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Background 

•  The Shaw Rocket Fund developed a research program to garner insights into 
Canadian youths’ attitudes and behaviours related to media, technology and 
content consumption patterns. 

 
•  This report solely focuses on the 2010 Quantitative Landscape of Youth Media 

Habits 

•  Moving forward, the intention is to track these attitudes and behaviours to inform 
and ultimately become the primary content for the annual Rocket Report  
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Quantitative Objectives 

•  To better understand the attitudes and behaviours of both ‘regular’ TV and 
online content among 9-17 year-olds,  as they stand today and their overall 
expectations for the future 

•  To determine the overall media habits of young Canadians to understand 
their relationship with content, media and technology 

•  To understand youths’ perceptions and behaviours of, as well as 
expectations for, Canadian content, as it stands today and for the future 
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Methodology 
•  A National quantitative study of young Canadians was fielded via an online 

surveying tool and opt-in invitation system to Canadians ages 9-17 
•  The survey was conducted in both English and French 
•  All data was weighted as per Statistics Canada by age, gender, grouped province 

(BC/AB, MAN/SK, ON, QUE, ATL) 

•  Here is a breakdown of the sample with confidence intervals: 
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English French 

Total  
Gender Age 

Total 
Gender Age 

Male Female 9-12 13-17 Male Female 9-12 13-17 

% 100% 49% 51% 39% 61% 100% 51% 49% 43% 57% 

n 859 418 441 338 521 246 126 120 105 141 

Confidence 
Interval ±3.33 ±4.78 ±4.66 ±5.32 ±4.28 ±6.24 ±4.78 ±8.94 ±9.56 ±8.25 



Geographic Distribution 
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BC and Alberta: 
29% English 
2% French 

Saskatchewan and 
Manitoba: 
11% English 
0% French 

Ontario: 
48% English 
4% French 

Quebec: 
4% English 
92% French Atlantic Canada: 

9% English 
3% French 

Large City: 
55% English 
39% French 

Small City: 
25% English 
38% French 

Rural: 
20% English 
23% French 



Age & Level of Education 
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Elementary School: 
26% English 
33% French 

Middle School: 
32% English 
32% French 

High School: 
40% English 
32% French 

Post Secondary 
School or Vocational: 
0% English 
3% French 

Tweens 
(9 to 12 years) 
44% English 
44% French 

Teens 
(13 to 17 years) 
56% English 
56% French 



Technology Adoption and Viewing habits per Week 
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English 

Total 

Attitudes Towards Technology TV Hours Per Week 

Want the 
latest tech 

Read reviews/ 
talk to friends 

Wait until 
it's proven 

Buy when 
discounted 

Buy same 
as friends 

Don't care - 
low priority 

Low 
(<6 hrs) 

Med. 
(>6 hrs 

& 
<18 hrs) 

High 
(>19 
hrs) 

% 100% 37% 20% 15% 8% 12% 8% 23% 47% 30% 

n 859 322 171 128 70 103 65 201 401 257 

Confidence 
Interval ±3.33 ±5.45 ±7.49 ±8.66 ±11.71 ±9.65 ±12.15 ±6.91 ±4.88 ±6.11 



Technology Adoption and Viewing habits per Week 
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French 

Total 

Attitudes Towards Technology TV Hours Per Week 

Want the 
latest tech 

Read reviews/ 
talk to friends 

Wait until 
it's proven 

Buy when 
discounted 

Buy same 
as friends 

Don't care - 
low priority 

Low 
(<6 hrs) 

Med. 
(>6 hrs 

& 
<18 hrs) 

High 
(>19 
hrs) 

% 100% 24% 20% 9% 13% 16% 18% 20% 56% 24% 

n 246 59 49 22 32 39 45 50 138 58 

Confidence 
Interval ±6.24 ±12.75 ±14 ±20.89 ±17.32 ±15.69 ±14.61 ±13.86 ±8.34 ±12.86 



Let’s set the stage... 



Each decade has evolved the values on media and technology 

• Perspec(ve	
• Communica(on	
• Connec(vity	
• Choice	and	control	

1990s	

• Networks	
• Create	
• Disseminate	
• Par(cipate	

2000s	
• Expecta(on	
• Experiences		
• Mobility	
• Accessibility		

2010s	
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9-17 year-olds enjoyed their formative years with these… 
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1990 1999 

2000 2005 2010 



The technology and media context of 9 to 17 year-olds 

•  Young Canadians have been born into a world that allows for immediate 
access and seamless connectivity to people and content 

 
•  Controlling the place and time they engage with people and content are 

considered normal or the young people’s status quo 
 
•  Exposure to rapidly advancing technology inherently impacts the way they 

contextualize and interact with their entertainment properties 

•  This report will delve into current attitudes and behaviours of 9 to 17 
year-olds 
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2010 Media and Technology  
Landscape Study among Young Canadians 

 
Detailed Findings 



Technology Attitudes and Usage 



TWEENS 
Want the newest technology right away 

16 

44%

16% 12% 11% 9% 8%

31%
18%

12%
22%

11% 6%

I want to have the 
newest technology 

right away

I buy the same 
technology that 
my friends buy

I read lots of 
reviews and/or 
talk to friends 

before considering 
a new product

I don't really care 
about new 

technology - it's 
low priority

I don't buy the 
product until it's 

deeply discounted

I wait until the 
product has 
proven itself

English 9 to 12 yrs

French 9 to 12 yrs

Q6. When it comes to new technology please select the statement that best fits you. n=443 

Tweens expressed that they want the newest technology right away – these “early adopter” attitudes are mainly 
based on tweens’ overall desires for new technology and less in their ability to actually acquire it. This attitude is 

also much more prevalent among tweens in English Canada than those in French Canada – a theme we’ll see 
throughout this study.   

 
At the end of the day, they are still subject to their very small income from part-time jobs or household work and 

will reply heavily on the contribution received from their parents. 

Attitudes towards new Technology 
Tweens 



TEENS 
Want new technology but will review before purchase 
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Teens are, predictably, more pragmatic and overall more engaged in technology.  This age group is much 
more thorough with their approach to new technology and will read reviews and discuss the quality and 

performance of technology with their friends – it’s definitely a hot topic! In addition to this, their budgets, 
often small and carefully allocated, are more likely to contribute to the whole purchase or a greater 
portion of the overall purchase which makes knowing the purchase is right all that more important. 

Q6. When it comes to new technology please select the statement that best fits you. n=662 

34%
24% 19%

10% 8% 5%
18%

26%
11% 14% 15% 16%

I want to have the 
newest technology 

right away

I read lots of reviews 
and/or talk to 
friends before 

considering a new 
product

I wait until the 
product has proven 

itself

I buy the same 
technology that my 

friends buy

I don't buy the 
product until it's 

deeply discounted

I don't really care 
about new 

technology - it's low 
priority

English 13 to 17 yrs

French 13 to 17 yrs

Attitudes towards new Technology 
Teens 



MALES vs. FEMALES 
Males more likely to want new technology right away 
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Q6. When it comes to new technology please select the statement that best fits you. n=1105 

45%

21%
12% 9% 7% 5%

30%
20%

11% 16%
10% 14%

32%

17% 16% 16%
9% 11%

18% 20%
7%

16% 17%
23%

I want to have the 
newest technology 

right away

I read lots of reviews 
and/or talk to friends 
before considering a 

new product

I wait until the 
product has proven 

itself

I buy the same 
technology that my 

friends buy

I don't buy the 
product until it's 

deeply discounted

I don't really care 
about new 

technology - it's low 
priority

English Males

French Males

English Females

French Females

Overall, the leading attitude across both males and females is that they want new technology right away.  
However, it is the males (simply more “techie” in nature, particularly in English Canada) that are much 

more likely than their female counterparts to be attracted to new gadgets. But overall, across both region 
and gender, reading reviews and talking to friends is a key component to their overall outlook towards 

new technology. 

Attitudes towards new Technology 
Gender 



TWEENS & TEENS 
Start building their relationship with technology early 

19 
Q7. We are interested in finding out what kinds of technologies you own or use. For each of the following, please select the 
statement that best describes your situation:. n=1105 

Total English 9-17 yrs Total French 9-17 yrs 

DVD Player: 71% 

LCD or Plasma TV: 46% 

DVD Player: 65% 

LCD or Plasma TV: 28% 

Digital Cable: 53% Digital Cable: 31% 

PVR: 36% PVR: 26% 

HD TV: 48% HD TV: 28% 

Digital Camera: 45% Digital Camera: 31% 

Non-Apple Desktop: 61% Non-Apple Desktop: 49% 

Wireless Router: 64% Wireless Router: 43% 

High Speed Internet: 86% High Speed Internet: 74% 

The plethora of technology that both tweens and teens can access in the home inherently impacts how 
they interact, share and consume content. Technology adoption in French households continues to be 

behind the pattern established in the rest of the country. 

Technologies “in the home” 



TWEENS 
Own gaming and music tech before mobile phones or computers 
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Q7. We are interested in finding out what kinds of technologies you own or use. For each of the following, please select the 
statement that best describes your situation:. n=443 

English 9-12 yrs French 9-12 yrs 
Own Desire Own Desire 

Video Game 
Console: 48% 

Video Game 
Console: 6% 

Video Game 
Console: 28% 

Video Game 
Console: 17% 

HD TV: 2% 
Plasma/LCD TV: 4% 

HDTV: 28% 
Plasma/LCD TV: 25% 

HD TV: 6% 
Plasma/LCD TV: 5% 

HDTV: 31% 
Plasma/LCD TV: 46% 

iPod: 38% iPod: 32% iPod: 23% iPod: 50% 

Portable mp3 player 
– not iPod: 41% 

Portable mp3 player 
– not iPod: 9% 

Portable mp3 player 
– not iPod: 41% 

Portable mp3 player 
– not iPod: 13% 

Mobile Phone: 22% 
Smartphone: 3% 

Mobile Phone: 33% 
SmartPhone: 43% 

Mobile Phone: 7% 
Smartphone: 1% 

Mobile Phone: 45% 
SmartPhone: 41% 

Apple Laptop: 3% Apple Laptop: 45% 

Apple Laptop: 1% Apple Laptop: 37% 

Gaming and music devices are owned; mobile technology and high-end TVs are the most desired among tweens, in 
both English and French Canada. Again, whether they have access or simply want the new technology these 

numbers emphasize the deepening and pending relationship young people have with technology. 
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Q7. We are interested in finding out what kinds of technologies you own or use. For each of the following, please select the 
statement that best describes your situation. n=662 

English 13-17 yrs French 13-17 yrs 

Video Game 
Console: 48% 

Video Game 
Console: 10% 

Video Game 
Console: 36% 

Video Game 
Console: 10% 

HD TV: 3% 
Plasma/LCD TV: 7% 

HDTV: 37% 
Plasma/LCD TV: 38% 

HD TV: 3% 
Plasma/LCD TV: 9% 

HDTV: 41% 
Plasma/LCD TV: 45% 

iPod: 64% iPod: 17% 

iPod: 34% iPod: 42% 

Portable mp3 player 
– not iPod: 36% 

Portable mp3 player 
– not iPod: 8% 

Portable mp3 player 
– not iPod: 41% 

Portable mp3 player 
– not iPod: 13% 

Mobile Phone: 53% 
Smartphone: 12% 

Mobile Phone: 17% 
SmartPhone: 51% 

Mobile Phone: 32% 
Smartphone: 2% 

Mobile Phone: 31% 
SmartPhone: 50% 

Apple Laptop: 4% Apple Laptop: 47% 

Apple Laptop: 2% Apple Laptop: 36% 

Digital Camera: 47% Digital Camera: 11% 

Digital Camera: 27% Digital Camera: 24% 

TEENS 
Own iPods and cells, desire high-end quality laptops and TVs 

Teens tend to own portable gadgets, including mp3 players, mobile phones and digital cameras. They are attracted 
to new tech and also want to stay connected, so they want smartphones and laptops most. Because they 

contribute monetarily to tech purchases, the items they most desire, and do not own, tend to be more expensive. 

Own Desire Own Desire 



TEENS & TWEENS 
Desktops at home; Laptops are strongly desired 
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Q7. We are interested in finding out what kinds of technologies you own or use. For each of the following, please select 
the statement that best describes your situation. n=1105 

English French 

Note: Desktop includes Apple and Non-Apple Desktop. Laptop includes Apple and Non-Apple Laptop. 

39% 

34% 

14% 

33% 

59% 

56% 

9-12 yrs 

13-17 yrs 

14% 

22% 

10% 

17% 

64% 

46% 

9-12 yrs 

13-17 yrs 

68% 

62% 

13% 

25% 

34% 

39% 

9-12 yrs 

13-17 yrs 

52% 

48% 

14% 

24% 

26% 

26% 

9-12 yrs 

13-17 yrs 

Personally Own 
Want 

Have In Home 



Technology, introduced early into the lives of young people, is the 
cornerstone to content consumption – whether an entertainment 
system or an iPod each indicate how young people expect they 
will consume content – instantly and/or on-the-go. It is a way of 
life. 
 
TV, among the first pieces of technology integrated into their lives, 
still represents their primary method of content consumption 
today. 



TWEENS & TEENS 
English Tweens watch the most TV 

24 

Q9. How many hours, on average, do you watch TV on: A typical weekday (like a Monday or a Thursday), A typical weekend 
day (like Saturday or Sunday), In a typical seven day week (from Monday to Sunday). n=1105 

English 

English Tweens and Teens watch about 3 to 5 
hours of TV on a typical day. 

French Tweens and Teens watch about 2 to 5 
hours of TV on a typical day. 

French 

Tweens tend to watch more TV than teens, particularly in English Canada. The lifestyle of teens 
fundamentally shift as they spend more time with their friends and more time online doing 

entertainment, social and school related activities…but more on that in a bit.  

Average Time spent watching TV in a typical week 
By Age & Language 



First, let’s focus on TV consumption habits.  



TWEENS & TEENS 
TV is the initial content vehicle 
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Q19. Which of the following statements best reflects your behaviour when it comes to the TV programs that you like to 
watch? n=1105 

TV Viewing Behaviour 
By Age & Language 

English French 

Content consumption,  which is mainly for entertainment purposes, starts with TV.  They know what day and 
time their shows are on and will make sure they are in front of the TV to watch them – this is inherently the 

result of how TV programs ‘live’ in the minds of young people. In other words, the characters, the topic matters 
and the overall marketing mix all build toward instilling a level of commitment, for these scheduled moments. 

However, the numbers for downloading and streaming will be ones to watch as content becomes readily 
available and/or customized for the web. 



TEENS & TWEENS 
Combing all supplementary mediums after TV is near comparable 
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Q13b. How are all the different ways you watch your favourite show? Select as many as apply. n=1105 

English French 

93%	 92%	

73%	

84%	

9-12	yrs	 13-17	yrs	
TV (Cable, Non-cable, Digital box, Satellite) 

Supplementary Methods: (DVD, DVR, OnDemand, 
Streaming, Downloading and On their Mobile) 

97%	
90%	

41%	
50%	

9-12	yrs	 13-17	yrs	

TV vs Aggregated Supplementary Methods of  
Ways Favourite TV show is WATCHED 



TWEENS & TEENS 
Naturally, TV is the top choice for their favourite shows 

28 Q13b. How are all the different ways you watch your favourite show? Select as many as apply. n=1105 

French 
Ways Favourite show is WATCHED 

Again, TV dominates young people’s access to 
content.  

However, TV shows are also being watched on 
DVDs, DVRs and via streaming and 

downloading, to some extent. These numbers 
will only increase as content becomes 

increasingly available via these mediums, 
particularly online. 

Asynchronous viewing - the act of not viewing 
TV shows when they are on TV – is being 

circumvented by networks’ ability to create 
programming that is premium, live, or 

premiered on TV first. Currently, accessing 
content online supplements TV viewing. 

Downloading 

Streaming 

English 

DVR 

On Demand 

On a mobile device 

DVD 

TV 



TWEENS & TEENS 
Youth also spend the most time watching shows on TV 
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Q10. Thinking about this past week, approximately how many hours did you spend watching television programs in the 
following ways? n=1105 

English French 

When watching television programs, young Canadians still prefer to watch them on a ‘regular’ TV set. The TV not 
only remains to be a ‘gathering’ place for friends and family, but young people, more so than ever before, are more 

likely to have TV’s in their bedrooms or in basements deemed “their place/room”.  Lastly,  the quality of the 
viewing experience and the accessibility to programming (specialty networks, shows being initially aired on TV, live 

broadcasts, audience participation/reality TV) each drive a young viewer to the TV.  

Various Way TV is being Watched 
(# of hrs) 

Stream 

Download 



TV clearly dominates the lives of young people; it is their main “go-
to” for content. Complementary mediums are supplementing their 
desire for entertainment instead of the assumption they are replacing 
TV. 
 
Now let’s discuss what tweens and teens are actually watching, online 
and on TV, before we look at how they supplement their TV habits 
with their online habits. 



TWEENS & TEENS 
As teens mature their set of interests widens 
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Q11. Which of the following types of television shows are your FIVE favourite television and online entertainment choices? 
Please select up to five options..n=1105 

Cartoons or animated programs are, by far, the genre that tweens enjoy most. As tweens become 
teens their interests start to include comedy, drama and reality TV – they are interested in more 

mature (and often random) content that is funny, relevant,  and entertaining. This is when the breadth 
and depth of pop culture they are consuming starts to become more integrated and diverse.  

Top 10 Favourite TV Genres to watch 
on TV or Online 
By Age 

English French 

9-12 yrs 13-17 yrs 9-12 yrs 13-17 yrs 

Cartoons / Animated programs 80% 46% 81% 46% 

Movies 67% 65% 60% 58% 

Comedy - Sitcoms / Satirical comedy 60% 70% 56% 54% 

Drama - Family / Teen 48% 42% 33% 28% 

Music or music videos 36% 45% 36% 56% 

Reality shows 37% 39% 38% 38% 

Game shows 27% 17% 36% 23% 

Sports 21% 22% 23% 31% 

Drama - Crime / Action 17% 35% 12% 28% 

Documentaries 11% 16% 11% 17% 



MALES vs. FEMALES 
Movies, comedies, cartoons are the main part of the genre diet 
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Q11. Which of the following types of television shows are your FIVE favourite television and online entertainment choices? 
Please select up to five options..n=1105 

Overall, males tend to favour movies, comedies and cartoons as they look for more action, gross 
or slapstick humour. On the other hand, females are more likely to watch music, drama or reality 

TV – more fantasy, gossip and voyeurism. 

Top 10 Favourite TV Genres to watch 
on TV or Online, ByGender 

English French 

Male Female Male Female 

Movies 70% 62% 59% 60% 
Comedy - Sitcoms / Satirical comedy 68% 63% 51% 59% 
Cartoons / Animated programs 66% 56% 65% 57% 

Sports 36% 8% 47% 7% 

Music or music videos 34% 48% 45% 50% 
Drama - Family / Teen 30% 58% 15% 47% 
Drama - Crime / Action 30% 24% 26% 15% 
Reality shows 29% 47% 29% 47% 
Game shows 21% 21% 29% 28% 
Documentaries 19% 9% 16% 13% 



What specific TV programs fit into these categories? 
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TWEENS 
Laughing and relating is the theme for the tween 
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Q13. What is your #1 favourite television program on TV right now? Feel free to select a television program from any screen 
that you may watch it from (i.e. television, online, etc.). n=429 

English French 

Q13a.  Why is this your favourite program right now? Please be as specific as possible. (open-ended response) n=429 

English Tweens like shows that: 
•  are funny (43%) 
•  have characters, guests, or hosts they like (15%) 
•  are entertaining,(7%) 
•  are fun (6%) 
•  they can relate to (3%) 
•  has a good story (1%)   

French Tweens  like shows that: 
•  are funny (32%) 
•  have characters, guests, or hosts they like (15%) 
•  involve action and adventure (8%) 
•  involve a sport or team they like (6%) 
•  they can relate to (5%) 
•  has a good story (5%) 

Favourite Shows Among Tweens 
By Language 



TEENS 
Teens want mature drama, humour and sports 
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Q13. What is your #1 favourite television program on TV right now? Feel free to select a television program from any screen 
that you may watch it from (i.e. television, online, etc.). n=635 

English French 

Q13a.  Why is this your favourite program right now? Please be as specific as possible (open-ended response). n=635 

English Teens like shows that: 
•  are funny (28%) 
•  are entertaining (10%) 
•  have characters, guests, or a host they like (9%) 
•  have a good story (8%) 
•  are fun (3%) 

French Teens like shows that: 
•  are funny (23%) 
•  are entertaining (14%) 
•  have a good story (11%) 
•  involve a sport or team they like (10%) 
•  involve young characters (7%) 

Favourite Shows Among Teens 
By Language 



TWEENS 
Lame, offensive, or lacking realism is a tween’s nightmare 
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Q15. What do you think is the worst television program on right now? Feel free to select a television program from any screen 
that it may be on (i.e. television, online, etc.). n=429 

English French 

English Tweens don’t like shows that: 
•  are bad, lame or stupid (30%) 
•  boring (16%) 
•  are fake or unrealistic (7%) 
•  offensive (7%) 
•  repetitive (4%) 

French Tweens don’t like shows that: 
•  are boring (22%) 
•  are bad, lame or stupid (19%) 
•  are fake or unrealistic (9%) 
•  are for a younger audience (8%) 
• make no sense (5%) 

Q15a. Why is this the worst program right now? Please be as specific as possible. n=429 

Least Favourite Shows Among Tweens 
By Language 

The News 

The News 



TEENS 
Similarly, a lame, young or fake TV show turns off a Teen 
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Q15. What do you think is the worst television program on right now? Feel free to select a television program from any screen 
that it may be on (i.e. television, online, etc.). n=635 

English French 

Q15a. Why is this the worst program right now? Please be as specific as possible. n=635 

English Teens don’t like shows that: 
•  are bad, lame or stupid (28%) 
•  are boring (24%) 
•  are fake or unrealistic (8%) 
•  are offensive (6%) 
•  are repetitive (4%) 

French Teens don’t like shows that: 
•  are bad, lame or stupid (25%) 
•  are boring (24%) 
•  are fake or unrealistic (6%) 
•  are for a younger audience (4%) 
• make no sense (2%) 

Least Favourite Shows Among Teens 
By Language 

The News The News 



Both tweens and teens are looking for shows that make 
them laugh, are personally relevant and have some sort 
of cultural context, oh… and are not for someone 
“young”! 
 
Where are they finding these programs? 
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TWEENS & TEENS 
Discovering new shows through traditional channels 

39 
Q16. How do you typically find out about new programs? Please select all that apply. n=1105 

How do you find out about new programs? 
By Age & Language 

It’s no surprise that tweens and teens find out about new programs  
from TV commercials and through friends – they spend the most time with this medium and with these 
people.  However, as they age the vehicles by which they learn about new programs start to broaden – 

online clips, commercials and social networking play their part in learning about new programs. 



TV ads for new TV programs are often seen on the 
networks – self and cross promotion is the name of the 
game. 
 
So what networks are tweens and teens visiting and 
what is their relationship with its website?  
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TWEENS 
Watch several networks regularly, but stick to few websites 

41 

Q12. Which of these TV channels do you like to watch on a regular basis? Select all that apply. n=443 

Q12b. You’ve indicated that these are your favourite TV networks that you watch on a regular basis, please select the ones which 
you have also gone to online (i.e. visited their website to do anything at all)? n=443 

Watch network on a regular basis 

Visited network’s website 

English French 

TV Channels Regularly Watch & Visited Network’s Website 
Tweens, By Language 

TELETOON, Family, YTV 
are among the top three 
watched networks and 
enjoy healthy levels of 

engagement from Tweens 
– higher affinity for a 
network can result in 

higher engagement with 
the online offerings on a 

site. There is an 
expectation for continuity 

across platforms.  



TEENS 
Viewing and site visits more diverse than tweens 

42 

Q12. Which of these TV channels do you like to watch on a regular basis? Select all that apply. n=662 
Q12b. You’ve indicated that these are your favourite TV networks that you watch on a regular basis, please select the ones which you 
have also gone to online (i.e. visited their website to do anything at all)? n=662 

English French 

Watch network on a regular basis 

Visited network’s website 

TV Channels Regularly Watch & Visited Network’s Website 
Teens, By Language 

Teens on the other hand, 
are viewing more 

networks and visiting more 
sites. They are more likely 

to pair viewing and 
visitation at a higher rate 
across more networks 

than tweens. 



TWEENS & TEENS 
Tweens play games; Teens look for diversity and variety 

43 
Q12c. What are you going to TV networks sites to do? Select all the reasons for visiting.. n=275  
*Caution small base size 

Among those that are visiting network sites most tweens are there to play games or enter a contest/promotion. 
Contests/promotions are also are key drivers for young people, particularly French tweens and teens.  

 
On the other hand, English Teens are visiting network sites for a variety of reasons.  Their level of interactivity with 
the online content likely heightens each time they go, which inherently grows their affinity and overall relationship 
with the network and the specific TV show. They want to interact with properties in many different ways – it’s all 

about the holistic multi-platform experience. 

Reasons for visiting a network’s 
website 
Among those visiting 

English French 

9-12 yrs 13-17 yrs 9-12 yrs* 13-17 yrs 

To play games/activities 66% 47% 64% 32% 

For contests/promotions 37% 46% 67% 61% 

To read up on the characters 31% 43% 36% 19% 
To watch an entire show  
(stream or download) 29% 56% 12% 19% 

To check when a show airs on TV 25% 40% 27% 52% 

To stream shorter video clips made for 
the site 16% 33% 18% 32% 

For specials features 16% 30% 12% 19% 

To read up on the storyline 12% 28% 12% 16% 

To watch mobisodes or webisodes - 7% 6% 7% 



TWEENS 
Shows and games drive to site when looking for something to do 

44 

Visitation to a Show’s Website 
Tweens by Language 

WHY are tweens visiting the site:  
•  to play games (English 51% ) 
•  to read about characters (English 49%) 
•  to enter contests and promotions (English 31%) 
•  to watch an entire episode (26%) 
•  to read up on the storyline (22%) 

WHEN are tweens visiting the site: 
•  when they are bored (English 62%,) 
•  when they miss an episode (English 25%) 
•  when they want to enter a contest/promotions (English 22%) 
•  when watching the show (English 13%) 

Q13d. Have you ever visited the show’s site before? n=443 
Q13e. For what reason(s) did you want to visit the show’s website? Please select all that apply. n=188 - Caution small base size for French 

Q13f. When do you typically visit the show’s website? Please select all that apply. n=188  - Caution small base size for French 

Free time or downtime dictate some of the reasons 
why or when tweens visit a shows website. Although 

many visit a show’s sites for its games, there are a 
quarter of tweens seeking out episodes – this 

behaviour will only increase as they age. 

(Note: No respondents indicated this option) 



TEENS 
More content rich experiences for teens 
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Visitation to a Show’s Website 

Q13d. Have you ever visited the show’s site before? n=662 
Q13e. For what reason(s) did you want to visit the show’s website? Please select all that apply. n=299 

Q13f. When do you typically visit the show’s website? Please select all that apply  n=299 
 

WHY are teens visiting the site:  
•  to read about characters (English 52%, French 44%) 
•  to watch an entire episode (English 37%, French 36%) 
•  to read up on the storyline (English 34%, French 24%) 
•  to check when a show airs (English 29%, French 30%) 
•  to stream short clips made for the site ( English 19%) French 

40%,)  

WHEN are teens visiting the site: 
•  when they are bored (English 51%, French 36% ) 
•  when they miss an episode (English 46%, French 52%) 
•  when they want to enter a contest/promotions (English 17%, 

French 38%) 
•  when watching the show (English 14%, French 22%) 

Teens are much more engaged with the content they seek 
out online for their shows – reading up on characters and 
the storylines to watching episodes and short clips. Again, 

this only strengthens their desire, not only for online 
content, but a more robust level of interaction with the 
property. This is a behaviour that will grow in popularity.  



Their level of interaction with network sites becomes more 
robust as tweens become teens. Building a relationship early 
with relevant content and a dynamic site offering will only 
maximize that opportunity. The multi-platform experience is 
an expectation. 
 
What else are they doing online? 

46 



TWEENS & TEENS 
Games, School, Video clips and chat 
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89%
83%

78%

54% 53%

41%
33%

24% 21% 17% 14% 14% 13% 13% 11%

78%

87% 86%
83%

63%
75%

49% 54%
49%

30% 31% 31% 32%
25%

19%

English 9 to 12 yrs

English 13 to 17 yrs

There are fundamental shifts that occur when maturing into a teen, and online behaviour is one 
indicator on how these young people’s lives are evolving.  Entertainment and some mild socializing 
define tweens’ online behaviour.  Teens, on the other hand, ramp up their online usage and fragment 

their time into a series of online activities – entertainment, socializing, content consumption, creation 
and dissemination become regular rituals.  

Q8. Please select all the activities that you participate in online. Check all that apply. n=859 

Games School 
Work 

Video 
Clips 

Chat New 
Things 

Social 
Networking 

TV 
shows 

News/ 
Entertainment 

Stories 

Read 
Blogs 

Download 
Movies 

Post 
Pictures 

Post to 
Forums 

Shop Post 
Videos 

Make and 
Post 

Videos 

Top 15 Online Activities 
English, By Age 



TWEENS & TEENS 
Hours per week spent online 
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3.8
3.0

2.3 2.2
1.7

.8 .7 .4 .4 .3 .3 .3 .3 .2 .2

3.5

7.2

4.6
3.9

2.6
2.2

1.4
.9 .9 .7 .6 .7 .6 .4 .2

English 9 to 12 yrs

English 13 to 17 yrs

Q20. How many hours per week would you say you typically spend online doing the following. n=859 

Tweens do less and spend less time online; parents are a key variable here as they likely regulate their 
online behaviour, at least to some degree.  

 
Teens on the other hand, spend more time socializing, followed by school work and their daily diet of 

content, which is fragmented across a series of different topics and personal interests.  

Games 
Social 

Networking 
School 
Work 

Video 
Clips 

Watch 
Movies 

Download 
or Stream 

Music 

Watch a 
TV show 

on 
YouTube 

Listen to 
radio 

station 
with 

online 
broadcast 

Watch a 
TV show 

on a 
networks 

site 

Read 
blogs 

Stay up-to-
date on 
Sports 

Stay up-to-
date on 

celebrities 

Stay up-to-
date on 

technology 

Write 
blogs 

Listen to 
an online-
generated 

radio 
station 

Top 15 Online Activities – Hours Spent per Week 
English, By Age 



MALES vs. FEMALES 
Surprisingly subtle gender differences by in large 
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There are very few major gender differences. But those that do exist are rooted in the propensity to game online 
vs. socialize. And it’s likely not a surprise that males prefer to game while females are more likely to socialize. 

Females, multi-taskers by nature, tend to employ this behaviour with their online activities as well – being slightly 
more active or involved with their online news and entertainment stories, blogs and posting pictures. 

86% 85% 81%

65% 62%
56%

40%
36%

33%
28%

23% 22% 21% 18% 17%

80%

87%
84%

75%

55%
63%

44% 44%
41%

21%
25% 24%

19%
13%

29%

English Males

English Females

Games School 
Work 

Video 
Clips 

Chat New 
Things 

Social 
Networking 

News/ 
Entertainment 

Stories 

Read 
Blogs 

Post 
Pictures 

Post to 
Forums 

Shop Post 
Videos 

Make and 
Post 

Videos 

Watch a 
TV show 

on 
YouTube 

Download 
Movies 

Top 15 Online Activities 
English, By Gender 

Q8. Please select all the activities that you participate in online. Check all that apply. n=1105 



TWEENS & TEENS 
French youth are overall less involved than English 
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81%
74%

67% 65%

40%

27% 25% 24%
15% 13% 11% 10% 8% 7% 7%

66%

83%
80%

84%

44%

64%

43%

25% 31%
22% 24% 24% 23%

12%
8%

French 9 to 12

French 13 to 17

Q8. Please select all the activities that you participate in online. Check all that apply. n=246 

French tweens and teens have similar behaviours to their English counterparts, naturally. But overall they are 
slightly less involved online, revealing softer scores on nearly all activities.  

French youth, by nature, are more likely to use these tools as a vehicle to ‘real’ visceral interactions. As a 
culture the French tend to place greater value on face to face interactions, deemed to be a primary 

component in fostering friendships.  

Games School 
Work 

Video 
Clips 

Chat New 
Things 

Social 
Networking TV 

shows 
News/ 

Entertainment 
Stories 

Read 
Blogs 

Post 
Pictures 

Post to 
Forums 

Shop Post 
Videos 

Make and 
Post 

Videos 

Own 
Blog 

Top 15 Online Activities 
English, By Age 



TWEENS & TEENS 
 Most time is spent gaming and socializing for French youth 
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2.9 2.6
1.9 1.8 1.4 .9 .5 .3 .3 .3 .3 .2 .2 .1 .1
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5.6

3.7

2.2 2.0 2.2

.6
.1

.5 .4 .5 .2 .3 .4 .4

French 9 to 12

French 13 to 17

Q20. How many hours per week would you say you typically spend online doing the following. n=246 

The value of visceral connections is also evident in the hours spent with each of these activities, which is, overall, 
significantly less than their English counterparts.  

Their prominent behaviour still resides in entertainment, socializing, content consumption, creation and 
dissemination. One key difference is in the French youth’s propensity to watch content customized for Internet, 

i.e. webisodes. They are more likely to go to a website to watch shorter, “made-for-the-web” videos. 

Games School 
Work 

Video 
Clips 

Social 
Networking 

Read 
Blogs 

Write 
blogs 

Watch 
Movies 

Download 
or Stream 

Music 

Watch a 
TV show 

on 
YouTube 

Listen to 
radio 

station 
with 

online 
broadcast 

Watch a 
TV show 

on a 
networks 

site 

Stay up-to-
date on 
Sports 

Stay up-to-
date on 

celebrities 

Stay up-to-
date on 

technology 

Top 15 Online Activities – Hours Spent per Week 
French, By Age 

Watch a 
webisode 



MALES vs. FEMALES  
French females do more online than males 
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Q8. Please select all the activities that you participate in online. Check all that apply. n=246 

75% 75% 75% 73%

39% 38%
30% 26%

20%
16% 16% 14% 14% 14% 10%

73%

83%

70%

78%

46%

58%

40%

23%
28%

21% 17%
23% 23%

6% 4%

French Males

French Females

School 
Work 

Video 
Clips 

Chat New 
Things 

Social 
Networking 

News/ 
Entertainment 

Stories 

Read 
Blogs 

Post 
Pictures 

Post to 
Forums 

Shop Post 
Videos 

Make and 
Post 

Videos 

Watch a 
TV show 

on 
YouTube 

Games Own 
Blog 

Top 15 Online Activities 
French, By Gender 

Aside from watching video clips and gaming, French females, much like the English females, are more engaged 
overall with online activities. They tend to use the Internet slightly more often for school work, chat,  socializing, 

news and entertainment stories and reading and writing blogs. Again, females, multi-taskers by nature, tend to 
employ this behaviour with their online activities. 



TWEENS & TEENS 
Downloading  items of ‘value’: Songs and Games 
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Q21. In an average week, what are you downloading? Select all that apply.. n=1105 

76%

47%

23%

16%
10% 9% 7%

3%

86%

34%

20% 19% 19%
15%

5% 3%

61%
67%

18%

29%

8% 8%

2%

8%

83%

35%

14%

27%

14%
10%

6%
2%

Songs Games TV Episodes Music Videos Entire Movies Entire Albums Entire TV Series Webisodes 

English 9 to 12 yrs

English 13 to 17 yrs

French 9 to 12 yrs

French 13 to 17 yrs

Top 10 Downloads in a Typical Week 
By Age & Language 

It’s not surprising to see that songs are the #1 item downloaded among young people – the music industry has 
fundamentally changed since P2P networks and the proliferation and ubiquity of the mp3. However, in the context 
of this study,  it is interesting to note the propensity of downloading songs compared to albums – the single song 
exceeds an album download by 10 times. A similar pattern exists between TV episodes and entire TV series, albeit 
to a lesser extent. Regardless, the single ‘sound bite’ of entertainment is consumed much more readily than entire 
collections. This parallels the way we watch ‘regular’ TV as well. The Internet has changing the level of accessibility.  



TWEENS & TEENS 
Streaming is widely popular and only increases with age 
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54%
59%

41% 40%

24%

13%
7% 7% 7%

65%
58%

47%

38% 37%

22%

8%
12%

4%

69%

44% 44%
47%

14%

4% 4%
8%

3%

80%

47%

68%

35%

25%

7%
3%

7% 5%

Stream ANY 
content

Video clips 
of TV shows

Video clips 
of music

TV shows 
from a 

network site

Movies TV shows 
from a site 

dedicated to 
streaming 

Internet 
Radio Shows

Internet 
specific 
shows

Mobisodes 
or 

webisodes

English 9 to 12 yrs

English 13 to 17 yrs

French 9 to 12 yrs

French 13 to 17 yrs

Content Streamed in a Typical Week 
By Age & Language 

Q23. In an average week, what type of content are you streaming? Select all that apply. n=1105 

Short videos, clips of TV shows or music, and TV shows from a network’s site are the most common items being 
streamed by young Canadians, with a similar pattern across gender. These patterns support one of the main 

themes of this study – young Canadians are interacting with entertainment properties, whether online via video 
or text or on TV via several different technologies. This level of interaction will not only increase but become an 

expectation for each brand or property. 



TWEENS & TEENS 
Young Canadians use specific websites to stream audio and video 
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Q24. From which website(s) do you stream video or audio on? Select all that apply n=707 

English French 

Of those who stream content online, young Canadians have very few primary resources for streaming video or 
audio – YouTube is the clear favourite when it comes to streaming video. 

 
Teens are more likely to use several sources compared to their tween counterparts – the level exposure to the 

Internet and overall ‘freedom’ to surf results in the use of multiple sites.  

Top Websites where young Canadians stream video or audio 
Among those that stream 

84% 

26% 

17% 

7% 

87% 

29% 

33% 

12% 

88% 

28% 

19% 

1% 

94% 

27% 

27% 

3% 

9 to 12 yrs 

13 to 17 yrs 



TWEENS & TEENS 
Streaming and downloading for Free 

56 Q13c. What are all the different ways you get your favourite TV show? Select as many as apply. n=302  
Base size too small to report French Tweens, Small base size for French Teens 

63%

49%

22%

9%

8%

7%

4%

13%

48%

62%

37%

6%

3%

3%

3%

8%

I stream it for free on Youtube.com

I stream it for free from other sites

I download it for free from other sites

I pay and downloaded an episode from 
iTunes

From a website I pay a subscription

I pay for an episode from the shows 
website

I pay and downloaded an entire series 
from iTunes

Other

English French 

Ways Favourite TV show is CONSUMED 
Among those Downloading or Streaming 

56%

59%

39%

10%

6%

0%

6%

8%

9	to	12	yrs

13	to	17	yrs*

Yes, tweens and teens are more likely 
to get their favourite shows online free, 
despite the type of site. This should not 
be surprising as ‘free content’ has been 
available since the “mp3 killed the video 

star”.  
 

Despite the proliferation of iTunes, 
there is much more content being 

consumed for free – a general 
expectation among tweens and teens. 



TWEENS & TEENS 
Some original content, but mainly a new behaviour  
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Q26. There is a lot of entertainment content (TV programs, video clips, webisodes, movies, etc.) that is made specifically for 
the Internet and can only be viewed over the web. Which of the following statements best reflects how much you like, and 
how often you watch, original online content? n=1105 

35%

20%

41%

26%

23%

28%

18%

30%

13%

16%

13% 18%

12%
18%

12% 11%

11% 15% 10% 8%

7% 4% 5% 8%

9 to 12 yrs 13 to 17  yrs 9 to 12 yrs 13 to 17 yrs

I have watched original online content, 
but haven't found anything I've liked

I watch original online content if someone 
sends me a link to something

I watch original online content on a daily 
basis

I watch original online content at least 
weekly

I watch original online content from time 
to time

I have never watched any original online 
content

Viewing Original Online Content 
By Age & Language 

English French 

Searching out original content online is 
gradually becoming a regular behaviour 

amongst Canadian youth but it is still in its 
infancy as a bonafide regular activity. 

Currently, just over 1 in 10 view original 
content online daily; a statistic that is certainly 

poised to move up in the coming years. 



Let’s recap… 
•  Tweens are gaming, chatting, and watching videos and accessing 

information for their homework online 

•  Teen online behaviour starts to fragment and instead of gaming they 
choose to start learning the ways of the web by using it as an 
entertainment vehicle, socializing tool, and a content consumption, 
creation and dissemination playground 

•  Downloading single items (like a song or a TV episode) is more likely to 
happen than whole collections of an album or TV series 

•  Music videos and TV episodes are among the top two items streamed 
from the Internet 

•  And they’re not paying for it 
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Now let’s look at how young people interact with, 
and what they expect of, Canadian content. 
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TWEENS & TEENS 
Important to youth that CanCon be developed for TV and online 
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English French 

Q33. How important is it to you that there is a selection of new and fresh Canadian content being developed for you to 
watch on TV? 4-point scale of importance, n=1105  
Q34. How important is it to you that there is a selection of new and fresh Canadian content being developed for you to 
watch online? 4-point scale of importance. n=1105 

Canadian content is important to young Canadians, both on and offline. Their desire for new and 
fresh Canadian content is likely a consequence of being bombarded by American content that is 
difficult to relate to, and this could result in a feeling of disconnectedness. Young Canadians want 

content that they can relate to and that has a unique, Canadian feel, but this does not mean “being 
overly Canadian” or stereotypical, as we’ll find out. 

Level of Importance for Canadian Content 
Top 2 Box, By Age & Language 

On TV 

Online 



TWEENS & TEENS 
 CanCon does an OK job on quality and relevance 

61 

Q30. There is a lot of content, whether it’s for TV or for the web, that’s made right here in Canada.  Using a scale of 1 to 5, 
where 1 = Very Poor and 5 = Very Good, and if you don’t know simply select 6, Don’t Know, please tell us how you would rate 
Canadian content on the following criteria: n=1105 

Canadian content: relevance & quality  

English French 

9-12 yrs 13-17 yrs 9-12 yrs 13-17 yrs 
Top 2 
Box 

Don’t 
Know 

Top 2 
Box 

Don’t 
Know 

Top 2 
Box 

Don’t 
Know 

Top 2 
Box 

Don’t 
Know 

For making programs for people older than 
you – like your parents or other adults 

41% 25% 44% 16% 35% 35% 45% 11% 

For making programs for people younger 
than you – like children and toddlers 

40% 22% 43% 16% 44% 19% 36% 12% 

For making programs for people your age – 
for tweens and/or teens 

39% 17% 38% 9% 52% 16% 37% 8% 

For its production quality – how it was 
filmed, the look of the sets, the level of 
acting/quality of actors, etc. 

35% 23% 43% 9% 46% 26% 42% 11% 

For making programs that are just as good as 
those made in America or the U.K. 

34% 24% 38% 11% 31% 34% 32% 16% 

For its uniqueness of the storylines – the 
plots, characters, relationships, etc. 

34% 23% 40% 10% 34% 27% 41% 14% 

There is room to improve these scores as relevance and the quality of a production are key drivers to not only watching 
a program, but committing to it – visiting the website, streaming episodes, learning about characters/storylines, etc.  

Over half of French tweens indicated that Canadian content does a good job at making programs for people their age – 
this may be a result of specific, locally-made French programming for this age demographic. As they age, this number drops 

significantly as teens become more connected with their identity and other content on a National and global scale. 



TWEENS & TEENS 
Give me relevance, in that personal kind of way 
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Q32. Whether you watch a lot of Canadian content or not, as a Canadian, what characteristics are important to you 
personally and think should be reflected in Canadian content. Please use a scale from 1-5 where 1 = Not at all important 
and 5 = Extremely important. n=1105 

Canadian Content: Expectations 
Top 2 Box: Important/Extremely Important 

English French 

9-12 yrs 13-17 yrs 9-12 yrs 13-17 yrs 
Having storylines that are relevant to people my age 72% 65% 74% 64% 

Showing iconic Canadian locations 48% 45% 33% 27% 
Having storylines that are global/universal and not necessarily 
specific to Canada 46% 46% 30% 29% 

Playing up Canadian stereotypes in a positive way 43% 42% 38% 35% 

Showing a variety of cultures and ethnicities 42% 40% 29% 26% 

Having culturally-specific storylines 30% 24% 27% 23% 

Naturally, there is true appetite for young people to consume storylines that are relevant to people their age – they 
need to relate and/or be interested in the topics and characters they are watching, otherwise it is not considered 
entertainment. After that, young Canadians expressed a moderate level of importance toward creating shows in 

iconic Canadian locations, with positive stereotypes, or portraying cultures and ethnicities. There is no need to “be 
overly Canadian” when producing Canadian content. Having storylines that are more universal compared to 

culturally-specific storylines reinforces that personal relevance is key – topics and characters that ‘look real’, are 
dealing with ‘real problems’ or are enjoying ‘real life’ should be based on the attitudes and behaviour of our country 

and not the stereotypes of our culture.  



Attitudes and Expectations for  
Content Consumption 



TWEENS & TEENS 
Consumption is about preference, access points suit scenarios 
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Q25. Please tell us how much you agree or disagree with each of the following statements about streaming video on a scale 
to 1 to 5. n=1105 

Attitudes towards Content Consumption 
Top 2 Box: Agree/Strongly Agree 

English French 

9-12 yrs 13-17 yrs 9-12 yrs 13-17 yrs 

It doesn’t matter whether I watch it on TV, at the movie theatre, on my 
computer or on my mobile phone or iTouch, it just matters that I like the 
content. 

46% 48% 41% 46% 

I am more likely to watch a user-generated video (like something uploaded 
on Youtube) than a programmed show that can be streamed over the 
internet 

29% 30% 41% 40% 

I’m more likely to download or stream a television program than watch a 
program through video-on-demand (VOD) 

17% 26% 21% 31% 

Assuming they are both of the same quality, I would rather watch a 
television program streamed on the computer than on my television set 

13% 20% 20% 29% 

I regularly watch programs that air only over the internet 8% 11% 10% 18% 

I watch content streamed to my mobile device or iTouch 5% 8% 11% 12% 

The content is the Content. Entertainment is subjective.  And the experience has a place and time. 
These are the guiding principles that navigate young people’s attitudes about content consumption.  Quality of the 
production may matter less if a young person can gain access immediately (e.g. YouTube), but if the access point is 

optimal (HDTV) then quality of the production will matter more. And the ‘screen’ and the access point also 
determine the type of content consumed and for how long. TV may dominate the way in which young people 
consume entertainment today, but as technology evolves so will the way and the pace at which young people 

integrate these ‘alternative’ methods into their routine more regularly. 



TWEENS & TEENS 
Networks, advertisers, service providers: use as baseline for future 
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Q27. Please tell us how much you agree or disagree with each of the following statements about your expectations for 
viewing content online using a scale from 1 to 5, where 1 = Strongly Disagree and 5 = Strongly Agree. n=1105 

Online Expectations: Content  & Quality 
Top 2 Box: Agree/Strongly Agree 

English French 

9-12 yrs 13-17 yrs 9-12 yrs 13-17 yrs 

I think every program that’s on TV should have a website where you can watch the program 
online and even watch other things related to the program as well (i.e. alternate storyline 
endings, enhanced storylines, outtakes, etc.) 

54% 52% 55% 51% 

In the future, I can imagine that more and more content will be made just for the web 51% 55% 48% 51% 

I expect content made just for the web to have the same quality and production value as 
content that is made for TV 49% 52% 46% 48% 

I really don’t mind seeing more product placement in television programming if it means being 
able watch shows over the internet for free 

25% 30% 21% 33% 

Television networks are behind the times in terms of keeping up with how young Canadians 
watch television  

24% 31% 24% 31% 

The future of television and video content is through broadband / internet networks 23% 29% 22% 36% 

I think it’s a good thing if more and more content is made just for the web 22% 26% 21% 30% 

I think watching content online, as it is today, is very good and I don’t think there is any need to 
try and change it or make it better 

16% 17% 31% 23% 

Q25. Please tell us how much you agree or disagree with each of the following statements about streaming video on a scale 
to 1 to 5. n=1105 



A baseline for the future… 

•  To be clear, at least 50% of youth in Canada agree that: 
–  TV programs need to have a web component that not only allows for 

repeat viewings of episodes but also has enhanced and additional 
content 

–  This trend is only going to increase in the coming years 
–  Expectations for production value and quality of online content are in 

line with those associated with traditional TV  

•  Interestingly, these are universal expectations regardless of age or language 
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A baseline for the future… 

•  Canadian youth are cutting networks and service providers some slack 
right now re: online content but as these expectations become even more 
entrenched patience will run out for laggards 
–  A minority assert networks are “behind the times” on delivering on 

this expectation 
–  But, an even smaller minority assert that online content, in this 

context, is “very good”  

•  It’s absolutely time to step up on the holistic, multi-platform delivery – it is 
an expectation, one that will allow for unique dissemination of “the story” 

•  Don’t think ‘TV episode’ or ‘webisode’, develop rich content and then 
determine the dissemination strategy 
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TWEENS & TEENS 
Always looking for more content 
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Q28. What do you wish you could do or get on entertainment based websites that you cannot do right now? Select as many 
as you want. n=1105 

Online Expectations: Functionality & Interactivity 
English French 

9-12 yrs 13-17 yrs 9-12 yrs 13-17 yrs 

Get special features from the TV shows I like (like bloopers, outtakes, 
interviews with the cast)  

51% 52% 61% 52% 

Save the files to my computer 36% 38% 30% 38% 

Customize a website so I can plan my own TV schedule 34% 36% 21% 24% 

Access American or foreign websites  20% 30% 15% 25% 

Pay for a subscription to TV shows so I can download them and watch 
them whenever I want 

10% 8% 5% 6% 

Young people, particularly the French tweens, are looking for more content – over half have a desire to see 
‘behind the scenes’. Overall, the veil has been lifted on brands (person, product, or property) and getting to know 

a TV show and it inner workings has a place on the show’s/network’s website.  
 

There is little desire for a subscription model when it comes to downloading TV – right now the quality of online 
and the propensity (and overall relationship) people have with TV means downloading subscriptions is still a few 

years off.  
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56%
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10%

65%

55%

44%

25%

10%

Watch shows or movies on TV

Go to the movie theatre

Use my TV, computer and mobile 
device to watch shows

Watch everything online on my 
computer (by either streaming, 
downloading or on IPTV, like …

Watch everything on my mobile 
device

TWEENS & TEENS 
Viewing content in the future 
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Q29. Thinking about the future when all the programming you want is available online, indicate on a scale from 1 to 5, where 
1 = Not at all likely and 5 = Very likely, tell us how likely you are to do the following behaviours or activities in the future: 
n=1105 

English French 

All content will be available online in the Future, how likely are you to do 
the following activities, in the future?  

Top 2 Box, By Age & Language 

This data reveals a slightly that this age group sees themselves doing things altogether slightly 
differently than they are doing them today; they are biased by lack of experience and still very 
comfortable with the notion of “my standard media plus a bit more linked content elsewhere”.  

However, as we have seen elsewhere in this landscape study, they are still expecting new venues for 
their entertainment and information to evolve. The trend to watch will be the use of all three 

screens – TV computer and mobile device expectations.  



Concluding Five Key Insights… 
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There is a difference between being  
“born into a decade” and “living through one”. 

•  Consuming media and entertainment were once scheduled, anticipated 
“events”  
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•  Young people do not have this perspective, they 
have not witnessed the initial entrance of 
technology and the change in media  

•  The way it exists today, for the most part, has 
simply been a part of their life 

•  Media and technology is not considered 
to be a luxury, it is simply part of their 
life 



Mobile devices are a way of life, due to their ability to provide 
instant access and connectivity to a participatory 

environment. 

•  The phrase “way of life” is the key differentiator for this demographic 

•  Mobility, accessibility and a desire for immediacy allow young people to 
engage and interact with content seamlessly, without limits or boundaries 
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•  Technology will also become increasingly 
affordable, and therefore increasingly 
accessible to younger demographics 

•  This is a huge cultural shift for young 
people and most importantly, the way 
content is created and disseminated 



Multi-platform, holistic experiences are the future. 

•  Youth are still watching TV, and engage with various styles of content 

•  Most importantly, young people want a holistic, multi-platform 
entertainment experience that allows them to interact with content in a 
variety of ways – they want a dialogue, an experience, a way to participate 
in the story 
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Content and access are inextricably linked to a brand’s worth. 

•  Young people expect content to be easily accessible, and don’t demand 
‘when, where or how’…it’s simply expected to be there 

•  Youth will continue to seek out access points for their desired 
entertainment ‘wants’ and ‘needs’ 
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Content 

•  As content becomes increasingly 
participatory and mobile the ability to 
access content will reflect positively on 
the brand or property that provides it 

•  Should it not be available, young 
people will simply seek and interact 
with content that can be accessed 



Canadiana is not a relevant style of content,  
but Canadian Content is important. 

•  Youth value Canadian content 

•  They want relevant and authentic stories 
that accurately reflect their personal 
Canadian identity 

•  There is an opportunity to produce 
content that “speaks” to youth 
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•  There is also a responsibility among content creators to focus on the 
development of rich, unique and authentic Canadian story telling, across 
the platforms that have nearly become fully integrated into the lives of 
youth 



In Synopsis 
 
•  We are in the privileged position of witnessing major media change in 

process 

•  The rumours of television’s death are greatly exaggerated but this doesn’t 
mean that change is not nigh nor necessary – we’re in a race to head this 
change off at the pass 

•  The established set of mainstream avenues for information and 
entertainment continue to show dominance but expectations for an 
enhanced experience are growing – this window into future desires and 
needs must be acknowledged and incorporated into the strategic vision of 
content creators and content providers alike 
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Thank you! 
 

info@rocketfund.ca 
www.rocketfund.ca  

 



Appendix: Trademark Citations  
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Trademark and Ownership Citations 

•  Apple (and all product images iPod, iTouch, iPhone, iPad) is a trademark of Apple Inc., 
registered in the U.S. and other countries 

•  Google, Youtube, and Blogger are owned by Google Inc., registered in the U.S.  
•  Facebook is  owned by Facebook Inc., registered in the U.S.  
•  Xbox is trademark of Microsoft Inc., registered in the U.S.  
•  Acer desktop is a trademark of Acer Inc.  
•  Teletoon and Teletoon Retro are owned by Astral Media and Corus Entertainment, Inc. 
•  CTV, The Comedy Network and MuchMusic/MusiquePlus are owned by CTVglobemedia 
•  The Family Channel is owned by Astral Media  
•  YTV is owned by Corus Entertainment, Inc. 
•  Vrak, Ztélé and Canal Vie are owned by Astral Media  
•  TVA is owned by Quebecor Media 
•  Discovery Channel and Discovery Kids are owned by Discovery Communications, Inc. 
•  Nickelodeon is owned by Viacom International 
•  Global TV is owned by Canwest Media, Inc. and Shaw Communications 
•  Flickr is owned by Yahoo! Inc. 
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