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comScore 2010 Canada Digital Year in Review  

ÅHow are Canadians consuming digital media, and how does this compare to other countries? 

ÅWhich category trends dominated the digital landscape in 2010? 

ÅWhat trends are we seeing in the Social Media space? 

ÅHow has Display advertising shifted in the last year? 

ÅWhoôs watching online Video in Canada? 

ÅWhat is the current state of the Search market? 

ÅHow will Mobile media consumption in Canada stack up against other markets? 

 
 
Key questions to be addressed in this presentation include:  
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CENSUS 

Unified Digital MeasurementÊ (UDM) Establishes Platform For  

Panel + Census Data Integration 

  

  
PANEL 

Unified Digital Measurement (UDM) 
Patent-Pending Methodology 

 

Adopted by 90% of Top 100 U.S. Media Properties 

Global PERSON 

Measurement 

Global DEVICE 

Measurement 

V0411 
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Quick Glance at Canadians Online in 2010 
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Online Presence Continues to Grow and Persons 55+ Grew the Most 

in Q4 2010 

Growth of Online Users by Age 

Q4 2009 vs. Q4 2010 

-4% +12% 

0% 

+1% 

 

Source: comScore Inc., Media Metrix, CA, All Locations, Persons: 2+, Dec 2009 ï Dec 2010. 

Source: comScore Inc., Media Metrix, CA, All Locations, Persons: 2+, 3 MO. AVG Q4 2009 & Q4 2010. 

+2% 

Total Internet 
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Canadaôs Online Demographics: Gender, Region, HH Income 

% Composition Unique Visitors  

by Age Segments 
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Source: comScore Inc., Media Metrix, CA, All Locations, Persons: 2+, 3 MO. AVG Q4 2010 
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Total Unique Visitors 

(000) 
Average Hours/Visitor Average Pages/Visitor Average Visits/Visitor 

Location Q4 2010 Q4 2009 Q4 2010 Q4 2009 Q4 2010 Q4 2009 Q4 2010 Q4 2009 

Worldwide 1,314,031 1,206,146 23.1 23.7 2,133 2,252 53.0 54.6 

China 287,451 232,037 13.5 15.6 1,238 1,599 38.6 57.7 

U.S. 181,239 172,194 35.3 33.3 2,953 2,822 80.9 70.8 

Japan 72,913 69,826 18.4 20.0 1,928 2,108 43.8 47.3 

Germany 49,257 45,216 24.1 22.0 2,858 2,654 60.0 58.7 

Russia 45,692 36,589 21.8 16.5 2,704 2,399 52.9 44.5 

France 41,827 39,137 26.6 28.1 2,752 2,934 68.7 70.3 

India 41,170 36,535 11.9 12.1 1,089 1,183 30.6 27.1 

Brazil 39,335 32,849 25.8 27.0 2,089 2,672 56.5 58.8 

UK 38,581 37,674 32.3 31.3 2,883 2,735 69.4 60.3 

South Korea 30,155 29,424 27.7 35.6 4,093 4,986 50.1 72.5 

Canada 22,945 23,138 43.5 42.2 3,349 3,793 95.2 88.8 

Online Landscape Worldwide in 2010 

Source: comScore Inc., Media Metrix, World Metrix, All Locations, Persons: 15+, 3 MO. AVG Q4 2009 & Q4 2010. 

#1 

Canada maintained its position as the most engaged online audience, ranking highest among the top markets in 

average hours and visits per visitor in Q4 2010.  

#1 #2 
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Top Gaining Site Categories by Total Unique Visitors  

More Canadians were accessing Community and Entertainment sites in Q4 2010.  Political News sites saw the 

strongest growth, up 47 percent versus year ago. 

 

Source: comScore Inc., Media Metrix, CA, All Locations, Persons: 2+, 3 MO. AVG Q4 2009 & Q4 2010. 
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Top Gaining Site Categories 
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 More women were accessing Food, Beauty/Fashion/Style and Health sites in Q4 2010, while men were drawn 

to Humor, Incentives and Movie sites. 

 

 

 

Top Gaining Site Categories by Unique Visitors: Gender Breakout 

 

Source: comScore Inc., Media Metrix, CA, All Locations, Persons: 2+, 3 MO. AVG Q4 2009 & Q4 2010. 

FEMALES 

Total Unique Visitors (000) 

~ Ranked by % Change 

MALES 

Total Unique Visitors (000) 
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Use of Traditional Media Categories Continues to Grow Online 
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Source: comScore Inc., Media Metrix, CA, All Locations, Persons: 2+, Dec09-Dec10 

+3.4% 

+15.8% 

+7.5% 

+14.6% 
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Comp Index  

UV 

Comp Index 

UV 

Comp Index  

UV 
Comp Index UV 

    Persons: 2-17 118 85 105 105 

    Persons: 18-24 131 112 109 111 

    Persons: 25-34 111 114 108 106 

    Persons: 35-44 98 112 104 102 

    Persons: 45-54 87 102 94 95 

    Persons: 55+ 71 83 86 87 

Music Category Multimedia Category TV Category Radio Category 

Source: comScore, Inc., Media Metrix, CA, All Locations, Persons 2+, Mar 2011 

Persons of All Ages Consuming Traditional Media Online 
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Top Canadian-Owned Media Properties 
From Ad-Focus Canada List  

12 
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    Corus Interactive Sites

    Cyberpresse Sites

    Astral Digital

    The Globe And Mail

Shaw

    Transcontinental Digital

    Rogers Digital Media

    Torstar Digital

Postmedia Network

    CBC-Radio Canada Sites

    Canoe Network

    The Weather Network Meteomedia

    Yellow Pages Group

    Bell Media

Unique Visitors (000), April 2011 

Source: comScore, Inc., Media Metrix, CA, All Locations, Persons 2+, Apr 2011 
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Social Media 
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    Social Networking     Blogs

+13% +9% 

Source: comScore, Inc., Media Metrix, CA, All Locations, Persons 2+, 3 MO. AVG Q4 2009 & Q4 2010. 

Source: comScore, Inc., Media Metrix, CA, All Locations, Persons 2+, Dec 2009 ï Dec 2010. 

Conversational Media Continues its Climb 

Even though Social Networking had a strong reach in 2009, we continued to see growth in unique visitors in 

2010. Likewise, UV growth was also seen on Blog sites as Canadians spent 58% more time and consumed 36% 

more pages in Q4 2010 compared to that of Q4 2009. 

YoY ï Dec ó09 ï Dec ó10 
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Typepad

DeviantArt.com

BlogHer

Squidoo.com

Myspace

HubPages.com

Gawker Media

LinkedIn.com

Twitter.com

Federated Media Publishing

WordPress

Technorati Media

Windows Live Profile

Blogger

Facebook.com

Total Unique Visitors (000):  
Q4 2010 Q4 2009

Source: comScore, Inc., Media Metrix, CA, All Locations, Persons 2+, 3 MO. AVG Q4 2009 & Q4 2010. 

Top Conversational Media Sites 

% Change 

Total 

Minutes 

% Change 

Unique 

Visitors 

+7% 

-3% 

-25% 

+40% 

-16% 

+31% 

+11% 

+35% 

N/A 

+63% 

-42% 

+19% 

+1% 

-24% 

-25% 

-4% 

+11 

-34% 

+161% 

-1% 

+138% 

+26% 

+79% 

N/A 

+107% 

-76% 

+26% 

+34% 

+8% 

-2% 

Most 

Conversational 

Media sites saw an 

increase in unique 

visitors and time 

spent in Q4 2010 

compared to last 

year.  

Top gainers included: 
Technorati Media (40%)  

Federated Media (31%)  

Twitter.com (11%)  

LinkedIn.com (35%)  
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Persons - Age 

% Change 

Unique 

Visitors 

% Change 

Total Visits 

 2-17 -9% -18% 

 18-24 -1% -7% 

 25-34 14% 15% 

35-44 12% 15% 

 45-54 15% 15% 

 55-64 36% 48% 

 65+ 34% 45% 

Persons 55+ were the Strongest Drivers of Social Networking Growth 

Source: comScore, Inc., Media Metrix, CA, All Locations, Persons 2+, 3 MO. AVG Q4 2009 & Q4 2010. 

Social Networking continues to be consumed by many different demographics of the Canadian population.  As 

this category continues to grow, older age segments are increasingly more engaged in this content. 

Persons Age: Q4 2010 Social Media Growth Q4 2009 vs. Q4 2010 
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As 2010 drew to a close, 

certain Social Networks 

were more likely to attract 

specific age groups in 

Canada. 

 

The Social Networks listed 

here, indexed the highest 

for each of these Canadian 

age segments. 
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Social Networking Across the Canadian Population 

Source: comScore, Inc., Media Metrix, CA, All Locations, Persons 2+, 3 MO. AVG Q4 2010. 

***Note: UV > 100,000*** 
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Display Advertising 
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Ad Dollars Continue to Flow Online in 2010 
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Source: comScore, Inc., Ad Metrix, CA, All Locations, Persons 2+, Q4 2009 & Q4 2010. 

Source: comScore, Inc., Ad Metrix, CA, All Locations, Persons 2+, 2010 AVG. 

Q1 2010 
24% 

Q2 2010 
24% Q3 2010 

25% 

Q4 2010 
27% 

Percentage of 2010 Total Display Ad Impressions 

The number of total display ad impressions has grown 3% in 2010, with 

the majority of the ad impressions delivered in the final quarter of the 

year. In 2010, the top two advertisers online were Procter & Gamble, 

followed by GMAC/Ally. Together they accounted for nearly 17 billion 

display ad impressions throughout the year.  
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And the Largest Delivered Ad Creative isé 

Source: comScore, Inc., Ad Metrix, CA, All Locations, Persons 2+, 2010 

GMAC 
Creative Impressions: 740,469,000 

Ally (formerly GMAC, Inc.), an Internet 

Bank operated atop the ResMor Trust 

Company, delivered the second most 

display ad impressions  (behind Procter 

& Gamble) in 2010, with the above 

creative ranking first. Microsoft Sites was 

the top Publisher, displaying this creative 

with over one-third of all impressions that 

ran from early February to the end of the 

year.  
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A Shift: Where Advertising is Displayed Online 
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Source: comScore, Inc., Ad Metrix, CA, All Locations, Persons 2+, 3 MO. AVG Q4 2009 & Q4 2010. 

Source: comScore, Inc., Ad Metrix, CA, All Locations, Persons 2+, 2010 AVG. 

While the number of total display ad impressions grew 3% in 2010, the Social Networking category has shown 

the largest increase in ad impressions delivered, accounting for more than 58 billion impressions in Q4 2010.  

This is the result of increased social media sites that have the ability to deliver ad impressions and shifting ad 

impressions delivered on categories like: E-mail (-34%) and Business/Finance (-28%). 
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