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Vice-President Broadcasting

Telecommunications Commission

Gatineau, Quebec K1A0ON2

Filed electronically

Dear Mr. Shortliffe:

Re:

Requests for information regarding the proceeding initiated by The Path
Forward - Working towards a sustainable Canadian broadcasting system,
Broadcasting Notice of Consultation 2025-2, Requests for Information

We thank the Commission for the opportunity to respond to the requests for
information on Broadcasting Notice of Consultation 2025-2: Working towards a
sustainable Canadian broadcasting system. We are pleased to provide Rocket Fund’s
responses below.

This submission provides an overview of children’s engagement with linear television,
subscription video-on-demand (SVOD) services, YouTube, and other platforms,
alongside recent trends in Canadian content viewership.

Shaw Rocket Fund

Q39. Please provide information/data reflecting children's engagement with linear,
online and all other platforms as well as data reflecting viewership trends of Canadian
children’s programming

3.

4.

5.

The data in this submission demonstrates that while Canadian and Indigenous
children’s viewing habits are shifting toward online platforms, linear television remains
a consistent and trusted part of their media consumption. Parents, in particular,
identify Canadian linear broadcast services as essential to delivering programming that
supports learning, promotes positive behaviours, and fosters cultural values.

The research further demonstrates that Canadian children’s programming is valued by
parents because of its strong recognition of cultural benefits, its ability to reflect
Canadian identity, and its role in transmitting national values to younger generations.

The findings draw from multiple reputable sources, including MTM Junior, Canada
Media Fund (CMF), Statista 2025|Numeris|Thinktv, and Dubit. Together, these insights
highlight the growing role of digital platforms for Canadian and Indigenous children, the
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continuing importance of linear television, and the enduring demand for Canadian
children’s programming.

Children’s Engagement with Linear Television

6. According to MTM Junior, traditional television continues to attract meaningful levels of
Canadian and Indigenous children’s engagement. Twenty-eight per cent of children
aged 2-17 watch linear television daily, a total of 60% of children watch weekly," and
68-70% kids watch monthly?:

TV viewership in a typical month
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Source: MTM Junior, Tuning into Kids and Traditional TV Report, April 2, 2025

7. Thisisreinforced by Statista’s broader Canadian audience data which confirms the
continuing reach of linear broadcasting among young viewers. According to Statista
(2025), citing Numeris data compiled by Thinktv, weekly TV reach as of December 2024
was 65% among children aged 2-11 and 72% among teens aged 12-17.°

8. Unsurprisingly, Canadian francophone kids watch linear television slightly more: an
estimated 73% of francophone children aged 2-17 watch linear television on a monthly
basis, with 65% watching weekly.*

9. Canadian and Indigenous kids watch on average of 7.7 hours per week on SVOD
services, spend 6.9 hours on YouTube, and while this totals 14.6 hours, they are still
watching 6.7 hours of linear TV reports MTM Junior. Although children are increasingly
diversifying their media usage, linear television continues to play an important role.®

"MTM Junior, Tuning into Kids and Traditional TV, Anglophones aged 2-17, April 2, 2025, p. 5.

2 MTM Junior, Tuning into Kids and Traditional TV, Anglophones aged 2-17, April 2, 2025, p. 8

3 Statista 2025|Numeris|Thinktv, Canada; Numeris; September 16, 2024 to December 15, 2024; 2 years
and older

4 MTM Junior, 2025 Francophone

5 MTM Junior, Tuning into Kids and Traditional TV, Anglophones aged 2-17, April 2, 2025, p. 12
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Estimated weekly hours of Viewing Content by Platform
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MTM Junior, Tuning into Kids and Traditional TV Report, April 2, 2025

10. Despite the growth of digital platforms, linear television remains a part of children’s
media consumption. A majority of Canadian and Indigenous children continue to watch
traditional TV, and time-spent metrics indicate that linear television still accounts for a
good portion of their viewing. Statista 2025|Numeris|Thinktv data further confirms that
linear TV continues to reach a meaningful proportion of children aged 2-17,
underscoring its relevance in Canada today.

Children’s Engagement with Online and Other Platforms
YouTube

11. As demonstrated above, YouTube continues to be a dominant platform for children’s
content consumption. MTM Junior reports that 42% of children aged 2-17 watch
YouTube daily, and in total, 74% of children use YouTube weekly, with 83% using it
monthly.®

12. At 83% monthly engagement, YouTube slightly surpasses SVOD services at 81%. Linear
television, while less, continues to be relevant, with 69% of children still watching
monthly.’

8 MTM Junior, Choose Your Own (Video) Adventure — Kids and YouTube, Anglophones 2-17, March 5, 2025, p. 5
7 MTM Junior, Choose Your Own (Video) Adventure — Kids and YouTube, Anglophones 2-17, March 5, 2025, p. 7
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Canadian Kids Monthly Video Content Viewing
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MTM Junior, Choose Your Own (Video) Adventure - Kids and YouTube Report, March 5, 2025
13. Although YouTube captures a broad reach, MTM Junior reports that it does not fully

dominate time spent, likely due to longer formats on other platforms. Canadian and
Indigenous children aged 2-17 report watching SVOD services for 7.7 hours per week,

YouTube for 6.9 hours, and linear television for 6.7 hours.®

14. As expected, Canadian anglophone kids spend about an hour and a half more per week
watching regular YouTube than do francophone kids.®

Estimated Weekly Hours of Viewing on YouTube
Anglophone and Francophone kids
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MTM Junior, Choose Your Own (Video) Adventure - Kids and YouTube Report, March 5, 2025

8 MTM Junior, Choose Your Own (Video) Adventure — Kids and YouTube, Anglophones 2-17, March 5, 2025, p. 16
® MTM Junior, Choose Your Own (Video) Adventure — Kids and YouTube, March 5, 2025, p. 17
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15. YouTube is a key source of video content for children, with high daily, weekly, and
monthly reach across age groups. While children spend slightly more time on SVOD
services, YouTube remains a major platform for short-form and accessible content.

SVODs and Other Platforms
16. Overall, SVOD viewership trends have remained stable across recent years for

Canadian and Indigenous children, as has YouTube usage, while linear has experienced
expected declines.™

Monthly Video Content Viewership
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MTM Junior — Streaming Stars: Exploring Kids’ SVOD Habits Report, October 22, 2024

17. MTM Junior - Streaming Stars: Exploring Kids’ SVOD Habits (October 22, 2024)
highlights that anglophone households with children are 17% more likely than others to
subscribe to SVOD services."

18. Anglophone children aged 2-17 also spend more time on SVOD platforms (7.7 hours per
week) than francophone children (6.1 hours per week), for a combined national average
of 7.3 hours per week as demonstrated below.'?

10 MTM Junior, Streaming Stars: Exploring Kids’ SVOD Habits, Anglophones aged 2-17, October 22, 2024, p 12
" MTM Junior, Streaming Stars: Exploring Kids’ SVOD Habits, Anglophones aged 2-17, October 22, 2024, p. 6
12 MTM Junior, Streaming Stars: Exploring Kids’ SVOD Habits, October 22, 2024, p 19
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Estimated Weekly Hours of Viewing SVOD Content
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MTM Junior, Streaming Stars: Exploring Kids’ SVOD Habits Report, October 22, 2024

19. In addition, an increasing number of kids are watching content on FAST channels,
which now account for 33% of their viewing time, as shown in in the chart referenced in
paragraph 12 above.

20. Canadian children also make active use of accessibility features on SVOD services. On
a monthly basis, 17% of children use closed captioning and 11% use described video.
Older children aged 12-17 are most likely to use closed captioning (20%), while younger
children aged 2-6 are most likely to use described video (16%)."

21. SVOD services continue to be widely used by children and provide complementary
viewing to linear television and YouTube. SVOD usage is stable and contributes
meaningful hours of content consumption. Collectively, SVOD services form an integral
part of the children’s media ecosystem in Canada.

Canadian Viewership
Importance of Canadian Content

22. The CMF Genre Report: Children and Youth and One-off Documentary (September 19,
2024) emphasizes the continued importance of Canadian content. Within the Ipsos
Omnibus survey, the CMF ask two questions of Canadian respondents with a focus on
children’s & youth content: (i) the importance of making Canadian content available for
audiences aged 2-17 across television and digital platforms; and (ii) whether such
content provides cultural benefits such as transmitting Canadian values, fostering
diversity, and promoting national pride.

13 MTM Junior. Streaming Stars: Exploring Kids’ SVOD Habits, Anglophones aged 2-17, October 22, 2024, p. 39
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23.

Overall, 65% of respondents agreed that Canadian children’s content is important, and
62% believed it provides cultural benefits. Respondents in Quebec were the most
supportive, where 70% rated Canadian content as important (Ontario was the next
highest at 68%) and 65% agreed that it conveys cultural value (next highest was 64% in
British Columbia).™

24. The MTM Canadian Content Report found that francophone and anglophone parents

25.

are basically equally likely to value Canadian content for their kids (54% among
francophones vs. 51% for anglophones).'

And among newcomers to Canada, 78% agreed that Canadian children’s content
provides cultural benefits, compared to 61% among non-newcomers.'®

Parental Attitudes and Trust with Dedicated Children’s Linear Broadcast Channels

26.

27.

28.

29.

The Shaw Rocket Fund Children’s Media Leaders Forum - Canadian Data Report with
Dubit (Appendix A) confirms the high regard that Canadian parents hold for dedicated
children’s linear broadcast services:

e For supporting learning and development, 46% of parents preferred children’s
linear broadcast channels, compared with 35% for YouTube and 31% for SYOD
services.

¢ For promoting good behaviour, linear broadcast channels again ranked first at
46%, followed by SVOD (35%) and YouTube (29%).

¢ For stimulating imagination, 38% of parents identified linear broadcast channels,
compared to 32% for SVOD and 30% for YouTube.

¢ For promoting kindness, children’s linear broadcast channels were cited by 40% of
parents, compared to 27% for SVOD and 20% for YouTube.

Canadian parents also perceive linear broadcast services as the least associated with
negative attributes. 42% linked YouTube with violence, followed by cable or satellite
television at 28%. By contrast, only 8% associated violence with children’s linear
broadcast channels.

Trust in programming specifically created for children is particularly high in Canada.
Out of the top ten trusted media sources, children’s television programming ranked
second at 77%, behind only children’s books at 88%.

Canadian parents place a high value on children’s programming that is culturally
relevant, educational, and values driven. Children’s linear broadcast channels are
consistently viewed as trustworthy sources of programming that support learning,
social development, and positive behaviour. These trends reinforce the importance of

14 CMF, Genre Report: Children and Youth and One-off Documentary, September 19, 2024, p. 27.
S MTM, Canadian Content Report, June 17,2025, p 3
8 CMF, Genre Report: Children and Youth and One-off Documentary, September 19, 2024, p. 27, 28

7|Page



Canadian programming across platforms and demonstrate that both linear and digital

media continue to play essential roles in providing quality, trusted content for young
Canadians.

Conclusion

30. The evidence demonstrates that Canadian and Indigenous children continue to divide

31.

32.

33.

34.

their media engagement across a wide range of platforms, including YouTube, SVOD,
FAST channels as well as linear television.

While online platforms account for the largest share of time spent, linear television
remains integral, both for its reach and its parental trustworthiness.

Canadian children’s programming, in particular, continues to be valued by parents for
its ability to support learning, encourage positive behaviours, and reflect Canadian and
Indigenous cultural values.

Rocket Fund submits that this data underscores the importance of ensuring Canadian
children’s and youth content remains visible and accessible across all platforms to
support the needs of young Canadians.

We thank the Commission for the opportunity to comment on behalf of Canadian and
Indigenous children and youth and the important media sector that represents them.
Canadian families deserve to have a broadcasting system that recognises and takes
into account the needs of our young people, the leaders of tomorrow.

Sincerely,
Christine Shipton Agnes Augustin
Chair President & CEO

*** END OF DOCUMENT ***
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Children’s Media Leaders’ Forum

Dubit Ltd. August 2025
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Online survey of Children aged 2-12 years and their Parents

Total n=4021. Conducted January 2024.

The main objective was to quantify parents’ perceptions and concerns around any reported experiences and potential
sources of damaging/inappropriate content and responsible/good content.

-
T

n= 502

The following slides will compare
Canada with the other markets
included in the study (US,
Australia, Philippines, Poland,
Spain, Argentina, South Africa)

Flags throughout are presented if
countries have similar data (within
2 percentage points of each other)

\ =506

DUBIT RESEARCH

S3. where do you live?
Base: Total (n=4021)
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Topic: Where do you go to look for/ what do you
associate with ‘Supports learning and development’

BQ2- where? Canada Similar markets:
Children's broadcast 3 —
TV channels 46% -
Generalist broadcast TV —
channels 17% J==
Cable or satellite TV

—> =
channels 16%
Subscription streaming
services 31%
Free ad-supported
streaming services 8%
YouTube 35%

Similar markets are defined as within 2 percentage
points of the Canadian data

DUBIT RESEARCH

BQ2. Where would you go to look for these characteristics?
Base: Selected ‘supports learning and development’ at BQ1. Canada only (n=203)
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Topic: Where do you go to look for/ what do you BQ4- associate with? Canada
associate with ‘Shows good behavior’ -

Animal characters 30%

Animations 31%

BQ2- where? Canada Similar markets: Book adaptations 16%

Children’s broadcast 3 — Clear narratives 22%

TV channels 46% Bem T -
= PETE———— Fictional characters 21%
eneralist broadcas

8= u o,

channels 1% - -E Follow-alongs 22%
0,

Cable or satellite TV _— Human characters 33%
- = . . .

channels 13% w—— Live action 9%

Subscription streaming Movies 30%

services 35% Musical content 10%

Free ad-supported Short videos 20%

streaming services 9% Faith content 20%

YouTube 29% Sports 10%

True stories 19%

Similar market's are defined as \_/wthm 2 percentage TV series 26%

points of the Canadian data
UGC videos 21%

DUBIT RESEARCH

BQ2. Where would you go to look for these characteristics?
BQ4. Do you associate these characteristics with particular types or aspects of video content?
Base: Selected ‘shows good behavior’ at BQ1. Canada only (n=174)



Topic: Where do you go to look for/ what do you
associate with ‘Stimulates the imagination’

douBiIT

BQ2- where? Canada Similar markets:
Children's broadcast

TV channels 38%

Generalist broadcast TV

channels 9% ; -
Cable or satellite TV

channels 9%

Subscription streaming

services 32%

Free ad-supported

streaming services 8%

YouTube 30%

Similar markets are defined as within 2 percentage
points of the Canadian data

DUBIT RESEARCH

BQ4- associate with? Canada
Animal characters 40%
Animations 47%
Book adaptations 24%
Clear narratives 16%
Fictional characters 37%
Follow-alongs 33%
Human characters 25%
Live action 10%
Movies 40%
Musical content 25%
Short videos 21%
Faith content 12%
Sports 12%
True stories 13%
TV series 30%
UGC videos 26%

BQ2. Where would you go to look for these characteristics?

BQ4. Do you associate these characteristics with particular types or aspects of video content?

Base: Selected ‘it stimulates the imagination’ at BQ1. Canada only (n=134)
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Topic: Where do you go to look for/ what do you BQ4- associate with? Canada
associate with ‘Promotes Kindness’ -

Animal characters 40%

Animations 33%

BQ2- where? Canada Similar markets: Book adaptations 14%,

Children’s broadcast Clear narratives 18%
TV channels 40% -

= PETE———— Fictional characters 26%

eneralist broadcas
] L 0,
channels 1% L - Follow-alongs 17%
0,

Cable or satellite TV 3 Human characters 38%

Subscription streaming Movies 26%

services 27% Musical content 14%

Free ad-supported Short videos 19%

streaming services 5% Faith content 24%

YouTube 20% Sports 10%

True stories 25%

Similar market's are defined as \_/vithin 2 percentage TV series 27%

points of the Canadian data
UGC videos 18%

DUBIT RESEARCH

BQ2. Where would you go to look for these characteristics?
BQ4. Do you associate these characteristics with particular types or aspects of video content?
Base: Selected ‘promotes kindness’ at BQ1. Canada only (n=154)
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Topic: Where do you go to look for/ what do you
associate with ‘It’s violent’

CQ2- where? Canada Similar markets:
Children's broadcast TV

channels 8% > 6l EE 00 -
Generalist broadcast TV -
channels 22% ;

Cable or satellite TV -
channels 28% 5 =
Subscription streaming

services 25%

Free ad-supported

streaming services 17%

YouTube 42%

Similar markets are defined as within 2 percentage
points of the Canadian data

DUBIT RESEARCH

CQ2. Where do you think video content that features these characteristics is available?
Base: Selected ‘It's violent’ at CQ1.Canada (n=236)



Topic: Top 10 trusted platforms - Canada vs the rest of the world

88%

icron's Bk NN
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TV shows/series specifically made for children I, 77%
viewed on broadcast television [T 72%

douBiIT

Children's Magazines/Comics B 76%
¢ . 77 %

Games made specifically for children 7% /o
I 73%

: Ny 00 090 90 9090 N
AP e S o o | 73

TV shows/series specifically made for children . 70%
viewed on streaming video service I 67%

o stat . ing music ]
Radio statons pred oy Py M | 0% ™ Canada

I G " Other markets
Audiob ook | 59%

Books suabl for el auciences i S5%

TV shows/series suitable for general audiences e 50%
viewed on broadcast television NI 48%

Magazines/Comics suitable for a general I, 47%
audience I 48%

DUBIT RESEARCH

Although all markets are
generally trusting of shows
‘specifically made for children
on broadcast television’, a
significantly higher proportion
of Canadians trust this type
of content (77% against the
72% average)

AQ1. To what extent do you have trust the following?
Base: Canada (n=501)
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Topic: Where do you go to look for/ what do you BQ4- associate with? Canada
associate with ‘Supports learning and development’ -
Animal characters 27%
Animations 27%
Book adaptations 30%
Clear narratives 21%
Fictional characters 20%
Follow-alongs 47%
Human characters 32%
Live action 12%
Movies 23%
Musical content 26%
Short videos 26%
Faith content 13%
Sports 15%
True stories 22%
TV series 32%
UGC videos 34%

DUBIT RESEARCH

BQ4. Do you associate these characteristics with particular types or aspects of video content?
Base: Selected ‘supports learning and development’ at BQ1. Canada only (n=203)



Topic: Where do you go to look for/ what do you

DUBIT RESEARCH

associate with ‘It’s violent’

douBiIT

CQ4- associate with? Canada
Animal characters 7%
Animations 16%
Book adaptations 8%
Clear narratives 3%
Fictional characters 31%
Follow-alongs 3%
Human characters 21%
Live action 29%
Movies 56%
Musical content 6%
Short videos 20%
Faith content 4%
Sports 11%
True stories 28%
TV series 40%
UGC videos 44%

CQA4. Do you associate these characteristics with particular types or aspects of video content?
Base: Selected ‘It's violent’ at CQ1.Canada (n=236)
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