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looking back on 2011

Jean-François dumas
President, infl uence communicati on

Managing a media analysis company for ten years off ers a special vantage point
from which to witness trends, currents, and major directi ons in the press, both
within and beyond our borders.

Modern means of communicati on and social networking facilitate and accelerate
the fl ow of informati on, thereby also signifi cantly reducing the life expectancy of 
news. Concurrently, news volume has almost never ceased to increase.

Although we are bombarded with news, we have less and less ti me to analyze and
understand our environment, resulti ng in a dichotomy between knowledge and
understanding. Where previous generati ons had a very verti cal awareness of their
environment, ours is indubitably the generati on of horizontality. We have opinions
on virtually everything but are increasingly unequipped to defend these 
positi ons. 

Over the last few years, the rise of social media was supposed to have brought
emancipati on as well as the expression of popular ideas and movements. Indeed,
social media have helped resistance eff orts in Thailand, Africa, and the Middle
East, and even the eff orts of the members of the Occupy protests.

Social media have reached record levels of penetrati on. But what do we truly gain
from them as a society when the hott est discussion topic is a teenage singer? Could
it be that while – paradoxically – the social commitment of cyberciti zens liberates
nati ons thirsti ng for democracy, it also leads to the disenfranchisement of those
who take it for granted?

Enjoy the read!



ta
Bl

e o
F C

on
te

nt
s

overview 
2011 in the media .............................................................................................9 

Charts
news
Top 25 internati onal news stories in 160 countries .........................................14
Politi cs .............................................................................................................16
Economy ..........................................................................................................17
Sports ..............................................................................................................17
Entertainment .................................................................................................18
Technology ......................................................................................................18
Current and legal aff airs ..................................................................................19
Natural disasters ..............................................................................................20
Most mediati zed deaths ..................................................................................21
Steve Jobs, 1955-2011 .....................................................................................23

PeoPle
Top 25 Personaliti es in the world ....................................................................24
Head of state/politi cians .................................................................................26
Personaliti es (non-politi cal) .............................................................................28

TWITTEr ..........................................................................................................30

Methodology



20
11

 in
 t

h
e

 m
e

d
ia

9

overview
In continuity with last year, the economy and 
national politics have remained the world’s most 
popular media subjects in 2011, with interest in 
national politics waning slightly. International news 
ranked third, but has seen its media interest rise 
compared to last year.

The global economy became the top news item in 2011 thanks to a combinati on of 
events. The economic crisis in Greece, the possibility of a default by other European 
countries such as Spain and Italy, the budget crisis in the U.S.A. and the Occupy Wall 
Street movement have made the economy the most popular media subject of the 
year.

News coverage shift ed from nati onal politi cs and legal aff airs to internati onal 
events: the toppling of dictators in Egypt, Tunisia and Libya, and the aft ermath 
of the ‘Arab Spring’. Media sources conti nue to follow the repercussions of these 
events. Osama Bin Laden’s death also received a great deal of att enti on from news 
sources in the U.S.A., which account for close to a third of all news published in the 
world.
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The decline in sports coverage this year is simply the result of 2010 having seen both the 
Winter Olympic Games and the Fifa World Cup. With the London games happening next 
summer, we can forecast an increase in the media prominence score of sports in 2012.
Interestingly, the environment occupied more media attention in 2011 than last year. 
Contributing to this were the earthquake and tsunami that took place in Japan at the 
beginning of the year. Also, climate change is slowly becoming an imposing reality and a 
point of global concern, and the media reflect this situation.

Lighter news topics like entertainment and cooking also saw a significant increase this year. 
With the state of the economy being what it is, many people probably just want to take 
their minds off more serious matters. So do those who work in the media…

Major themes covered by the media in 
Canada and around the world in 2011

                                   Media prominence score (MPS)

theme world 
2011

worlD 
2010

Business and economy 13.79% = 13.75%

Politics (national) 12.23% ê 13.42%

International 11.94% é 10.68%

Sports 9.27% ê 10.42%

Arts and Entertainment 8.44% é 7.54%

Current and legal affairs 8.03% ê 9.06%

Politics (local) 6.74% = 6.81%

Local or regional news 6.42% ê 6.62%

Technology 5.62% é 5.43%

Cooking 4.32% é 3.21%

Automotive 3.77% = 3.86%

Environment 2.76% é 1.95%

Health 2.16% é 2.01%

Traffic 1.38% é NA

Oil prices 1.00% = 1.02%

Offbeat news 0.86% = 0.88%

Life - home 0.82% ê 1.33%

Weather 0.23% = 0.26%
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top international news stories
in 160 countries

hhhh

Rank news mPs

1 Earthquake and tsunami in Japan 2.89%

2 Global warming/climate change 2.54%

3 Greece's debt crisis 2.24%

4 American debt crisis 2.22%

5 republican leadership race in US 2.07%

6 War in Afghanistan 2.02%

7 Politi cal crisis in Egypt 1.93%

8 Italy's debt crisis 1.82%

9 death of Osama bin Laden 1.67%

10 remembering September 11th 1.67%

11 Violence and riots in London (United Kingdom) 1.66%

12 Politi cal crisis in Libya 1.58%

13 War in Iraq 1.49%

14 Spain's debt crisis 1.24%

15 Occupy Wall Street movement 1.14%

Rank news mPs

16 Japan: reactor failure at Fukushima nuclear plant 1.13%

17 Politi cal crisis in Tunisia 1.01%

18 Super Bowl XLV: Packers vs Steelers 0.95%

19 Politi cal crisis in Syria 0.86%

20 rugby World Cup 0.78%

21 Spain: Mariano rajoy’s Popular Party wins electi on 0.69%

22 dSK Aff air 0.67%

23 Iran’s nuclear program 0.65%

24 News of the World and rupert Murdoch
take heat over phone hacking 0.57%

25 Tour de France 0.54%

26 death of Muammar Gaddafi 0.49%

27 Oslo shooti ng 0.45%

28 iPad 2 launch 0.45%

33 royal Wedding of Prince William and Kate Middleton 0.39%

InternatIonal Charts

hhhh
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2011 Report

top 10 political news stories

Rank event

1 republican leadership race in the USA

2 Politi cal crisis in Egypt 

3 Violence and riots in London

4 Politi cal crisis in Libya

5 Politi cal crisis in Tunisia

6 Politi cal crisis in Syria

7 Spain: Mariano rajoy's Popular Party wins 
electi on

8 Iran's nuclear program

9 Politi cal crisis in Ivory Coast

10 Politi cal crisis in Bahrain

top 5 international economic news

Rank event

1 Economic crisis in Greece

2 US debt crisis

3 Economic crisis in Italy

4 Economic crisis in Spain

5 Occupy Wall Street movement

top 5 sports news

Rank event

1 Super Bowl

2 rugby World Cup

3 Tour de France

4 FIFA Women's World Cup

5 Wimbledon

InternatIonal Charts

$
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top 5 entertainment news topics

Rank event

1 Harry Pott er movies

2 Charlie Sheen controversies

3 Academy Awards (Oscar ceremony)

4 Twilight movies

5 Cannes Film Festi val

top 5 technology news

Rank event

1 Apple introduces the iPad 2

2 Apple introduces the iPhone 4S

3 Steve Jobs quits Apple directorship

4 Google buys Motorola 

4 Microsoft  buys Skype

4 Massive outages in the BlackBerry email service

top 5 current and legal aff airs

Rank event

1 dSK scandal

2 Trial of Conrad Murray, Michael Jackson's doctor

3 Amanda Knox's murder convicti on being overturned 

4 Casey Anthony is found not guilty of her child's murder

5 ratko Mladic accused of committi  ng war crimes

InternatIonal Charts
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top 10 natural disasters

Rank event

1 Earthquake and tsunami in Japan

2 Climate change

3 Earthquake in New Zealand

4 Floods in Australia

5 Floods in Thailand

6 Hurricane Irene 

7 Major tornadoes in Missouri in May

8 Major tornadoes in Alabama, Mississippi 
and Tennessee in April

9 Earthquake in Turkey

10 Earthquake in Chile

top 5 most mediatized deaths

Rank event

1 Osama bin Laden

2 Muammar Gaddafi  

3 Steve Jobs

4 Amy Winehouse

5 Jack Layton

InternatIonal Charts
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Steve Jobs, 1955-2011

On October 5th 2011, the news of Steve Jobs’ 
death spread around the world like wildfire. 
It was impossible to find a country where 
the media wasn’t talking about the event. 
Testimonies in favor of Apple’s co-founder 
found their way into the main slot of the 
biggest news sites: CNN, BBC, 24 Heures 
France, Al-Jazeera, etc.

Out of the entire coverage, 21% of articles or 
reports called Steve Jobs a “visionary”. This 
was certainly the adjective most often used to 
portray the inventor of the iPhone, iPod and 
iPad. On Twitter, the keyword “iSad” remained 
throughout the day at the top of the list of 
most popular expressions. Considering how 
rapidly Twitter comments scroll down, it is 
exceptional that a single keyword should stay 
so long in first place.
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Top 25 personalities in the world hhhh

RANK Personality MPS

1 Barack Obama 8.74%

2 Nicolas Sarkozy 3.24%

3 Angela Merkel 3.22%

4 Muammar Gaddafi 3.10%

5 Silvio Berlusconi 2.48%

6 David Cameron 2.15%

7 Steve Jobs 1.76%

8 Rick Perry 1.68%

9 Hosni Mubarak 1.59%

10 Mitt Romney 1.48%

11 Hillary Clinton 1.44%

12 José Luis Rodríguez Zapatero 1.19%

13 Julia Gillard 1.17%

RANK personality MPS

14 Mariano Rajoy 1.16%

15 Manmohan Singh 1.11%

16 Michael Jackson 1.10%

17 Lady Gaga 1.09%

18 Herman Cain 1.03%

19 Benedict XVI 0.95%

20 Roger Federer 0.85%

21 Bill Clinton 0.85%

22 Rafael Nadal 0.84%

23 Christine Lagarde 0.81%

24 Novak Djokovic 0.80%

25 Madonna 0.79%

International charts
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Top 25 heads of state/politicians in 
the world

hhhh

RANK Personality Country MPS

1 Barack Obama United States 14.38%

2 Nicolas Sarkozy France 5.32%

3 Angela Merkel Germany 5.30%

4 Muammar Gaddafi Libya 5.11%

5 Silvio Berlusconi Italy 4.08%

6 David Cameron United Kindgom 3.53%

7 Rick Perry United States 2.76%

8 Hosni Mubarak Egypt 2.61%

9 Mitt Romney United States 2.43%

10 Hillary Clinton United States 2.37%

11 José Luis Rodríguez Zapatero Spain 1.96%

12 Julia Gillard Australia 1.92%

13 Mariano Rajoy Spain 1.90%

14 Manmohan Singh India 1.83%

15 Herman Cain United States 1.70%

hhhh

RANK Personality Country MPS

16 Bill Clinton United States 1.40%

17 Christine Lagarde France 1.34%

18 Vladimir Putin Russia 1.29%

19 Hugo Chavez Venezuela 1.17%

20 Dilma Rousseff Brazil 1.16%

21 Benjamin Netanyahu Israel 1.15%

22 Stephen Harper Canada 1.14%

23 Sarah Palin United States 1.05%

24 Hu Jintao China 0.99%

25 Felipe Calderón Mexico 0.99%

#1 in 2010: Barack Obama

#1 in 2009: Barack Obama

#1 in 2008: Barack Obama

#1 in 2007: George W. Bush

International charts
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Top 25 personalities in the world 
(non-political)

hhhh

RANK Personality MPS

1 Steve Jobs 3.88%

2 Michael Jackson 2.42%

3 Lady Gaga 2.40%

4 Benedict XVI 2.09%

5 Roger Federer 1.88%

6 Rafael Nadal 1.86%

7 Novak Djokovic 1.77%

8 Madonna 1.74%

9 Tiger Woods 1.70%

10 Sebastian Vettel 1.67%

11 Justin Bieber 1.65%

12 Prince William 1.61%

13 Kate Middleton 1.40%

14 Warren Buffett 1.39%

15 Cristiano Ronaldo 1.35%

RANK Personality MPS

16 Fernando Alonso 1.30%

17 Lewis Hamilton 1.29%

18 Conrad Murray 1.16%

19 Lionel Messi 1.14%

20 Beyoncé 1.13%

21 Jenson Button 1.11%

22 Brad Pitt 1.09%

23 Rihanna 1.08%

24 Michelle Obama 1.07%

25 Charlie Sheen 1.07%

122 Céline Dion 0.21%

#1 in 2010: Tiger Woods

#1 in 2009: Michael Jackson

#1 in 2008: Nicolas Sarkozy

#1 in 2007: Paris Hilton

International charts
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The top 50 
Twitter trends in 2011

RANK United stateS worLd

1 Rise & Grind Rebecca Black

2 Rebecca Black #100factsaboutme

3 #100factsaboutme FEMME FATALE

4 #jan25 Phineas & Ferb

5 #tigerblood #tigerblood

6 Family Matters #idontunderstandwhy

7 #idontunderstandwhy #sincewebeinghonest

8 FEMME FATALE #prayforjapan

9 ?Single ?Taken ?Single ?Taken

10 #sincewebeinghonest #ICanHonestlySay

11 Thanking God #threewordstoliveby

12 #wiunion #icantgoadaywithout

13 Phineas & Ferb Rise & Grind

14 #threewordstoliveby #improudtosay

15 #WorstFeeling #thereisalwaysthat1person

16 #ICanHonestlySay #DrakeCriesWhen

17 #prayforjapan #thingsthatpissmeoff

18 #icantgoadaywithout #itshardwhen

19 Goodnight Twitter tYp3 LyK tHi5

20 #thingsthatpissmeoff #WorstFeeling

21 Still Up #dearyoungself

22 #thereisalwaysthat1person BIEBER ALERT

23 Law & Order #youknowiloveyouwhen

24 #improudtosay Queen Gaga

25 Cowboys & Aliens #nsn3d

RANK UNITED STATES worLd

26 Wal-Mart #thataintwinning

27 Huckleberry Finn Jar Jar Binks

28 #DrakeCriesWhen BornThisWayFriday

29 #dearyoungself Cowboys & Aliens

30 #youknowiloveyouwhen #arentyoutiredof

31 #itshardwhen #liespeopletell

32 tYp3 LyK tHi5 #whoeverimarry

33 #WhyAreYou #agoodboyfriend

34 BIEBER ALERT #WhyAreYou

35 #nsn3d William & Kate

36 #agoodboyfriend #ilovewhen

37 Nate Dogg #neverinamillionyears

38 #arentyoutiredof #wheneverimbored

39 #thataintwinning Huckleberry Finn

40 #whoeverimarry #ihavenotolerance

41 #iloveyoubecause #iloveyoubecause

42 #ihavenotolerance Fukushima

43 #iamsotiredof #iamsotiredof

44 #liespeopletell #sotellmewhy

45 Green & Yellow Kenan & Kel

46 #wheneverimbored #thingsthatdontgotogether

47 Jar Jar Binks #wordsthatcanstartawar

48 #thingswelearnedontwitter #februarywish

49 #thingswelearnedontwitter #thingswelearnedontwitter

50 #isbetterthan #isbetterthan
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Research methodology

The Media Prominence Score is a quanti tati ve indicator that measures the space devoted to an 
individual or news item in a given context. It does not take into account the value of the arguments 
presented in the media or the tone of the coverage. In order to establish media prominence, 
infl uence communicati on collates and measures, using electronic and other means, references 
to a parti cular topic in all daily and weekly newspapers, radio and television informati on content 
and newscasts.
 
infl uence communicati on does not take into account magazines, radio music shows, adverti sing, 
soap operas, game shows, classifi ed listi ngs, obituaries or Internet content.
 
A mathemati cal value is assigned to each occurrence according to readership, circulati on and 
rati ngs. The importance of each news item (arti cle, report, menti on, etc.) is weighted according 
to its size (length or durati on), locati on in the medium (for example: page A1 or d8, beginning or 
end of a news broadcast) and also its format or treatment (full report, parti al report, photo, brief 
menti on, etc.). The result is the media prominence value of a news item as compared to other 
news items, themes or individuals.
 
Once these values are established, the Media Prominence Score can be calculated and expressed 
as a percentage in relati on to the prominence of an individual, of an event, or of a news item, along 
varying ti me lines (daily, weekly, etc.).
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