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(Great movements

Like the previous year, 2012 saw great social upheaval in several countries.
Regardless of their intent, media are no longer simple bystanders to these
events. Their presence — or in some cases their absence — plays an active role
in how public issues evolve.

Citizens believe, rightly or wrongly, that an issue’s importance is directly
proportional to its media presence. Media pressure therefore clearly affects the
socio-political ecosystem.

We have witnessed popular pressure during the enduring conflict in Syria, and
on the Russian government in the Pussy Riot affair. Conversely, the situation
in Iraqg is slowly disappearing from the media spotlight. Once again this year,

Africa has generated next to no interest.

With millions of news items analyzed over the last year, the State of the News:
2012 Report sheds new light on news and on the media’s role.

| hope you enjoy it.

Jean-Francois Dumas
President, Influence Communication
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Major themes covered
by the media in Canada
Decrease and around the world in 2012

Increase
Steady
Sports 10.84%
Business and economy 10.73%
Politics (national) 10.32%
International 10.04%
Politics (local) 9.04%
Current and legal affairs 8.33%
Local or regional news 7.65%
Arts and entertainment 4.85%
Technology 4.81%
Canadian news 4.66%
Cooking 4.21%
Automotive 3.21%
Health 1.83%
Environment 1.62%
Offbeat news 1.19%
Life - home 1.11%
Qil prices 1.05%
Traffic 0.92%
Weather 0.43%
Education
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Top 50 news stories of 2012 over a seven-day period

17.09%
6.16%
4.38%
4.24%
4.05%
4.02%

3.98%

3.83%
3.58%
3.24%
3.18%
3.16%
3.10%
3.10%
2.89%
2.77%

2.56%
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2.54%

2.45%

2.43%

2.35%

2.30%

2.25%

2.21%

1.96%

1.96%

1.96%

1.93%

1.86%

1.83%

1.77%

1.74%

1.711%

1.67%
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1.67%

1.63%

1.58%

1.53%

1.51%

1.47%

1.47%

1.43%

1.41%

1.38%

1.37%

1.37%

1.36%

1.35%

1.32%

1.26%



Lockout in the NHL

No Hockey?

No Problem

Even though news coverage of professional
hockey dropped significantly (-33 % compared
to the previous year) since the beginning of the
lockout, the NHL still made the news regularly,
while no games were played during the latter half
of this year.

The impending lockout made our weekly list of

the top 5 most covered news items in Canada as

early as mid-August, and it has been there ever
since. It also took the number-one spot eight
times. All'in all, NHL-related news made it to the
top of this list 18 times, and only eight times was
the NHL absent from the weekly top 5.

South of the border, the lapse in media attention
has been much more drastic. Hockey took a
major hit as media interest in the NHL dropped
90 % on average and became practically non-
existent in media markets such as Phoenix,
Dallas and Columbus.

Go Habs go!

Even though Ontario has a bigger media output
than Quebec, and two NHL teams, Quebec
produced almost as much coverage on the
lockout as its neighbour. In “La Belle Province”,
hockey makes up about 90 % of all sports news,
about twice as much as in the rest of Canada.
Most of it is about the Canadiens, who always
find a way to make the news, win or lose.

More than 5,000 tweets
since the beginning of the
lockout

Let’s talk about the lockout

1%

Ontario
Québec @
Alberta ™
British Columbia Il
United States ll
Other provinces
Rest of the world

Most tweeted words in relation to the NHL lockout,
September 16th to December 31st



lian Olympic
athletes by Media Prominence Score
in Canada in 2012

Media prominence
scores for Medals

Canada won only one

gold medal at the London
Olympics. It earned
gymnast Rasannagh
MaclLennan 67th position
as most prominent athlete in
the media. Diver Alexandre
Despatie, despite finishing
without medals, received 9
times more media attention.

“Milos Raonic received media
coverage all year long, and not
only during the Olympics, which
explains his place at the top of
this listing.
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Athlete

Milos Raonic*
Christine Sinclair
Alexandre Despatie
Simon Whitfield
Adam Van Koeverden
Clara Hughes
Emilie Heymans
Ryan Cochrane
Jennifer Abel

Brent Hayden

Mary Spencer
Diana Matheson
Melissa Tancredi
Erin McLeod
Roseline Filion

Rosannagh MacLennan

Sport

Tennis
Soccer
Diving

Triathlon

Canoe-Kayak

Cycling
Diving
Swimming
Diving
Swimming
Boxing
Soccer
Soccer
Soccer
Diving

Trampoline

Silver

Bronze

Silver

Bronze

Bronze

Bronze

Bronze

Bronze

Bronze

Gold













TOP NEWS
CURRENT AND LEGAL AFFAIRS

4.24%
1.96%
1.96%

1.38%

1.21%
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4.05%

4.02%

3.98%

3.83%

2.56%

2.25%

1.83%

1.74%

1.51%

1.47%

TOP NEWS
BUSINESS AND ECONOMY

2.35%

1.74%

1.24%

0.96%

0.86%
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17.09%

6.16%

4.65%

3.18%

3.16%

3.10%

3.10%

2.89%

2.77%

2.45%

TOP NEWS
ARTS AND ENTERTAINMENT

2.30%

1.86%

1.18%

1.06%

0.78%



TOP NEWS
INTERNATIONAL NEWS STORIES
MOST COVERED IN CANADA

1.00% 1 17.09%
0.62% 2 4.38%
0.43% 3 4.24%
0.42% 4 3.24%

0.27% 5 1.96%



TOP NEWS
TECHNOLOGY

0.56%

0.23%
0.22%

0.19%

0.13%
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3.41%
3.39%
3.37%
3.36%
3.31%
3.30%
3.10%
3.04%
2.81%
2.25%
217%
217%
2.10%
2.10%

2.05%

11

13
15

22
25

24

16
17

18
19
20
21
22
23
24
25

1.98%

1.98%

1.97%

1.97%

1.82%

1.70%

1.62%

1.41%

1.39%

1.21%
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TOP 25 PEOPLE
WHO MADE THE NEWS IN CANADA IN 2012
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5.48%

3.18%

2.23%

1.95%

1.79%

1.43%

1.16%

1.10%

1.05%

1.00%
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TOP 10 PEOPLE
WHO MADE THE NEWS
IN CANADA IN 2011

1.59%
0.74%
0.72%
0.54%
0.49%
0.41%
0.41%
0.38%
0.30%

0.30%
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8,39 %
7,15 %
4,62 %
4,19 %
2,09 %
1,89 %
1,65 %
1,55 %
1,42 %

1,31 %
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TOP 10 SPORTS CELEBRITIES
IN CANADIAN MEDIA IN 2012

2.26%
211%
1.98%
1.49%
1.43%
1.35%
1.21%
1.12%
1.08%

1.07%
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18.05%

7.62%

7.37%

7.00%

5.49%

5.35%

4.92%

4.73%

4.66%

3.60%
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TOP 20 FEDERAL POLITICIANS
IN CANADIAN MEDIA IN 2012
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6.04%

4.20%

3.38%

3.16%

2.62%

2.58%

2.49%

2.41%

2.40%

2.38%

TOP 25 INTERNATIONAL PEOPLE
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IN CANADIAN MEDIA IN 2012
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22.29%
16.18%
11.82%
5.62%
4.11%
3.31%
2.62%
2.33%
2.24%
1.98%
1.90%
1.57%
1.54%
1.50%

1.31%
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7.95%

6.08%

5.69%

4.37%

4.13%

3.65%

3.56%

3.56%

3.50%

3.31%

COVERAGE OF KEY
ENVIRONMENTAL ISSUES

21.77%

15.29%

12.20%

6.45%

6.28%

5.16%

4.04%

3.92%

3.60%

2.92%

2.53%
1.89%

0.92%

13.03%
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TELEVISION NETWORKS MOST MENTIONED
IN NEWSPAPERS

18.27%
9.94%
9.66%
8.93%
6.54%
4.63%
4.29%
3.59%
3.50%
3.27%
3.24%
2.92%
2.46%
1.73%
1.62%
1.59%
1.58%
1.53%
1.46%
1.35%
1.29%
0.74%
0.54%
0.44%
0.41%
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6.13%
4.86%
4.08%
3.65%
2.75%
2.65%
2.37%
2.31%

2.04%

2.01%

PROPORTION OF TOTAL ENVIRONMENTAL COVERAGE IN THE TOP CANADIAN NEWSPAPERS*
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“HEALTHIEST” NEWSPAPERS
IN CANADA

4.33%
4.13%
3.99%
3.93%
3.90%
3.69%
3.64%
3.63%
3.41%

3.36%






*Up to December 3rd. Updated to include the shooting in
Connecticut and the U.S. fiscal cliff



TOP 5 INTERNATIONAL
CURRENT AND LEGAL NEWS ITEMS



TOP 5 INTERNATIONAL
ECONOMIC NEWS STORIES

TOP 5 INTERNATIONAL
SPORTS NEWS ITEMS



TOP 5 INTERNATIONAL
DEATHS MOST COVERED
IN THE MEDIA















The media prominence score is a quantitative indicator that measures the space
devoted to an individual news item in a given context. It does not take into account
the value of the argument presented in the media or the tone of the coverage.

In order to evaluate the media prominence score of news items over a period of seven days,
Influence Communication collects every mention of the item in all dailies, most weeklies, on
main information websites, on news and public interest programs on television, as well as on
some radio and television variety shows. Regarding magazines, Influence Communication takes
into account those with general news, economic or scientific content. Influence Communication
does not take radio music shows, advertising, soap operas, game shows, classified listings,
obituaries or Internet content into account.

The importance of news items is weighted according to the volume of coverage and the media
treatment received. The media prominence score of each news item is determined according
to the mean volume of all the news elements during the same week. Seeing as all news items

are quantified according to the same method, it is thus possible to compare the space that
each has occupied during a given week, based on a percentage. For instance, the NHL lockout
occupied 1.08% of all news in Canada during the week of November 20th to 26th 2012.

An important news item generally receives a media prominence score equal to or
greater than 1% over seven days.



Influence Communication also compares the media prominence of different public figures
by sector (sports, politics, economics, arts and entertainment, etc.). The number of
mentions was calculated from January 1st to the end of November 2012. The media
prominence score for public figures was calculated by comparing the public figures with
one another according to a 100% value. The prominence of public figures, groups or
entities (political parties, for instance) in news is weighted according to the volume of
coverage and the media treatment they receive.

In certain cases, including the analysis of major environmental issues in 2012, the media
prominence score for issues is also calculated on a 100% basis. Taking the example of
environmental issues, the media prominence score for issues is calculated according to
the number of mentions of each of these on an annual basis in the media. It indicates the
place of each issue throughout environmental coverage in Canada rather than its place in
all news coverage.

It is essential to distinguish between topical issues and wider news areas such as
politics, health, education, general news, sports, etc. Influence Communication identifies
these as “themes*. For instance, tuition fees are an issue, whereas education is a theme.



Influence Communication, established in November 2001, is Canada’s premier
news broker and information aggregator. We serve hundreds of clients, including
some of Canada’s largest corporations, as well as many major public relations firms.

The Influence Communication supplier network is made up of about 100 partner
organizations providing access to newspapers, magazines, radio, television and
Internet coverage in 160 countries. Our information brokerage network allows us to
assemble information every day from five continents. Influence Communication also
uses its own delivery platform to provide customers with Internet media monitoring.
Our Interactive Communication Environment (ICE) allows quick information delivery
to our clients as it dissects entire Internet sites such as theglobeandmail.com in as
little as 16 milliseconds. On an hourly basis, the ICE system monitors more than 600
websites in Canada, and more than 7,000 around the world.

In order to understand the news and carry out our quantitative analyses, we
aggregate, sort and analyze hundreds of thousands of news items on a daily basis
from newspapers, radio, television and the Internet. Thanks to our technology,

we have created a measurement of quantitative information analysis — the Media
Prominence Score (MPS), which enables our clients to evaluate the media
penetration rate of their own news stories relative to coverage of other stories.






