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TODAY’S SPONSOR
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FAKE NEWS AGENDA

o Speaker presentations:
✓ Our information foundation –

Jessica Samuels
✓ State of the union – John Ferri
✓ Some solutions - Melissa Retty

o Member Q&A 
o Wrap up & your thoughts
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OUR INFORMATION FOUNDATION

Fast Journalism

Volkswagen Jetta

Slow Journalism

Toyota Corolla
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OUR INFORMATION FOUNDATION
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OUR INFORMATION FOUNDATION

In the crowded media landscape 

that exists 24/7 media outlets 

have to compete for our 

attention.
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DEVELOPING THE IDEA

✓ Fact checking (and double 

checking)

✓ Research

✓ Pre-interviews

✓ Investigating

✓ Re-interviewing

✓ Sourcing informed and 

credible individuals to tell the 

story. 

✓ Fine tuning

✓ REPEAT!
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Q: STATE OF JOURNALISM? 
A: NOT GREAT.

➢Digital disruption = broken business model. 

➢Thousands of jobs lost. Since 2008, more than 300 outlets in Canada closed. 

➢Traditional media wasn’t perfect but it fulfilled an essential role in the public 
conversation: gatekeeper of reliable information.

➢What’s being lost: A collective sense of reality based on an agreed upon set of 
empirical facts.
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VERY BRIEF HISTORY OF FAKE NEWS

➢ It has Canadian roots … in a good way.

➢Propaganda is nothing new. But …

➢… in the age of social media it’s been re-imagined in some frightening 
ways. 

➢Watch The Social Dilemma!
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HOW/WHY IT WORKS

The goal of fake journalism is not necessarily to have you believe a story that isn’t 
true but to undermine your faith in anything that is. It’s to create so much confusion 
and uncertainty that people don’t know what and who to trust anymore. It’s to 
erode credibility in the fact-based institutions we used to rely on, science and media 
in particular.

➢Germ of truth vs. outright fabrication.

➢The susceptibility of democratic societies.

➢Relies on legitimate platforms: Only when it gets mainstream coverage is it fully 
weaponized.
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GLIMMERS OF HOPE

➢Silver lining: In a crisis, Canadians turned to trusted sources

o 51% relied on traditional news outlets

o 24% on provincial/federal health leaders and/or government health agencies

o 10% on social media

➢Fact-checking

➢The ‘truth sandwich’

➢‘Polly’ & the lesson of Brexit



C A S E  S T U D Y





A shift from
print to digital.



As of 2018, 70% of Canada’s online ad 
revenue was being spent with 
Facebook and Google. 



But 88% of Canadians still read a 
newspaper - either in print or digital format 
- at least once a week. 
This is a 3% increase since 2012.



Why?



TRUST



This level of trust doesn’t exist within 
social networks.



Media Technology Monitor found that while 
more than 70% of Canadians consider Twitter 
and Facebook to be news sources and only 
11% (Twitter) and 15% (Facebook) trust the 
information they receive in these platforms.



A recent Ipsos-Reid poll found that more 
Canadians said they distrusted social media 
companies (89%) than cybercriminals (85%).



Fake news was (is) a  
problem.



And it’s everywhere.



A CIRA research study found 
that 75% of Canadian internet 
users had come across fake 
news at least sometimes and 
57% had been taken in by a 
fake news item.



Not all fake news is 
created equal. 



65% were worried 
that fake news was 

being used as a 
weapon. 



CIRA research 
confirmed that 70% 
of Canadians were 

concerned that fake 
news could impact 

the 2019 federal 
election.



WHERE WE COME IN...

Develop a program to empower and educate Canadians on how to 
critically assess news and distinguish legitimate news from fake news 

- all while reinforcing the role that newspapers play in providing 
credible news.



IT HAD TO BE:

Simple, easy to understand and 
easy to remember 

Rooted online

Newspaper centric



WE NEED LESS OF THIS…



AND MORE OF THIS…



OUR SOLUTION







• Dedicated microsite
• Social media advertising 
• National print and digital advertising 
• National media relations 

A 360-DEGREE CAMPAIGN



http://drive.google.com/file/d/1q6jetqldtzTlP8E2EUJCmGEP9-WXQY5M/view






• We generated more than 7.4 million impressions. Since the 
start of the pandemic, 32 additional news stories have 
referenced the SPOT tool as a way to help assess information 
about the crisis. 

• 389 member newspapers ran the SPOT ad campaign in their 
publications - the highest number of newspapers to ever 
participate in a proactive campaign by News Media Canada. 

• Post-campaign research uncovered that eight out of ten 
respondents exposed to the ad campaign were able to 
distinguish between legitimate stories and fake news stories 
(18% higher than those who did not see the campaign). 

AN ONGOING MISSION



THANK  YOU
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Q&A
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