CANADIAN AUDIENCE
REPORT

Focus on official language minority
communities in Canada

eeeeeeeeeeee




RESEARCH FUNDING

Telefilm Canada is a federal cultural agency dedicated to the cultural, commercial and industrial
success of Canada’s audiovisual industry. On behalf of the Government of Canada, as a Crown
corporation, its supports dynamic companies and creative talent, providing financial support to
Canadian film projects and promoting Canadian audiovisual success and talent at festivals, markets
and events—regionally, nationally and around the world.

In a context of rapidly changing audience behavior, Telefilm began collecting audience data in 2012 to
provide market intelligence to industry stakeholders regarding Canadian consumption of media content
and to track trends. Since 2016, Telefilm has used the services of Nielsen Media to conduct consumer
studies in the Canadian market.

Telefilm has partnered with other funding agencies and research groups to fund and make studies
widely available. This study was financed in partnership with the Canada Media Fund (CMF).

For any questions, please contact SR@telefilm.ca.

Canada Media Fund
ﬂ Fonds des médias du Canada



PROPRIETARY WARNING AND
DISCLAIMER

The information contained herein is proprietary to Telefilm Canada and may not be used, reproduced
or disclosed to others except as specifically permitted in writing by the originator of the information.
The recipient of this information, by its retention and use, agrees to protect the same and the
information contained therein from loss, theft or compromise. Any material or information provided by
Telefilm Canada and all data collected by Nielsen will be treated as confidential by Nielsen and will be
stored securely while on Nielsen's premise (adhering to industry standards and applicable laws).

Any opinions, findings, conclusions or recommendations expressed in this material are those of the
author and do not necessarily reflect the views of Telefilm Canada, nor the CMF. The funders are in no
way bound by the recommendations contained in this document.



METHODOLOGY AND CONTEXT
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OBJECTIVES

The primary objectives of the 2018 iteration of the study are:

e To gain an understanding of official language minority communities’ consumption of content in Canada.
& This objective was set in association with the Alliance des producteurs francophones du Canada and the

S
0 :
[ English Language Arts Network of Quebec.

In addition, engagement with Canadian content was examined and opportunities to connect with audiences were
identified.



METHODOLOGY

* Nielsen conducted an online (CAWI) survey among Canadians aged 15 years and over to assess
their media consumption habits, behaviour and attitudes.

» The survey was in field between March 30th and April 18th, 2018.
« The survey took an average of 32 minutes to complete.

» Atotal of n=3,004 Canadians were surveyed as part of this research initiative, with quotas assigned
based on age, gender, and region.

« Data presented throughout this report has been weighted by age, gender and region to match the
distribution of the demographics in Canada.

Age Total Quebec 2::;3; Gender Total Quebec g::;:; :gglon 1::::'
15-34 703 120 583 Male 1,403 324 1,079 Alberta 300
35-54 1350 281 1,069 Female 1,601 320 1.281 Manitoba/
55+ 951 243 708 Total 3,004 644 2,360 Sask. 300
Total 3,004 644 2,360 Ontario 1,068
Language Total Quebec g:z;:; Quebec 644
English 1,950 110 1,840 Allantic 293
French 553 455 98 Total 3,004
Other 501 79 422
Total 3,004 644 2,360




HIGHLY ENGAGED SEGMENTS

As identified in the 2016 iteration of the Canadian Audience study, the Canadian market was divided
into 5 film watching segments.

Canadian Film-Watching

Market

v v

Family

Fantasy Popcomn

Belonging

@

°+4 +2 +1

Fantasy movie Family Popcorn do not Home Sweet Home Curious movie watchers Belonging movie
watchers like to view spend much time movie watchers are are highly committed watchers watch to
a mixture of high watching movies, and an affable and movie buffs who love all expand their horizons.
octane Hollywood are more likely to watch content group that sorts of movies that will They see movies as an
movies and science with children the most seek movies that bring excitement and opportunity for
fiction/fantasy flicks. recent Disney or big- bring comfort. novelty. growth and learning.

budget Hollywood film.

Highly engaged segments
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HIGHLY ENGAGED SEGMENTS
PRIMARY TARGETS TO PROMOTE CANADIAN CONTENT

As identified in the 2016 iteration of the Canadian Audience study, the Canadian market was divided
into 5 film watching segments. The below segments are the highly engaged segments:

Curious 4% Belonging 25%

< They are medium movie viewers. N
* They are heavy movie viewers. » Their taste is more driven by variety and
» They have eclectic tastes. quality than genre.
» They watch movies to grow, learn, escape » They watch movies for identity and
and have fun. cultural reasons and to grow.
* They enjoy and support Canadian movies. » They are open and sensitive to Canadian
» They believe it is important to promote movies — and particularly from Quebec-,
Canadian movies. but are more passive (won't actively seek
* They seek novelty and expect more them).
diversity from movies. » They are driven by quality, diversity,
\_ cultural affinity. -
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KEY FINDINGS
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INTEREST IN DIFFERENT TYPES OF

CANADIAN MOVIES

Residents of Quebec and Franco-Canadians are more likely to be interested in Quebec movies produced
by Anglophones and movies from outside Quebec produced by francophones

2018
m 1 - Not at all interested m2 - Not very interested w3 - Neither Interested
= 4 - Somewhat interested m 5 - Very interested ng’ggn
Movies from my community (Local, 69%
Provincial)
Movies from Quebec produced by o
Anglophones 10% 15% 27% 39% 9% 48%
Canadian movies from outside of Quebec 11% 15% 29% 36% 46%

produced by Francophones

DS2A. How interested are you in the following types of Canadian movies?
Base: Interested In Canadian Movies and also movie viewers (2018 n=1,601)

10

English
Rest of
Canada Quebec
Interested Interested
(4.9) (4,5)
n=999 n=60
A B
67% 70%
41% 73%
AD
35% 56%
A

French
Rest of
Canada Quebec
Interested  Interested
(4,5) (4,5)
n=56 n=243
C D
72% 72%
68% 56%
A A
68% 75%
A AB

ABCD significantly higher than other subgroups
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CONSUMERS INTERESTED IN PRODUCTIONS MADE BY
MEMBERS OF OFFICIAL LANGUAGE MINORITY COMMUNITIES
SHARE SIMILARITIES

The following subgroups are
significantly more likely to be

interested (4,5) in movies from
their community
69%

The following subgroups are
significantly more likely to be

interested (4,5) in movies from

Quebec produced by Anglos
48%

The following subgroups are
significantly more likely to be
interested (4,5) in Canadian

movies from outside of Quebec

produced by Francos
46%

Females

Have children under 18 in the
household

Can name a Canadian movie
Have watched a Canadian movie
in the past 12 months

Attend Canadian, US or
international film festivals

Those in Curious segment*

Residents of Quebec (61%)
University or post-graduate
education

Can name a Canadian movie
Have watched a Canadian
movie in the past 12 months
Attend Canadian, US or
international film festivals
Aware of Telefilm

Those in Belonging or Curious
segment*

Residents of Quebec (71%)
Heavy or medium movie
watchers

Can name a Canadian movie
Have watched a Canadian
movie in the past 12 months
Attend Canadian, US or
international film festivals
Aware of Telefilm

Those in Belonging or Curious
segment*

*See appendix for segment definitions
DS2A. How interested are you in the following types of Canadian movies?
Base: Interested In Canadian Movies and also movie viewers (2013 n=1,501)

11 TELEFILM
CANGRATDRA



AWARENESS OF PRODUCTIONS MADE BY MEMBERS OF
OFFICIAL LANGUAGE MINORITY COMMUNITIES IN CANADA

Quebec residents are more likely to be aware of English productions from Quebec than rest of Canada is
likely to be aware of French productions produced outside of Quebec

Awareness of English-language Awareness of French-language
productions made in Quebec productions made outside of Quebec
(Among Quebec Respondents) (Among Respondents Outside of Quebec)
|
TV program/series - 30% TV program/series 15%
Feature films - 24% Documentaries 14%
Documentaries - 21% Feature films 1%
Web Series - 15% Web Series 6%

CCB8A. Are you aware of the following different kinds of productions made in Quebec by English language producers?
Base: All Quebec respondents (2018 n=644)

CC8B. Are you aware of the following different kinds of productions made in Canada outside of Quebec by French language producers?
Base: Respondents outside Quebec, (2018 n=2,360)
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IMPORTANCE OF SEEING PRODUCTIONS MADE BY MEMBERS OF
OFFICIAL LANGUAGE MINORITY COMMUNITIES

Importance of seeing productions made Importance of seeing productions made about
about Quebec’s English speaking community French speaking community outside Quebec
(Among Quebec Respondents) (Among Respondents Outside of Quebec)

iy,

41%

>/

31%

Important
(4.5)

Important
(4.5)

= (5) Very important = (4) Somewhat important = (3) Neither = (2) Not very important = (1) Not at all important

CCSA. How important do you think it is for you to see productions (feature films/ documentaries/ television programs/series etc ) that share stories about Quebec's English speaking community?
Base: All Quebec respondents, (2013 n=644)

CCYB. How important do you think it is for you to see productions (feature films/ decumentaries/ television programs/series etc.) that share stories about French speaking community outside Quebec?
Base: Respondents outside Quebec, (2018 n=2,360)
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ACCESSIBILITY OF PRODUCTIONS MADE BY MEMBERS OF
OFFICIAL LANGUAGE MINORITY COMMUNITIES

Ease of availability of Quebec-based English Ease of availability of French language
language productions productions made outside Quebec
(Among Quebec Respondents) (Among Respondents Outside of Quebec)
Top 2 Box (4.5) Top 2 Box (4.5)

TV programs/series [h/Pa/) 43% 25% 14% 39% TV programs/series [RE/F:L7 45% 17% 9% 26%

|

Feature Fims ER/ErA 47% 24% 9% IR Documentaries [P RNEE 48% 15% 7% 22%

Documentaries [ I 48% 22% 8% BN Feature Fims [REL AT LA 48% 14% 7% 21%

Web Series Ly RELA 20% 8% A Web Series RV IR 12% 7 %) 20%

m Very difficult to find (1) m Somewhat difficult to find (2) = Neither (3) m Somewhat easily available (4) m Very easily available (5)

CC10A. How easily available are Quebec based English-language productions in your community?
Base: All Quebec respondents, (2018 n=644)

CC10B. How easily available are French-language productions based outside of Quebec in your community?
Base: Respondents outside Quebec, (2018 n=2,360)
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CBC / RADIO CANADA IS THE MOST COMMONLY USED TO WATCH
CONTENT MADE BY MEMBERS OF OFFICIAL LANGUAGE
MINORITY COMMUNITIES

Sources used to watch respective contents

Sources used to watch English-language

productions made in Quebec
(Among Quebec Respondents)

Sources used to watch French-language

productions made outside of Quebec
(Among Respondents QOutside of Quebec)

CBC 44% Radio Canada | 0%
YouTube The National Film Board 26%
The National Film Board YouTube 24%
Netflix et 520,
etflix
Movie theatres (3
Commercial television CBC Player/Tou.TV
Club Illico Commercial television
CBC Player/Tou.TV Community television stations
Community television stations Community theatres / Film clubs
Community theatres / Film clubs Movie theatres
iTunes Amazon
CraveTV
CraveTV
Google Play
Amazon iTunes
Qther Other 25%

CC11A. What are the best sources to watch English-language productions made in Quebec?

Base: All Quebec respondents, (2018 n=644)

CC11B. What are the best sources to watch French-language productions made outside of Quebec?
Base: Respondents outside Quebec, (2018 n=2,360)
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DEMOGRAPHICS

M Quebec M Rest of Canada m TOTAL
GENDER AGE GROUPS
49% 15-34 o
Male o
49%
33%
35-54 339,
51%
Female 519 289
(1] 55+ 359
REGION HOUSEHOLD
f 27%
il 12% Live alone 549,
ura
0 43%
11% 2 11%
3
88%
Urban 4
89%

Base: All Quebec respondents, n=644
Base: All respondents outside of Quebec, n=2,360
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REGION
TOTAL

BC/Terr.
14%
Quebec

Alberta pan 23%
11% 4% Sask
3% Ontario

399% ‘ Atlantic
y 7%

HOUSEHOLD (UNDER 18)

0 7
1
2
3
4
5+




DEMOGRAPHICS

M Quebec M Rest of Canada

EDUCATION

Hs or Less
College

University

Post
graduate

BORN IN CANADA

88%
80%

Yes

12%
20%

Base: All Quebec respondents, n=644
Base: All respondents outside of Quebec, n=2,360
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EMPLOYMENT

Full time
Part time

Un-employed

Self-employed
Stu/ret/home
MOTHER TONGUE
English 8%
French 69%
Other

INCOME

Less than 40K

40K to under 80K
80K to under 100K
100K-120K

120K and Above

ETHNICITY

White or Caucasian

Anglophone in Quebec

Francophone inside of
Canada, outside of Quebec

Chinese

Arab

Other ethnicities are
less than 1%.
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LANGUAGES CONTENT WAS WATCHED IN

Percentage of respondents who watch content by language and region

Base: All Quebec respondents, n=644
Base: All respondents outside of Quebec, n=2,360
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[ Quebec

m Rest of Canada

Language Content Watched In

English

French

Other

99%

71%



CONTENT VIEWERSHIP BY LANGUAGE

Percentage of respondents that watch various content by language

Watch non-traditional video Play video games Watch live action movies/  Watch animated movies/ Watch live action TV
] feature/full length films feature/fulllength films series/shows

French [ 22% | RERS B B 20% B =

other [J 9% J e D K J o

Watch any entertainment TV

Watch any Watch animated TV Watch any Watch any virtual
series/shows

documentaries series/shows shortfilms reality content

French [ 21% B =z B B 2« B =
other | 6% J o B 1% | RS | &

(IWHEA. Thinking about the past 12 months, in which lBnguages have you waiched any types of content (mowvies, TV series, documentanes, short films, non-tradifional videos, etc.)? If more than one

languape was spoken, please select the primary language.
Base - Those who hawe watched content in the past 12 months, n= the base vanes
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