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Objectives

The overarching objective is to understand Canadian kids, in a 
fragmented, dynamic media and tech landscape:


• Where are kids, in particular, Canadian kids today?


• What are their current behaviours around media and tech 
use?


• What is their current consumption of content?


• What are their opinions and attitudes towards the current 
choice of brands and platforms available to them?


Methodology and Sample

We conducted an online survey completed by 1482 Canadian 
children aged 2-16 and their parents. The survey was offered in 
English and French. 

We recruited a sample that represented a broad range of ages, 
races and ethnicities, genders and disability statuses. We used 
boost quotas to ensure that Quebecois, BIPOC and LGBTQ2+ 
voices were heard.

In summary, our sample comprised:


• Total: 1482


• Quebecois: 475


• BIPOC: 659


• LGBTQ2+: 145

Objectives and Methodology 
Questions

The questions were broadly the same as those used in 2021 and 
2020 surveys, covering:


• Activities


• Access to devices and usage


• Co-viewing/co-playing


• Entertainment genres


• Discovery and sharing


• TV shows/series watched


• Brands used for games, video and social


• Children’s conversations between each other


• Accessibility


• Parental concerns


• Canadian content


• Engagement with current affairs 


• Attitudes towards coverage of current affairs by kids’ TV



1. Executive Summary 
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Executive Summary
Activities

Canadian kids enjoy being social. The top activity is spending 
time with family (57%) and the third most popular is being 
with friends (49%). The second most favoured activity by is 
watching video YouTube (55%).


Canadian kids also like listening to music, and playing games, 
using apps scores slightly higher than playing games 
consoles or online. When it comes to television programmes, 
watching kids’ shows on streaming services outperforms 
watching broadcast TV.


Canadian Content

Although having Canadian actors or being made in Canada 
are not major drivers of content choices by kids, more than 
half of both parents and kids feel more positive towards 
Canadian-made shows.


Degrassi, Corner Gas Animated and Max and Ruby are the 
top three series correctly identified as being Canadian made. 
Degrassi has overtaken Max and Ruby is the Most Viewed TV 
Show thought of as Canadian. 


A quarter select a particular piece of content, such as a TV 
show, because it is home-grown, or has Canadian actors; both 
little changed on a year ago. Since the last survey there has 
been a 17% increase in kids saying it’s important for them to 
have access to Canadian made series.


Representation and accessibility

Representation in TV content goes beyond age, gender, 
nationality, or ethnicity, to include voices, physical, mental, or 
learning disabilities, economic background, and life 
experiences. Almost two out of five kids in Canada choose TV 
shows or series which they perceive to be represented in (up 
18% compared to 2020. 


Nearly four out of five parents want their kids to watch TV 
shows/series that showcase different cultures, diversity and 
inclusion. Most parents struggles to spontaneously name any 
TV series which have included discussions related to current 
events.


Around Four out of five Canadian kids and their parents can 
access services such as subtitling and audio description 
when they watch TV shows/series.
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Executive Summary (cont/…)
Devices

The television retains its crown as the ‘king of screens’ and is 
the device most kids have access to in the home, driven by 
the offer of a high fidelity viewing experience. 


The second most accessible screen, and the device Canadian 
kids are most likely to own is the tablet. Its versatility both in 
terms of available activities and practical considerations such 
as usability and screen-size drive are key to the popularity of 
tablets.


Older children turn to a smartphone for its ability to keep 
them connected and the increased freedom it gives them. 
Aside from the tablet it’s the screen kids are most likely to 
own.


The PC/laptop was ‘dusted’ off during Covid, and seven out of 
ten kids can access one and a third have one of their own.


Viewership

On average Canadian kids and teens spend almost two days 
per week using the four screens available to them are 
spending roughly two hours less per week on screens than 
they did a year ago. 


Four activities dominate the use of screens: watching TV/
video, playing games, learning and for social/messaging. 
More than 9 out of 10 Canadian kids consume video, 
whether that’s linear, streamed, downloaded or recorded) on 
any one of the screens they have available to them.


Video Content

There are many reasons Canadian kids choose one piece of 
content over another. There are some basic hygiene factors 
like parental approval, practical considerations, e.g. device 
availability, time of day, what other family members would 
like to watch in addition to kids’ own choice motivations, 
primarily likeable characters, a great storyline and audience 
relevant subject matter or themes. 


Humour remains the most popular genre, ahead of action/
adventure and wildlife/animals. Gaming is the most watched 
video content followed by comedy and animals. 


The most popular brands tent to be, age-appropriate and 
made for kid. Established, trusted properties like PAW Patrol, 
Peppa Pig, SpongeBob SquarePants and Scooby Doo.
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Discoverability

The school playground is a ‘hotbed’ of chatter about brands 
and IP. Successful brands become part of the conversation 
that takes place between friends - something that the game 
Fortnite has successfully exploited to its benefit. 


YouTube is the top source of discovery online, achieving 
similar scores are YouTubers. 


Trailers and TV adverts are the best offline media to use for 
driving awareness.


Brands

The kids’ entertainment market in Canada is increasingly 
congested and fragmented, with the number of ways of 
reaching and engaging kids constantly evolving. 


That said, there are some brands which continue to cut 
through the “noise”. LEGO, Disney and PAW Patrol are 
amongst the top brands most likely to be used, read, 
watched or played by kids in Canada. Game brands like 
Minecraft and especially  Roblox are growing in popularity.


Channels and Platforms

The top five most watched each week are all streaming 
platforms.


YouTube is the most popular digital brand among all ages. 
Whilst parents raise concerns about the appropriateness of 
some content, they also recognise that it provides kids with a 
platform on which they can most easily find content, which is 
relevant to them and their specific interests.


Netflix, with its wealth of content that appeals to different 
ages and genres that appeals to different tastes, is ranked 
second and Disney+ which has seen huge growth for its kids 
and family appeal content is ranked third. YouTube Kids and 
Prime Video are fourth and fifth respectively.


Of the linear services, Cartoon Network has the highest 
weekly reach of all the kids’ channels, CBC is the top 
performing broadcast network and Animal Planet is the most 
popular cable channel.


Executive Summary (cont/…)



2. Profiling Canadian Kids
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The Top 3 Activities: Spending Time With Family, 
Watching YouTube and Being With Friends 

Listening 
to 

music

Reading Use 
learning 

apps

26%

38%

48%

24%

33%

50%

28%

40%

52%

Going 
out 

with my 
family

Spending 
time 
with 

friends

Going 
to the 

cinema

Playing 
sport

Taking 
part 
in an 

organized 
activity

28%

33%
36%

49%

57%

25%

33%33%

49%

58%

29%

35%
38%

52%

60%

2020 2021 2022

Watching 
YouTube

Watching 
TV series 

made 
specifically 

for kids on a 
streaming 

service

Watching 
TV series 

as a 
family on 
broadcast 
television

Watching 
TV series 

made 
specifically 
for kids on 
broadcast 
television

29%
33%

38%

55%

30%

35%
37%

55%

34%
36%

38%

59%

Play 
app 

games

Playing 
console 
games

Playing 
online 
games

39%39%
42%

34%

40%40%
37%

39%

46%

Playing 
with 
toys 
or 

board 
games

41%
44%

49%

Use apps 
for 

messaging

Using 
social 
media

27%

31%

26%
29% 29%

33%

Social Activities TV/video Video Games Online socialToys Other

Source: Dubit/Shaw Rocket Fund. AQ5.1. From the following list of activities, please tell us which ones you enjoy 

Base: All respondents  2020 1057 (weighted) | 2021 1064 (weighted) | 2022 1482 (weighted)

There is little change over time in the popularity of different activities kids engage in. Spending time with family, friends, watching YouTube, 
listening to music and playing video games remain the most popular. One notable point: playing online games is now as popular as playing 
console games.



3. Canadian Content
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Source: Dubit/Shaw Rocket Fund. BQ16..2 [What] is important to you in your favourite TV shows? 

Base: All respondents  2020 1057 (weighted) | 2021 1064 (weighted) | 2022 1482 (weighted)

2020 2021 2022

8%6%

6%
19%20%

15%

“It has to have Canadian actors or characters in 
it”

2020 2021 2022

8%7%

4%
17%18%

15%

Fairly true Very true

“It has to be made in Canada”

Motivations for choosing brands and content

Compared to last year there has been little change in the proportion 
driven to choose content because it has Canadian actors or 
characters.


There has been relatively little change in the numbers minded to 
choose content because it is Canadian in origin.

Parents: Around a Quarter Want The Shows Their 
Kids Watch to be Canadian, or Canada-focused



Parents: Most Parents and 8-16 Year Olds Feel 
More Positive Towards Canadian Made Shows

13

Source: Dubit/Shaw Rocket Fund. CCQ2. How important is it for your child to have access to Canadian shows? CCQ1.i If you found out one of the TV shows/series your child watches or has 
watched in the past was made in Canada, how would it make you feel about that programme?

Base: All respondents  2020 1057 (weighted) | 2021 1064 (weighted) | 2022 1482 (weighted)
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Importance of access to Canadian shows 
(% saying extremely or very important)

2020 2021 2022

41%

46%

35%

NET Extremely/very important

Kids aged 8-16

2020 2021 2022

24%

21%
18%

29%28%

32%

Parents

2020 2021 2022

21%

17%
18%

35%

29%
31%

Somewhat more positive A lot more positive

Feelings towards a show when they know it’s Canadian made

2 out of 5 parents value access to Canadian kids’ content, down 5 
points from a year ago, but higher than in 2020.


Well over half of both parents and kids feel more positive towards 
Canadian-made shows. Kids score marginally higher than parents 
higher on ‘a lot more positive.



What’s Canadian content? Degrassi tops the list, 
and is the most-viewed show thought to be 
Canadian
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Degrassi

Corner Gas Animated

Max and Ruby

Franklin and Friends

Babar and the 
Adventures of Badou

Wild Kratts

Super Why!

Le Chalet

Dino Dana

Odd Squad 11%

11%

11%

13%

14%

14%

16%

17%

25%

34%

8%

10%

13%

11%

13%

11%

13%

16%

19%

26%

2021 2022

Degrassi

Max and Ruby

Hotel Transylvania: 
The Series

Cloudy with a 
Chance of Meatballs

Franklin and Friends

Corner Gas Animated

Wild Kratts

Super Why!

Snoopy

Johnny Test 23%

25%

26%

27%

29%

30%

34%

36%

37%

39%

20%

20%

15%

18%

11%

18%

20%

23%

29%

18%

Top 10 Series thought to be Canadian in origin 
- Prompted (Total)

Top 10 Series thought to be Canadian in origin and 
have watched - Prompted (Total)

Source: Dubit/Shaw Rocket Fund. BQ15. We are going to show you a list of kids' TV series which have been on air over the last 10 years of so. We'd like you to tell us whether or not you believe each one is a Canadian show, and also indicate whether you have watched it.

Base: All respondents 2021 1064 (weighted) | 2022 1482 (weighted)

Degrassi tools the list of shows thought to me made in Canada (34%), 
ahead of Corner Gas Animated (25%) and Max and Ruby (17%). Of the 
series thought of as Canadian, 39% claim to have watched Degrassi 

(up from 18% a year ago), 37% have watched Max and Ruby (up from 
29% in 2021) and 36% have watched the Sony/Nelvana co-production 
Hotel Transylvania:The Series (up from 23% in the last survey).



4. Representation
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2020 2021 2022

39%38%
33%

2021 2022

78%
73%

Kids aged 8-16:

“I have to feel represented in it”

“I want my children to watch shows that showcase 
different cultures, diversity and inclusion”

Motivations for Choosing Brands and Content:

Representation Becoming More Important

Almost 2 in 5 kids want to feel represented in what they watch, up 
from 33% when the survey was conducted on 2020.


Most parents want their kids to watch TV shows/series that showcase 
different cultures, and present diversity and inclusion in the themes 
and storylines.

Source: Dubit/Shaw Rocket Fund. BQ16.2. Think about what is important to you in your favourite TV shows. Using a scale from very untrue to very true - please tell us which of the 
following statements reflect how you feel. CCQ3.1 [Parent] Do you want your children to watch shows that showcase different cultures, diversity and inclusion? 

Base: All respondents  2020 1057 (weighted) | 2021 1064 (weighted) | 2022 1482 (weighted)



Very Few Parents Can Name Examples of Kids’ 
TV shows that Address Topical Events
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Source: Dubit/Shaw Rocket Fund. CCQ3.3 Can you think of any kids' shows/series, which have focussed on or included discussions related to current events, in an appropriate way for the audience?

Base: All parents 1482 (weighted)

Can think of TV shows for children which 
have included discussions related to 
current events in an appropriate way

2021 2022

6%
9%

The vast majority of parents were unable to 
spontaneously name any programmes which have 
included discussions related to current events.


Parents who could name shows pointed toward series 
like Dora The Explorer, Wild Kratts, Sesame Street, 
Passe Partout and Anti Mack



5: Accessibility
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80% of Canadian Kids with Disabilities have 
Access to at Least One Type of Service

Source: Dubit/Shaw Rocket Fund. ZQ5. Which of the following services do you have access to, when watching TV shows? 

Base: Children with disabilities: 2020 163  2021 213  2022 341

Subtitling

2020 2021 2022

42%
38%

31%

Audio Description

2020 2021 2023

34%

23%

18%

Signing

2020 2021 2022

21%

12%12%

Talking Devices

2020 2021 2022

33%

18%
15%

Induction Loop

2020 2021 2022

27%

12%
8%

Accessibility 
available (NET)

2020 2021 2022

82%

63%

47%

Canadian disabled kids’ access to services, when watching TV series

More than two out of five kids in Canada can access TV show subtitling, and just over a third can use audio description that 
accompanies TV shows/series.
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Around Two Thirds of those with Access to 
Services Use Them Whilst Watching TV Shows

Source: Dubit/Shaw Rocket Fund. ZQ6. Which of the following services do you use, when watching TV shows? 

Base: Children with access to subtitling (150), audio description (122), signing (74), talking devices (117), induction loop (93)

Accessibility services used by children with access

Children with access to service

66%

77%

64%66%65%

Subtitling Audio description Signing Talking devices (voice guidance / text-to-speech support) Induction loop
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83% of Canadian Parents with Disabilities Have 
Accessibility Services To Accompany TV Shows

Subtitling

2020 2021 2022

42%42%
46%

Audio Description

2020 2021 2023

34%

21%21%

Signing

2020 2021 2022

24%

17%15%

Talking Devices

2020 2021 2022

32%

17%16%

Induction Loop

2020 2021 2022

25%

9%
10%

Accessibility 
available (NET)

2020 2021 2022

83%

66%
63%

Parents’ access to services, when watching TV series

Source: Dubit/Shaw Rocket Fund. ZQ5i. Which of the following services do you have access to, when watching TV shows? 

Base: Parents with disabilities: 2020 206  2021 147  2022 161

Circa two fifths of parents can access subtitling, just over a third have use of audio description, and just under a quarter signing  
to accompany the TV shows they watch.
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Parents are marginally more likely to use these 
services than children with disabilities

Accessibility services used by parents with access

Parents with access to service

68%
73%

65%

71%
68%

Subtitling Audio description Signing Talking devices (voice guidance / text-to-speech support) Induction loop

Source: Dubit/Shaw Rocket Fund. ZQ.i Which of the following services do you use, when watching TV shows? 

Base: Parents with access to subtitling (163), audio description (124), signing (86), talking devices (118), induction loop (92)



6. Devices
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Devices: TV remains the most 
accessible screen

2020

2021

2022 85%

86%

86%
2020

2021

2022 76%

73%

77%

2020

2021

2023 70%

68%

68% 2020

2021

2022 70%

71%

71%

Source: Source: Dubit/Shaw Rocket Fund. AQ1. Which of these devices do you have access to/have one of your own? 

Base: All respondents: 2020 1057 (weighted) 2021 1064 (weighted)  2022 1482 (weighted)

Access to devices amongst kids in Canada is relatively 
stable:


• 85% of 2-16 year olds have access to a television screen 
at home and elsewhere (little changes compared to 
previous years)


• 76% have access to a Tablet, back to 2020 levels 


• 70% to a Smartphone, up from 68% in previous years 


• 70% to a PC/Laptop, fractionally down on last year


Although not shown, there is little difference between the 
genders when it comes to access to main devices kids 
use to access entertainment.
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Devices: More Likely to “Own” 
a Tablet or Smartphone

2020

2021

2022 34%

33%

32%
2020

2021

2022 42%

44%

44%

2020

2021

2023 41%

44%

44% 2020

2021

2022 35%

37%

35%

Source: Source: Dubit/Shaw Rocket Fund. AQ1. Which of these devices do you have access to/have one of your own? 

Base: All respondents: 2020 1057 (weighted) 2021 1064 (weighted)  2022 1482 (weighted)

Not only do children have access to devices, but they are 
often the primary user of one or ‘own’ a device. 


• 42% of 2-16 year olds are the primary users/owners of a 
Tablet 


• 41% own a Smartphone, down from 44% previously


• 35% own a PC/Laptop (unchanged compared to 2020)


• 34% own a TV, slightly higher than a year ago  


Although not shown in the charts, as you would expect, 
with the exception of a child’s tablet, more 11-16 year olds 
are ‘owners’ of devices.


With the exception of gaming and handheld game 
consoles there is little difference between the genders. 
Boys over-index on owning gaming consoles by 13% and 
10% on handheld games consoles.



Source: Source: Dubit/Shaw Rocket Fund. AQ1. Which of these devices do you have access to/have one of your own? 

Base: All respondents: 1482 (weighted). 2-4 year olds: 297 (weighted), 5-7 year olds: 292 (weighted), 8-10 year olds: 292 (weighted), 11-16 year olds: 600 (weighted)

Smartphone

2-4

years

old

5-7

years

old

8-10

years

old

11-16

years

old

15%

25%

49%52%
17%

34%

43%35%
68%

41%

9%
14%
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Tablet

2-4

years

old

5-7

years

old

8-10

years

old

11-16

years

old

21%19%
25%

33%

26%
34%

41%

37%

52%
46%

34%
30%

PC/laptop

2-4

years

old

5-7

years

old

8-10

years

old

11-16

years

old

12%

22%

51%
57% 33%

42%

38%
32% 55%

36%

11%11%

Own Access
No access

Games console

2-4

years

old

5-7

years

old

8-10

years

old

11-16

years

old

21%23%

42%

55%

33%

38%

39%

31%

47%
39%

19%
15%

Devices: From the Age of 8, the Majority of 
Canadian Kids ‘Own’ their Tablet

• Of all the devices in the home, thew tablet is the screen 2-7 year olds are likely to ‘own'


• Just under half of 8-10 year olds now ‘own’ a tablet, just over two fifths own a smartphone


• More 11-16 year olds have a smartphone than any other device, are most like to have their own PC/laptop


• More 8-10 year olds are ‘owners’ of a games console than have a PC/laptop



7. Viewership
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Source: Source: Dubit/Shaw Rocket Fund AQ3. How much time do you spend on each of these devices in your own time? (Weekly calculated time)

Base: All respondents: 2020 1057 (weighted); 22021 1064 (weighted) 2022 1482 (weighted)

Dubit R2863 Canadian Kids Media and Tech: Summary Report 2022

Average time per week per device (HH:MM)

2020 2021 2022

6h 7m
10h 22m

9h 5m

14h 7m
13h 4m12h 29m

11h 24m10h 9m10h 19m

13h 52m14h 1m13h 24m

Television Tablet Smartphone PC/Laptop

45h 30m46h 28m
47h 35m

Despite an increase of about an hour per week spent using 
smartphones, and one and a quarter hours more use of 
tablets, Canadian kids are spending roughly two hours less 
per week on screens than they did a year ago.


The decline in the time spent using screens has been 
driven by four and a quarter hours less use of PC/laptops. 
Devices battle for kids’ time; TV and smartphone capture  
the largest share.

Viewership: Canadian Kids’ Time Spent on 
Screens Has Changed Little in Three Years
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Source: Source: Dubit/Shaw Rocket Fund AQ4. How much time do you spend doing this activity on this device? (Weekly calculated time)

Base: All respondents: 2020 1057 (weighted) 2021 1064 (weighted)  2022 1482 (weighted)

Share of Time (all screens)

2020 2021 2022

36%33%33%

7%7%7%
4%4%4%

5%5%5%

10%10%10%

14%13%13%

13%
14%14%

13%14%14%

Games Video Social/Messaging Learning/Education
Music Reading Internet Browsing Not Attributed

Time: Screens are Primarily Used For Games, 
Video, Social and Education 

Four activities account for half of the time kids spend 
using screens:


• Playing games


• Watching video


• Social and messaging


• Learning/education


Browsing the internet and listening to music account for 
about an eighth of the time kids spend using screens.


More than a third is spent on the many other activities 
than can be undertaken on screens, these include: using 
entertainment apps, video chat, taking pictures and video, 
emails, etc.
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Viewership: Around Half Watch YouTube or Netflix 
Each Week; Kids’ Linear Channels Decline Further 

Source: Dubit/Shaw Rocket Fund, 2020. JQ5. Hw often do you use any of the following?

Base: All respondents: 2020 1057 (weighted)  2021 1064 (weighted)  2022 1482 (weighted)

3%3%4%4%4%4%4%5%5%5%5%6%6%6%6%6%6%6%6%
8%8%8%

9%10%10%10%
11%12%12%

14%14%

29%

20%

32%

43%

50%

5%5%5%5%
6%

8%
6%5%6%

7%8%8%

5%
8%8%

7%
8%8%8%7%

10%11%11%

6%

10%
12%

8%

12%13%13%

16%
15%

19%

34%

46%

52%

5%
7%

6%6%
5%

9%
6%5%

7%6%

10%

7%

4%
6%

10%

6%
8%

10%

7%7%

12%12%12%

6%
8%

15%

5%

14%

10%
12%

18%

12%

23%

26%

46%

54%

2020 2021 2022

Kids’ linear TV

Streaming services

Broadcast networks

Generalist cable channels

Weekly Reach (2-16 years old)

The top five most watched platforms are streaming services. 
Only two of the top 10 ranked channels and services watched 
weekly by 2-16 year olds each are linear channels curated for 
children. YouTube has three times the weekly audience of the 
best performing children’s linear channel, Cartoon Network. 


Canadian children are watching generalist channels, such as  
cable channels like Animal Planet and ABC Spark as well as 
broadcast networks like CBC and CTV.



8. Video Content
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Humour Action/Adventure Wildlife/animals Science Music videos

27%27%

35%
38%

48%

26%27%

40%40%
45%

28%30%

40%38%

52%

Around Half Humorous Content and Comedy is 
the Joint Top Video Format Watched

Preferred type of entertainment Types of video watched

Gaming Comedy Animals Music People/ 
Celebrities

24%
28%29%

33%33%

27%
30%29%

31%31%

23%

32%
29%

32%
37%

Source: Dubit/Shaw Rocket Fund. BQ16. From this list, we’d like you to tell us which types of entertainment you like?  JQ3. In the past month, have you viewed any of the following types of video?

Base: All respondents: 2020 1057 (weighted) 2021 1064 (weighted); 2022 1482 (weighted)

Humour is the most popular genre across all ages, liked by the 
majority of Canadian kids, action/adventure is the second most 
popular genre having overtaken wildlife/animals which is now 
ranked third. Kids are curious and want to understand how things 
are made or how they work, which means science is ranked fourth 
and music is part of kids’ lives from an early age, which means the 
genre rounds off the top 5.


Kids are watching video related to playing games and playing 
games which together with comedy is the equal top video genre 
consumed in the last month. Video content with animals is ranked 
third (the same ranked as the genre preference), music is the fourth 
most watched video genres followed by people/celebrities.
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Kids and Teens Like An Equal Mix of 
Animated and Live Action Content

Video format preference

2020 2021 2022

6%9%7%

35%
37%34%

26%24%
23%

33%31%36%

Prefer Animated Series Prefer Live Action Series Like Both Equally
Neither

More than a third of 2-16 year olds indicated liking 
both animated and live action content equally, which 
is slightly higher than the 33% who express a 
preference for animation over live action. Just over a 
quarter prefer live action over animation

 Source: Dubit/Shaw Rocket Fund. JQ3. Which of the following types of programmes, do you prefer?

Base: All respondents: 2020 1057 (weighted) 2021 1064 (weighted); 2022 1482 (weighted)
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Needs likeable 
characters

Storyline and narrative 
are important

Needs to stimulate 
my imagination

I have to trust 
and understand it

Has to have 
parental approval

Want it to be 
free/cheap

I choose content about 
a passion/interest

Has to be on at 
convenient time

Want to learn 
something from it

Has to be on subject 
I really are about 51%

52%

53%

53%

55%

58%

58%

60%

61%

62%

49%

48%

50%

50%

52%

56%

54%

54%

57%

60%

50%

52%

52%

52%

54%

57%

56%

58%

56%

60%

Characteristics Driving Content Engagement

Many factors influence why a Canadian kid 
chooses one piece of content in preference to 
another. However, the three biggest motivations 
behind their content choices have remained 
consistent over time:


• Characters that are likeable


• A great storyline


• Subject matter or themes that are relevant to 
the audience


Other drivers include:


• Trust in and comprehension of the content


• Parental approval


• Affordable

Content Choice Drivers: Likeable Characters, 
Great Story, Stimulating the Imagination 

Source: Dubit/Shaw Rocket Fund, 2020. BQ16.2. Please think about what is important to you in your favourite TV shows

Base: All respondents: 2020 1057 (weighted) 2021 1064 (weighted); 2022 1482 (weighted)
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Source: Dubit/Shaw Rocket Fund, 2020. DQ9. How concerned are you about your children’s online presence?

Base: All respondents: 2020 1057 (weighted) 2021 1064 (weighted); 2022 1482 (weighted)

Parents Primary Concern is about their Kids 
Content that’s Inappropriate for their Age

Total Sample

Being exposed 
to inappropriate 


content for 

their age

Interaction with 

strangers/people 

they don't know

Interaction with 

someone 

pretending 

to be their age

Too much

screen time

Advertisers being 

able to learn about 

your child through 


online behaviors

How current 
online behaviour 

may affect 
future opportunities

Child's management 
of their reputation 

by what they 
do online

54%54%56%

62%64%64%
67%

52%54%55%

62%
59%61%61%

51%

57%

51%

65%

57%57%

65%

2020
2021
2022

Safety around interaction with other people they are not 
familiar with online is a growing concern and the same is true 
for their child interacting with someone pretending to be 

their age.  Too much time spent on screens is a consistent 
worry and parents are unsettled by the idea that advertisers 
could learn about their child through online behaviours.



9. Discoverability



Word of mouth

Friends Parents Siblings Teacher Other 
adults

13%
15%

23%

34%

54%

12%
15%

21%

32%

55%

13%
16%

22%

36%

55%

2020 2021 2022

Online media

Online 
video

Online 
adverts

In 
Games

Suggested 
content

In-app 
adverts

Websites  
Online 

recommendation 
engine

Mobile 
adverts

8%8%

12%13%15%
18%17%

31%

7%
8%

12%11%
15%16%16%

27%

7%
9%

15%13%
17%18%

33%

Traditional channels

Trailers 
between 

shows

TV 
adverts

Flicking 
through 

channels/ 
shows

At a 
cinema

 
Outdoor 
adverts

Retailer On 
the 

radio

Magazines

7%
10%10%10%12%

16%

21%23%

7%
9%8%7%

11%
14%

25%

20%

7%
9%8%8%

13%
16%

26%

22%

Online social

YouTuber Social 
media

Viral 
videos

Blogs/ 
forums

Celebrity

7%7%

14%
18%

31%

6%7%

13%

18%

27%

6%5%

15%

20%

32%
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Word of Mouth Continues to be the Most Effective 
Tool for Driving New Content Discovery

2020


89%
2021


88%
2020


67%
2021


67%
2020


65%
2021


65%
2020


57%
2021


51%

Friends (and parents specifically for younger children) are 
crucial for finding out about new entertainment. 


Online video, essentially YouTube, or a YouTube influencer is 
more effective at driving awareness of a new piece of content  
than trailers or TV adverts.


TV adverts reach a fifth of all 2-16 year olds, and combined 
with other traditional channels has similar effectiveness as 
online media.


Fewer than a fifth discover a new piece of content via social 
media.

Source: Dubit/Shaw Rocket Fund, 2020. CQ3. Thinking about how you first hear about a new show/series on television, book or app, where are you most likely to hear about it?

(Base: Canada 2020 1057 (weighted) | 2021 1064 (weighted))

2022


93%

NET
2022


71%
2022


70%
2022


58%

NET NET NET
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How children and teens share entertainment they enjoy (2-16 years old)

Face to face 
inside 
school

Face to face 
outside 
school

Lending 
to a 

friend

Through 
Facebook

Using 
TikTok

Sending 
a link to a 
YouTube 

video

Through 
Instagram

Through 
messaging 

services

Through 
Snapchat

Through 
Discord

Through 
Twitter

Sending 
a link to an 

online 
article

Other 
people's 

blogs/forums

On my  
own blog

2%4%4%4%
7%8%9%9%10%10%12%

13%

21%

24%

2%2%
5%5%5%5%

7%
11%

8%
10%

12%13%

19%
20%

3%4%4%5%
7%8%

13%
9%9%

12%
15%

20%
22%

2020
2021
2022

Kids Primarily Sharing Content In-Person

Source: Dubit/Shaw Rocket Fund, 2020. CQ5. If you have enjoyed a piece of entertainment such as a TV show, game or book, how have you shared it?

Base: All respondents: 2020 1057 (weighted) 2021 1064 (weighted)) 2022 1482 (weighted)

Despite the perceived ease of sharing through online 
platforms, children and teens share entertainment they enjoy 
primarily in-person, either at school, when socialising outside 
school and some even go as far as lending something to one 
of their friends. Sharing in-person allows friends to ‘enjoy the 
moment’ together, especially those who have a common 

liking of the subject matter, such as a particular toy,  celebrity, 
video game, musician or band. Of the online platforms used 
to share, Facebook is used by one in eight, TikTok has 
overtaken other social media and messaging services. 
Around one in ten share links to YouTube videos.



10. Brands



More than Two Out of Five Canadian Children 
and Teens have used LEGO or a Disney Product
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Top 20 Brands Ever Used (2-16 years old)

Source: Dubit/Shaw Rocket Fund, 2020. BQ14. We are going to show you a selection of toys, games, apps, TV shows and books - please tell us which of the following you have ever used, watched, read or played with?

Base: All respondents: 2020 1057 (weighted) 2021 1064 (weighted)) 2022 1482 (weighted)

Television ToysApp/Video Games Print FilmOriginating platform Book

Despite further decline, LEGO retains the highest 
engagement amongst 2-16 year olds in Canada (45%), 
followed by Disney, PAW Patrol Minecraft and Spiderman.


Roblox has jumped from fifteenth place to seventh with a a 
24% increase in its score compared to a year ago. 

23%23%23%24%25%25%
28%

26%
28%29%30%31%31%32%33%33%

35%

39%

44%45%

22%
23%22%

20%

26%

23%

26%
28%

29%
26%

28%
30%31%

26%

33%
30%

37%36%

44%

47%

24%25%
26%

24%
26%25%

30%

26%

32%31%30%32%
33%

25%

35%

31%

35%

40%

45%

50%

2020 2021 2022
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