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Executive Summary

Introduction

= |psos 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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Ipsos Reid’s Approach to the Research at a Glance

Research Design Elements :> The Core Quantitative Study

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

mo

Secondary n=2555 Anglo ==} Oversampling which

analysis of Canada produced n=646 visible
existing minorities, =206 First
research National/aboriginal

Canadians

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

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
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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.
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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.

Figure 1 -- Consuming News by Individual Platforms

= Daily = Weekly = Less often = Never

gl

Oon TV 65% 21% 11%

On the radio 52% 23% 13% 12%

Online 49% 23% 16% 12%

In newspapers 34% 36% 21% 10%

On your wireless/mobile

0/
device 7% 5% BR) 80%

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

10
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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

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

Weekly plus Dail newspapers, mobile) Daily,
None, 3% All'5, 8% None, 12% All 5 2%

15, 6%

25, 1%

35, 2%

4/5, 3™%

45, 11%

15, 20%

2/5. 0%

3/5, 4%

4/5 =T Viradio/online/newsp aper 33%, T V/radio/online/wireless 2%
TV/online/wireless/newsp aper 1%, radio/online/wireless/new spaper
<1%, TVFadiokvireless/new spaper <1%

35 =TV/radio/newspaper 11%, TVkadiolbo nline 9%,
TVionline/new sp aper 6%, radio/online/new spaper 3%
TVionline/wireless 1% TV/radio/wireless <1%, TVAivirelessh ew spaper
<1%, radio/onlir i <1% onlir i rewspaper <1%

2/5 =T Viradio 5%, TV/online 4%, TV/newspaper 3% radio/online 2%,
online/newspaper 2% radioh ew spaper 1%, TV/iwireless <1%
radio/wireless <1% online/wireless <1%

15 =TV 2% online 2% radio 1%, newsp aper 1%, wireless <1%

4/5 = TViradio onlin enewspaper %%, TV/radio/online/wireless 1%,
TVh niine/wireless/newspaper 1% rad io/online/wireess/newspaper
<1% TV/radio/wireless/newspap er <1%

35 = TVIradiobonline 10%, TV/radio/newsp aper 7%,
TVhnline/newspap er 3%, radio/online/newsp aper 1%,

TV nline/wireless 1% radio/onlinewireless 1%, T V/radio/wireless
<19, radio virelessh ew spaper <1%, o nline/wireless/newspaper <1%

25 =TViadio %%, TV/online 8% TV/newsp aper 5%, radio/online 4%,
radio/newspaper 2% online/newspaper 1%, onlineAvireless 1%,
TVhvireless <1%, radio/wireless <1% wirelesshewspaper <1%

15 =TV 9%, online 5%, radio 5% newspaper 1% wireless <1%

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

Al Gender Age Ed ucation
Men | women | 18-34 | 35-49 | s0-64 | 65+ High Post Uni+
school < Sec
Use 3, 4 or all 5 Platforms Weekly 74% 79% 1% 67% 74% ™% | 81% 73% 74% 78%
Use 3, 4 or all 5 Platforms Daily 3% 0% 34% 31% 34% 8% | 52% 38% 36% 2%
Al Region Specia Group
Man / Abor. Visible
BC ™ ont Que Al Peoples | Minority
Use 3, 4 or all 5 Platforms Weekly 74% 2% 71% 73% 76% 74% 76% 75% 81%
Use 3 4 or all 5 Platforms Daily 37% 2% 32% 41% 38% 2% 1% 38% 48%
Higher than Lower than
average average

11
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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 Consortium* 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

' The Credibility Gap: Canadians and Their News Media, Canadian Media Research Consortium, May 2008 12
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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.

Figure 3 -- General Perceptions of Journalism

®mStrongly agree  ESomewhatagree = Neither agree nor disagree = Somewhatdisagree ®Strongly disagree Agree
(Top2Box)

Journalism plays a vital role in our society and is critic al
to the health of our democracy

I go to differentnews sources to form my own judgment 27% mq 6%

onatopic/event

| feel confidentin my ability to get what | need from a
story,evenifits not completely fair or balanced

There is much less factand lots more opinionin modern
journalism

53%

I like journalism thathas a pointof view

Mostjournalists are fair/ethic al

Figure 3 cont’d -- General Perceptions of Journalism

EStrongly agree  =Somewhatagree = Neither agree nor disagree =Somewhatdisagree = Strongly disagree Agree
(Top2Box)

Over time | think the quality of journalism is declining .
Mostjournalism reflects the corporate point of view of its 4

owners or shareholders

My point of view on most issues is differentfrom that of
most journalists

There are so many sources of information now, it matters
less if some of them have a bias

~
Toomueh journalem in Canadais tited to the riaht

7%
7Y

Too much journalism in Canada is tilted to the left

o
%

13
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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

= Extremely important =Important =Somewhatimportant = Not very important =Notatallimportant Impo rtant
(Top3Box)

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

Is not distorted to justify or

N 99%
supportaconclusion

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

Makes a clear distinction
between news and opinion

Presents different sides or
perspectives on anews story

Uses language and visuals
with care

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

= Extremely important = Important = Somewhatimportant = Not very important = Not at all important Impo rtant
(Top3Box)

Reflects people from different
regions of Canada
appropriately

Reflects people from different
regions of the world
appropriately

Reflects an understanding of
the diverse nature of our
communities

Reflects different ethnic
groups appropriately

Reflects genders
appropriately

Reflects First Nations people
appropriately

14
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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.

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

Is well researched to ensureit conforms with facts and reality
s 65%
and does notmislead
Makes aclear distinction between news and opinion _52%
Is not distorted to justify or support a conclusion _ 47%
Presents different sides or perspectives on a news story _ 42%
Avoids any corporate or personal biason thepart of the _ 36%
journalist ©
Uses language and visuals with care - 11%

Reflects peoplefrom different regions of Canada appropriately - 10%

Reflects people from different regions of the world appropriately

Reflects an understanding of the diverse natureof our -
communities

Reflects different ethnic groups appropriately - 7%
Reflects genders appropriately - 5%

Reflects First Nations p eople appropriately . 4%

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?

Agree
(Top2Box)
EStrongly agree = Somewhat agree = Neither agree nor disagree = Somewhatdisagree B Strongly disagree

It is possible for anews
organization to be
completely FAIR in its
reporting of news and
current affairs

It is possible for anews
organization to be

completely BALANCED 5 ;
in its reporting of news

and current affairs

15
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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

Al Gender Age Ed ucation
% Agree (Strongy+ Somewhat) Men | women | 1834 | 35-49 | 5064 | 65+ High Post Uni.+
school < Sec :
Use dfferent sources, fam own 6% | 6% | esw | 57% | 0% | 72% | 7% | sew% 71% 74%
opinion
Journdism critical in society 66% 66% 66% 56% 67% 70% 79% 58% 69% 75%
Quality of journalism declining 471% 52% 43% 45% 47% 51% 44% 42% 49% 53%
Like jounalism with paint of view 52% 50% 54% 4% 51% 57% 60% 55% 51% 45%
Journaism reflectsview owners 47% 50% 44% 45% 46% 48% 48% 43% 48% 51%
Journdists fair/etical 52% 50% 54% 2% 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% 1% 71% 65% 66% 65%
Higher than Lower than
average average

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

Group
All Region Specid Group
% Agree (Strongy+ Somewhat) Bc | A "SA;:k’ ont. | que At P:g;’es hx‘;‘é’r'ney
L;;emtoi;ferawt sources, formown 66% o ca 5% 6% 67% 8% 71% 70%
Journalism critical inscciety 66% 71% 66% 62% 66% 61% 66% 2% 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%
Joumalismreflects view owners 47% 47% 46% 4% 47% 46% 43% 52% 53%
Joumdlists 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 Lower than
average average

16
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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

Al Gender Age Ed ucation
High Post

Men Women | 18-34 35-49 50-64 65+ school < Sec Uni.+
Iswel researched to ensure it confom s 65% | 61% | eo% | sew | esw | 7o% | 73% 63% 66% 69%
with facts and reality and does not mislead
Makes a clear distinction between news s | 2% | 2% | 4w | ss% | saw | ssw 51% 53% 52%
and opinion
Isnotdistorted to jusify or suppott a % | 49% 4% 3% | 4% | 5% | 51% 43% 1% 53%
conclusion
Presents different sides or perspectiveson | o, 29% 5% a6 | are | a6 | 35 o 59 2%
anews sory
Avoids any cor porate orpersonal bias on
the partof he journalist 36% 40% 33% 37% 36% 39% 33% 35% 38% 35%
Uses language and visuals with care 11% 11% 11% 13% 9% 11% 13% 14% 10% 9%
Reflects people from differentregions of 10% 1% 9% 9% 1% 9% 9% 12% % %
Canada appropriately
Reflects people from differentregions of 10% % 119% 15% 8% 7% 8% 1% % 10%
the world ap propriately
Reflectsan understanqmg of the diverse 9% % 10% 12% 8% 8% 10% 9% 10% 9%
natur e of our communities
Reflectsdifferent ethnic groups 7% % 8% 11% 7% 5% 6% 9% 6% 7%
appropriately
Reflects genders appropriately 5% 6% 5% 9% 5% 2% 4% 7% 5% 2%
Reflects First Naiions people appropiiately | 4% 5% 4% 7% 4% 3% 3% 6% 2% 3%

Higher than average Lower than average

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

Al Region Specia Group
Man./ Abor Visible
B Al Atl,
c @ sask. | O™ Que peoples | Minority
is well researched to ensure it confom swith ,
% o% 7 % ot y % 1% v

factsand reality and doesnot mislead 65% 6% 67% 65% 65% 58% 66% 61% 63%
Makes a clear distinction bet d
opmfjn“ car distnetion between news an 520 | s0% | 57 | s8% | 510 | a9% | 51 46% 51%
fo: E:Udsﬁ.‘:"ed to juify or support & a7 | a0 | amn | ame | 40w | 3w | 3% 44% 2%
z:f:gz ;‘"e rent sides or perspectives ona | oo | o900 | a0 | a6 | 41% 2% 6% 38% 4%
’;:r olde ﬁgj;?:ﬁ;::e orpersonalbiasonthe | 3600 [ 3900 | 3696 | 38% | 36% | 3% | a5% 36% 35%
Uses language andvisuals with care uw | e | 10w | m | 13w | 20w | 1% 11% 1%
E:geag‘: gpe;‘r’o';i';g“ydi flerentregions of 0% | 1w | 10% 7% 9% 10% | 14% 8% 8%
Reflects le from differentregions of the
world ap propriately 9 10% | 10% | 100 | e | 1% | 1% | 10% %% 13%
Reflects an understanding of the di
o o ou commanie O e dlverse %% %% ™% %% 9% 1% | 10% 13% 13%
Reflects different ethnic groups appropriately | 7% 8% ™% 5% 7% | 1w | 7% % 1%
Reflects genders appropriately 5% 5% 4% 6% 5% 9% 8% 5% 5%
Refle cts First Nations pe ople appropriately % % % % 4% 4% 4% 20% %

Higher than Lower than
average average
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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.

Figure 7 -- Perception of Fair and Balanced

Same 34%

Different 66%

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.

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

Al Gender Age Education

High Post

Men | women | 18-34 | 35-49 | 50-64 | 65+
school < Sec

I Fair and Balance Differert 66% 6% 66% 68% 66% 65% 66% 60% 68% 75%.

All Region Specia Group

BC Alta Man / ont Que Al Abor. Visible

Sask. Peoples | Minority

I Fair and Balance Different 66% 66% 65% 63% 68% 67% 59% 68% 2%

Higherthan Lower than
average average
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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.

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

Fairness in News Balance in News
Reportall
39% sides/muliple
sides of an
issue

Report all sides/ multiple sides
of an issue

45%

Presenta
34% varietyof
stories

Beobjective/ no bias 21%

23% Beobjective/

Relate (only) thefacts 1o bias

14%

7% Relate (only)
the facts

Be accurate

7%

Minimize
2% "
sensationalism

Minimize sensatio nalism 2%

Present avariety of stories & 2% Beaccurate & 2%

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.
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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.
Figure 9 — Defining Fairness and Balance in News (Aided)

Fairness & Balance Fairness Balance
Acorare [ — 0 [ s - 2
b I — e, [ 1%
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——
—
Neura! | 17 e 1% - K3
—_—
Objective | 13% 15% - D
e o [ = -
Non-patisan - 1% — 1% - 13%
orer I = ==
rarctuoecs [ B e
Racial equity in terms of reporters, [e—
anchors, writers, etc. | K - =
Reflects different regions ) = ]
% 2%
appropriately B ==
Gender equity in terms of reporters, = %
wenos wrners ee. I =2 =
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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.

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

Multiple points of views, perspectives

§

Unbiased

L
Range of opinions _32%

Honest | 1%
Range ofsubjects N

Objective

]
Reflects different regions ap propriately _23%
Non-partisan _ 18%
Racial equity in terms of reporters,anchors, writers, etc. -9%

Gender equityin terms of reporters,anchors, writers, etc. -8%
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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.
Figure 11 — Following Any Specific News Story or Issue in The News

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 avariety of
stories/issues that they were following with particular interest...

Volcanic eruption in kceland _ 16%
Oil spillin the Gulf of Mexico | 16%
Geurgis/Jaffer
Harmonized sales tax _ 5%
Afghanistan/War _ 4%
Haiti — 3%
Value Canadian dollar _ 3%
Canadian economy == 2%

Other issues mentioned by 1% or less ranged from Mining

Bombing Time Square - 2% accident in West Virginia, British elections, Scandals in Roman
" : Catholic Church, Sinkhole/ landslidein Quebec, Graham James
9 ) )
Polish President crash - 2% Environ ment/global warming, General politics, OSPCA/animal
TigerWoods = 2% cruelty, China earthquake, Red estate market to Toyota recall,
Prorogation, Federa Budget, Anti-gov't protestsin Thailand,
Economiccrisis in Greece - 2% Provincial drug plans, Olympics, First Nations issues, Israel-US

relations, Iran, Gay rights

US health care - 2%

Colonel Russell Wiliams [ 2%
Extreme/unusua weather - 2%
Earthquakes around the world - 2%

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.
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Figure 12 -- Rating the News Story or Issue Personally Following on Fair
and Balanced Coverage

mExcellent/Very good =Good = Fair mPoor/Very poor Excellent/

very
good/good
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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

HExcellenthery good = Good = Fair B Poor/Very poor Excellent/
got;ldelgryood
Global (92% familiar)
CNN (84% familiar)
MSNBC (52% familiar)
Fox (72% familiar) 18% 29% 24% 29%

familiar)
newapaper (R famiar
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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

Al Gender Age Ed ucation

% rate excellent, very Men | women | 1834 | 3549 | s0-6a | 65+ High Post Uni+
good, good school < Sec

CTv 87% 84% 8% 82% 86% 88% 94% 89% 86% 8%
CBC 84% 80% 88% 82% 85% 83% 86% 86% 2% 84%
Global 84% 80% 88% 78% 86% 86% 88% 87% 8% 2%
BBC 79% 76% 82% 73% | 80% 81% 87% % 9% 8%
CNN 66% 61% 71% 62% 66% 69% 70% 74% 62% 59%
Fox 47% 2% 51% 44% 49% 49% 45% 61% 4% 2%

All Region Special Group
% rae excellert, very good, good BC Alta. “S"aas"d ont. Que. Al PQEE\LS ’\x‘:‘:r:tey
crv 87% 83% 85% 8% 88% 87%* 89% 89% 86%
cBC 84% 8% 7% 85% 85% 87%* 0% 88% 8%
Global 8% 8% 85% 86% 84% 82%* 8% 85% 82%
BBC 9% 7™ 8% 76% 79% 80%* 9% 75% 85%
ONN 6% 62% 62% 74% 65% T7%* 70% 67% 66%
Fox 47% 3% 45% 54% 47% 52%* 4% 45% 45%
;'\i,g?:;éhm ;?:’rz;;hm *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

Personally
G&M
CTV
BBC| MSNBCNP
CBC CNN Fox
Far Left Centre Far Right
. . Average
= Far Left (score 0,1) = Lean Left(score 2-4) = Centre (score 5) = Lean Right(score 6-8) & Far Right (score 9,10) Rating
CBC (94%familiar) 5006 47
BBC (60%familar) 51% 495
Personally 52% 4.97
Global (92%familiar) 550 5.1
M SNBC (52%famil iar) 5% 5.15
CTV (96%famil iar) 550 6% 5.16
Globe and Mail (61%familar) 44%
CNN (84%famil iar) 45% 5.38
National Post (58%familiar) 43?_41
p— T
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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

=Excellent/Very good =Good Fair mPoorivery poor| EXcellent/
very
good/good

T i, 9 . =2 EX
familiar) =
e My Tk C% 51% - u% I
familiar)
CTY et el 0% a0 e i
familiar)
Other local Canadian
stations (.e. CP24, Citytv, A- 57% % I
Channel) (67% familiar)
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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).

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

mExcellent/Very good m=Good = Fair = Poor/Very poor Excellent/
vel
good/good

CBC Radio One (50% familiar)

- | 2N

Local All News/Talk Radio
Station (69 % familiar)

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

= ExcellentVery good =Good = Fair = Poor/Very | Excelent/

very
good/good

CBC.ca (53% familiar)

Globaltv.com (37% familiar)

Globeandmail.com (30 %
familiar) 81%
Natit | t. 25%
ationalpos tcom 39% . o 17%  E5
familiar) -2 |

Canada.com (33% familiar)

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

Al Gender Age Ed ucation
Ug/‘;gzle excellert, very good, Men | women | 1834 | 3549 | s0-64 | 65+ sc:‘ogor: B g‘;cs‘ Uni+
cTv 89% | 8% 91% 83% | 91% | 87% | 95% R% 87% 8%
CBC 86% | 8% 90% 85% | 87% | 85% | 87% 87% &% 8%
CBC News Network 86% | &% 8% 83% | 88% | 87% | 86% 87% 8% 87%
CTV News Chamel 87% | 8% 91% 84% | 86% | 85% | 94% 8% 6% 83%6*
Globa 86% 8% 8% 83% 87% 85% 91% 89% 8% 8%
Other regiona/local Canadian | 82% | 7% | 85% | 80% [ 82% [ 84% | 79%* | &% 2% 74%*
All Region Specid Group
9% rate excellent, very good, good BC Ata. !::k/ ont Que. A, P’:‘;;Ls ,\x‘::“‘ fy
CcTv 8% | 83% | 91% | 92% | 9% NA | &% | 84%* 88%
CBC 86% | 86% | 77% | 86% | 8% | 92%* | 8™ 87% 89%
CBC News Network 86% 86% 79% 88% 86% 88%* 9% 91% 90%
CTV News Channel 8% | 78%* | 88%* | 87%* | 8% NA | 96%* NA 85%
Global 86% 86% 86% | 90%* 8% NA 84%* 78%* 88%
Other regonalloca Canadian 8% 75% 819%* NA 84% NA N/A 849%* 76%
:‘ilgr;réhm ;?:’r:;;hm *Caution: Small sample/cell size; n=50-99

NA: Sample size too smadll to report; n=less than50

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

Al Gender Age Ed ucation
% rate excellent, very Men | women | 1834 | 3549 | 5064 | 5+ High Post Uni.+
good, good school < Sec.
CBCRadio One 89% 8% 91% 85% 90% 88% 90% 89% 87% 0%
Local All News/Talk 80% 8% 81% 79% 82% 76% 82% 4% 8% 74%
All Region Special Group
0, Man./ Abor. Visible
% rate excellert, very good, good BC Alta. Sask. ont. Que. Atl. peoples | Minorty
CBC RadioOne 89% 85% 76% 93% 90% NA 89% 93% 88%
Local All News/Talk 80% % 76% 87% 81% 83%* 80% 78% 81%
Higher than Lower than *Caution: Small sample/cell size; n=50-99
average average NA: Sample sizetoo smallto 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.

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

Al Gender Age Ed ucation
;A:)I;t,engie lent, very Men | women | 1834 | 3549 | s06a | 65+ Sc:lf’:l B Uni+
CTV.ca 89% 84% 93% 86% 93% 86% | 91%* R% 8% 87%*
Globaltv.com 89% 84% 9% 87% | 90%* | 84%* | 94%* A% 87% NA
CBCca 86% 2% 90% 86% 87% 82% 90% 8% 8% 87%
Globeandmail com 84% 8% 85%* 78% | 86%* | 86%* NA NA 86% NA
Canada.com 82% 1% 86% 78%F | 86%* | 82%* NA 86%* 81% NA
Nationapostcom 7% | 73%* 82%* 82% NA NA NA NA T7%* NA
Cance.ca 7% 76% 7% 69%F | 79%* | 83%* NA 81%* 8% NA
All Region Special Group

% rate excellent, very good, good BC Alta. Z‘;;k/ ont Que. All. P/::;))Ires h\;:rsl:;br:tey
CTV.ca 89% 83%* | 84%* | 90%* 91% NA 93%* NA D%
Globaltv.com 89% | 94%* | 86%* NA 89% NA NA NA 87%*
CBC.ca 86% 86% 7% 86% 87% NA 87% 88% 8%
Globeandmail.com 84% NA NA NA 86% NA NA NA 83%*
Canada.com % 79%* NA NA 79% NA NA NA 79%*
Nationalpost.com 1% NA NA NA 819%* NA NA NA 79%*
Cance.ca % NA NA NA 82% NA NA NA 63%*

*Caution: Small sample/cell size; n=50-9

AR CErEm \LOuTET iiEm EYEER NA: Sample size too small to report; n=less than 50

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.

OnTV
= 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.
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Figure 18 -- Rating Local TV News on Fairness and Balance

Excellent/

very
good/good

CBCTelevision (81% 46% s oy )
familiar)

CTV Newsnet (66% familiar)

=Excellent/Very good =Good = Fair =Poor/iVerypoor

CTV Television (87% familiar)

Other local Canadian
stations (i.e. CP24, Citytv, A-
Channel) (67% familiar)

CECNews Network (66% a5% [ 0 % A3
familiar)

= 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 19 - Rating National TV News on Fairness and Balance

=Excelent/Very good =Good = Fair =Poor/iVery poor

CTV Television (87% familiar)

CBC News Network (66%
familiar)

CBC Television (81%
familiar)

CTV Newsnet (66% familiar)

Global (83% familiar)

Other loc al Canadian
stations (i.e. CP24, Citytv, A-
Channel) (67% familiar)
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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).

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

=Excellent/Very good =Good = Fair =PooriVerypoor Ex\;ce;llm\/

good/good
CBC News Network (66% o |
il 53% - o 1% @

familiar) = 7

CBC Television (81%
familiar)

CTV Newsnet (66% familiar)

Global (83% familiar)

Other local Canadian
stations (i.e. CP24, Citytv, A-
Channel) (67% familiar)

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 21 -- Rating Business TV News on Fairness and Balance

=Excellent/Very good =Good = Fair mPoorvery poor| EXcellent/
very
good/good
CTV Newsnet (66% familar) 46% o 3%

CBC News Network (66%
familiar)

CBC Television (81%
familiar)

Other local Canadian
stations (1e. CP24,Citytv, A- 29% - o &
Channel) (67% familiar)
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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).

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

mExcellent/Very good =Good =Fair mPoor/Very poor Excellent/
vel

good/good

Local News/Information

i o
CBC Radio One (50% 49% 1oy mn
familiar)
9
Local News/Talk (62% 7% GO T
familiar)
CBC Radio One (50% National News/Information
adio One — o oy 9
familiar) LA d
familiar)
International News/Information
CBC Radio One (50% = 32.% T0%  oF
familiar)
Local News/Talk (69%
potrie o
Business News/Information
i o
CBCRadio One (50% 45% - 5% O
familiar)

Local News/Talk (69% 32% = 0% B
familiar)

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

=Excellent/Very good =Good = Fair =Poor/Very poor very

Globaltv.com (37% familiar)

CTV.ca (55% familiar) 86%
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familiar)
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Nationalpost.com (25%
familiar)

1%

Canoe.ca (30% familiar) 1%

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 24 -- Rating National Online News on Fairness and Balance

=Excellent/Very good =Good = Fair =Poor/Very poor very

CBC.ca (53% familiar)

Globaltv.com (37% familiar)

CTV.ca (55% familiar)

Globeandmail.com (30%
familiar)

Nationalpost.com (25%
familiar)

Canadacom (33% familiar)

Canoe.ca (30% familiar)
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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).

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

=Excellent/Very good =Good = Fair =Poor/Very poor ve

CBC.ca (53% familiar)

89%
Globaltv.com (37% familiar) 52% 7% I m
CTV.ca (55% familiar) -
Globeandmail.com (30%
familiar)

Nationalpost.com (25%
familiar)

Canoe.ca (30% familiar)

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 26 -- Rating Business Online News on Fairness and Balance

Excellent/
=Excellent/Very good =Good = Fair =Poor/Very poor very
good/good
Globeandmgl!.com B 9
familiar)
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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.
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