Media and Technology Habits of
Canadian Youth — DETAILED DATA

National survey of Canadian Youth: 9 — 18 years
In support of Broadcasting Notice of Consultation, CRTC 2014-190, Let’s Talk TV
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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.

Objectives
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Determine the current media and technology usage habits of Canadian teens, with
regards to device and content

Identify the inbound and outbound engagement habits of kids/teens — finding and
sharing new TV programs/video content, and across which platforms

Determine the type of total TV experience Canadian kids/teens expect
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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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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

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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Location and language
identify Canadian content

Locations/landmarks 69%

Setting/where or when it is placed

Words or phrases used

Actors/celebrities

Production quality - how it was filmed, the look
of the sets, the quality of actors.

Accents or different languages

Variety of cultures and ethnicities

Characters

Food

Storylines

Clothing style

, B English Canada
Don't know 11%
B Quebec

Other

Q. What are the types of things that may tell you a show is Canadian?
Please select all that apply. RoC = 605, QC = 435
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Device Usage and
Ownership

4

Rocket Fond5¢ .
& Rocket yconic.

Fund



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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Shift 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

Quebec

Daily Personal Device Usage

m16-18 91%
TV 88%
m13to15 90%

mOto 12

Smartphone

54%
|Laptop computer

Tablet
Desktop computer
61%

Home phone

Video Game console

Shift to mobile Tech:

In Quebec, an
overwhelming majority
use TV daily. However,
smartphone usage and

laptop reveal large jumps
upon turning 13 years-old.

Mobile phone

e-Book Reader

Q. In a regular week, how often do you use these devices for personal use? % Multiple times per day/Daily
QC =435
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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
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Device purchase influence
increases with age

Rest of Canada

Total 9-12 13-15 16 -17
No influence 9% 16% 7% 3%
Not very much 24% 29% 29% 13%
Alittle 42% 39% 45% 43%
A lot of influence 24% 14% 17% 39%

Quebec

No influence 20% 26% 13% 13%
Not very much 31% 33% 30% 29%
A lot of influence 12% 8% 18% 13%

Q. Would you say that you have a lot, a little, not very much, or no influence when it comes to the devices

(eg. cellphone, computer, tablet) your family purchases for the home? RoC = 605, QC = 435
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Cable package influence
more significant among tweens

Rest of Canada

Total 9-12 13-15 16 -17
No influence 13% 15% 11% 13%
Not very much 23% 22% 23% 25%
A little 40% 44% 41% 34%
A lot of influence 20% 17% 21% 22%

Quebec

No influence 9% 9% 8% 8%

Not very much 17% 15% 20% 19%

A little 48% 51% 47% 43%

A lot of influence 24% 24% 23% 27%

Q. Would you say that you have a lot, a little, not very much, or no influence when it comes to the television

channels (eg. TSN, Family Channel) your family has in their cable package? RoC = 605, QC = 435
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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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Canadian youth expect content to ‘live’
online, with the same quality

The future of TV shows and video content is online
9to12-QC

13to 15

16 to 18

16-18-QC

| expect shows made just for the Internet to have the same quality and
production value (the way it looks) as shows made for regular TV

9to 12

t012-ac GG

3015

13to 15-QC

% agree/ Strongly agree

16 to 18

16-18-QC

Q. Please tell us how much you agree or disagree with each statements. RoC = 605, QC = 435
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General acceptance for
advertising if content is free

| don’t mind seeing advertising when | watch shows online if it means
being able to watch shows for free

9to 12

9to12-QC
% Strongly/strongly agree

13to 15

13to15-QC

16to 18

16-18-QC

Q. Please tell us how much you agree or disagree with each statement. 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% Shift 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% . Shift 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

Shaw) Shaw)
Rocket //

Fonds/

Fund 4 / Rocket




Family, YTV and TELETOON lead among
tweens; assorted channel selection for teens

Rest of Canada

Network Viewership

15%

family 38%
@ 55%
8% 33%
51%
dqw o,
46%
Y . 40%
VIUCE
W 16 tol8
W13 tol5
m9to 12

csctelevision

Q Which of these TV channels do you like to watch on a regular basis? Please select your top THREE favourites. RoC = 605

Ena Shaw
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VRAK TV leads, appealing to both
tweens and teens in Quebec

Quebec

Network Viewership

=ER00ON 52%
39%
71%

(o)

con dp RS
20%

— e = 0,
Vo7 77— 25

20%

2% m16to18
c- 2%
tytv "~ 9 m13t015
y N

mO9to12

Q Which of these TV channels do you like to watch on a regular basis? Please select your top THREE favourites. QC = 435

Ena Shaw
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While watching regular TV,
smaller mobile screens in use

Secondary Device Usage while Watching Traditional TV

48%
Smartphone

Laptop computer

Tablet

Desktop computer

Mobile phone

M Rest of Canada

Home phone
B Quebec
Video Games
None of the above
28%

Q. When you are watching your shows on a regular TV what devices are you also using at the same time?
Please select all that apply to you. RoC = 605, QC = 435
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While watching content online,
smartphone most likely in use

Secondary Device Usage while Watch TV Online
Smartphone 40%
Laptop computer - other than video content
Tablet
TV is on in the background

Desktop computer - other than video content

Home phone

Mobile phone M Rest of Canada

_ B Quebec
Video Game console

| don't watch video content online

Do not do other activities while watching online
39%

Q. When you are watching your shows online (on a laptop, desktop, mobile phone or tablet) what devices are you also
using at the same time? Please select all that apply to you. RoC = 605, QC = 435
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General social activities, compete
with TV viewing experience

Rest of Canada

Secondary activities during TV viewing — Not Related to Content

. . . . 72%
Texting or instant messaging my friends - not

about the show

Reading social media feed(s) - not about the
show

Playing a game - not about the show
57%

53%
Doing homework

Talking on the phone

Reading a book on my e-reader

Other, please tell us

Q. While watching your shows on TV, what types of things are you doing on the devices you are using at the same
time? Please select all that apply to you. RoC = 605
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NEW

Similarly, in Quebec social activities
are paired with TV viewing

Quebec
Secondary activities during TV viewing — Not Related to Content
Texting or instant messaging my friends - not
48%
about the show
Reading social media feed(s) - not about the
show
Playing a game - not about the show
59%
Doing homework
m16-18
Talking on the phone m13-15
m9-12

Reading a book on my e-reader

Other, please tell us

Q. While watching your shows on TV, what types of things are you doing on the devices you are using at the same time?
Please select all that apply to you. QC = 435
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NEW

TV Show related activities reveal cross
channel, social-based engagement

Rest of Canada

Secondary activities during TV viewing — Show related tasks

Texting or instant messaging my friends - about 43%

the show

Reading what people are posting/tweeting
about the show I'm watching

Checking out the show's website

Checking the social media profiles related to
the show I'm watching

Posting your own comments online about the
show

Looking for other episodes of the show

Checking whether something you heard was
true or not

Checking a website or hashtag mentioned on
the show

Playing a game - about the show

Voting for a reality show contestant

Q. While watching your shows on TV, what types of things are you doing on the devices you are using at the
same time? Please select all that apply to you. RoC = 605
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In Quebec, youth seek additional
content, as well as social-based activity

Quebec

Secondary activities during TV viewing — Show related tasks

Texting or instant messaging my friends - about
the show

Reading what people are posting/tweeting

0,
about the show I'm watching 21%

Checking out the show's website

Checking the social media profiles related to the 13%
show I'm watching
Posting your own comments online about the o
show 13%
17%
Looking for other episodes of the show 14%
8%
Checking whether something you heard was 12%
true or not
H16-18
Checking a website or hashtag mentioned on 12%
the show m 13-15
m9-12

Playing a game - about the show

Voting for a reality show contestant

Q. While watching your shows on TV, what types of things are you doing on the devices you are using at the same
time? Please select all that apply to you. QC =435
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Genre preferences: movies and

comedy wide range of a‘gpeal

Rest of Canada

Genre Preferences: Types of TV | like to watch

) 83%
Movies 79%
74%
Comedy 69%
Documentaries
Cartoons
72%

Drama — General
Music videos
News
Family/Teen Drama

Sports W 16to 18

m13to 15
News — Satirical

m9to12

News — local
Reality TV
Game shows

Q. We are interested to know about what types of TV shows you like to watch. 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)
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NEW

Genre preferences: movies, cartoons
and comedy resonate in Quebec

Quebec
Genre Preferences: Type of Shows | like to Watch
. 79%
Movies 77%
67%
60%
Comedy 67%
59%
. 32%
Documentaries 33%
31%
62%
Cartoons 48%
79%

Drama — General
Music videos
News
Family/Teen Drama

W 16to 18
Sports

m13to 15

m9to12

News — Satirical

News — local

Reality TV

Game shows

Q. We are interested to know about what types of TV shows you like to watch. 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)
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NEW

Viewership of Netflix is high among
Canadian teens outside of Quebec:
accessible likely driver

Do you watch shows on Netflix?

W Rest of Canada ® Quebec

o)
51% 51% 51% >3%

Total 9-12 13-15 16-18

Q. Do you watch TV shows on Netflix, on the devices you personally own or use? RoC = 605, QC = 435
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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 from
English Canada 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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YouTube reigns among all age groups

Rest of Canada

Daily Usage of Social Media

9-12 13-15 16-18
62% 76% 73%
31% 65% 74%
24% 38% 39%
18% 33% 40%
11% 36% 32%

Quebec

Rocket

Fund /4 /

Daily Usage of Social Media

13-15 16-18

You

57% 71% 74%
n 34% 83% 85%
( N

@ 12% 27% 27%
i 6% 24% 25%
L 4 4% 19% 11%

Q. In a regular week, how often do you use each social media/web platform or app? % Multiple times /once a day

4
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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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Sharing new content starts with peers,
with parents as secondary target

When you find a show you like — who do you share with?

CAN 65% € 62% 62% 72% )
My close friends ;-4
QUE 51% 52% 47% 56%
/ \
My parents (or CAN 39% € 45% 29% 41% __J
other older
relatives) QUE 26% 25% 26% 32%
other relatives
my age) QUE 19% 23% 13% 21%
| have on my
social media QUE 16% 9% 21% 27%

Sharing about television programs tends to happen between close friends

and family. Fewer sharing about content with social networks.

*  Young teens (13 — 15 ) are more likely to share about TV content on social
media than other age groups.
*  Younger viewers from Quebec are least likely to share about television
through social media online.

Q. The last time you found a show you really liked, WHO did you tell about it? Please select all those
that apply to you. CA = 605, QU =435
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Youth like to see relevant, unique,
aspirational characters

Keeps me interested in a show

0,
Characters have a unique, different personality 75%
65%
Characters do or say things that | can imagine 65%
myself saying/doing 59%

64%
65%

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

62%
60%

Characters work together to solve problems or
conflict

, o . . 59%
Characters’ personality is something | aspire to

59%

| learn something every time | watch it
g every 57%

Characters' personality is similar to mine >7%
43%
0,
Have strong moral values that | relate to >7%
59%

56% M Rest of Canada
5¢

Have strong moral values (eg. honesty, family

duty) that | relate to
B Quebec

55%
54%

Character's style (clothing, hair) is something |
like

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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Locations and landmark are particularly
important for Quebec youth

Keeps me interested in a show

Characters are the same age or in the same
grade

Show is based on distant or make-believe
situations that | can only imagine

Are set in a place | have never been to (eg.
Space)

Characters reflect different cultures

Characters do or say things that | would never
say/do

Are based on locations/landmarks that | am
familiar with

Character's style (clothing, hair) is similar to
mine

28%
30%

Characters reflect people from my country
(Canada)

Characters reflect people from my community 30%
(o]

52%
53%

50%

50%

W Rest of Canada

B Quebec

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. CA = 605, QC = 435
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Socially appealing, and value-
based character traits desired

Youth first identify gender as the most relatable trait, (200 - 300 mentions) —
equal mentions of both male and female reflects a desire to see characters of
the same sex as themselves.

Secondly, young people want to see traits like intelligence, humour, beauty or
athleticism (between 250 and 120 mentions each) — likeable traits deemed
socially appealing.

Thirdly, value-based traits like compassion, strength or bravery (between 25
and 125 mentions) are desired attributes in the characters — aspirational traits
that people strive for.

Gender, 16% Personality Traits, 22%

Female, 9% Humour, 8%

Male, 8% Intelligence, 6%
Beauty/Attractive, 6%

Value Traits, 10% Athletic, 4%

Compassionate, 4%

Strong or Brave, 4% Specific position

Cool, 2% Career/Job, 2%

Q. Imagine that you have been asked to create a new series for your friends to watch, the show
is set in your home town. Consider the main character that would appear in your show. In three
words describe the main character you would create.
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