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Percentage Who Use TV, Newspaper, etc. as Main 
Source for News,  Anglophones 18-plus, Fall 2003 to Fall 2010
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Percentage of People Who Are Internet TV/Video Viewers, 
Fall 2010, Anglophones and Francophones 18-plus
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Percentage of Internet TV/Video Viewers By Age Group, 
Fall 2010, Anglophones 18-plus
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Fall 2010, Anglophones 18-plus
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Hours Spent Watching TV, Using the Internet and Listening to the 
Radio, Internet TV/Video Viewers, Fall 2010, Anglophones 18-plus
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Percentage of Internet TV/Video Viewers Who Own Other New 
Media Technology, Fall 2010, Anglophones 18-plus
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Media Technology, Fall 2010, Anglophones 18-plus

Do you personally
ow n iPod?

56.7%60.0%

70.0%

80.0%

Do you personally
have a
sm artphone?

41.8%
36.2%

56.7%

30.3%30 0%

40.0%

50.0%

60.0% sm artphone?

26.1%
20.3%

0 0%

10.0%

20.0%

30.0%

0.0%
All Persons Light Internet TV

Viewers
Heavy Internet TV

Viewers

Source: CMRI (TV Trends Survey)



Hours Spent Downloading/Streaming Music and Video from the 
Internet, Fall 2010, Anglophones 18-plus
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Percentage of Internet TV/Video Viewers Who Use Other New 
Media Technology, Fall 2010, Anglophones 18-plus
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Main Source of News for Internet TV/Video Viewers,
Fall 2010, Anglophones 18-plus
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Main Source of News for Internet TV/Video Viewers,
Fall 2010, Anglophones 18-plus

Internet

14 3%

17.5%
31.8% 38.4%80.0%

90.0%
100.0%

Newspaper

R di

21.6%

14.3%

25.0%

15.7%

12.9%

12.6%

40 0%
50.0%
60.0%
70.0% Radio

Television

46.6%

27.4%
36.0%

0 0%
10.0%
20.0%
30.0%
40.0%

0.0%
All Persons Light Internet TV

Viewers
Heavy Internet TV

Viewers

Source: CMRI (TV Trends Survey)



Frequency of Ordering Pay-Per-View Movies or Special Events, 
Fall 2002  to Fall 2010, Anglophones 18-plus
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Frequency of Ordering Pay-Per-View Movies or Special Events, 
Fall 2002  to Fall 2010, Anglophones 18-plus
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Frequency of Ordering Pay-Per-View Movies or Special Events, 
Fall 2002  to Fall 2010, Anglophones 18-plus
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Overall Personal Satisfaction With Television
Fall 2002 to Fall 2010, Anglophones 18-plus 
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Overall Personal Satisfaction With Television
Fall 2002 to Fall 2010, Anglophones 18-plus 
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Overall Personal Satisfaction With Television
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