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INTRODUCTION



INTRODUCTION

Telefilm Canada is a federal Crown agency dedicated to the cultural, commercial,
and industrial success of Canada’s audiovisual industry.

Through funding and promotion programs, as well as initiatives that increase the
discoverability and export of Canadian content, Telefilm supports dynamic
companies and creative talent at home and around the world.

As part of its thought leadership mandate, Telefilm began providing market
intelligence to industry stakeholders regarding Canadian consumption of media
content in 2012. Since 2016, Nielsen Media has been retained to conduct these
studies of behalf of Telefilm.

Telefilm collaborates with private and public partners to help finance research and
to make these studies widely available. This study was financed in partnership
with the Canada Media Fund (CMF).

Produced with the assistance of:

For any questions, please contact SR@telefilm.ca. Canada Media Fund

ﬂ Fonds des médias du Canada

4 RN 50



DISCLAIMER

The information contained herein is proprietary to Telefilm Canada and may not
be used, reproduced or disclosed to others except as specifically permitted in
writing by the originator of the information.

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

The primary objectives of the 2017 iteration of the study are:

« to provide an overview of film and television consumption habits on a
variety of screens and media

* to identify any emerging content trends

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



OVERALL KEY FINDINGS



OVERALL KEY FINDINGS

Pride and interest in Canadian culture is strong among Canadians:

« Canadians are proud when Canadian talent & content is celebrated internationally

» The majority of Canadians think promoting Canadian content is important

» 78% of respondents agree it is important that the government support the creation of
distinctively Canadian productions

Wide reaching platforms have the most impact on Canadians for content viewing and as
sources of information:

* Netflix and YouTube are the top online viewing platforms

* Web searches are the most important source of information

* National and international award shows resonate with audiences, while familiarity with
national and international film festivals is limited

Content viewing is up across films, television and documentaries

+ The two market segments that show the most interest in Canadian content, and the
most potential for the industry, The Curious and The Belonging, grew year-over-year
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AUDIENCE SEGMENTS IN THE
CANADIAN MARKET

Five film watching segments were identified in the 2016 iteration of the study

Canadian Film-Watching
Market

v

Curious Belonging

i

4 -2 +1

Fantasy movie Family Popcorn do not Home Sweet Home Curious movie watchers Belonging movie
watchers like to view spend much time movie watchers are are highly committed watchers watch to
a mixture of high watching movies, and an affable and movie buffs who love all expand their horizons.
octane Hollywood are more likely to watch content group that sorts of movies that will They see movies as an

movies and science with children the most seek movies that bring excitement and opportunity for
fiction/fantasy flicks. recent Disney or big- bring comfort. novelty. growth and learning.

budget Hollywood film.

Highly engaged segments
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HIGHLY ENGAGED SEGMENTS
ARE GROWING

The two market segments that show the most interest in Canadian
content, and the most potential for the industry, grew year-over-year

Curious 29% Belonging 549

< They are medium movie viewers. N
* They are heavy movie viewers. « Their taste is more driven by variety and
* They have eclectic tastes. quality than genre.
» They watch movies to grow, learn, escape « They watch movies for identity and
and have fun. cultural reasons and to grow.
» They enjoy and support Canadian movies. « They are open and sensitive to Canadian
» They believe it is important to promote movies — and particularly from Quebec-,
Canadian movies. but are more passive (won'’t actively seek
* They seek novelty and expect more them).
diversity from movies. « They are driven by quality, diversity,
\_ cultural affinity. J
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ENGAGEMENT TOWARDS
CANADIAN FILMS ON THE RISE

5 3 % of Canadians waiched a 0, Interested in Canadian
Canadian movie in the past year 0 movies

+ 5 ptS VERSUS 2016 + 4 ptS VERSUS 2016

I

Do
Do
Do

54 0/0 of Canadians can name a of Canadians that Telefilm
Canadian movie plays an

+4 pts

VERSUS 2016
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VIEWING AND CONSUMPTION
SCORECARD

Category % Penetration Irend % Heavy Users Heavy User

(Watched in the past 12 months) (Watched More-Less) (Once a day to 6 times per week) P I'Ofl Ie

% 300

6%

9 (+]
015-34 035—54 55+ Female 0 Maleo Fantasy@ Family popcorn eCurious
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VIEWING AND CONSUMPTION
SCORECARD

Category % Penetration Trend % Heavy Users Heavy User

(Watched in the past 12 months) (Watched More-Less) (Once a day to 6 times per week) P ['0f| Ie
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HD TV AND COMPUTER ARE
DOMINANT SCREENS

Top five platforms in which content was watched

o 00
[==-T-1

HD TV

Theatre -
standard
screen

Computer

Online
streaming

Cable/Satelli
te/lP TV

Movies - Live
Action
{n=2 488}
Computer
50% HD TV
Theatre -
standard
screen
m Online
streaming
Smartpho

ne

Movies - Animated

(=2, 135)

5T%

47%

HD TV

Computer

Online
streaming

HD PVR

Cable/Satellite
NPTV

TV - Live Action TV - Animated
{n=2,373) (n=1,663)
HD TV Kk
36% Computer BeiELH
Online )
streaming e
Smartpho . aqn
ne
Cable/Sat .
. 29% ellite/IP TV 2%

QVHA4. Thinking about the past 12 months, which of the following platforms have you used to watch the following?

Base: Those who have watched content in the past 12 months, n=Base varies

16

Documentaries
n=2,335}

HD TV IS

Computer

Online
streaming

HD PVR . 23%

Cable/Sate
llite/IP TV . 23%
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COMPUTER DOMINATES LOWER
INCIDENCE VIEWING

Top five platforms in which content was watched

Non-traditional Video games Short Films m Virtual Reality
. video m:igm {n=1,406) {n=693)

>
T f=2,230)
Computer REEEY Computer RELS Computer [REERD Smartphone m
Video- Vid Virtual
. idec game o Reality . .
website
gles
Video-
Smartphone Smartphone sharing
website
Tablet B0 Tablet 20 Smartphone |3
Online
249 Hov B . .
HDTV l b streaming =

QVHA4. Thinking about the past 12 months, which of the following platforms have you used to watch the following?
Base: Those who have watched content in the past 12 months, n=Base varies
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NETFLIX TOPS ONLINE PLATFORMS

FOR MOVIE VIEWING

o]
o]
o]

o aa

> 4

FE A

Movies — Live Action
(n=2,128)

Movies- Animated
(n=1,911)

TV- Live action
(n=1,887)

TV - Animated

(n=1,353)

Documentaries
(n=1,780)

Non-traditional video
(n=1,997)

Short films

(n=1,059)

QVH5. Which of the following online platforms have you used to...?

Base: Those who have watched content on on

18

line streaming or rental platforms; n=Base varies

61%

62%

93%

96%

92%

17%

36%

YOUTUBE
(67%)

19%

23%

20%

30%

35%

74%

51%

FACEBOOK
(33%)

4%

5%

6%

6%

8%

31%

17%




KEY FINDINGS:
VIEWING HABITS
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AUDIENCE SEGMENTS IN THE
CANADIAN MARKET

Five film watching segments were identified in the 2016 iteration of the study

Canadian Film-Watching
Market

v

Curious Belonging

i

4 -2 +1

Fantasy movie Family Popcorn do not Home Sweet Home Curious movie watchers Belonging movie
watchers like to view spend much time movie watchers are are highly committed watchers watch to
a mixture of high watching movies, and an affable and movie buffs who love all expand their horizons.
octane Hollywood are more likely to watch content group that sorts of movies that will They see movies as an

movies and science with children the most seek movies that bring excitement and opportunity for
fiction/fantasy flicks. recent Disney or big- bring comfort. novelty. growth and learning.

budget Hollywood film.

Highly engaged segments
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HIGHLY ENGAGED SEGMENTS
ARE GROWING

The two market segments that show the most interest in Canadian
content, and the most potential for the industry, grew year-over-year

Curious 29% Belonging 549

< They are medium movie viewers. N
* They are heavy movie viewers. « Their taste is more driven by variety and
* They have eclectic tastes. quality than genre.
» They watch movies to grow, learn, escape « They watch movies for identity and
and have fun. cultural reasons and to grow.
» They enjoy and support Canadian movies. « They are open and sensitive to Canadian
» They believe it is important to promote movies — and particularly from Quebec-,
Canadian movies. but are more passive (won'’t actively seek
* They seek novelty and expect more them).
diversity from movies. « They are driven by quality, diversity,
\_ cultural affinity. J
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90% OF RESPONDENTS
CONSUMED MOVIES OR TV SERIES

Audiovisual media consumption in past 12 months

1% 1% 2% 2%
g - I I
— £ '
282 . .
0 L1
87% 78%
Movies TV Series/Shows Documentarles Non-traditional video
(Net) (Net)
]
]
™ kn
Video Games Short Films Virtual Reality /l\ Evolution VS 2016

QVHL1. Thinking about the past 12 months, which of the following have you done?
Base: All respondents, n=3009
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LIVE ACTION MOVIE AND TV CONTENT
MOST LIKELY TO BE VIEWED

Movie and TV category consumption in past 12 months

=1 Movies | TV Series/Shows

o o0
= =—=1

NET viewed: 92% 87%

71%

Live action Animated Live action Animated

QVHL1. Thinking about the past 12 months, which of the following have you done?
Base: All respondents, n=3009
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LIVE ACTION TV MOST LIKELY TO
SEE HEAVY VIEWING

Frequency of viewing in past 12 months as a proportion of overall
respondents

Total viewed: 82% 1% 79% 94% 18%

24%

21%

Movies - Live Movies - TV - Live Action TV - Animated Documentaries
Action Animated
= Heavy: Once a day to Gtimes a week Medium: 1to 4 times a week  wLight: Less than once a week

QVH2. On average, how often would you say you do the following?
Base: All respondents, n=3009
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NON-TRADITIONAL VIDEOS SEE
HEAVY VIEWING

Frequency of viewing in past 12 months as a proportion of overall
respondents

Total viewed: 76% 48% 47% 24%

-
'-
e (NEEm | cme—

Non-traditional  Video games Short Films Virtual Reality
video

] 3%

= Heavy: Once a day to 6 times a week Medium: 1to 4 timesa week = Light: Less than once a week

QVH2. On average, how often would you say you do the following?
Base: All respondents, n=3009
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PLATFORM USED PER CONTENT

Computers, Social
Subscription Receivers Tablets & Media/Video
Theaters Television Set Services /PVR's Smartphones Sharing

=] Movies - Live Action

(n=2,488)

o 00 . .
=<2  Movies - Animated
(n=2,133)
— TV - Live Action
(n=2378)
= TV - Animated 17%
(n=1,663)
Z} Documentaries
(n=2,333)
» | Non-traditional video 21%
1T (n=2,250)
Short Films
(n=1,406)
Video games "
(n=1,421)
Virtual Reality N/A N/A N/A NIA

(n=693)

A variety of content is viewed on multiple platforms:

« Computers, tablets and smartphones are most commonly used to watch animated movies, non-
traditional videos and video games

« Social media and video sharing are most commonly used for live action movies and documentaries

QVH4. Thinking about the past 12 months, which of the following platforms have you used to watch the following?
Base: Those who have watched content in the past 12 months, n=Base varies
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MORE THAN HALF OF CANADIANS
WATCHED MOVIES AT THE CINEMA

Theatre - standard Theatre— 3D Drive-intheatre Independent Othertheatre
screen screen theatre experience
Animated
movies/featureful [N 54% e | o - REE B
llength films |
Live action -
movies! featurafful 50%
Ilength films | . 2 3% W 0% W e
Animated TV
sn:ir::fshms . 18% B s I 2% l 3% 2%
Li ction TV
coriosshows M 17% B s% | 2% I 4% I 4%
Documentaries I 10% | 3% | 1% | 4% | 2%
Shortfilms ] 10% | 3% | 1% B s | 2%
Video games | 4% | 3% | 1% | 3% | 1%

QVH4. Thinking about the past 12 months, which of the following platforms have you used to watch the following?
Base: Those who have watched content in the past 12 months, n=Base varies
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ON TELEVISION, MOVIES ARE MOST
COMMONLY WATCHED IN HD

A standard TVset A High Definition or HD Internet-enabled Home cinema/ An Ultra HD
ready television set TVset home projector TVIAK TV
Animated '
movies/feature/ful | 22% I 5% I 2% 0 5% M 0%
| length films [
Live action
movies/feature/ful [l 20% I 53% I 26% I 4% W 9%
| length films |
Animated TV
ceriesishows TR 20% N 41% | RER | 3% B s
Live action TV
series'shows M 20% N s0% 20 I 3% B o
Mon-traditional
video B 0% B 24 B s | 2% B 5%
Documentaries || 19% P 44% B i | 2% B
short fims [l 16% . 1% Bl 5% | 2% [ g
Video games . 10% b 21% B 7 | 2% B 5%

QVH4. Thinking about the past 12 months, which of the following platforms have you used to watch the following?
Base: Those who have watched content in the past 12 months, n=Base varies

28
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ONLINE STREAMING SERVICES ARE
FAVOURED FOR FILM VIEWING

" _ Cable/Satellite/lP TV-= Cable/Satellite/IP TV - Online streaming Video-sharing
ca DIEISE:E:I: :;EHP w Movie channels standard channeis service website
Animated
movies/feature/full [ 222 B 24 I s N o .
length films
Live action
movies/featurerfull [Ij 17% o s R 52 N 4o [ 2o
length films
Animated TV
5:r|i:s.|’5hws . 10% . 1% - 22% - 425k - 19%
eresinons [ 12% e I o . Ee
Non-traditional
vaditonal | A A i B 2

Documentaries [ 8% B o B I 2o - RE
Short films [ 5% B 7 Bl s I 20 B s

QVH4. Thinking about the past 12 months, which of the following platforms have you used to watch the following?
Base: Those who have watched content in the past 12 months, n=Base varies
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SOCIAL MEDIA COMMONLY USED
FOR WATCHING ANIMATED MOVIES

News sltes Bruad‘;ln:ﬁ: rsmtr:ﬂmlng Cloud-sharing FE;:E:Q Social Media
Animated |
movies/featuraitul [ 18% M s [ K W 0% . o
length films _
Live action
movies!feature/full | REES B 0% |+ | B s
length films _
coresishows | 4% e | 2% I« B
' ion TV
e acon e W &% B o% | 2% J s B
Non-:;;;i;ional . 11% N/A I 39, NjA N/A
Documentaries . 11% I 5% | 1% I 397 . 9%
short fims ] 7% 2% | 2% | 2% R

QVH4. Thinking about the past 12 months, which of the following platforms have you used to watch the following?
Base: Those who have watched content in the past 12 months, n=Base varies
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HD DVR/PVR IS USED TO VIEW ALL
TYPES OF CONTENT

Standard definition Broadcaster streaming A High Definition set top A High Definition DVR
digital receiver platforms box or receiver or PVR
Animated
movies/feature/full 11% 11% - 20% 30
length films . . - *
Live action
mavies! featura/full 2% % - 16%
length films l I - 31%

oriostshows | % N &% W B 2
serosishovs 1 9% | Re M 3 | B
Documentaries ] 7% | 4% | R B

shortfims | 5% | 3% | B R

QVH4. Thinking about the past 12 months, which of the following platforms have you used to watch the following?
Base: Those who have watched content in the past 12 months, n=Base varies
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COMPUTERS ARE USED TO VIEW
ALL TYPES OF CONTENT

Platforms used to watch content - computers, tablets & smartphones

Laptop/desktop Tablet Smartphone
computer
Animated |
movies/feature/full [N 572 I 34% I 0%
Ifiljbgm ﬁ'I;I'lS 1
ive action
movies feature/tull [ 46% B 25% . 2o
length films 1
Animated TV 21%
seriesishows I 39% - . 23
Live action TV 19%,
series/shows . 5% | | REES
Non{raditional 31%
vieo NN S50 I . 5
Documentaries [N 36% ol 1s% B 4%
short fims [ 39% N 19% . 2%
video games [ 25% . 2% . 7
Virtual reality .
content M b I s

QVH4. Thinking about the past 12 months, which of the following platforms have you used to watch the following?
Base: Those who have watched content in the past 12 months, n=Base varies
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NEARLY 1/3 CANADIANS WATCH LIVE
ACTION FILMS ON DVD/BLU-RAY

Platforms used to watch content - other devices

DVDIBlu-ray player Brroy playor
Annmedlemﬁ:;atureﬂul _ 359, - 15%
Liveactici;nr;}:ﬁ'ﬁ:sﬂwreﬁull _ 299, - 10%

Animated TV series'shows [l 16% B o
Live action TV series/shows - 14% B %
Non-traditional video B a%
Documentanes . 8% B 5%

Short films .l 7% B &%

Video games B 4%
Virtual reality content
N/A N/A

Connected media

device

| REI3
I 6%
B 1%

B 1%

Ml 2%
B 0%

B %

I 3%

M/A

Video game

consol

I o

I 5%

B 5%

B 0%

W 0%

B

B
I

N/&

QVH4. Thinking about the past 12 months, which of the following platforms have you used to watch the following?

Base: Those who have watched content in the past 12 months, n=Base varies

33

Virtual Reality

Headset/Goggles

I 3%
| 2%
| 1%
| 1%

| 2%

| 2%
I 2%

. 26%

Free-to-Air

B i3
B 0%

B
B o

B 5%
B

NJA



NETFLIX AND YOUTUBE TOP
ONLINE VIEWING PLATFORMS

Platforms used to watch films

= Platforms used to watch animated Platforms used to watch live action
222 movies/feature/full length films movies/feature/full length films

Netflix

YouTube

iTunes

CraveTV
Facebook

Club lllico

Amazon Prime
CBC Player/Tou.TV

62% Netflix
YouTube

CraveTV

iTunes

Club lllico

Facebook

Amazon Prime

CBC Player/Tou.TV

61%

Vimeo

NFB/ONF

NFB/ONF Vimeo
Snapchat Snapchat
Twitter Twitter
Other Other
None None

QVH5. Which of the following online platforms have you used to...?
Base: Those who have watched content on online streaming or rental platforms , (animated movies, n=1911; live action movies, n=2128)
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NETFLIX AND YOUTUBE TOP
ONLINE VIEWING PLATFORMS

Platforms used to watch TV series/shows

I:I Platforms used to watch Platforms used to watch live

animated TV series/shows action TV series/shows

Netfiix G 56% Netflix 53%
YouTube NN 30% YouTube
iTunes M 6% CraveTV
Club lllico [l 6% CBC Player/Tou.TV
Facebook 7- 6% Facebook
CraveTV M 5% iTunes
CBC Player/TouTV M 5% Club lllico
NFB/ONF [ 4% Amazon Prime
Amazon Prime [l 4% NFB/ONF
Vimeo W 3% Vimeo
Snapchat 3% Snapchat
Twitter [l 3% Twitter
Other [ 13% Other

None I 18% None

QVH5. Which of the following online platforms have you used to...?
Base: Those who have watched content on online streaming or rental platforms , (Animated tv series, n=1353; Live action TV series, n=1887)
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NETFLIX AND YOUTUBE TOP
ONLINE VIEWING PLATFORMS

Platforms used to watch non-traditional videos

E Platforms used to watch non-traditional video
YouTube 74%

Facebook

Netflix

Vimeo

Snapchat

Twitter

iTunes

CBC Player/Tou. TV
CraveTV

Club lllico
NFB/ONF

Amazon Prime
Other

None

QVH5. Which of the following online platforms have you used to...?
Base: Those who have watched content on online streaming or rental platforms , non-traditional video n=1997
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NETFLIX AND YOUTUBE TOP
ONLINE VIEWING PLATFORMS

Platforms used to watch documentaries and short films

é Platforms used to watch any documentaries

Netflix NG 52%
YouTube __ 35%
Facebook M 8%

CBC Player/TouTV M 6%
CraveTV B 4%
NFB/ONF W 4%

Vimeo W 4%
iTunes _I 3%
Clublllico N 3%
Amazon Prime N 3%
Twitter | 2%
Snapchat 'I 1%
Other [N 12%
None .— 17%

QVH5. Which of the following online platforms have you used to...?

Base: Those who have watched content on online streaming or rental platforms ,

37

% Platforms used to watch any short films

YouTube
Netflix
Facebook
Vimeo
NFB/ONF
CBC Player/Tou.TV
CraveTV
Club lllico
Amazon Prime
Twitter
iTunes
Snapchat
Other
None

I 1%
I 36%
7%

. 0%

W 6%
W 6%
W 4%
W 4%
W 4%
W 4%

B 3%

B 3%
- 0%
_ 14%

; documentaries n=1780 short films - n=1059



LANGUAGES CONTENT IS VIEWED
IN

Largely reflective of the Canadian population

Watch animated movies/ Watch live action TV

Watch non-traditional video Play video games Watch live action movies/
series/ishows

feature/full length films feature/fulllength films

French [ 17% | RE2 B 2= [ RE | RES

otner ] 8% | 3% [ 0 | 7% | &%
Watch any Watch animated TV Watch any Watch any virtual
documentaries series/shows shortfilms reality content
Engiish [ &7 84% 83% 83%
French . 21% 22% 23% 19%
oter | &% 7% 8% 6%

QVHG6A. Thinking about the past 12 months, in which languages have you watched the following types of content?
Base: Those who have watched content in the past 12 months, n=Base varies
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GENRES PREFERENCES

Genre of movies watched in past 12 months

86% 85% 80% 79% 75% 72% 1% 70% 59% 52% 44%, 43% 44%,

Comedy Action / Adventure Mystery / Thrilles Crime / police Romantic comedy Family drama Historical Science-fiction k dr Mus ical Westemn

QVH7. Thinking about the past 12 months, how often would you say you watch the following genre of movies?

Base: All respondents, n=3009 I occasionally (1-2amonth or less)

[ | Regularly (3-4 times a month or more)

> RN 50



WEB SEARCHES - MOST IMPORTANT
SOURCE OF INFORMATION

Sources of information used for content

es ces - [ £

=¥-T-1

Movies - Live Movies - TV - Live Action TV - Animated Documentaries
Action Animated (n=2,379) (n=1,663) (n=2,335)
Web search (Google, Bing, etc.) 44% 43% 38% 37% 36%
YouTube 24% 26% | 20% | 27% | 25%
Recommendations™ 29% 24% 25% 20% 20%
Trailers/previews 34% 30% 20% 17% 14%
TV Commercial 21% 17% 20% 15% 12%
User-generated rating websites 23% 22% 14% 15% 10%
Facebook 10% 14% 11% 11% 11%
Emails (Netflix, cinemas, etc.) 14% 14% 12% 12% 10%
Professional reviews 18% 12% 9% 7% 10%

» More than one-quarter of Canadians who have watched animated movies and TV shows in the past 12
months are using YouTube to search for information.

« When looking for information regarding live action movies, besides web searches, many Canadians are
using recommendations from family, friends and colleagues, as well as relying on trailers and previews.

QVH8. Thinking about the past 12 months, where did you search for information about the following?
Base: Those who have watched content in the past 12 months, n=Base varies

Responses with <10% not shown

*Recommendations from family/friends/colleagues
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WEB SEARCHES - MOST IMPORTANT
SOURCE OF INFORMATION

Sources of information used for content

.. 3%

Non-traditional Video games Short Films Virtual Reality

video (n=1,421) (n=1,406) (n=693)
(n=2,290)

Web search (Google, Bing, etc.) 36% 36% 32% 28%

YouTube | 43% | 23% 29% 25%

Recommendations™ 19% 17% 17% 13%

Trailers/previews 12% 11% 13% 10%

Facebook | 19% | 16% 14% 14%

* When looking for information regarding non-traditional videos and short films many Canadians are
likely to use Youtube.

* Facebook, although utilized by less than 1-in-5 Canadians, is most likely used to look for
information on non-traditional videos.

QVH8. Thinking about the past 12 months, where did you search for information about the following?
Base: Those who have watched content in the past 12 months, n=Base varies
Responses with <10% not shown

*Recommendations from family/friends/colleagues
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KEY FINDINGS:
ENGAGEMENT
TOWARDS CANADIAN
CONTENT
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ENGAGEMENT TOWARDS
CANADIAN FILMS ON THE RISE

5 3 % of Canadians waiched a 0, Interested in Canadian
Canadian movie in the past year 0 movies

+ 5 ptS VERSUS 2016 + 4 ptS VERSUS 2016

I

Do
Do
Do

54 0/0 of Canadians can name a of Canadians that Telefilm
Canadian movie plays an

+4 pts

VERSUS 2016
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INTEREST IN CANADIAN
MOVIES IS UP SIGNIFICANTLY

2016
Interested
= Not Interested (1,2)  mNeutral (3)  mInterested (4,5) (4.5)
Big budget Hollywood movies [/ IENED 74% 2%
Canadian movies | 24% 65% t 61%
Feature documentaries [ =17 22% 65% T 8%
Movies from Quebec (Base: QC } 61%
respondents, n=732) 20% 23% 1%
Lower budget independent movies 25% 31% 44% T 38%
Foreign movies 31% 25% 44% T 0%
3D movies 39% 25% 36% 34%
Virtual Reality 47% 29% 24% BB
QDS2. How interested are you in the following types of movies? 1} Agreement with statements is up/down
Base: All Respondents, n=3009 significantly from 2016
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CANADIAN MOVIES LIKELY TO BRING
TO MIND POSITIVE SENTIMENTS

Good

Boring/dull/bland
Interesting/intriguing/

+ exciting
tS Chﬂﬂpﬂm-
budget/underfunded
NET POSITIVE Great/excellent
Bad/awful/terribleflame
% Positive — Unigue/different
Okay/decent/adequate

Awesome/amazing

Improving/better

NE?I{‘E.rﬂl Realistic/authentic/dow

n-to-earth

|

[ 5%
5%
[ 4%
3%
[ 3%
3%
3%
2%
2%

*Responsas <2% not shown

QCCL1. Thinking about Canadian movies, how would you describe them in one word?
Base: All Respondents, n=3009

7%
7%
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CANADIANS WHO HAVE WATCHED A
CANADIAN MOVIE UP IN 2017

+95 pts

Vs 2016

Base: All Respondents, n=3009



CANADIAN MOVIE RECOGNITION ON
THE RISE IN 2017

Whether or not respondents can name a Canadian movie

QCC2. Can you name a Canadian movie?
Base: All Respondents, n=3009

7 RN 50



CANADIAN MOVIE RECOGNITION

The number of Canadians able to identify a Canadian
movie IS up seven points versus 2016

The increase may be attributable to sequels. For example, Bon Cop, Bad Cop and Goon both

released sequels in 2017.

Title of most recently watched Canadian film
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QCC4. What is the title of the most recent Canadian movie you have watched?
Base: Those Who Have Watched A Canadian Movie In The Past Year, n=1601

48

Bon Cop, Bad
Cop

11% +7 pts

Vs 2016

Votez Bougon 3%

Goon 2%
Maudie 2%
Mommy 2%

Other 14%
Non-Canadian | o
Movies 7%
Don't
i 9
know/refused 36%



DIVERSITY IN CONTENT

Roughly half of Canadians agree there should be more

diversity in film and TV

»Disagree (1,2) mNeutral (3) = Agree (4,5)

There should be more diversity, in general, in TV shows.
There should be more diversity, in general, in film.

Films are often too violent.

There aren't enough women-positive films right now.

What matters most in films is that they speak to everybody.
The LGBTQ community needs more contentivisibility in film.
There aren't encugh films geared towards my age group.
My ethnic/cultural group is underrepresented in film.

Young people are not represented enough in film.

14% 37%
13% 38%
23% 29%
22% 43%
26% 40%
28% 45%
34% 45%
43% 40%
38% 47%

QDS1. Thinking about films and TV shows in general, please select to what extent you agree or disagree with the following statements

Base: All Respondents, n=3009

49

50%

49%

48%

35%

34%

27%

21%

17%

15%

2016

Agree
(4,9)

N/A

A42%

A6%

32%

MN/A

23%

20%

15%

14%

t Agreement with statements is up
significantly from 2016

TELEFILM
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ELEMENTS SOUGHT OUT IN
CANADIAN MOVIES

Frequency of seeking out Canadian elements when
looking for a movie to watch

m Mever » Rarely = Sometimes m Often " Always

Canadian scenery
(landscapes,
landmarks etc.)

Canadian
talent/actors

Canadian
directors/producers

Canadian crew
{lighting, filming,
engineers, efc.)

Canadian writers

QCCS5. When you are looking for a movie to watch, how often do you seek out the following Canadian elements?
Base: All Respondents, n=3009
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CANADIAN MOVIE ELEMENTS

Over two-thirds of Canadians find all of the listed
Canadian elements to be important

“ Net Important (1,2) = Neutral (3) = Somewhat important (4) = Very important (5) Top 2 Box

Canadian talent/actors |: = 0 39% 38% 7%

Canadian scenery (landscapes, 9%

landmarks etc.) i =i 23l 2%
Canadian directors/producers == 2000 41% 29% 70%
Canadian writers 10% 22% 69%

Canadian crew (lighting, filming, 220 66%

engineers, etc.)

QCC6. How important do you think it is that a Canadian movie contain the following Canadian elements?
Base: All Respondents, n=3009
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IT IS MOST IMPORTANT TO PROMOTE
CANADIAN FILMS INTERNATIONALLY

Canadians’ agreement with statements about Canadian movies

= Disagree (1,2) w Neutral (3) ® Somewhat Agree (4) w Strongly Agree (5) Top 2 Box

I think it is important to present and promote Canadian movies outside

o/ 81%
the countw % 17% 43% 38%

I think it's important that Canadian movies be broadcast on traditional
Canadian television channels

% 18% 38% 39% 78%

I think it's important that Canadian movies be shown in Canadian

B /i 0,
movie theatres % 20% 38% 39% 77%

| think it's important that Canadian movies be available online through |
platforms such as MNetflix, iTunes, lllico Web or other paid platforms p%  22% 38% 75%

Canadian movies are not well promoted/advertised = ° 24% 25% 70%

It doesn't matter much if a movie is Canadian or not, | care about the 5%

story 26% 28% 68%

The acting, directing, and production values ensure that the quality of

Canadian movies is as good as that of movies from other countries 8% 26% o 29% 66%

| think that in recent years, the Canadian fim industry has been

making better movies 0% 32% 25% 63%
| think it is important that Canadian films value Canadian culture | &0 32% 20% 60%
Landscape plays a major role in Canadian fim |- 34% /o 18% 59%

I think it is important to value Canada's First Nations communities
through film 14% 36% 9 19% 0%

QCCY7. Thinking about Canadian films specifically, please select to what extent you agree or disagree with the following statements.
Base: All Respondents, n=3009
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25% OF CANADIANS AGREE THEY
ACTIVELY SEEK-OUT CANADIAN FILMS

Agreement with statements about Canadian movies

= Disagree (1,2) = Meutral (3) ® Somewhat Agree (4) u Strongly Agree (5) Top 2 Box
| am proud of most Canadian films I've seen | 39% 36% 14% 45%

Canadian film productions are as good or better than

any other country's film productions Wi e e B T
Canadian identity is reflected in our films | 43% 35%, 10% 45%
It's easy for me to recognize if a movie is from Canada 19% 36% 33% 12% 46%
Canadian films reflect the country's diversity asa 119% 44% — 12% 5%
nation
In general, Canadian films are unigue and innovative 45%
| think it is important to value Canada's francophone 5%
history through film
Canadian films do not explore Canadian history 44%
enough
Canadian films are above all entertaining 40%
| can strongly relate to the stories in Canadian movies 35%
Canadian films often reflect the country's deep societal
issues 37
| actively seek-out new Canadian films 25%

QCCY7. Thinking about Canadian films specifically, please select to what extent you agree or disagree with the following statements.
Base: All Respondents, n=3009
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PROMOTING CANADIAN CONTENT

The majority of Canadians think promoting Canadian content is
Important

» Not Important (1,2) » Neutral (3) m Somewhat important (4) = Very important (5) Top 2 Box

Canadian Movies 80%

Canadian Television Shows 78%
Canadian Documentary Films T7%
Canadian Animation 72%

Other Canadian Media Content | 26% 42% 24% 66%
Canadian Apps | 11% 26% 38% 24% 63%

Canadian Video Games - 58%

QTF7. In your opinion, how important is to promote each of the following as being made and/or produced in Canada?
Base: All Respondents, n=3009
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KEY FINDINGS:
CANADIAN PRIDE
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CANADIAN PRIDE

Canadians are proud when Canadian talent & content is
celebrated internationally

| 76%

PROUD AND EXCITED

= Extremely proud and excited

= Very proud and excted

= Somewhat proud and excited
/ = Not very proud and excied

»Not at all proud and excited

56 RN 50



CANADIAN TALENT

Canadian talent and content is viewed In five distinct
categories

PERFORMERS % CREATORS O

Artists
Fashion Designers
Documentary Film Makers
Novelists

Singers/Musicians
Actors/Actresses

ANIMATORS

Animated Film
Makers
Producers of
Video Games

(@* PRODUCERS &

- PRODUCTS Or?\_ ATHLETES

Films Summer Olympians

Directors Winter Olympians
Television Shows NHL Players

Producers of Media Content Other Athletes

. RN 50



KEY FILM TALENT IS SEEN TO BE
AMONG THE MOST TALENTED

Level of talent possessed by Canadian talent and
content

Singers/Musicians

ActorsfActresses

Artists

Novelists

Documentary Film Makers
AnimationfAnimated Film Makers
Directors

Films

Producers of Video Games

Producers of Media Content
Television Shows J /o &% 339% 14% S0
Fashion Designers 10% 42% 36% 12% 48%

" Mot Talented (1,2) u Somewhat Talented mVery Talented u Extremely Talented

QCPL1. In general how would you rate the level of talent possessed by each of the following Canadian talent or produced content?
Base: All respondents, n=3009
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DRIVERS OF PRIDE

Key film talent considered among the most talented and
top drivers of pride

Sing ers/
MUSfoans

Stronger
Impact
on
Pride

o i
e PERFORMERS K\. EREATORS

ANMATORS
PRODUCERS &

PRODUCTS "?- ATHLETES

Note: Values within the scale represent their correlation scores when measures for talent rated are compared to pride. Values higher on the scale indicate a stronger impact on pride.

: TELEFILM 50



PROMOTING PRODUCERS AND
PRODUCTS INTERNATIONALLY

Opportunity: direct focus towards promoting producers
and products internationally

s ~. STRENGTHS
.: Winter Olympians e ‘-.
: Singers/Musicians @ :  Categories that Canadians
NHL Players “‘>ﬂi‘£|\|6“"e : agree are talented,
* Actors/Actresses ¢ and drive Pride among
‘ i Canadians.
SummerOlympians
» Artists
® Other Athletes
CRITICAL FOCUS
Novelists
¢ Directors
’ * . : Categories that Canadians
Animated Film Makers ~ Documentary . H
X Film Makers e : agree are less talented,
Producers of Video Games - i but stlll_ drive Pride among
Television H Canadlanﬁ
how .

L]

Y . 000 :: Categories that .f?II under
. strengths and critical focus are
both key drivers in Canadians’

Lower H Derived Importance pride for Canadian talent

i« RN 50




THE ROLE OF TELEFILM CANADA

The percentage of Canadians who agree that Telefilm
Canada plays an important role is up four points versus 2016

/8%

IMPORTANT
= Very important p
Somewhat important VS 2016

u Neither
= Not very important
Not at all impertant

||||||||||||||||||
Base: All Respondents, n=3009



KEY FINDINGS:
FILM FESTIVALS AND
AWARDS
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CANADIAN FILM FESTIVALS

Familiarity with Canadian film festivals

Toronto Intemational Film Festival (TIFF)

Vancouver International Fim Festival (VIFF)

Hot Docs

TIFF Kids Intemational Film Festival

Festival des Films du Monde

Calgary Intemational Film Festival

Festival du Nouveau Cinema de Montreal

Whistler Film Festival

Festival intemational de films Fantasia

Atlantic Film Festival

Ottawa International Animation Festival

Victoria Film Festival

Festival intemational du film pour enfants de Montreal (FIFEM)
Rencontres intemationales du documentaire de Montreal
Cinefest Sudbury International Film Festival

Available Light Film Festival

QFA2. How familiar are you with each of the following Canadian film festivals?
Base: All Respondents, n=3009

63

m Somewhat familiar (3) mFamiliar (4,5)

65%




INTERNATIONAL FILM FESTIVALS

Familiarity with international film festivals

B Somewhat familiar (3) u Familiar (4,5)

Cannes International Film Festival 64%
Sundance Film Festival

Venice Film Festival

South by South West (SXSW)
Berlin International Film Festival
BFI London Film Festival
Telluride Film Festival

Rotterdam International Film Festival

11%
10%
10%

9%
9%
8%

Shanghai International Film Festival
Busan Film Festival

Locarne International Film Festival

San Sebastian Film Festival
Marrakech International Film Festival
Mexico International Film Festival
Karlovy Vary International Film Festival

QFA3. How familiar are you with each of the following international film festivals?
Base: All Respondents, n=3009
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FILM FESTIVALS AND EXPOSURE

Almost % of Canadians agree film festivals expand exposure

~ Disagree (1,2) = Neutral (3) = Somewhat Agree (4) = Strongly Agree (5) Top 2 Box

Film festivals expand the exposure of 73%
Canadian movies around the world ~ *
Film festivals expand the exposure of %
Canadian movies within Canada e 63
Film festivals can influence the impact
Canadian movies have on audiences 695%
Film festivals are key to the success of =
Canadian movies ' 55%
Film festivals are advocates for Canadian
53%

movies

QFA4. To what extent do you agree with the following statements with respect to film festivals?
Base: All Respondents, n=3009
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FILM FESTIVALS AND CANADIANS

Almost 8-in-10 Canadians do not follow or attend any film
festivals

Canadian film

festivals 1%

International film . o
festivals 8%

US film festivals . 6%

Lo — T8tk

QFA4A. Do you personally follow or attend any film festivals in the following categories?
Base: All Respondents, n=3009
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AWARD SHOWS

Familiarity with national and international award shows

m Somewhat familiar (3) mVery Familiar (4) m Extremely Familiar (5)

Academy
Awards/Oscars

Golden Globe Awards

Emmy Awards

The Canadian Screen 12%

Awards
BAFTA Awards 16% | 8% 4%
CESAR Awards | |2 GRSV

QFA6. How familiar are you with each of the following movie and/or television awards shows and contests?
Base: All Respondents, n=3009

67

% Familiar

88%

83%

83%

46%

27%

21%



AWARDS IMPACT ON LIKELIHOOD TO
WATCH CONTENT

EMNoimpact = Slightly more likely = Somewhat more likely ®\ery more likely = Extremely mere likely % Impactful

Academy Award/Oscar | EERINE 75%
Golden Globe Award [N 23%  13% 70%

Emmy Award

(=]
M
&

11% 69%

Cannes Film Festival Award 63%

=
2
F

IHEI
B
!
®

Toronto International Film Festival (TIFF) Award 17% 9% 62%
Canadian Film Festival Award 41%

International Film Festival Award 41%

The Canadian Screen Award [ EGIEEESEIEE 14% B 540
SAFTA A o
cesAr averd [ A 32%

QFA7. What impact does winning the following awards or festivals have on your likelihood to watch a movie and/or television show?
Base: All Respondents, n=3009
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METHODOLOGY

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

The survey was in field between May 2 and May 18, 2017.

The survey took an average of 24 minutes to complete.

A total of 3,009 Canadians were surveyed as part of this research initiative, with
quotas assigned based on age, gender, and region. Data presented throughout
this report has been weighted by age, gender and region to match the

distribution of the demographics in Canada.

Age Quotas Quotas Completes
15-34 900 851
35-54 1,200 1,223
55+ 900 935
Total Completes n=3,000 n=3,009

Gender Quotas Quotas Completes
Male 1,500 1,503
Female 1,500 1,506
Total Completes n=3,000 n=3,009

70

Regional Quotas Quotas Completes

BC 375 372
Alberta 300 310
Manitoba/ Sask. 300 264
Ontario 975 1,019
Quebec 750 732
Atlantic 300 312
Total n=3,000 n=3,009



DEMOGRAPHICS

GENDER

EEEEEEEEEE U,
EEEEEEEEEN
EEEEEEEEEN

é
&

REGION

Rural 11%

Urban

Base: All Respondents, n=3009

71

9%

89%

AGE GROUPS

o 15-34 32%

35-54 33%

55+ 35%

HOUSEHOLD
2 1%
3 17%
4 13%

5+ 7%

| live alone 22%

REGION

BC/Terr.

14%

Quebec
Alberta Man 23%
11% 4% °

Ontario

39%

HOUSEHOLD (UNDER 18)

1 20%
2 12%
30 4%
4 | 1%
5+ | 0%
None 63%



DEMOGRAPHICS

EDUCATION
Hs or Less 24%
College 24%
University 38%
Post 12%
graduate

BORN IN CANADA

Yes 81%

No 19%

Base: All Respondents, n=3009

72

EMPLOYMENT

Full time __ 40%
Part time _- 8%
Un-employed _I 6%
Self-employed _- 9%
Stulret’lhome __ 34%

MOTHER TONGUE
English 83%
French 20%
Cantonese | 2%
Spanish | 1%
German | 1%
ltalian | 1%

Mandarin | 1%
Ukrainian | 1%

Arabic | 1%
Tagalog | 1%
Hindi | 1%
Urdu | 1%

Portuguese | 1%

INCOME

Under $20,000 s 79
$20,000 - $40,000 m— 14%
340,000 - $60,000 m— 15%
$60,000 - $80,000 " 14%

$80,000 - $100,000 s 13%

$100,000 - $120,000 s 59

$120,000 - $150,000 mwwmm 70
$150,000 or more e 8%
Prefer not to say e 14%

ETHNICITY

White or Caucasian | 77%
Chinese & 5%
Black § 3%
South Asian 1 3%
First Nations 1 2%
Arab 1%
Filipino | 1%
Latin American | 1%
Southeast Asian | 1%
West Asian | 1%









