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Study Overview

Shaw Rocket Fund: Mission Statement

The Shaw Rocket Fund, working in partnership with youth, is dedicated to
investing in the Canadian children’s and youth production industry with a broader
mission of championing Canadian children’s programming in Canada and around
the world.

Background

Shaw Rocket Fund’s ongoing mission is to better serve children and youth with
their media, it is committed to being abreast on youth media habits to ensure
that Canadian producers continue to excel in providing children innovative and
relevant viewing experiences that young people want and expect.

In support of Broadcasting Notice of Consultation CRTC 2014-190 Let’s Talk TV,
this study on the Media and Technology Habits of Canadian Youth was conducted
in August 2013 by yconic Market Research & Insights. The sample of 1,040
Canadian youth 13 — 18 was intended to give an overview of the themes affecting
Canadian youth when it comes to TV viewership today.

Primary Objectives
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*  To check the pulse on media and technology usage habits of Canadian
youth, with regards to device and content usage and behaviours

*  To explore how Canadian youth discover and engage with TV
programs/video content, and across which platforms
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Study Overview

About Shaw Rocket Fund

The Shaw Rocket Fund is a forward-thinking, not-for-profit corporation that
focuses on stimulating excellence in the Canadian children’s production industry
through equity investment and initiatives such as the much celebrated Shaw
Rocket Prize. To date, the Shaw Rocket Fund has invested over $160 million
towards television and digital programs for children, families, and youth.

About yconic, Research Partner
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yconic is digital media company that engages over three million youth and young
adults and partners with brands that want to authentically help and build
meaningful connections with youth. yconic’s StudentAwards.com is Canada’s
largest student platform with over 2.26 million registered students and over $100
million in financial opportunities. It is the place where youth and students can
give and get the help they want to manage student life.

yconic’s Uthink.com is Canada’s largest youth focused market research panel, with
more than 549,000 young adult panelists. The insights founded from this panel
help partner organizations better understand youth in Canada. For more
information, please visit yconic.ca.
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http://yconic.ca/

Survey Methodology

Rest of
Canada Quebec
58% 42% =

hewi¥ 4

yconic surveyed a nationally representative sample of 9 to 18 year olds. The survey was
conducted online with 1,040 Canadians aged 9 to 18 sampled from a representative panel of
over 549,000 Canadian residents.

The survey was completed from August 15 — August 23, 2014. Since the online survey was not a
random, probability based sample, a margin of error could not be calculated. The margin of
error for a survey of 435 respondents in Quebec using a probability sample is +/- 4.7%, 19 times
out of 20. The margin of error for a survey of 605 respondents from the rest of Canada using a
probability sample is +/- 3.98%, 19 times out of 20.
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Sample Distribution
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Rest of Canada = 605 Quebec =435
Age Distribution M Rest of Canada m Quebec

9t0 12 (206)
50% (213)
13to 15 (190)
(159)
16 to 18 (209)

(63)
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Key Findings
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Canadian content is important to youth, deemed a
source of pride.

Youth are more socially connected than ever before,
and share among peers with ease when discovering
new content. Most importantly, face to face
interactions are as valuable as their digital
connectedness.

TV is the most commonly used technology for
viewing content overall and the most preferred.
However, digital screens play a near comparable role
in content consumption behaviours.

TV viewership includes a total viewing experience
that is both digital and traditional. The time spent
with each and the priority in the eyes of young
people is determined by relevance and accessibility.
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Perceptions on
Canadian Content



Across the board, youth are proud
to see Canadian content on TV

Attitudes Towards Canadian Content

% Yes/ Strongly and Somewhat Agree

Rest of Canada

ziz,aldcizz tell the shows | watch are 33% 42% 1% 299% 37% 29%
Lﬁzz:itz:nzzrjonally to shows that are 44% 44% 40% 33% 33% 27%
| like shows that reflect me as a Canadian 47% 50% 41% 37% 36% 32%

Majority of Canadian youth feel proud to watch Canadian TV

Canadian teens show pride when a show they watch is Canadian. Seven out of ten

(71%) say they feel proud when a show they like is Canadian, as do 5 out of 10

Quebec youth.

It is most important to Canadian tweens (9-12) and young teens (13-15) that shows
reflect them as a Canadian, 47% and 50%, respectively.

Q. Please rate your level of agreement with the following statement. RoC = 605, QC = 435
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Accessing new and fresh Canadian
shows is important across all youth

Rest of Canada

Total

Total 73%

9to 12 70%

13 to 15 71%

16to 18 76%

Quebec
m Extremely important

Q. How important is it to you that there is a selection of new and fresh Canadian shows? RoC = 605, QC = 435
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Device Usage and
Ownership
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TV used daily, a variety of digital
screens follow, among all youth

Daily Personal Device Usage

0,
v 79%
89%

Smartphone (e.g. iPhone, BlackBerry, Android,

Tablet (eg. iPad, Google Play Book)

63%
etc.)

Laptop computer

Desktop computer

Video Game console (eg. Playstation)

Mobile phone that is not a Smartphone

Home phone

B Rest of Canada

B Quebec

e-Book Reader

Q. In a regular week, how often do you use these devices for personal use?
% Multiple times per day/Daily RoC = 605, QC = 435
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Tablets and game consoles used by
tweens, teens are on their smartphone

m16-18 Daily Personal Device Usage

m13to 15
TV
EOto12

Smartphone

Rest of Canada

85%
87%

82%

Laptop computer

Tablet

Desktop computer

Home phone

Video Game console

Mobile phone 22%

16%

e-Book Reader

Q. In a regular week, how often do you use these devices for personal use? % Multiple times per day/Daily RoC = 605

*Viewership behaviour on devices to follow.
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Shifting to mobile Tech:
Smartphone usage is much
higher among tweens and
teens, using both mobile
and traditional TV to watch

their shows*




TV dominates daily viewing among tweens and
teens in Quebec, smartphone usage still emerging

Daily Personal Device Usage

Quebec

m16-18 91%
TV 88%
m13to15 90%

m9to 12
Smartphone

|Laptop computer

Tablet

Desktop computer

Home phone

Video Game console

Mobile phone

e-Book Reader

24%

54%

61%

Shifting to mobile Tech:
In Quebec, an
overwhelming majority
use TV daily. However,
smartphone usage and
laptop reveal large jumps
upon turning 13 years-old.

Q. In a regular week, how often do you use these devices for personal use? % Multiple times per day/Daily

QC=1435
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Device have in the home:
Wireless Internet is as accessible as TV

Rest of Canada

Personal Voice Recorder (PVR, 48%
DVR, TiVo) ?
Smart TV (connected to the .
Internet) 31%
IPT\( (.InterrTet Protocol 16%
Television — like Apple TV)

Quebec

Cable TV (Digital or

0,
Satellite) Sl

Wireless router (WiFi) 90%

Personal Voice Recorder

0,
(PVR, DVR, TiVo) 49%

Smart TV (connected to

0,
the Internet) 30%

IPTV (Internet Protocol

[s)
Television — like Apple TV) 9%

Q. We are interested in finding out about the devices you have in your home. For each item listed, please select
the statement that describes your situation at home. RoC = 605, QC = 435

Shaw) Shaw)
Rocket ﬂgf
Fund

Fonds

Fuelling creativity / / Alimenter la créativité




TV remains preferred viewing
experience, online increases with age

| would rather watch a TV show online than on a regular TV
9to 12

9to12-QC

13to 15

13to15-QC

16to 18

16-18-QC

| would rather watch my shows on TV

9to 12

9to12-QC

3015 S

13to 15-QC

% agree/ Strongly agree

161015 G

16-18-QC

Q. Please tell us how much you agree or disagree with each statements. RoC = 605, QC = 435
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iewership Attitudes
and Behaviour
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TV viewing still exceeds digital,

with a departure to digital viewing
at 15 years

Total Standard TV Viewing
10.72 13.90

(On TV, DVD, DVR, VOD)
Total Digital TV Viewing

. 12.96 7.27
(On laptop, smartphone, tablet, Netflix, YouTube)

Rest of Canada
—Total Standard TV Viewing —Total Digital TV Viewing

13.19

— 15.14

10.54
/ 13.16
11.09 8.15

Total

Viewing
24 Hrs/wk

Quebec

Total
Viewing

21Hrs/wk

13.64 13.86 14.86
—=10.86
4.92
9to 12 13to 15 16 to 18

Q. Thinking about this past week, how many hours did you spend watching TV shows in the following ways?
Round to the closest hour. If you didn’t watch any TV shows in this manner, enter 0. RoC = 605, QC = 435
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YouTube and Netflix consumption near
comparable to traditional TV viewing
among young people

Video Content Viewership - Hrs

51% of Canadian
youth outside of

Quebec watch
3.11 Netflix

> 5.81 hrs

Streaming on a computer or laptop 2.82

On YouTube

Downloading them to a computer or laptop

On Netflix

On a tablet (eg. iPad, Google Playbook)

On my smartphone

Watched TV shows on a TV (cable, non-
cable, digital box, satellite) 8.53

On DVD

Recorded on a digital video recorder M Rest of Canada

2.64

H Quebec
Video-On-Demand (VOD)

Q. Thinking about this past week, how many hours did you spend watching TV shows in the following ways?
Round to the closest hour. If you didn’t watch any TV shows in this manner, enter 0. RoC = 605, QC = 435
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TV remains the most preferred way
for watching shows

Video content viewership by Device

TV (cable, satellite)
80%

55%
On your home computer or laptop

On a tablet (eg. iPad, Google Play Book)

By plugging a computer or laptop toa TV

On a game console

With Apple TV or Smart TV
B Rest of Canada

On a smartphone W Quebec

Q. How much do you like watching shows on each device listed here? Please use a 5-point scale where 1
means ‘do not like at all’ and 5 means ‘really like a lot.” % Like - Top 2 Box (4/5) RoC = 605, QC = 435
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For teens, TV and computers as a preferred
way to watch content are comparable

Rest of Canada

Video content viewership by Device - Age

—
74%
76%

TV (cable, satellite)

On your home computer or laptop

On a tablet (eg. iPad, Google Play Book)

W 16-18
W 13-15

By plugging a computer or laptop toa TV =912

On a game console

37% Shifting to mobile Tech:

Teens use the TV and a
33% computer equally to
consume video content.
Although TV is preferred
among tweens and young
teens, half enjoy using
their computer.

With Apple TV or Smart TV

On a smartphone

Q. How much do you like watching shows on each device listed here? Please use a 5-point scale where 1
means ‘do not like at all’ and 5 means ‘really like a lot.” % Like - Top 2 Box (4/5) RoC = 605
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Quebec teens prefer TV, but viewership on
other devices are increasing in popularity

Quebec

Video content viewership by Device - Age

TV (cable, satellite)
84%

On your home computer or laptop

On a tablet (eg. iPad, Google Play Book)

By plugging a computer or laptop to a TV

On a game console

14%

Shifting to mobile Tech:
18%

Similarly in Quebec, albeit
in smaller numbers, teens
25% compliment their TV
experience with an online
experience.

With Apple TV or Smart TV

On a smartphone

Q. How much do you like watching shows on each device listed here? Please use a 5-point scale where 1
means ‘do not like at all’ and 5 means ‘really like a lot.” % Like - Top 2 Box (4/5) QC = 435
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Family, YTV and TELETOON lead among
tweens; assorted channel selection for teens

Rest of Canada

O i
0

family 55%

0

33%
51%

46%

40%

16%
15%

Globab H

W16 tol8

A 9%
HGTV m 13 to15
Ci — m9to12

tytv 4%

21%
“l
M.lb

cactelews 1on

Q Which of these TV channels do you like to watch on a regular basis? Please select your top THREE favourites. RoC = 605
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VRAK TV leads, appealing to both
tweens and teens in Quebec

43%
P 4%
19%

m16to 18
m13to 15
moto12

Q Which of these TV channels do you like to watch on a regular basis? Please select your top THREE favourites. QC = 435
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Content Discovery and
Engagement
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Aside from gaming, consuming shows online is a

weekly online activity

Weekly Online Activities

Played games online, using a computer, phone or
tablet

66%
68%

Streamed a show on a website (like Youtube.com)

Watched a show online for free

53%
47%
43%
36%

Played single player games

42%
48%

Watched a show online using a paid subscription (like
Netflix)

40%
11%

Played multiplayer games online

Played multiplayer games

Followed a video content character on social media
(e.g. Facebook or Twitter)

Visited a show’s website

Downloaded a show for free

Visited a TV station’s website (like ytv.ca)

Downloaded full length movies

Paid to download a show (iTunes)

33%
29%

31%
30%

31%
29%

28%
29%

MW Rest of Canada

B Quebec

Q. In the past week, tell us if you have done any of the following actions on the Internet. Please select all that

apply to you. RoC =605, QC = 435
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YouTube, the most highly used
social sharing site among
Canadian youth

Social Media/ Web Platform Usage

M Rest of Canada ® Quebec

17%48%
13%  11% gy
4%

4% S%39  5%39 4% 59,

A® oy S0 GE = @0

YouTube was the most highly used social sharing site among Canadian youth.

* Of the most frequently used social sharing sites YouTube ranked ahead for Canadian
youth.

*  While previous studies have shown that Canadians have higher YouTube usage than
any other country (comScore 2011), our study shows that older teens, (16 —18)
are using this even more frequently than the average Canadian.

* This was also the most highly used site among 9 -12 year olds, of whom 62% said
they use the site once a day or more. Almost half (46%) of 9-12 year olds outside of
Quebec said they used YouTube multiple times every day.

Q. In a regular week, how often do you use each social media/web platform or app? % Multiple times a day/once a day
RoC =605, QC = 435
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Viewing experiences extend to digital content and
social media, further engaging youth

Actions Taken: Extended Viewing Experiences

Find the website for the show 36%

25%

36%
Watch bloopers/outtakes 239%

o)
View a social media page of a show 32%

25%

31%
Watch deleted
atch deleted scenes 16%

Watch behind the scenes online (e.g. 29%
interactive tour of set, the making of the show) 13%

Listen to the soundtrack or other music in the 28%
show 15%

Watch interviews with the director or other 26%
crew/cast members 9%

0,
Like a social media page of a show 25%

21%

o)
Download music heard on the show 23%

Follow or interact with an actor/actress online M Rest of Canada

(e.g. Twitter) 17%

21%
B Quebec

0,
Play games offered by the show 20%

Q. What other types of activities have you done when you really like a show? Please select all that apply to you.
RoC =605, QC = 435
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Youth look to peer groups for new
shows

M | tend to be the first to know about new TV shows
B My friends often tell me about new TV shows
B When a TV show gets really popular among my

friends | start to watch it
| have no interest in new TV shows - I'm

comfortable with what I like right now

Quebec
Rest of Canada

Young people look to their peer group for technology trends
* Teens are more likely to seek out new content from peer group (44% of
Quebec teens 16 — 18 find out about new TV shows from friends)

Q. Which statement comes closest to your view? RoC = 605, QC = 435
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Peer-to-peer sharing is central
to new content discovery

Ways new TV shows are discovered

Friends tell me about it face to face

See an advertisement on TV

Friends tell me about it through social media
(e.g. Facebook, Twitter)

Through an online video service (e.g. Netflix or
YouTube)

See an advertisement online

Parents tell me

Friends tell me about it through text (e.g. SMS,
iMessage)

Friends share a link online

Friends tell me about it through messaging
apps (e.g. WhatsApp)

Shared by a celebrity, blogger, famous person
online

Friends tell me about it through group text (e.g.
iMessage)

12%

12%

M Rest of Canada

W Quebec

Q. How do you find new TV shows? Please select all those that apply to you. RoC = 605, QC = 435
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Youth like to see relevant, unique,
aspirational characters

Keeps me interested in a show

. . . 75%
Characters have a unique, different personality

Show is based on real life situations that | can
relate to

Characters’ personality is something | aspire to

| learn something every time | watch it

Have strong moral values that | relate to

Characters are the same age or in the same
grade

Characters reflect different cultures B Rest of Canada

. B Quebec
Are based on locations/landmarks that | am

familiar with 50%

Q. Think about the shows you really like to watch, tell us if these items are reasons that keep you interested
in a show. DRAG and DROP each item into one of the three buckets. RoC = 605, QC = 435
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Key Findings
with Supporting Data

Shaw) Shaw)
Rocket Fonds;/

yconic.



Key Findings

Canadian Content is important to youth, deemed a source of pride.

Approximately seven out of 10 youth in the Rest of Canada, and over half of
Quebec youth expressed that they are proud when a show they like is
Canadian.

Similarly, over seven out of 10 youth in the Rest of Canada, and over half of
Quebec youth feel it’s important to have a selection of new and fresh
Canadian shows available to them.

Youth are more socially connected than ever before, and share among peers with
ease when discovering new content. Most importantly, face to face interactions
are as valuable as their digital connectedness.
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Of the top three weekly content related online activities, two are related to
consuming free digital content.

Seven out of 10 Canadian youth learn about a new TV show through face to
face conversations with friends; at least a third are discovering news shows via
social media.

Digital activities related to preferred shows only further engages young people
in the content.
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Key Findings

TV is the most commonly used technology for viewing content overall and most
liked to watch a show. However, digital screens play a near comparable role in
content consumption behaviours.

A vast majority use their TV daily, and at least seven out of 10 identify it as
their preferred method of watching their shows.

Smartphone and laptop computers litter daily usage, particularly among the
teen demographic (13-18yrs).

For tweens (9-12yrs), the tablet is preferred device, used more often than a
laptop or smartphone.

Number of hours spent consuming Standard TV Viewing remains relatively
consistent with Digital TV Viewing, with the exception of older teens (15-
18yrs), when Standard TV viewing drops by 5hrs per week.

TV viewership includes a total viewing experience that is both digital and
traditional. The time spent with each and the priority in the eyes of young people
is determined by relevance and accessibility.
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A third of youth in the Rest of Canada, and at least a quarter of Quebec youth
seek out the website and/or the social media social pages of their shows.

While online they are engaging in additional content related to the show, e.g.
bloopers and/or deleted scenes.

At least 6 out of 10 youth are looking for a characters that are not only
representative of ‘real life’ situations, but are unique and aspirational to the
viewer.
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