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Executive Summary 
 
Introduction 
 
� Ipsos Reid was commissioned by the CBC English Services to design and execute survey 

research to provide the corporation with a comprehensive understanding of: 

 

� What Canadian news consumers (Anglophone) mean by “fair” and “balanced” 

news coverage, and 

� The degree to which Canadian news consumers (Anglophone) feel these principles 

are being delivered through CBC English News service delivery platforms (TV, 

Radio and web) and properties (CBC News main network, CBC News Network, 

CBC Radio One and CBC.ca), as well as through the competition (CTV News, CTV 

News Channel, Global News), and across content-types (local, national, 

international and business news).   

 

� The Ipsos Reid research is one part of a larger CBC study on the issues of fairness and 

balance in the news. The other part, conducted by Erin Research, involves an extensive 

content analysis of sampled news coverage across platforms and news types over a 25-

week period (beginning October 26, 2009 and ending May 2, 2010). The results for that 

part of the broader study are reported under separate cover.  

 
Method 
 
� Interviewing was conduced online via the Ipsos iSay pre-recruited online panel  over a six 

week period from April 6th to May 17th, 2010.   

 

� An important consideration for this research was to collect data relevant to understanding 

certain ethno-cultural (visible minority, Aboriginal Peoples), socio-economic, geographic 

and demographic subgroups. Therefore sampling for this research was designed among 

three separate population groups, resulting in the following: 
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� Core Sample: n=2555 representative Anglo Canada, 

� Aboriginal Peoples Oversample: n=206 oversample of self-identified Aboriginal/First 

Nations (including Native, Metis, Inuit, etc.), 

� Visible Minority Oversample: n =646 self-identified, representative to primary visible 

minority communities residing in Anglo Canada. 

 

� In order to qualify for the survey, respondents must have reported that they have 

watched/listened/accessed/read news or current affairs/information or programming at 

least once a month through at least one platform – TV, radio, online, newspaper, or 

wireless/mobile device. 

 

� The questionnaire was reviewed by Erin Research and the Balance and Fairness Expert 

Panel (see separate report by Erin Research). 

 
� Any reference to “Canadians” in the reporting implies adult residents in English speaking 

Canada. No French interviewing was conducted.  

 

� There are two further key elements in the design of the survey that are relevant to the 

interpretation of the results:  

 

� First, respondents were never presented with any formal definition of what fairness 

and balance means. Rather, before asking respondents to evaluate any 

organizations or types of news, they were asked to define what balance and 

fairness meant to them. Further probing on the issues, for example rating how 

various organizations performed on fairness and balance, was tailored as much as 

possible to the individual definitions that respondents themselves had provided.  

 

� Second, when asked to evaluate news organizations or types of news, the 

questions were tailored to adhere to respondents’ own perceptions of whether they 

thought fairness and balance were the same thing or thought that fairness and 

balance were different. Consequently, respondents who said that they perceived 
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fairness and balance to be the same thing were asked to evaluate X, Y, Z in the 

context of fairness and balance combined. Respondents who said that they 

perceived fairness and balance to be different things were asked to evaluate X, Y, 

Z separately in the context of fairness and in the context of balance. For this 

reporting, these various contexts were rolled-up into an overall measure of fairness 

and balance.  

 
� This report presents descriptive information about opinions regarding news content and 

provides context for assessing fairness and balance. However, the final determination as 

to whether the results are “good” or “bad” lies with the reader. 

 
Select Key Observations 
 
� Canadian news consumers are regularly accessing different platforms and news 

organizations for their news. For example, almost four-in-ten news consumers say that 

they are using three or more platforms daily for news (from among TV, radio, online, 

newspapers, mobile).  

 

� Canadian news consumers are not convinced that news organizations can be completely 

fair and balanced. While two-thirds of news consumers do agree that they can, only about 

one-quarter is convinced of this (“strongly agree”).   

 

� Fairness and balance in news are not the same thing to many Canadians. Two-thirds of 

Canadian news consumers say that they perceive the two to be different:   

 

� The concepts of accuracy, unbiased, truthful, factual, honesty, multiple points of 

view and impartiality have the highest association (aided) with the concept of 

fairness, while 

� Multiple points of view, range of subjects and opinions and regional representation 

emerge with the highest association with the concept of balance.  
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� The differences make intuitive sense and in the minds of news consumers relate 

back to the basic equation that balance equals what a news organization covers 

and fairness equals how it covers it.  

. 

� There is little differentiation across the main Canadian news organizations in terms of their 

performance delivering against fairness and balance overall, and by platform and by types 

of news specifically.  

 

� News consumers give consistently positive ratings to the news organizations they use, 

platforms they access and types of news they consume in terms of performance 

delivering against fairness and balance. While there are some relative differences in 

ratings, positive scores (good/very good/excellent) tend to come in around the 75%-80% 

level or higher in the contexts examined.  

 

� It is noteworthy that throughout the survey results, the awareness, attitudes and opinions 

of Canadians on fairness and balance are not differentiated in any absolute sense based 

on demographic characteristics, region or even among the special subgroups of Visible 

Minority and Aboriginal Peoples news consumers:  

 

� Granted there are relative differences in opinions on some of the measures. For 

example, younger news consumers tend to be more cynical than average about 

news media overall (e.g., less likely to believe media can be fair or balanced, less 

likely to believe that journalism is critical in society).  Aboriginal Peoples 

respondents rate “reflecting First Nations people appropriately” higher than 

average in terms of the factors they perceive as contributing to journalistic integrity.  
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� Nevertheless, for the most part news consumers from all walks of life and 

segments of society tend to share generally common perceptions and 

assessments of issues related to fairness and balance in the news they consume.  

In other words, they are more common based on the fact that they are news 

consumers than different based on their socio-demographic, ethno-cultural or 

regional characteristics.  

 

� A key consideration in assessing any implications from the data is recognizing the 

historically consistent tendency of Canadians to often report somewhat more cynical 

opinions on certain things at one level, but also report generally positive personal 

experiences on those same things at another. In healthcare, for example, Canadians have 

consistently reported many concerns about the quality of the healthcare system, but then 

report generally positive personal experiences when they have used the healthcare 

system.  

 
� This tendency may also be at work in Canadian news consumers’ assessments of 

fairness and balance in the news. A significant majority of news consumers rate their 

experiences on fairness and balance in the news they consume in a generally positive 

light, even though some of their general attitudes toward fairness and balance in the 

media might suggest otherwise.   
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Introduction  
 
Objectives 

Ipsos Reid was commissioned by the CBC English Services to design and execute survey 

research to provide the corporation with a comprehensive understanding of: 

 

� What Canadian news consumers (Anglophone) mean by “fair” and “balanced” 

news coverage, and 

� The degree to which Canadian news consumers (Anglophone) feel these principles 

are being delivered through CBC English News service delivery platforms (TV, 

Radio and web) and properties (CBC News main network, CBC News Network, 

CBC Radio 1 and CBC.ca), as well as through the competition (CTV News, CTV 

News Channel, Global News), and across content-types (local, national, 

international and business news).   

 

The Ipsos Reid research is one part of a larger CBC study on the issues of fairness and 

balance in the news. The other part, conducted by Erin Research, involves an extensive 

content analysis of sampled news coverage across platforms and news types over a 25-week 

period (beginning October 26, 2009 and ending May 2, 2010, but excluding a two-week 

period from December 21, 2009 to January 3, 2010). The results for that part of the broader 

study are reported under separate cover.  

 
Method 

  
Interviewing was conduced online via the Ipsos iSay pre-recruited online panel. The Ipsos 

iSay online panel provides an extensive collection of more than 250,000 Canadians from 

across the country and from all demographic groups, providing the means to pull a 

representative sample and oversampling of specific demographic groups.  
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Interviewing for this research took place over a six week period from April 6th to May 17th, 

2010.   

 

An important consideration for this research was to collect data relevant to understanding 

certain ethno-cultural (visible minority, Aboriginal/First Nations), socio-economic, geographic 

and demographic subgroups. Therefore sampling for this research was designed among 

three separate population groups, including: 

 

� Core Sample: Representative Anglo Canada sample 

� Aboriginal Peoples Oversample: Oversample of Aboriginal/First Nations (including 

Native, Metis, Inuit, etc.) 

� Visible Minority Oversample: Representative to primary visible minority 

communities residing in Anglo Canada. 

 
Core Sample (n=2555) -- In order to ensure that the results of the research are fully 

representative of the population of Anglo Canada, a sampling matrix was applied to ensure 

the proper proportions for major demographic/sampling groups were attained. The sample 

matrix applied minimum quotas according to age, region, gender, education, and household 

Ipsos Reid’s Approach to the Research at a Glance

To provide decision-making 
information and guidance for 
the design of the Core 
Quantitative study

Oversampling which 
produced n=646 visible  
minori ties, n=206 First 
National/aboriginal  
Canadians

Secondary 
analysis of 
existing 
research

n=2555 Anglo 
Canada

Conducted online over a six-week 
period April 6-May 17, 2010

Research Design Elements The Core Quantitative Study
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income proportions provided by Statistics Canada for Anglo Canada. In addition the data was 

weighted according to age, region, and gender proportions for Anglo Canada according to the 

latest Statistics Canada Census data. An unweighted probability sample of this size would 

yield results accurate to within +/-2 percentage points, 95% of the time.  

 

Visible Minority Oversample (n=646) -- In order to ensure that the results of the visible 

minority oversample are representative to the population of those who self-describe as a 

visible minority, quotas were set according to the primary visible minority groups according to 

the latest Statistics Canada data. An unweighted probability sample of this size would yield 

results accurate to within +/-3.9 percentage points, 95% of the time.  

 

Aboriginal Peoples Oversample (n=206) -- A minimum quota was set for those who self-

describe as Aboriginal/First Nations Canadians. An unweighted probability sample of this size 

would yield results accurate to within +/-7.1 percentage points, 95% of the time.  

 

All potential respondents were screened to ensure that they did not work for any of the 

following organizations -- an advertising company, a public relations company, a market 

research company, the media (including TV, radio, newspaper, Internet), or a cable or 

satellite provider. 

 

In order to qualify for the survey, respondents must have reported that they have 

watched/listened/accessed/read news or current affairs/information or programming at least 

once a month through at least one platform – TV, radio, online, newspaper, or 

wireless/mobile device. 

 

The questionnaire was reviewed by Erin Research and the Balance and Fairness Expert 

Panel (see separate report by Erin Research). 

 
Any reference to “Canadians” in the reporting implies adult residents in English speaking 

Canada. No French interviewing was conducted.  
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There are two further key elements in the design of the survey that are relevant to the 

interpretation of the results.  

 

First, respondents were never presented with any formal definition of what fairness and 

balance means. Rather, before asking respondents to evaluate any organizations or types of 

news, they were asked to define what balance and fairness meant to them. Further probing 

on the issues, for example rating how various organizations performed on fairness and 

balance, was tailored as much as possible to the individual definitions that respondents 

themselves had provided.  

 

Second, when asked to evaluate news organizations or types of news, the questions were 

tailored to adhere to respondents’ own perceptions of whether they thought fairness and 

balance were the same thing or thought that fairness and balance were different. 

Consequently, respondents who said that they perceived fairness and balance to be the 

same thing were asked to evaluate X, Y, Z in the context of fairness and balance combined. 

Respondents who said that they perceived fairness and balance to be different things were 

asked to evaluate X, Y, Z separately in the context of fairness and in the context of balance. 

For this reporting, these various contexts were rolled-up into an overall measure of fairness 

and balance.  

 
This report presents descriptive information about news content and provides context for 

assessing fairness and balance. However, the final determination as to whether the results 

are “good” or “bad” lies with the reader. 

 



 
 

 10

Setting Some Context – General Attitudes Toward 
News and Defining Fairness and Balance 
 
General Attitudes Toward News 
Canadians have historically been known as engaged consumers of news. There is rarely 

anyone in any recent research who indicates that they don’t consume news of some type and 

on some platform on at least a weekly basis.  

 

Furthermore, this study shows that Canadian news consumers are accessing various 

platforms for their news. Television remains the most regularly used source, however others 

like radio and online are not that far behind.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Perhaps more insightful, however, is the degree to which Canadian news consumers are 

relying on multiple platform sources for their news.  A full 74% of Canadian news consumers 

indicate that they are using at least three of the five sources for news on a weekly basis, 

including almost half (45%) who are using four of the five or all five. Furthermore one-third of 

news consumers say that they are consuming news on at least three of five sources on a 

daily basis, including just over one-in-every-ten who say they are using four of the five or all 

Figure 1 -- Consuming News by Individual Platforms

A1 -- NBA1.  How of ten do you generally  watch/ listen to/access/read news and current  af fai rs/i nform ation program s or content…?  
B ase:  A ll respondents n=2,555
Regular (S everal tim es a day + O nce a da y or alm ost  everyd ay,  Occas ional (2-3 tim es a week +  Once a week),  Li ght (2-3 ti mes a month + Once a month or l ess), Non-User (Never)

65%

52%

49%

21%

23%

23%

36%

5%

11%

13%

16%

21%

8%

3%

12%

12%

10%

80%7%

34%

On TV

On the radio

Online

In newspapers

On your wireless/mobile
device

Daily Weekly Less often Never

A1.  How of ten do you generally watch/ listen to/access/read news and current  af fai rs / inform ation program s or content… ? 
Base: All  respondents n=2,555
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five. While men, older news consumers, the better educated and self-identified visible 

minorities tend to report higher than average use of multiple platforms for their news, a 

significant proportion of news consumers from all walks of life and regions are using multiple 

platforms for their news.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 2 -- Consuming News Across Different Platforms

All 5, 8%

4/5, 37%

3/5, 29%

2/5, 17%

1/5, 6% None, 3%

Weekly plus Daily Daily

Number of Platforms of the Total Five 
Used for News…(TV, radio, online, 

newspapers, mobile)

All 5, 2%
4/5, 11%

3/5, 24%

2/5, 30%

1/5, 20%

None, 12%

4/5 = TV/radio/online/newspaper 33%, TV/radio/online/wireless 2%, 
TV/online/wireless/newspaper 1%, radio/online/wireless/newspaper
<1%, TV/radio/wireless/newspaper <1%
3/5 = TV/radio/newspaper 11%, TV/radio/online 9%, 
TV/online/newspaper 6%, radio/online/newspaper 3%, 
TV/online/wireless 1%, TV/radio/wireless <1%, TV/wireless/newspaper 
<1%, radio/online/wireless <1%, online/wireless/newspaper <1%

2/5 = TV/radio 5%, TV/online 4%, TV/newspaper 3%, radio/online 2%, 
online/newspaper 2%, radio/newspaper 1%, TV/wireless <1%, 
radio/wireless <1%, online/wireless <1%
1/5 = TV 2%, online 2%, radio 1%, newspaper 1%, wireless <1%

4/5 = TV/radio/online/newspaper 9%, TV/radio/online/wireless 1%,
TV/online/wireless/newspaper 1%, radio/online/wireless/newspaper
<1%, TV/radio/wireless/newspaper <1%
3/5 = TV/radio/online 10%, TV/radio/newspaper 7%, 
TV/online/newspaper 3%, radio/online/newspaper 1%, 
TV/online/wireless 1%, radio/online/wireless 1%, TV/radio/wireless 
<1%, radio/wireless/newspaper <1%, online/wireless/newspaper <1%

2/5 =TV/radio 9%, TV/online 8%, TV/newspaper 5%, radio/online 4%, 
radio/newspaper 2%, online/newspaper 1%, online/wireless 1%, 
TV/wireless <1%, radio/wireless <1%, wireless/newspaper <1%
1/5 =TV 9%, online 5%, radio 5%, newspaper 1%, wireless <1%

Table 1 – Consuming News Across Different Platforms by Demographics, 
Region and Special Group

D1. Ple ase indicate to what extent  you agree or disagree with each of the foll owi ng statements…strongly agree,  somewhat  agree,  neither agree nor disagree, som ewhat disagree,  st ron gl y disagree..  
B ase:  News users  n=2,55 5  F irst  Nat ions B ase:  n=206, Vis ibl e Mi noriti es  Base: n=646 (b ase si zes may vary)

42%36%38%52%38%34%31%34%40%37%Use 3, 4 or all 5 Platforms Daily

All Gender Age Education

Men Wom en 18-34 35-49 50-64 65+ High 
school <

Post 
Sec .

Uni.+

Use 3, 4 or all 5 Platforms Weekly 74% 79% 71% 67% 74% 77% 81% 73% 74% 78%

Higher than 
average

Lower than 
average

48%38%41%42%38%41%32%32%37%Use 3, 4 or all 5 Platforms Daily

All Region Special Group

BC Alta. Man./
Sask. Ont. Que. Atl . Abor.  

Peoples
Visib le 
Minority

Use 3, 4 or all 5 Platforms Weekly 74% 72% 71% 73% 76% 74% 76% 75% 81%
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Within this context of using multiple platforms for news, there has been ample consumer 

research conducted over the past several years in Canada, the US and abroad to conclude 

that media credibility generally, and issues associated with fairness and balance specifically, 

have been identified as areas of increasing challenge for news organizations. For example, 

studies conducted by the Canadian Media Research Consortium1 have revealed that: 

 

� There was a significant decline between 2003 and 2008 in the percentage of 

Canadians believing that “news organizations get their facts straight.”  

� There was a marginal decline between 2003 and 2008 in the proportion of Canadians 

believing that news reporting is “often fair and balanced,” settling at only about one-

third believing this in 2008. 

� Just over half of Canadians in 2008 thought that “maintaining fairness and balance in 

news” was becoming a bigger problem over the past several years.  

 

Furthermore, CBC’s own research has demonstrated that: 

 

� The concepts of fairness and balance are among the most important “key drivers” of 

Canadian news consumers’ perceptions of the quality of news and perceptions of 

news organizations.  

� There was some indication that Canadian news consumers had “soft” positive 

perceptions of the performance of Canadian news organizations in delivering against 

fairness and balance, but with little differentiation across different providers.  

 

So what do Canadian news consumers say in the current survey about the news they are 

consuming at a general level?  

 

A majority of Canadian news consumers believe that journalism plays a vital role in society 

and is a key element to the health of our democracy, although this opinion is not “strongly” 

held (only 31% “strongly agree”). Furthermore, a similar proportion indicates that they go to 

different news sources to form their opinions. However, Canadian news consumers are split 

on several other key items including their assessments of whether journalists are fair/ethical 

1 The Credibility Gap: Canadians and Their News Media, Canadian Media Research Consortium, May 2008 
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and whether or not the quality of journalism has been declining over time. Additionally, while 

only a minority opinion at this point, a notable proportion of Canadian news consumers 

believe that too much journalism is currently tilted to the left or the right, and that bias matters 

less now since there are so many news sources.    

 

31 %

27%

14%

3 5%

39%

43 %

38%

37%

41%

28%

27%

32%

36%

3 4%

3 6%

5 %

5%

9%

9%

11%

10%

2%

2%

2%

2%

3%

2%

15 %

15 %

11%

Journalism plays a vital role in our soc ie ty and is crit ic al
to the health of our democracy

I go to dif ferent news sources  to form my own judgment
on a  topic/event

I feel confident in my ability to get what I ne ed from a
story , ev en if its not completely fair or balanc ed

There  is  much less  fact a nd lots more  opinion in modern
journalism

I like journalism that has a point of view

M os t journa lis ts are fair/ethic al

Strongly agree Somewhat agree Neither agree nor disagree Somewhat dis agre e Strongly disa gree

Figure 3 -- General Perceptions of Journalism

D1. Ple ase indicate to what extent  you agree or disagree with each of the foll owi ng s tatements…strongly agree,  somewhat  agree,  neither agree nor disagree, som ewhat disagree,  s t ron gl y disagree..  
Base:  News users n=2,55 5

66%

66%

57%

52%

53%

52%

Agree 
(Top2Box)

Figure 3 cont’d -- General Perceptions of Journalism

D1. Ple ase indicate to what extent  you agree or disagree with each of the foll owi ng s tatements…strongly agree,  somewhat  agree,  neither agree nor disagree, som ewhat disagree,  s t ron gl y disagree..  
Base:  News users n=2,55 5

1 4%

12 %

6%

33 %

35%

23%

22%

1 5%

15 %

36 %

42 %

55%

33%

62%

63%

14%

9%

14%

21%

11%

12%

3%

2%

2%

18%

5%

6%

6%

7%

5%

Ov er time  I think the  quality of journa lis m is de clining

Most journalism reflects the corporate point of view of its
owners or sha reholde rs

M y point of  v ie w on most issue s is different from that of
most journalists

There are so ma ny sour ces of information now, it  matters
less if s ome of them ha ve a bia s

Too much journalism in Ca nada is tilted to the  le ft

Too much journa lis m in C ana da is tilted to the right

Strongly agree Somewhat agree Neither a gree nor  disagree Somewhat disagre e Strongly dis agree

47%

47%

29%

28%

22%

20%

Agree 
(Top2Box)
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Canadian news consumers set a high bar in terms of what they perceive as contributing to 

integrity in the news they consume.  A large majority say that news needs to be well 

researched, not distorted to justify or support a conclusion, avoid any corporate or personal 

bias, make a clear distinction between news and opinion, present different sides or 

perspectives on a news story, and use language and visuals with care. While a bit less 

important overall, Canadian news consumers also place importance on reflecting the variety 

of subgroups that exist in society. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 4 -- Importance of Factors re Journalistic Integrity in News

D7. H ow im portant are each of  t he foll owi ng aspects of  fairness and bal ance in j ourn al ism to you personall y… extrem ely im portant,  important ,  somewhat  im portant , not very  i mportant , not at all 
imp ortant? 
Base:  News users n=2,55 5

6 0%

51%

4 9%

28 %

34%

34%

31%

41%

43%

10%

14%

15 %

12%

14%

2 3%

2%

3%

55%

42%

29%

Is well rese arche d to ensure
it conforms with fa cts and

reality and does not mislead

Is not distorte d to justify or
support a conclusion

Avoids any corporate or
personal bias on the pa rt of

the  journalist

M akes a cle ar distinction
betwe en news and opinion

Pre sents different sides or
perspective s on a ne ws s tory  

Use s langua ge and v isuals
with care  

Ex tremely important Important Somewhat important Not ve ry important Not at  a ll important

99%

98%

98%

97%

98%

95%

Important 
(Top3Box)

Figure 4 cont’d -- Importance of Factors re Journalistic Integrity in News

D7. H ow im portant are each of  t he foll owi ng aspects of  fairness and bal ance in j ourn al ism to you personall y… extrem ely im portant,  important ,  somewhat  im portant , not very  i mportant , not at all 
imp ortant? 
Base:  News users n=2,55 5

27%

26%

26%

43%

42%

4 3%

39 %

39%

35%

24%

2 5%

24%

27%

28 %

29%

4%

5%

5%

7%

8%

9%

2%

2%

2%

4%

4%

6%22%

22%

24%

Refle cts people from diffe rent
regions  of C anada

appropriate ly 

Refle cts people from diffe rent
regions of the  world

appropriately

Re flects  a n understanding of
the divers e nature  of our

communitie s

Reflects different ethnic
groups appropriately

Reflects genders
a ppropriately

Reflects First Nations people
appropriately

Extre mely important Important Some what important Not very important Not a t all important

93%

94%

93%

90%

89%

86%

Important 
(Top3Box)
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However, when forced to choose the three items that they think are the most important, it is 

clear that the items relating to broader concepts and principles are paramount over the more 

specific items relating to representing various subgroups.  

 

 

 

 

 

 

 

 

 

 

 

 

Within this general opinion environment, Canadian news consumers are not convinced that it 

is possible for a news organization to be completely fair or completely balanced in its 

reporting of news and current affairs. Granted, two-thirds of news consumers agree to some 

degree that this is possible. However, only one-quarter are convinced of this (“strongly 

agree”).    

 
 

Figure 6 – Can a News Organization be Fair and Balanced?

D3. Ple ase indicate whether you agree or di sagree wi th the fol lowing statem en ts…[R ANDOMIZE ]… st rongly agree, somewhat agree, neit her agree nor disagree,  som ewh at  di sagree,  s trongly  
disagre e.  
B ase:  News users n=2,55 5

25%

22%

43%

43%

17%

19%

13%

13%

2%

2%

It is possible for a news
organization to be

completely FAIR in its
reporting of news and

current affairs

It is possible for a news
organization to be

completely BALANCED
in its reporting of news

and current affairs

S trongly  agree Somewhat agree Neither agree nor disagree S omewhat d isagree Strongly disagree

65%

68%

Agree 
(Top2Box)

Figure 5 -- Importance of Factors re Journalistic Integrity – Forced   
Choice Top 3

D8. Ple ase sel ect  t he three it ems from this lis t that  you think are the m ost  im portant  to t he i dea of  FA IRNE SS and BALANCE in n ews.  
Base:  News users n=2,55 5

65%

52%

47%

42%

36%

11%

10%

10%

9%

7%

5%

4%

Is well researched to ensure it conforms with facts and reality
and does not mislead

Makes a clear dist inction between news and opinion

Is not distorted to justify or support a conclusion

Presents different sides or perspectives on a news story

Avoids any corporate or personal bias on the part of  the
journalist

Uses language and visuals with care

Reflects people from different regions of Canada appropriately

Reflects people from different regions of the world appropriately

R eflects an understanding of the diverse nature of our
communities

R eflects different ethnic groups appropriately

Reflects genders appropriately

Reflects First Nations people appropriately
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Select Attitudes Toward News by Demographics 
Canadian news consumers share many of the same attitudes toward news regardless of 

demographics and region. However, there are some relative differences in opinions worth 

noting. For example, younger news consumers are less likely than average to believe that 

news organizations can be fair or balanced and that journalism is critical in society.  Men, 

those who are a bit older and the better educated are more likely than average to believe the 

quality of journalism is declining.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Table 2a -- Select Attitudes Toward Journalism by Demographics

D1. Ple ase indicate to what extent  you agree or disagree with each of the foll owi ng s tatements…strongly agree,  somewhat  agree,  neither agree nor disagree, som ewhat disagree,  s t ron gl y disagree..  
Base:  News users n=2,55 5  F irst  Nat ions B ase:  n=206, Visibl e Mi noriti es  Base: n=646 (b ase si zes may vary)

All Gender Age Education

% Agree (Strongly+ Somewhat) Men Wom en 18-34 35-49 50-64 65+
High 

school <
Post 
Sec. Uni.+

Use different sources, form own 
opinion 66% 68% 65% 57% 70% 72% 71% 58% 71% 74%

Journalism critical in society 66% 66% 66% 56% 67% 70% 79% 58% 69% 75%

Quality of journalism declining 47% 52% 43% 45% 47% 51% 44% 42% 49% 53%

Like journalism with point of view 52% 50% 54% 44% 51% 57% 60% 55% 51% 45%

Journalism reflects view owners 47% 50% 44% 45% 46% 48% 48% 43% 48% 51%

Journalists f air/ethical 52% 50% 54% 42% 54% 54% 66% 52% 52% 52%

News orgs. can be fair 68% 68% 67% 59% 68% 74% 74% 67% 68% 68%

News orgs. can be balanced 65% 65% 66% 57% 67% 71% 71% 65% 66% 65%

Higher than 
average

Lower than 
average

Table 2b -- Select Attitudes Toward Journalism by Region and Special  
Group

D1. Ple ase indicate to what extent  you agree or disagree with each of the foll owi ng statements…strongly agree,  somewhat  agree,  neither agree nor disagree, som ewhat disagree,  st ron gl y disagree..  
Base:  News users  n=2,55 5  F irst  Nat ions Base:  n=206, Visibl e Mi noriti es  Base: n=646 (b ase si zes may vary)

All Region Special Group

% Agree (Strongly+ Somewhat) BC Al ta. Man./
Sask.

Ont. Que. Atl . Abor. 
Peoples

Visib le 
Minority

Use different sources, form own 
opinion

66% 70% 63% 65% 66% 67% 68% 71% 70%

Journalism critical in society 66% 71% 66% 62% 66% 61% 66% 72% 75%

Quality of journalism declining 47% 50% 47% 46% 47% 40% 46% 46% 46%

Like journalism with point of view 52% 55% 48% 50% 52% 54% 53% 53% 55%

Journalism reflects view owners 47% 47% 46% 47% 47% 46% 43% 52% 53%

Journalists fair/ethical 52% 51% 52% 47% 52% 50% 59% 49% 55%

News orgs. can be fair 68% 67% 68% 70% 68% 67% 68% 64% 68%

News orgs. can be balanced 65% 65% 65% 67% 65% 61% 67% 68% 66%

Higher than 
average

Lower than 
average
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Similarly, Canadian news consumers identify generally the same factors that they believe are 

most important for journalistic integrity regardless of demographics and region. However, 

once again there are some relative differences in opinions worth noting. For example, 

younger news consumers tend to place higher than average importance on issues associated 

with reflecting different groups. Aboriginal Peoples news consumers place a higher than 

average importance on reflecting “First Nations people appropriately.”  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Table 3a – Importance of Factors re Journalistic Integrity – Forced   
Choice Top 3 by Demographics 

D1. Ple ase indicate to what extent  you agree or disagree with each of the foll owi ng s tatements…strongly agree,  somewhat  agree,  neither agree nor disagree, som ewhat disagree,  s t ron gl y disagree..  
Base:  News users n=2,55 5  F irst  Nat ions B ase:  n=206, Visibl e Mi noriti es  Base: n=646 (b ase si zes may vary)

3%4%6%3%3%4%7%4%5%4%Reflects First Nations people appropriately

4%5%7%4%2%5%9%5%6%5%Reflects genders appropriately

7%6%9%6%5%7%11%8%7%7%Reflects d iffe rent ethn ic groups 
appropriately

9%10%9%10%8%8%12%10%9%9%Reflects an understanding of the diver se 
natur e of our communities

10%9%11%8%7%8%15%11%9%10%Reflects people from di fferent r egions of 
the world appropriately

7%9%12%9%9%12%9%9%11%10%Reflects people from di fferent r egions of 
Canada appropriately

9%10%14%13%11%9%13%11%11%11%Uses language and visuals with care

35%38%35%33%39%36%37%33%40%36%
Avoids any cor porate or personal bias on 
the part of the journal ist

42%43%41%35%42%47%40%45%39%42%Presents d ifferent sides or pers pectives on 
a news story

53%47%43%51%51%45%43%44%49%47%Is not d istorted to justi fy or support a 
conclusion

52%53%51%55%53%53%49%52%52%52%Makes a clear distinction between news 
and  opinion

All Gender Age Education

Men Wom en 18-34 35-49 50-64 65+
High 

school <
Post 
Sec . Uni.+

Is well  researched to ensure it conform s 
wi th  facts and reali ty and does not mislead

65% 61% 69% 56% 68% 70% 73% 63% 66% 69%

Higher than average Lower than average

Table 3b – Importance of Factors re Journalistic Integrity – Forced   
Choice Top 3 by Region and Special Group

D1. Ple ase indicate to what extent  you agree or disagree wit h each of the foll owi ng statements…strongly agree,  somewhat  agree,  neither agree nor disagree, som ewhat disagree,  st ron gl y disagree..  
B ase:  News users n=2,55 5  F irst  Nat ions B ase:  n=206, Vis ibl e Mi noriti es Base: n=646 (b ase si zes may vary)

Higher than 
average

Lower than 
average

4%20%4%4%4%4%3%7%4%Reflects First Nations people appropriately

5%5%8%9%5%6%4%5%5%Reflects genders appropriately

11%9%7%11%7%5%7%8%7%Reflects d iffe rent ethnic groups appropr iately

13%13%10%16%9%9%7%9%9%
Reflects an understand ing of the d iver se 
natur e of our communities

13%9%10%11%10%9%10%10%10%
Reflects people from di fferent regions of the 
wor ld appropriately

8%8%14%10%9%7%10%11%10%Reflects people from di fferent regions of 
Canada appropriately

11%11%11%20%13%7%10%8%11%Uses language and visua ls with car e

35%36%35%33%36%38%36%39%36%Avoids any corporate or personal bias on the 
par t of the journal ist

44%38%46%42%41%46%44%39%42%Presents  d ifferent sides or perspectives  on a 
news s tory

42%44%39%38%49%47%44%49%47%Is  not d istorted to justify or support a 
conclusion

51%46%51%49%51%58%57%50%52%Makes a  clear distinction between news and 
opinion

All Region Special Group

BC Alta. Man./
Sask. Ont. Que. Atl. Abor. 

Peoples
Visible 

Minority

Is  well  researched to ens ure it conform s wi th 
facts and rea lity and does not mislead

65% 66% 67% 65% 65% 58% 66% 61% 63%
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Defining Fairness and Balance 
While people often talk about fairness and balance with respect to the media and news in the 

same sentence, two-thirds of Canadian news consumers say that they perceive the two 

concepts to be different.  

 

 

 

 

 

 

 

 

 

 

 

 

Furthermore, while there are a few relative differences in opinion across types of Canadians, 

a solid majority in all demographic and regional groups say they perceive fairness and 

balance to be different. 

 

Figure 7 -- Perception of Fair and Balanced

D4. D o you perceive BA LANCE and F AIRNES S to be gen erall y th e same thing or dif ferent  things?
B ase:  News users n=2,55 5

34%

66%

Same  

D iffere nt

Table 4 – Defining Fair and Balanced by Demographics, Region and 
Special Group

D1. Ple ase indicate to what extent  you agree or disagree wit h each of the foll owi ng s tatements…strongly agree,  somewhat  agree,  neit her agree nor disagree, som ewhat disagree,  st ron gl y disagree..  
Base:  News users n=2,55 5  F irst  Nat ions Base:  n=206, Vis ibl e Mi noriti es  Base: n=646 (b ase si zes may vary)

All Gender Age Education

Men Wom en 18-34 35-49 50-64 65+
High 

school <
Post 
Sec .

Uni.+

Fair and Balance Different 66% 66% 66% 68% 66% 65% 66% 60% 68% 75%

Higher than 
average

Lower than 
average

All Region Special Group

BC Alta. Man./
Sask.

Ont. Que. Atl . Abor. 
Peoples

Visib le 
Minority

Fair and Balance Different 66% 66% 65% 63% 68% 67% 59% 68% 72%
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The similarities and differences in how news consumers perceive the two concepts are 

reflected in the results from several other drill-down questions asked in the survey.  

 

When asked to define fairness and to define balance in their own words (unaided), Canadian 

news consumers perceive fairness to be reporting on/presenting all sides of a story/issue, 

being objective/unbiased and relating/focusing on the facts.  Reporting on/presenting all sides 

of an issue/story is also identified as a key element defining balance, but the idea of also 

presenting a variety of stories enters more into the equation.  

 

 

 

 

 

 

 

 

 

 

 

 

 

These types of nuances/differences are evident again in responses to a question that 

presented respondents with a series of words and asked them to rate the extent to which 

they associate each with fairness and balance. Those who earlier had indicated that they 

perceived fairness and balance to be the same were asked the question in the context of 

fairness and balance combined. Those who earlier had indicated they perceived fairness and 

balance to be different were asked the question for each term separately.

Figure 8 -- Defining Fairness, Balance in News (Unaided)

D2. In your own  words,  what  are the one or two sentences that  would describe what the foll owi ng m eans to you? 
B ase:  News users n=2,55 5

39%

34%

23%

7%

2%

2%

Report all sides/ multiple sides
of an issue

B e objective/ no bias

Relate (only) the facts

Be accurate

Minimize sensationalism

Present a variety of stories

45%

21%

14%

7%

2%

2%

R eport all
sides/ multip le

sides of an
issue
Present a
variety of

stories

B e objective/
no bias

Relate (only)
the facts

Minimize
sensationalism

B e accurate

Fairness in News Balance in News
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The concepts of accuracy, unbiased, truthful, factual, honesty, multiple points of view and 

impartiality have the highest association among those evaluating fairness and balance 

together, and fairness on its own. Multiple points of view, range of subjects and opinions and 

regional representation emerge with the highest association among those evaluating balance 

on its own.  

 

 

 

 

 

 

 

 

 

 

 

Rolling the different aided results back into an overall summary measure reveals that the four 

items with the highest association with fairness and balance as a whole are multiple points of 

view/perspectives, unbiased, factual and accurate.  

  

 

 

36%

36%

34%

32%

29%

25%

24%

17%

13%

11%

11%

10%

9%

4%

4%

4%

Accurate

Unbiased

Truthful

Factual

Honest

Multiple points of views,
perspectives

Impartia l

Neutra l

Objective

Range of opinions

Non-partisan

Open

Range of subjects

Racial equity in terms of reporters,
anchors, writers, e tc.

Reflects different regions
appropriately

Gender equity in terms of reporters,
anchors, writers, etc.

34%

42%

33%

36%

26%

22%

26%

17%

15%

10%

11%

7%

4%

5%

6%

4%

12

Figure 9 – Defining Fairness and Balance in News (Aided)

D5. T he following presents a lis t of thi ngs that  som e people have told us ref lects what  they think of  as [FAIRNE SS  AND B ALANCE]  [FA IRNE SS ] in news.  P lease ident if y the three item s f rom  this  list  
that  you most associate with the ide a of [F AIRNES S AND BALANCE] [F AIRNESS]  i n news.  D6.  The fol lowing presents a li st  of  things that some peopl e have told us reflects what they think of  as 
BALA NCE i n news. Pl ease identi fy  the three items from thi s lis t that  you most associate with the i dea of  BALANCE in news.  
B ase:  P erceive FAIRNESS and BALANCE to be generally the sam e thing F airness &  Balance n=867; Fairness n=1,688; Bal an ce n=1,688

Fairness & Balance

16%

19%

11%

17%

9%

45%

15%

16%

15%

36%

13%

9%

38%

7%

28%

7%

Fairness Balance

49%

49%

43%

42%

38%

33%

32%

31%

30%

26%

23%

23%

18%

13%

9%

8%

Multiple points of views, perspectives

Unbiased

Factual

Accurate

Truthful

Impartial

Range of opinions

H onest

Range of subjects

N eutral

Objective

Reflects different regions appropriately

Non-partisan

Open

Racial equity in terms of reporters, anchors, writers, etc.

Gender equity in terms of reporters, anchors, writers, etc.

Figure 10 – Defining Fairness and Balance in News Summary (Aided)

D5. T he following presents a list of thi ngs that  som e people have told us ref lects what  they think of  as [FAIRNE SS  A ND B ALA NCE]  [FA IRNESS ] in news.  P lease ident ify the three item s f rom  this list  
that  you most assoc iate wit h t he ide a of [F AIRNES S AND BA LANCE] [F AIRNES S]  i n news.  D6.  The fol lowing presents a li st  of  things that some peopl e have told us reflect s what they think of  as 
BA LANCE i n news. Pl ease identi fy  the three it ems from thi s lis t that  you most assoc iate with the i dea of  BALA NCE in news.  
B ase:  Perceive FAIRNES S and BA LANCE to be generally  the sam e thing F airness &  Balance n=2555
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Fairness and Balance on Stories of the Day  
Before delving into Canadian news consumers’ assessments of fairness and balance in 

relation to news organizations, it is important to set additional context into what they were 

experiencing at the time of the interviewing and how they assessed that coverage.  

 

Six-in-ten news consumers reported that they were following a particular story or issue with 

special interest over the six-week interviewing period. Among these people, the Iceland 

volcano and the Gulf oil spill were receiving the most attention, but a variety of other issues 

were also on people’s news radar.   

 

 

 

 

 

 

 

 

 

 

 

 

 

 

For the most part, news consumers were positive in assessing how they felt news 

organizations were performing in providing fair and balanced coverage of the issues/stories 

they were following at the time.    

Figure 11 – Following Any Specific News Story or Issue in The News

F1.  What  news story or issue in the news has caught your attention recent ly  and th at  you have been foll owi ng with some intensity or regularit y?  
B ase:  S aid following a story/ issue n=1544

16%

16%

7%

5%

4%

3%

3%

2%

2%

2%

2%

2%

2%

2%

2%

2%

Volcanic eruption in Iceland

Oil spill in the Gulf of Mexico

Geurgis/ Jaffer 

Harmonized sales tax

Afghanistan/War

Haiti

Value Canadian dollar

Canadian economy

Bombing Time Square

Polish President crash

Tiger Woods

Economic crisis in Greece

US health  care

Colonel R ussell Williams

Extreme/ unusual weather

Earthquakes around the world

Six- in-ten news consumers said that  they were following specific issues/stories in the 
news over the 6-week interviewing period. These consumers identified a variety of 
stories/issues that they were following with particular interest…

Other issues mentioned by 1% or less ranged from Mining 
accident in West Virginia, British elections, Scandals in Roman 
Catholic Church, Sinkhole/ landslide in Quebec, Graham James
Environment/ global warming, General politics, OSPCA/animal 
cruelty, China earthquake, Real estate market to Toyota recall, 
Prorogation, Federal Budget, Anti-gov’t protests in Thailand, 
Provincial drug plans, Olympics, First Nations issues, Israel-US 
relat ions, Iran, Gay rights 
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Figure 12 -- Rating the News Story or Issue Personally Following on Fair  
and Balanced Coverage

F2.  How would you rate the m edi a overall in terms of  its  providing fair and balanced coverage of  t hat issue/s tory…excellent,  very good,  good,  fair, poor, very  poor?
Base:  M entioned news story  that has caught their eye n=1,544

46% 33% 13% 8%

Ex c elle nt/ Very good Good Fa ir Poor/ Very poor Excellent/ 
very 

good/good

79%
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Perceptions of News Organizations in Being Fair 
and Balanced 
 
Overall 
While earlier analysis showed that many Canadian news consumers are not convinced that 

any news organizations can be completely fair and/or balanced, CTV, CBC and Global all 

receive positive performance scores (good or better) in terms of their performance in 

delivering against being fair and balanced in their news (those indicating that they were not 

familiar enough to judge a particular organization were excluded from rating that 

organization). The only significant difference between the three is the percentage giving 

decidedly positive ratings (excellent/very good) where CTV and CBC lead Global.  In 

contrast, the US-based news organizations, particularly Fox, rank at the bottom of the list.  

 

 
 
 
 
 
 
 
 
 
 
 

Figure 13 -- Overall Rating of News Organizations on Fairness and 
Balance

E1.  B ased on you r exp eri ence and/or percept ions, how would you rate your overall  im pression of  the foll owi ng organizati ons in terms of  their performance on news in 
being…[RANDOM IZE ]…excel lent,  very good,  good,  fair, poor,  very  poor? 
B ase:  A ware of source n=base sizes vary

55%

54%

47 %

18%

30%

28%

3 2%

30%

3 7%

36 %

40 %

40%

34%

37%

2 9%

41 %

39%

1 1%

11 %

13 %

17%

21%

24 %

22%

29%

24%

21 %

25%

3%

5%

3%

4 %

5%

8%

1 3%

12%

29%

8%

9%

31 %

21%

43%

34%

28%

C TV (96% familiar)

CBC (94% familiar)

Global (92% familiar)

BBC (60% familiar)

Globe & Ma il (61% familiar)

Nationa l Post (58% familiar)

C NN (84% familiar)

M SNBC (52% familiar)

Fox (72% familiar)

Loc al daily newspa per (86%
familiar)

Loc al wee kly community
newspaper (83% familiar)  

E xce lle nt /v ery g oo d Go o d Fair P oo r/V ery p oo r Excellent/ 
very 

good/good

87%

67%

71%

47%

58%

65%

68%

74%

79%

84%

84%
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Rating Select Organizations on Fairness and Balance Overall by Demographics 
Canadians across all walks of life give generally positive ratings to the news organizations 

examined, specifically the Canadian-based ones, in delivering against being fair and 

balanced.  

 

There are, however, some differences worth noting. For example, men, younger news 

consumers and the middle-better educated tend to provide somewhat lower performance 

ratings than do women, older and the less educated.  Regionally, news consumers in 

Manitoba/Saskatchewan tend to give higher ratings to news organizations.  Aboriginal 

Peoples and visible minority news consumers generally do not differ from the average in their 

ratings.  

 

 

 

 

 

Table  5 – Rating Select News Organizations Overall in Being Fair and 
Balanced by Demographics, Region and Special Group

All Gender Age Education

% rate excellent, very 
good, good

Men Wom en 18-34 35-49 50-64 65+ High 
school <

Post 
Sec . Uni.+

CTV 87% 84% 89% 82% 86% 88% 94% 89% 86% 85%

CBC 84% 80% 88% 82% 85% 83% 86% 86% 82% 84%

Global 84% 80% 88% 78% 86% 86% 88% 87% 83% 82%

BBC 79% 76% 82% 73% 80% 81% 87% 77% 79% 83%

CNN 66% 61% 71% 62% 66% 69% 70% 74% 62% 59%

Fox 47% 42% 51% 44% 49% 49% 45% 61% 41% 32%

Higher than 
average

Lower than 
average

All Region Special Group

% rate excellent, very good, good BC Alta. Man./
Sas k. Ont. Que. Atl. Abor. 

Peoples
Visib le 

Minority

CTV 87% 83% 85% 89% 88% 87%* 89% 89% 86%

CBC 84% 82% 75% 85% 85% 87%* 90% 88% 87%

Global 84% 83% 85% 86% 84% 82%* 85% 85% 82%

BBC 79% 77% 78% 76% 79% 80%* 79% 75% 85%

CNN 66% 62% 62% 74% 65% 77%* 70% 67% 66%

Fox 47% 39% 45% 54% 47% 52%* 54% 45% 45%

* Caution: Small sample/cell size; n=50-99.
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Ideology 
In addition to asking about overall impressions of news organizations on fairness and 

balance, another measure was used to probe any perceived ideological bent. To measure 

this, Canadian news consumers were first asked to define themselves on a left-right 

continuum, and then were asked to map where they thought various news organizations they 

are familiar with fit on the same continuum.  

 

Canadian news consumers envision themselves as being essentially balanced in terms of 

ideology. Half rate themselves in the centre, while about one-quarter place themselves left of 

centre and one-quarter right of centre. In terms of news organizations, Fox and the National 

Post are more likely to emerge as being perceived right of centre. While not as pronounced, 

CBC and BBC are slightly more likely to be perceived as left of centre. Nevertheless, for all of 

the main Canadian news organizations (CBC, CTV, Global), the largest proportion of news 

consumers place each in the centre, with little significant differentiation between them.    

 

 

 

 
 
 
 
 
 
 
 
 
 
 

Figure 14 -- Perceived Ideology

10%

6%

8%

4%

4%
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20%

17%
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49%

55%

44%
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43%

36%

14%
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16%

18%

22%

18%

23%

20%

21%

14%

5%

6%

7%

6%

5%

6%

9%

14%

17%

29%

CBC (94% famil iar)

BBC (60% fami lar)

Personally

Global (92% famil iar)

M SNBC (52% famil iar)

CTV (96% famil iar)

Globe  and Mail (61% fami lar)

CNN (84% famil iar)

National Post (58% famil iar)

Fox (72% famil iar)

Far  Left (score 0,1) Lean Left (score 2-4) Centre (score 5) Lean Right (score 6-8) Far Right (score 9,10)

F4.  In poli tics  and in at ti tudes toward issues,  peopl e somet imes talk ab out  “l ef t” and “right .” W here would you place yourself  p ersonally on the following cont inuum …? 
B ase:  News users n=2,55 5 F5.  A nd, where would you place the follo wi ng news organizati ons on the sam e contin uum ? Base: V aries Fam iliar enough judge each organizaion

Personally

Far Left Centre Far Right

Average 
Rating

4.97

4.74

5.16

5.1

5.38

5.98

4.95

5.15

5.23

5.56

CBC
BBC

Global
MSNBC
CTV
G&M

CNN
NP

Fox
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Organizations by Platform 
Canadian news consumers’ perceptions of fairness and balance for news organizations on 

the various platforms they use for news reveals very little difference in opinion. The news 

organizations assessed for television news, radio news, and online news all receive generally 

similar, positive marks in delivering against fairness and balance.  Specifically: 

 

� Television -- CTV, CBC and Global television news all receive positive performance 

scores (good or better) in terms of their performance in delivering against being fair 

and balanced in their news (among TV news consumers and those indicating that they 

were not familiar enough to judge a particular source were excluded from rating that 

organization). The only real noteworthy difference between the TV sources is the 

percentage giving decidedly positive ratings (excellent/very good) where CTV and 

CBC lead the others by a small margin.   

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 15 -- Rating Television News Sources on Fairness and Balance

E8.  How would you rate your overall impressi on of  the f ollowing in terms of  t heir performance on news as bei ng …[RANDO MIZE ]… excel lent,  very  good,  good,  f air, poor, very poor? 
B ase:  Watch source for news Fairness & Bal ance n=base sizes vary

53%

52%

5 1%

35%

34%

3 5%

3 7%

4 1%

45%

9%

11%

11%

11%

11%

16%

2%

3%

3%

2%

2%

2 %37 %

4 5%

4 9%

CTV Tele vision (87% familia r)

CBC Tele vision (81%
familiar)

CB C News Network (66%
familiar)

CTV News  Cha nnel (66%
familia r)

Global (83% familia r)

Other loc al Canadian
stations (i.e. CP24, Citytv, A-

Channel) (67% familiar)

E x c e l le n t /V e r y  g o o d G o o d F a i r P o o r /V e r y  p o o r Excellent/ 
very 

good/good

88%

82%

86%

86%

86%

86%
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� Radio -- For radio news, CBC Radio One and Local All News/Talk both receive 

positive performance scores (good or better) in terms of their performance in delivering 

against being fair and balanced in their news (among radio news consumers and 

those indicating that they were not familiar enough to judge a particular source were 

excluded from rating that organization). However, CBC Radio One does receive higher 

decidedly positive ratings (excellent/very good).  

 

 

 

� Online -- For online news, there is a bit more differentiation between the sources. All 

receive positive performance scores (good or better) in terms of their performance in 

delivering against being fair and balanced in their news (among online news 

consumers and those indicating that they were not familiar enough to judge a 

particular source were excluded from rating that organization). However, CBC.ca 

receives somewhat higher decidedly positive ratings (excellent/very good) than the 

others.  

Figure 16 -- Rating Radio News Sources On Fairness and Balance

E4.  How would you rate your overall impressi on of  t he following in terms of  t heir performance on news as bei ng …[RANDO MIZE]… excel lent,  very  good,  good,  fair, poor, very  poor? 
Base:  Lis ten to source for news CBC Radi o One n=1137;  Local All  News/T al k Rad io S tat ion n=1556
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Platforms by Demographics 
Canadians across all walks of life give generally positive ratings to the news organizations for 

each platform they use in delivering against being fair and balanced.   

 

There are, however, some differences worth noting. For example, with respect to television 

news, men, younger news consumers and the middle-better educated tend to provide 

somewhat lower performance ratings than do women, older and the less educated.  

Regionally, news consumers in Manitoba/Saskatchewan tend to give higher ratings to news 

organizations.  Aboriginal Peoples and visible minority news consumers generally do not 

differ from the average in their ratings.  

Figure 17 -- Rating Online News Providers on Fairness and Balance

E6.  How would you rate your overall impressi on of  the f ollowing in terms of  t heir performance on news as bei ng …[RANDO MIZE ]… excel lent,  very  good,  good,  f air, poor, very poor? 
B ase:  Access source for news Fairness & B al ance n=base s izes vary
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Similarly, there are some minor differences on radio news, with Albertans tending to be a bit 

more critical than average and Saskatchewan/Manitoba residents less so.  

 
 
 
 
 
 
 
 
 
 
 
 
 

Table 6a – Rating News Organizations on TV in Being Fair and Balanced 
by Demographics, Region and Special Group

All Gender Age Education

% rate excellent, very good, 
good

Men Wom en 18-34 35-49 50-64 65+ High 
school <

Post 
Sec .

Uni.+

CTV 89% 86% 91% 83% 91% 87% 95% 92% 87% 83%

CBC 86% 82% 90% 85% 87% 85% 87% 87% 85% 85%

CBC News Network 86% 83% 89% 83% 88% 87% 86% 87% 85% 87%

CTV News Channel 87% 83% 91% 84% 86% 85% 94% 89% 86% 83%*

Global 86% 83% 89% 83% 87% 85% 91% 89% 85% 82%

Other regional/local Canadian 82% 78% 85% 80% 82% 84% 79%* 85% 82% 74%*

Higher than 
average

Lower than 
average

All Region Special Group

% rate excellent, very good, good BC Alta.
Man./
Sask.

Ont. Que. Atl.
Abor. 

Peoples
Visible 

Minori ty

CTV 89% 83% 91% 92% 90% NA 85%* 84%* 88%

CBC 86% 86% 77% 86% 87% 92%* 87% 87% 89%

CBC News Network 86% 86% 79% 88% 86% 88%* 90% 91% 90%

CTV News Channel 87% 78%* 88%* 87%* 87% NA 96%* NA 85%

Global 86% 86% 86% 90%* 85% NA 84%* 78%* 88%

Other regional/local Canadian 82% 75% 81%* NA 84% NA N/A 84%* 76%

*Caution: Small sample/cell size; n=50-99
NA: Sample size too small to report;  n=less than 50

Table 6b – Rating News Organizations on Radio in Being Fair and 
Balanced by Demographics, Region and Special Group

All Gender Age Education

% rate excellent, very 
good, good

Men Wom en 18-34 35-49 50-64 65+ High 
school <

Post 
Sec.

Uni.+

CBC Radio One 89% 85% 91% 85% 90% 88% 90% 89% 87% 90%

Local All News/Talk 80% 78% 81% 79% 82% 76% 82% 84% 78% 74%

Higher than 
average

Lower than 
average

All Region Special Group

% rate excellent, very good, good BC Alta. Man./
Sas k.

Ont. Que. Atl. Abor. 
Peoples

Visib le 
Minority

CBC Radio One 89% 85% 76% 93% 90% NA 89% 93% 88%

Local All News/Talk 80% 73% 76% 87% 81% 83%* 80% 78% 81%

*Caution: Small sample/cell size; n=50-99
NA: Sample size too small to report; n=less than 50
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With respect to online, ratings are fairly consistent across the various subgroups, with only 

minor variations on some online organizations used.  
 
 
 
 
 
 
 
 
 
 
 
 
Organizations by Type of News by Platform 
Canadian news consumers’ perceptions of fairness and balance for news organizations on 

the various platforms they use for different types of news also show very little difference in 

opinion. The news organizations assessed for local, national, international and business 

news on each platform all receive generally similar, positive marks in delivering against 

fairness and balance.   

 
On TV 
� For local news, over eight-in-ten people consuming local news on each TV source give 

that source a good or better rating in delivering against fairness and balance. CTV 

receives somewhat higher decidedly positive ratings (excellent/very good) than the 

others.  

Table 6c – Rating News Organizations Online in Being Fair and Balanced 
by Demographics, Region and Special Group

NA81%86%*NA82%*86%*78%*86%77%82%Canada.com

87%85%88%90%82%87%86%90%82%86%CBC.ca

NA78%81%*NA83%*79%*69%*79%76%77%Canoe.ca

All Gender Age Education

% rate excellent, very 
good, good

Men Wom en 18-34 35-49 50-64 65+ High 
school <

Post 
Sec . Uni.+

CTV.ca 89% 84% 93% 86% 93% 86% 91%* 92% 88% 87%*

Globaltv.com 89% 84% 92% 87%* 90%* 84%* 94%* 94% 87% NA

Globeandmail.com 84% 83% 85%* 78%* 86%* 86%* NA NA 86% NA

Nationalpost.com 77% 73%* 82%* 82%* NA NA NA NA 77%* NA

Higher than average Lower than average

63%*NANANA82%NANANA77%Canoe.ca

All Region Special Group

% rate excellent, very good, good BC Al ta. Man./
Sask.

Ont. Que. Atl . A bor. 
Peop les

Visib le 
Minority

CTV.ca 89% 83%* 84%* 90%* 91% NA 93%* NA 90%

Globaltv.com 89% 94%* 86%* NA 89% NA NA NA 87%*

CBC.ca 86% 86% 77% 86% 87% NA 87% 88% 88%

Globeandmail.com 84% NA NA NA 86% NA NA NA 83%*

Canada.com 82% 79%* NA NA 79% NA NA NA 79%*

Nationalpost.com 77% NA NA NA 81%* NA NA NA 79%*

*Caution: Small sample/cell size; n=50-99
NA: Sample size too small to report; n=less than 50
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� Similarly for national news, well over eight-in-ten people consuming national news on 

each TV source give that source positive ratings in delivering against fairness and 

balance. CBC’s and CTV’s services receive somewhat higher decidedly positive 

ratings on this (excellent/very good). 

 

Figure 18 -- Rating Local TV News on Fairness and Balance

E9.  Based on you r exp eri ence and/or percept ions, how would you rate your overall  im pression of  the foll owi ng in terms of its  performance i n being… [RANDO MIZE]  for each of  the listed types of  
news… excellent , very  good,  good,  fair, poor, very p oor? 
Base:  Watch source and type for news n=base sizes vary
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Figure 19 -- Rating National TV News on Fairness and Balance

E9.  Based on you r exp eri ence and/or percept ions, how would you rate your overall  im pression of  the foll owi ng in terms of its  performance i n being… [RANDO MIZE]  for each of  the listed types of  
news… excellent , very  good,  good,  fair, poor, very p oor? 
Base:  Watch source and type for news n=base sizes vary
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� For international news, again eight-in-ten or more people consuming international 

news on each TV source give that source positive ratings in delivering against fairness 

and balance. CBC’s services receive marginally higher decidedly positive ratings on 

this (excellent/very good). 

 

 

 

 

 

 

 

 

 

 

 

 

� Finally, for business news, most people consuming business news on each TV source 

give that source positive ratings in delivering against fairness and balance. CBC’s and 

CTV’s services receive somewhat higher decidedly positive ratings on this 

(excellent/very good). 

 

 

 

 
 
 
 
 
 
 
 

Figure 20 -- Rating International TV News on Fairness and Balance

E9.  B ased on you r exp eri ence and/or percept ions, how would you rate your overall  im pression of  the foll owi ng in terms of its  performance i n being… [RANDO MIZE]  for each of  the lis ted types of  
news… excellent , very good,  good,  fair, poor, very p oor? 
B ase:  Watch source and type for news n=base sizes vary
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Figure 21 -- Rating Business TV News on Fairness and Balance

E9.  Based on you r exp eri ence and/or percept ions, how would you rate your overall  im pression of  the foll owi ng in terms of its  performance i n being… [RANDO MIZE]  for each of  the listed types of  
news… excellent , very  good,  good,  fair, poor, very p oor? 
Base:  Watch source and type for news n=base sizes vary
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On Radio 
� In the case of those consuming local news on radio, CBC Radio One and Local 

News/Talk sources are almost identical in the overall level and intensity (excellent/very 

good) of positive scores each receives delivering against fairness and balance. For all 

of the remaining types of news, both sources receive overall positive ratings on 

fairness and balance, but CBC Radio One does score higher, driven by higher 

decidedly positive ratings (excellent/very good).  

 

 
 
 
 
 
 
 
 
 
 
 
 
Online 
� For local news, over three-quarters of people consuming local news on each online 

source give that source a good or better rating in delivering against fairness and 

balance. Globaltv.com and CTV.ca receive somewhat higher decidedly positive ratings 

(excellent/very good).  

 

Figure 22 -- Rating Radio News Coverage on Fairness and Balance

E5.  Based on you r exp eri ence and/or percept ions, how would you rate your overall  im pression of  the foll owi ng in terms of its  performance i n being… [RANDO MIZE]  for each of  the listed types of  
news… excell en t,  very good, good, fai r,  po or,  very poor?  
Base:  Listen to source and type for news n=base s izes vary
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� For national news, well over eight-in-ten people consuming national news on each 

online source give that source positive ratings in delivering against fairness and 

balance. CBC’s and CTV’s services receive somewhat higher decidedly positive 

ratings on this (excellent/very good). 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 23 -- Rating Local Online News on Fairness and Balance

E9.  Based on you r exp eri ence and/or percept ions, how would you rate your overall  im pression of  the foll owi ng in terms of its  performance i n being… [RANDO MIZE]  for each of  the listed types of  
news… excellent , very  good,  good,  fair, poor, very p oor? 
Base:  Use source and type for news n=base sizes vary
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Figure 24 -- Rating National Online News on Fairness and Balance

E9.  Based on you r exp eri ence and/or percept ions, how would you rate your overall  im press ion of  the foll owi ng in terms of its  performance i n being… [RANDO MIZE]  for each of  the lis ted types of  
news… excellent , very  good,  good,  fair, poor, very p oor? 
Base:  Use source and t ype for news n=base sizes vary
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� For international news, eight-in-ten or more people consuming international news on 

each online source give that source positive ratings in delivering against fairness and 

balance. CBC.ca receives marginally higher decidedly positive ratings on this 

(excellent/very good). 

 

 

 

 

 

 

 

 

 

 

 

 

� Finally, for business news, most people consuming business news on each online 

source give that source positive ratings in delivering against fairness and balance. 

Globeandmail.com receives marginally higher decidedly positive ratings on this 

(excellent/very good). 

 

 

 

 

 

 

 

 

 

 

 

Figure 25 -- Rating International Online News on Fairness and Balance

E9. Based on you r exp eri ence and/or percept ions, how would you rate your overall  im pression of  the foll owi ng in terms of its  performance i n being… [RANDO MIZE]  for each of  the lis ted types of  
news… excellent , very good,  good,  fair, poor, very p oor? 
Base:  Use source and type for news n=base sizes vary
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Figure 26 -- Rating Business Online News on Fairness and Balance

E9.  Based on you r exp eri ence and/or percept ions, how would you rate your overall  im pression of  the f oll owi ng in terms of its performance i n being… [RANDO MIZE]  for each of  the lis ted types of  
news… excellent , very  good,  good,  f air, poor, very  p oor? 
B ase:  Use source and type for news n=base s izes vary
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Conclusions and Commentary 
 

The results of this research provide a variety of insights into answering the two main 

objectives that were originally set out to guide the exercise, namely: 

 

� What Canadian news consumers mean by “fair” and “balanced” news coverage, 

and 

� The degree to which Canadian news consumers feel these principles are being 

delivered through CBC English News service delivery platforms (TV, Radio and 

web) and properties (CBC News main network, CBC News Network, CBC Radio 

One and CBC.ca), as well as through the competition (CTV News, CTV News 

Channel, Global News), and across content-types (local, national, international and 

business news).   

 

So what are some of the key findings from the research, ones that can provide a foundation 

for any further discussion or debate on issues surrounding fairness and balance in news?:  

 

� Canadian news consumers are regularly accessing different platforms and news 

organizations for their news. Within this context, there has been ample consumer 

research conducted over the past several years in Canada, the US and abroad to 

conclude that media credibility generally, and issues associated with fairness and 

balance specifically, have been identified as areas of increasing challenge for news 

organizations (e.g., studies conducted by the Canadian Media Research 

Consortium, CBC’s own research).   

 

� Canadian news consumers are not convinced that news organizations can be 

completely fair and balanced. While two-thirds of news consumers do agree that 

they can, only about one-quarter is convinced of this (“strongly agree”).   

 

� Fairness and balance in news are not the same thing to many Canadians. Two-

thirds of Canadian news consumers say that they perceive the two to be different:   
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� The concepts of accuracy, unbiased, truthful, factual, honesty, multiple points of 

view and impartiality have the highest association (aided) with the concept of 

fairness.  

� While multiple points of view, range of subjects and opinions and regional 

representation emerge with the highest association with the concept of balance. 

� The differences make intuitive sense and in the minds of news consumers 

relate back to the basic equation that balance equals what a news organization 

covers and fairness equals how it covers it.  

. 

� There is little differentiation across the main Canadian news organizations in terms 

of their performance delivering against fairness and balance overall, and by 

platform and by types of news specifically.  

 

� Furthermore, news consumers give consistently positive ratings to the news 

organizations they use, platforms they access and types of news they consume in 

terms of performance delivering against fairness and balance. While there are 

some relative differences in ratings, positive scores (good/very good/excellent) 

tend to come in around the 75%-80% level or higher in the contexts examined.  

 

� Throughout the survey results, the awareness, attitudes and opinions of Canadian 

new consumers on fairness and balance are not differentiated in any absolute 

sense based on demographic characteristics, region or even among the special 

subgroups of visible minority and Aboriginal Peoples news consumers:  
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� Granted there are relative differences in opinions on some of the measures. For 

example, younger news consumers tend to be more cynical than average about 

news media overall (e.g., less likely to believe media can be fair or balanced, 

less likely to believe that journalism is critical in society).  Aboriginal Peoples 

respondents rate “reflecting First Nations people appropriately” higher than 

average in terms of the factors they perceive as contributing to journalistic 

integrity.  

 

� Nevertheless, for the most part news consumers from all walks of life and 

segments of society tend to share generally common perceptions and 

assessments of issues related to fairness and balance in the news they 

consume.  In other words, they are more common based on the fact that they 

are news consumers than different based on their socio-demographic, ethno-

cultural or regional characteristics.  

 

� A key consideration is assessing any implications from the data is recognizing the 

historically consistent tendency of Canadians to often report somewhat more 

cynical opinions on certain things at one level, but also report generally positive 

personal experiences on those same things at another. In healthcare, for example, 

Canadians have consistently reported many concerns about the quality of the 

healthcare system, but then report generally positive personal experiences when 

they have used the healthcare system.  

 
� This tendency may also be at work in Canadian news consumers’ assessments of 

fairness and balance in the news. A significant majority of news consumers rate 

their experiences on fairness and balance in the news they consume in a generally 

positive light, even though some of their general attitudes toward fairness and 

balance in the media might suggest otherwise.   

 


