Somewhat Not Much Trust Do Not Trust at All

Totum Research, Canadians 18+, June 2018 

Half of all 
Canadians trust 
printed newspaper 
ads.  

50% 
44% 

43% 
40% 

38% 

Canadians have very 
little trust in digital 
advertising formats, 
particularly social 
media ads, online 
banners and mobile 
ads.   

Four in ten adults 
distrust mobile ads. 

19% 
24% 
23% 

24% 
38% 

34% 

31% 
41% 

38% 

Presenter
Presentation Notes
Canadians clearly trust traditional forms of advertising over digital ads.  Half of all adults trust printed newspapers – which is more than TV, radio, printed magazines or billboards.Canadian consumers have a strong distrust in digital forms of advertising, particularly social media, online banner ads and ads on mobile devices.  Despite this distrust, ads on newspaper websites are more trusted than other formats, as a result of the trusted environment of a newspaper, where reporters and editors fact check and produce credible news content.  Four out of ten completely or somewhat trust the ads on newspaper websites while an equal amount DISTRUST mobile ads.



Presenter
Presentation Notes
Even Facebook turned to printed newspapers when it needed to reach users in a trusted environment.  In March 2018, Facebook took out full page ads in major printed newspapers in the US and UK to apologize for the Cambridge Analytica breach of trust scandal.



Readership of Ads 
by Category 

Presenter
Presentation Notes
And finally the survey asked about ads in different media including printed newspapers, digital newspapers, search engines, social media and general internet websites.  Specifically we wanted to know whether Canadians  read or noticed ads on the various media platforms. The results clearly show that printed newspaper ads are read and noticed the most, followed by digital newspaper ads. 
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Totum Research, Canadians 18+, June 2018 
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We asked Canadians if they read/notice ads in different media 
by category.  Across all categories printed newspaper ads top the 

list, followed by digital newspaper ads.   Auto ads are read by 66% of 
printed newspaper readers and 52% of digital newspaper readers.  

Presenter
Presentation Notes
Here is the data on 5 different categories. The results clearly show that printed newspaper ads are read and noticed the most, followed by digital newspaper ads.  Ads in social media (Facebook) and search engines (Google) lag.  More advertising dollars are spent on the two media where ads are the least noticed and actively blocked.  If ads are being blocked they cannot be noticed! Automotive - Printed Newspaper Readers:84% said their print newspaper contains auto ads |78% said they read or looked at the auto ads in their newspaper!Newspaper Websites or Apps:71% indicated that the newspaper website or app contains auto ads | 73% said they read or looked at the auto ads on the newspaper website or app.Social Media:46% indicated that they look at ads or commercials on Social Media sites | 56% said they specifically look at ads for auto on Social Media sitesSearch Engines:36% indicated that they go to sites listed as ads on Search Engines | 82% said they go to sites listed as ads for autos Travel - Printed Newspaper Readers:78% said their print newspaper contains travel ads | 79% said they read or looked at the travel ads in their newspaper!Newspaper Websites or Apps:63% said the newspaper website or app contains travel ads | 65% said they read or looked at the travel ads on the newspaper website or app.Social Media:49% said they look at ads or commercials on Social Media sites| 68% said they specifically look at ads for travel on Social Media sitesSearch Engines:31% indicated that they go to sites listed as ads on Search Engines | 74% said they go to sites listed as ads for travel 



Brandon Sun: Victim of Fake News 

Presenter
Presentation Notes
“Over the weekend, I was told by someone in our community that The Sun had burned and that longtime daily newspaper was “dead and gone”.  When I corrected them, explaining The Sun building had not burned, they argued with me.  I remember a few weeks ago reading on Facebook how the entire community of Forrest was burning when they had the scare with the out-of-control grass fire.  It always amazes me how anyone can post anything on social media and people believe its true.”  Darryl Holyk, Publisher, Minnedosa Tribunehttps://www.brandonsun.com/opinion/editorials/rumours-of-fire-at-sun-illustrate-need-for-proven-media-483410403.html The Brandon Sun example is not unique – research has found that false news spreads more rapidly than real news — and by a substantial margin – particularly on social media. Much of news from social media is commentary, not news, that distorts and makes us susceptible to misinformation. A key difference is that newspapers prioritize depth and accuracy over speed.A new study published in Science by MIT researchers, tracked thousands of news stories spread on Twitter, which were then tweeted millions of times between 2006 to 2017.  The study showed that the spread of false information on Twitter was not due to bots programmed to disseminate inaccurate stories but to people retweeting inaccurate news items. In fact, false news stories were 70% more likely to be retweeted than true stories and it took true stories about six times longer than false stories to reach 1500 people.  The researchers suggest the reason why this happens is linked to human psychology. “False news is more novel, and people are more likely to share novel information… And on social networks, people can gain attention by being the first to share previously unknown (but possibly false) information.“http://bit.ly/2JtcY94

https://www.brandonsun.com/opinion/editorials/rumours-of-fire-at-sun-illustrate-need-for-proven-media-483410403.html


Executive Summary 
Nine in ten Canadians (88%) read newspapers each week across Canada, on different platforms at 
different times of day.1 

Local newspapers are a trusted source of information in communities across Canada and continue to be 
THE preferred source for local information, with a clear preference for the printed product. 
This research examines what drives Canadians to read community newspapers, in both printed and digital 
platforms. The main reason for reading, in both print and digital platforms, continues to be something that 
can be hard to find anywhere else: LOCAL information, in various forms (news, sports, entertainment, 
events, etc.).  
Half of readers also read for the advertising and flyers/inserts in their papers. Community newspaper 
readers are engaged with advertising and respond to ads with action. Print newspaper ads are effective at 
driving awareness, store visits and purchases while digital ads prove more popular for research, both 
online as well as offline. 
On a daily basis Canadians are surrounded by media, bombarded by thousands of brand messages on an 
increasing number of traditional and digital platforms. Digital interactions in a single “Internet Minute” are 
mind boggling. In Canada, it is estimated that Google and Facebook account for 72% of all Internet 
spending ($5.5 billion)2.  But Canadians tell us that they don’t want to see ads in social media; social media 
is used primarily to communicate with friends and share stories, photos and videos. As a result, more than 
half of Canadians (53%) respond to digital advertising with ad blockers, primarily on computers and to a 
lesser degree on tablets and phones.   
Trust is a key element for consumer engagement.  The data on trust in various ad formats reinforces that 
newspapers top the most trusted list and social media and mobile ads are among the least trusted.  It is 
therefore not surprising that ads in newspapers, printed and digital, are the most read across multiple 
categories, including automotive, financial products, real estate, telecommunications and travel. 

1 – 2018: Newspapers 24/7 
2 – Canadian Media Concentration Project, 2017 
Totum Research, Canadians 18+; June 2018 
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Local newspapers continue to provide a trusted source for local news and information to Canadians in communities across our country.  Reporters, editors and publishers tirelessly produce local content that is relevant and critical to their communities.  In many cases community newspapers are the only source of this local information. This is why newspapers matter.  This is why Canadians have greater levels of trust in newspapers and read the advertising within their pages.This is why Local Newspapers are Trusted and True.
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