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Prof. Rasmus Kleis Nielsen

This year's Reuters Institute Digital News Report provides further
evidence that, even as much of the news industry globally has
struggled in the face of the first waves of the move to a digital,
mobile, and platform-dominated media environment, it now
faces a much more fundamental change driven by generations
who have grown up with and rely almost entirely on various
digital media.

Whether or not legacy media feel they have completed their
initial digital transformation from print- or broadcast-focused
to digitally focused brands with a compelling news website
and app, they now face a continual transformation of digital as
generations come of age who eschew direct discovery for all
but the most appealing brands, have little interest in many
conventional news offers oriented towards older generations’
habits, interests, and values, and instead embrace the more
participatory, personable, and personalised options offered
via platforms, often looking beyond legacy platforms to new
entrants (many of whom drive few referrals to news and do
not prioritise news).

While there are important differences between countries and
within generations, and no single uniform pattern of behaviour
and preferences, it is important to underline that we have

every reason to expect this to be a one-way change: people’s
information needs and interests evolve in the course of their life,
but their platform preferences rarely regress. Those born in the
1980s did not suddenly come to prefer landline phones over
mobiles when they became parents or bought a house, nor did
those born in the 1960s return to black-and-white television
when they entered middle age. There are no reasonable grounds
for expecting that those born in the 2000s will suddenly come to
prefer old-fashioned websites, let alone broadcast and print,
simply because they grow older.

The public is voting with its attention and money, and - despite
the very real reservations over uneven trustworthiness, the risks
of harassment and misinformation, and sometimes problematic
business and data protection practices - they are overwhelmingly,
everywhere, voting for digital media. That is the media environment
the public embraces, and the ‘new normal’ where journalists and
news media have to carve out their places if they want to connect
with the public.

Foreword
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Director, Reuters Institute for the Study of Journalism (RIS))

The 46 markets we analyse in the Digital News Report account
for more than half the world’s population, and can perhaps
illuminate trends elsewhere. The increasing number and
diversity of markets covered - including 11 in Asia, five in South
America, three in Africa and North America, as well as 24 in
Europe - have led us to compare fewer data points across the
whole sample and to focus on meaningful comparisons across
markets that are broadly similar. We've provided more detail
about differences in polling samples in both the methodology
pages and the relevant country pages.

This report continues to benefit from a strong network of
partners and sponsors around the world. We are proud to have
the opportunity to work with a number of leading academics, as
well as media experts from the news industry. Our partners have
helped in a variety of different ways, checking questionnaires,
helping with interpretation, and in many cases publishing their
own reports.

Given the richness of the research, this report can only convey
a small part of the data and analysis. More detail is available on
our website reutersinstitute.politics.ox.ac.uk which contains
slide packs and charts, along with a licence that encourages
reuse, subject to attribution.

Making all this possible, we are hugely grateful to our sponsors:
the Google News Initiative, BBC News, Ofcom, the Broadcasting
Authority of Ireland (now the Coimisiin na Mean), the Dutch
Media Authority (CvdM), the Media Industry Research Foundation
of Finland, the Fritt Ord Foundation, the Korea Press Foundation,
Edelman UK, NHK, and the Reuters News Agency, as well as our
academic sponsors at the Leibniz Institute for Media Research/
Hans Bredow Institute, the University of Navarra, the University
of Canberra, the Centre d'études sur les médias, Québec, Canada,
and Roskilde University, Denmark. Fundacién Gabo continues

to support the translation of the report into Spanish. We are
delighted that Code for Africa has joined our network of sponsors
to enable us to continue and in the future hopefully expand

our work in Sub-Saharan Africa.


https://reutersinstitute.politics.ox.ac.uk/
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Methodology

This study has been commissioned by the Reuters Institute for the
Study of Journalism to understand how news is being consumed ina
range of countries. Research was conducted by YouGov usingan online
questionnaire at the end of January/beginning of February 2023.

« Samples were assembled using nationally representative
quotas for age, gender, and region in every market. Education
quotas were also applied in all markets except Kenya, India,
Indonesia, Malaysia, Nigeria, Philippines, South Africa, and
Thailand. We also apply political quotas based on vote choice
in the most recent national election in around a third of our
markets, including the United States, Australia, and much of
Western Europe. The data in all markets were weighted to
targets based on census/industry accepted data.

- Datafrom India, Kenya, Nigeria, and South Africa are representative
of younger English-speakers and not the national population,
becauseitis not possible to reach other groups in a representative
way using an online survey. The survey was fielded mostly in
English in these markets, and restricted to ages 18 to 50 in Kenya
and Nigeria. Findings should not be taken to be nationally
representative in these countries.

« More generally, online samples will tend to under-represent the
news consumption habits of people who are older and less
affluent, meaning online use is typically over-represented and
traditional offline use under-represented. In this sense, it is
better to think of results as representative of the online
population. In markets in Northern and Western Europe, where
internet penetration is typically over 95%, the differences
between the online population and national population will be
small, butin South Africa (58%) and India (60%), where internet
penetration is lower, the differences between the online
population and the national population will be large, meaning
we need to be cautious when comparing between markets.

The use of a non-probability sampling approach means that it is
not possible to compute a conventional ‘margin of error’ for
individual data points. However, differences of +/- 2 percentage
points (pp) or less are very unlikely to be statistically significant
and should be interpreted with a very high degree of caution. We
typically do not regard differences of +/- 2pp as meaningful, and
as ageneral rule we do not refer to them in the text. The same
applies to small changes over time.

Surveys capture people’s self-reported behaviour, which does
not always reflect people's actual behaviour due to biases and
imperfect recall. They are useful for capturing people’s opinions,
but these are subjective and aggregates reflect public opinion
rather than objective reality.2 Even with relatively large sample
sizes it is not possible to meaningfully analyse many minority
groups. Some of our survey-based results will not match
industry data, which are often based on different
methodologies, such as web-tracking.

A fuller description of the methodology, panel partners, and
a discussion of non-probability sampling techniques can be
found on our website along with the full questionnaire
reutersinstitute.politics.ox.ac.uk.

Market Sal:nple Population Internet Market Sar_npl.e Population Internet Market Sal:nple Population Internet

size penetration size penetration size penetration
UK 2,107 68.5m 95% Portugal 2,010 10am 88% Australia 2,025 26m 90%
Austria 2,029 9.1m 88% Romania 2,107 19m 78% Hong Kong 2,023 7.6m 92%
Belgium 2,025 1.7m 92% Slovakia 2,093 5.5m 90% India 2,016 1,414m 60%
Bulgaria 2,027 6.9m 70% Spain 2,031 46.8m 93% Indonesia 2,012 278.3m 76%
Croatia 2,024 4m 93% Sweden 2,034 10.2m 97% Japan 2,009 127.2m 93%
Czech Republic 2,047 107m 87% Switzerland 2,037 8.8m 96% Malaysia 2,015 33m 94%
Denmark 2,033 5.8m 98% Turkey 2,016 85.8m 85% Philippines 2,284 112m 91%
Finland 2,027 5.6m 94% _ Singapore 2,025 5.9m 92%
France 2,078 65.5m 92% USA 2,081 331m 90% South Korea 2,003 51.3m 97%
Germany 2,002 84m 94% Argentina 2,014 45.9m 91% Taiwan 2,037 23.9m 95%
Greece 2,023 10.3m 79% Brazil 2,047 215m 83% Thailand 2,028 70am 88%
Hungary 2,000 9.6m 89% Canada* 2,150 377m 94% _
Ireland* 2,035 5m 92% Chile 2,013 19.4m 97% Kenya 2,025 55.8m 85%
Italy 2,106 60.3m 91% Colombia 2,036 51.8m 83% Nigeria 2,025 211.4m 73%
Netherlands 2,022 17.2m 95% Mexico 2,029 132.3m 67% South Africa 2,013 60m 58%
Norway 2,022 5.5m 98% Peru 2,010 33.7m 87%

Source: Internet World Stats (http:/www.internetworldstats.com).

*In Ireland and Canada we conducted a repoll of brand reach numbers offline in late March 2023 due to missing a brand in the original poll in each case.
We only used the repoll to deliver a number for the missing brand. All other numbers are taken from the January/February poll unless stated.

' Respondents in India could choose to complete the survey in Hindi and respondents in Kenya could chose Swahili, but in both cases the vast majority selected an English survey.

2 From 2012 to 2020 we filtered out respondents who said that they had not consumed any news in the past month. From 2021 onwards we included this group, which generally has lower
interestin news. In previous years this group averaged around 2-3% of the starting sample in each market, meaning that the decision to include it has not affected comparative results in any
significant way. Some figures have been affected by one or two points in the UK, USA, and Australia, and we have taken this into account when interpreting changes involving these years.


https://reutersinstitute.politics.ox.ac.uk/
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This year's report comes against the backdrop of a
global cost-of-living crisis, a continuing war in the

heart of Europe, and further climate instability across
the world. In this context, a strong supply of accurate,

well-funded, independent journalism remains
critical, but in many of the countries covered in our
survey, we find these conditions challenged by low
levels of trust, declining engagement, and an
uncertain business environment.

Our report aims to bring new insights on these issues at what isa

particularly difficult time for the industry as well as for many ordinary

people. We look in more detail what is behind low engagement and
selective news avoidance - and we explore public appetites for
approaches that might combat this. More specifically, we look at the

sources people use to inform themselves about their personal finances

and the extent to which different groups find this type of information
easy or difficult to understand.

In the light of the squeeze on household spending, we find that many
people have been rethinking how much they can afford to spend on
news media. We have conducted detailed qualitative research in
the UK, US, and Germany with consumers who have cancelled,
maintained, and started subscriptions in the last year to understand
the underlying motivations for signing up - as well as key barriers. In

our country and market pages, which combine industry developments

with local data, we see how different media companies are managing
the economic downturn with many accelerating their path to digital
by shifting resources further away from broadcast or print.

Perhaps the most striking findings in this year's report relate to the
changing nature of social media, partly characterised by declining
engagement with traditional networks such as Facebook and the rise
of TikTok and a range of other video-led networks. Yet despite this
growing fragmentation of channels, and despite evidence that public
disquiet about misinformation and algorithms is at near record highs,
our dependence on these intermediaries continues to grow. Our data
show, more clearly than ever, how this shift is strongly influenced by
habits of the youngest generations, who have grown up with social
media and nowadays often pay more attention to influencers or
celebrities than they do to journalists, even when it comes to news.

In our extra analysis chapters this year, we've identified the most
popular news podcasts in around a dozen countries along with
the platforms that are most used to access this content. We also
explore increasing levels of criticism of the news media, often

driven by politicians and facilitated by social media. \We also devote

a section to the particular case of public service media that have

been at the forefront of this criticism and face particular challenges

in delivering their universal mission in a fractious and fragmented
media environment.

This twelfth edition of our Digital News Report, which is based on

data from six continents and 46 markets, reminds us of the

different conditions in which journalism operates in many parts

of the world, but also about the common challenges faced by
publishers around weak audience engagement and low trust in
an age of abundant digital and social media. The overall story is

captured in this Executive Summary, followed by Section 2 with

chapters containing additional analysis, and then individual
country and market pages in Section 3.

A SUMMARY OF SOME OF THE MOST IMPORTANT
FINDINGS FROM OUR 2023 RESEARCH.

Our data show how the various shocks of the last few years,
including the Ukraine war and the Coronavirus pandemic,
have accelerated structural shifts towards more digital,
mobile, and platform-dominated media environments, with
further implications for the business models and formats of
journalism.

Across markets, only around a fifth of respondents (22%) now
say they prefer to start their news journeys with a website or
app - that's down 10 percentage points since 2018. Publishers
in a few smaller Northern European markets have managed to
buck this trend, but younger groups everywhere are showing a
weaker connection with news brands’ own websites and apps
than previous cohorts - preferring to access news via side-door
routes such as social media, search, or mobile aggregators.

Facebook remains one of the most-used social networks
overall, but its influence on journalism is declining as it shifts
its focus away from news. It also faces new challenges from
established networks such as YouTube and vibrant youth-
focused networks such as TikTok. The Chinese-owned social
network reaches 44% of 18-24s across markets and 20% for
news. It is growing fastest in parts of Asia-Pacific, Africa, and
Latin America.

When it comes to news, audiences say they pay more attention
to celebrities, influencers, and social media personalities than
journalists in networks like TikTok, Instagram, and Snapchat.
This contrasts sharply with Facebook and Twitter, where news
media and journalists are still central to the conversation.

Much of the public is sceptical of the algorithms used to select
what they see via search engines, social media, and other
platforms. Less than a third (30%) say that having stories
selected for me on the basis of previous consumption is a good
way to get news, 6 percentage points lower than when we last
asked the question in 2016. Despite this, on average, users still
slightly prefer news selected this way to that chosen by editors
or journalists (27%), suggesting that worries about algorithms
are part of a wider concern about news and how it is selected.

Despite hopes that the internet could widen democratic
debate, we find fewer people are now participating in online
news than in the recent past. Aggregated across markets, only
around a fifth (229%) are now active participators, with around
half (47%) not participating in news at all. In the UK and United
States, the proportion of active participators has fallen by
more than 10 percentage points since 2016. Across countries
we find that this group tends to be male, better educated, and
more partisan in their political views.

Trust in the news has fallen, across markets, by a further

2 percentage points in the last year, reversing in many
countries the gains made at the height of the Coronavirus
pandemic. On average, four in ten of our total sample (40%)
say they trust most news most of the time. Finland remains
the country with the highest levels of overall trust (69%),
while Greece (19%) has the lowest after a year characterised
by heated arguments about press freedom and the
independence of the media.

Public media brands are amongst those with the highest levels
of trust in many Northern European countries, but reach has



been declining with younger audiences. This is important
because we find that those that use these services most
frequently are more likely to see them as important personally
and for society. These findings suggest that maintaining the
breadth of public service reach remains critical for future
legitimacy and especially with younger groups.

« Consumption of traditional media, such as TV and print,
continues to fall in most markets, with online and social
consumption not making up the gap. Our data show that
online consumers are accessing news less frequently than in
the past and are also becoming less interested. Despite the
political and economic threats facing many people, fewer than
half (48%) of our aggregate sample now say they are very or
extremely interested in news, down from 63% in 2017.

- Meanwhile, the proportion of news consumers who say they
avoid news, often or sometimes, remains close to all-time highs
at 36% across markets. We find that this group splits between
(a) those who are trying to periodically avoid all sources of news
and (b) those that are trying to specifically restrict their news
usage at particular times or for certain topics. News avoiders are
more likely to say they are interested in positive or solutions-
based journalism and less interested in the big stories of the day.

«  With household budgets under pressure and a significant
part of the public satisfied with the news they can access for
free, there are signs that the growth in online news payment
may be levelling off. Across a basket of 20 richer countries,
17% paid for any online news - the same figure as last year.
Norway (39%) has the highest proportion of those paying,
with Japan (9%) and the United Kingdom (9%) amongst the
lowest. Amongst those cancelling their subscription in the last
year, the cost of living or the high price was cited most often
as areason. In the United States, Germany, and the United
Kingdom, about half of non-subscribers say that nothing could
persuade them to pay for online news, with lack of interest or
perceived value remaining fundamental obstacles.

- Asin previous years, we find that a large proportion of digital
subscriptions go to just a few upmarket national brands -
reinforcing the winner takes most dynamics that are often
associated with digital media. But in a number of countries,
including the United States, we are now seeing the majority
of those paying taking out more than one subscription. This
reflects the increased supply of discounted offers as well as the
introduction of all-access bundles in some markets.

« Across countries the majority of online users say they still
prefer to read the news rather than watch or listen to it. Text
provides more speed and control in accessing information,
butin a few countries, such as the Philippines and Thailand,
respondents now say they prefer video to text. Video news
consumption has been growing steadily across markets, with
most video content now accessed via third-party platforms
such as YouTube and Facebook.

« News podcasting continues to resonate with educated and
younger audiences but remains a minority activity overall.
Around a third (34%) access a podcast monthly, with 12%
accessing a show relating to news and current affairs. Our
research finds that deep dive podcasts, inspired by The Daily
from the New York Times, along with extended chat shows,
such as The Joe Rogan Experience, are the most widely
consumed across markets. We also identify the growing
popularity of video-led or hybrid news podcasts.
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CHANGING PLATFORMS AND THE IMPLICATIONS
FOR PUBLISHERS

A running sore for news publishers over the last decade or more
has been the increasing influence of tech platforms and other
intermediaries on the way news is accessed and monetised.
Although search and social media play different roles, news access
has for some time been dominated by two giant companies: Google
and Facebook (now Meta), who at their height accounted for just
under half of online traffic to news sites.? Although the so-called
‘duopoly’ remains hugely consequential, our report this year shows
how this platform position is becoming a little less concentrated

in many markets, with more providers competing. The growing
popularity of digital audio and video is bringing new platforms

into play while some consumers have adopted less toxic and more
private messaging networks for communication. In some sense
these changes represent a ‘new normal’ where publishers need to
navigate an even more complex platform environment in which
attention is fragmented, where trust is low, and where participation
is even less open and representative.

Gateways to content over time

We continue to monitor the main access points to online news
and examine the impact on consumption with different groups.
Every year, we see direct access to apps and websites becoming
less important and social media becoming more important due to
their ubiquity and convenience. At an aggregate level, we reached
a tipping pointin the last few years, with social media preference
(30%) now stretching its lead over direct access (22%).

PROPORTION THAT SAY EACH IS THEIR MAIN WAY OF GETTING
NEWS ONLINE (2018-2023) - ALL MARKETS

== Direct access to news websites/apps == Social media access
50%

=
259
3% 23% 22%

Other gateways
(and change from 2018):

Search 25% (+1)

Mobile alerts 9% (+3)

Aggregators 8% (+2)

Email 5% (-1)

0%
2018 2019 2020 2021 2022 2023

Q1oa_new2017_rc. Which of these was the main way in which you came across news in the last
week? Base: All who used a news gateway in the last week in each market-year = 2000. Note: Number
of markets grew from 36 in 2018 to 46 from 2021 onwards. Markets listed in online methodology.

But these are averages, and there remain substantial differences
across countries. News brands in some Northern European
markets still have strong direct connections with consumers
when it comes to online news, even though platforms are still
almost universally used in these markets for a range of other
purposes. By contrast, in parts of Asia, Latin America, and Africa,
social media is by far the most important gateway, leaving news
brands much more dependent on third-party traffic. In other
Asia-Pacific markets - such as Japan and Korea - home-grown
portals such as Naver and Yahoo! are the primary access points to
content, while in India and Indonesia, mobile news aggregators
play an important gateway role.

3 According to the online measurement site Parse.ly, which tracked aggregate data on referral traffic based on publishers in their network.
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PROPORTION THAT SAY EACH IS THEIR MAIN WAY OF
GETTING NEWS ONLINE - SELECTED MARKETS

B social

. Direct

. Search + aggregators

Finland

Mostly
direct Norway

Denmark

Sweden

Thailand

Mostly
social Philippines

Chile

Peru

South Korea

Deeply
aggregated Japan

i
lg Taiwan
India

0% 25% 50% 75% 100%

Q1oa_new2017_rc. Which of these was the main way in which you came across news in the
last week? Base: All who used a news gateway in the last week in each market = 2000.

Leaving aside market differences, we also find substantial differences
by age group. In almost every case, we find that younger users are

less likely to go directly to a news site or app and more likely to use
social media or other intermediaries. In analysing this further we find
that the annual changes we see in direct vs. social seem to be driven
less by older individuals changing their behaviours and more by
emerging behaviours of younger groups. The following chart for the
UK shows that over-35s (orange line) have hardly changed their access
preferences over time, but that the 18-24 group (blue line) has become
significantly less likely to use a news website or app. This represents

an influx into our survey of more ‘social natives’ who grew up in the age
of social and messaging apps, and seem to be displaying very different
behaviours as aresult.

PROPORTION THAT ACCESSED ONLINE NEWS BY GOING
DIRECT TO A NEWS WEBSITE OR APP IN THE LAST WEEK
(BY AGE) - UK

100% | *= 18-24 == 35+

75%
53% —
2% 2% 7
s0% | 22 7° 5% X,
#/ Gap opening \.
—i upbetween |
3\ 18-24sand )/
25% 24% "\ "-.,the rest‘"

0%
° 2015 2016 2017 2018 2019 2020 2021 2022 2023

Q0. Thinking about how you got news online (via computer, mobile or any device) in the last
week, which were the ways in which you came across news stories? Base: 18-24s/35+ in each
year = 200/1400.

This reduced dependence on direct access is mirrored by
increased use of social media for news. In the UK 41% of 18-24s
say social media is now their main source of news (43% across
markets), up from 18% in 2015. These changes are not confined
to these so-called ‘social natives’, with some young millennials
showing increased dependence on platforms and social media.
The problems publishers face in engaging young audiences is
only going to get harder over time.

Social network fragmentation

Dependence on social media may be growing, but it is not necessarily
the same old networks. Turning to the 12 countries we have been
tracking since 2014 we find that in aggregate, Facebook usage for
any purpose (57%) is down 8pp since 2017. Instagram (+2pp), TikTok
(+3pp), and Telegram (+5pp) are the only networks to have grown in
the last year, with much of this coming from younger groups.

Despite Elon Musk's idiosyncratic stewardship of Twitter, the
network’s overall weekly reach remained stable at 22% when

our survey was in the field, even if engagement levels may have
dipped. There has been no mass exodus to Mastodon, which does
not even register in most markets and is used by just 2% in the
United States and Germany.

But there have been much more dramatic shifts in the networks used
by younger audiences in the last few years. In the following chart, we
illustrate how interest in Facebook has waned much faster for under-
25s, with attention shifting first to Instagram and Snapchat and

now to TikTok. The controversial Chinese-owned app has overtaken
Twitter and Snapchat with this group and now has a similar reach to
Facebook itself. Other networks such as Discord (15%) and Twitch
(12%) are also more widely used by this demographic.

PROPORTION OF 18-24s THAT USE EACH SOCIAL NETWORK
FOR ANY PURPOSE IN THE LAST WEEK (2014-2023) -
AVERAGE OF SELECTED COUNTRIES

18-24 cliff edge started in 2018, which is
when Instagram and TikTok started to grow

75%| 729,

60%
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25%
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14%

5%

0%
2014 2015 2016 2017 2018 2019 2020 2021 2022 2023

=== Facebook === Twitter == |nstagram === \WhatsApp == TikTok
Snapchat Telegram

Q12A. Which, if any, of the following have you used for any purpose in the last week? Base:
18-24s in each country-year in UK, USA, Germany, France, Spain, Italy, Ireland, Denmark, Finland,
Japan, Australia, Brazil, and Ireland = 200. Note: No data from Australia or Ireland in 2014.

This chart illustrates how attention has shifted, from a few big
networks that drove substantial traffic to news websites to

a much wider range of apps that require more investment in
bespoke content and offer fewer opportunities to post links.



Turning to news usage specifically across all ages, Facebook remains
the most important network (aggregated across 12 countries) at
28%, but is now 14 points lower than its 2016 peak (42%). Facebook
has been distancing itself from news for some time, reducing the
percentage of news stories people see in their feed (3% according
to company's latest figures from March 2023),4 but in the last year
it has also been scaling back on direct payments to publishers and
other schemes that supported journalism. The growth of YouTube
as a news source is often less noticed, but together with the rise of
TikTok demonstrates the shift towards video-led networks.

PROPORTION THAT USED EACH SOCIAL NETWORK FOR
NEWS IN THE LAST WEEK (2014-2023) - AVERAGE OF
SELECTED COUNTRIES

50%
42%

36%

28% ﬁ
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25%
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== Facebook Facebook Messenger == Twitter e= |nstagram
Snapchat === WhatsApp === YouTube e== TikTok

Q12B. Which, if any, of the following have you used for news in the last week? Base: Total sample in
each country-year in UK, USA, Germany, France, Spain, Italy, Ireland, Denmark, Finland, Japan, Australia,
Brazil, and Ireland = 2000. Note: No data from Australia or Ireland in 2014.

Although the averages for TikTok are relatively low, usage is

much higher with younger groups and in some Asia-Pacific, Latin
American, and African countries. It has played a role in spreading
both information and misinformation in recent elections in Kenya®
and Brazil® and has grown strongly in parts of Eastern Europe,
where the Ukrainian conflict increased its profile.

PROPORTION THAT USED TIKTOK FOR NEWS IN THE LAST WEEK

Darker colours represent higher levels of audience usage of TikTok for news.
Grey indicates markets not covered, or TikTok not operating.
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Highest adoption for news/any purpose Lowest adoption
Peru 30%/ 48% Malaysia 24% [ 42% Denmark 2% /1%
Thailand 30% /51% South Africa 22% / 50% Japan 3%/ 9%
Kenya 29% [ 54% Philippines 21%/42% Germany  3%/12%

Q12B. Which, if any, of the following have you used for news in the last week? Base: Total sample
ineach market = 2000. Note: TikTok has been banned in India and does not operate in Hong Kong.

N o ou s

https:/www.codastory.com/disinformation/eletion-disinformation-brazil-tiktok/
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The role of news and journalists in different networks

This year we have returned to questions we asked first in 2021 to
understand more about where audiences pay attention when using
different networks? We find that, while mainstream journalists
often lead conversations around news in Twitter and Facebook,
they struggle to get attention in newer networks like Instagram,
Snapchat, and TikTok, where personalities, influencers, and
ordinary people are often more prominent, even when it comes

to conversations around news.

PROPORTION THAT PAY ATTENTION TO EACH SOURCE FOR
NEWS (BY SOCIAL NETWORK) - ALL MARKETS
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L1 Mainstream news

Mainstream news
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Facebook

Ordinary people

Mainstream news

YouTube Personalities
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Instagram 52 Personalities
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Snapchat 55 Personalities
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TikTok
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55 Personalities

Ordinary people
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. Mainstream news outlets/mainstream journalists
B smaller or alternative news sources

B Politicians/political activists

B Personalities (incl. celebrities and influencers)

[ Ordinary people

Q12_Social_sources. You said that you use <social network> for news ... When it comes to news on
<social network>, which of these sources do you generally pay most attention to? Please select all
that apply. Base: Randomly selected news users of Facebook = 24,711, Twitter = 6046, YouTube = 16,543,
Instagram = 8023, Snapchat = 932, TikTok = 4322.

https:/about.fb.com/news/2023/03/news-industry-reaps-considerable-economic-benefit-from-facebook/
https:/www.aljazeera.com/news/2022/6/10/tiktok-videos-stoke-tensions-ahead-of-kenya-vote-says-report

In 2021 we only gave respondents one option but in 2023 we allowed multiple options to be selected so the data are not directly comparable.
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Publishers have been unsure whether and how to adapt their
storytelling to these new platforms. As a recent Reuters Institute
report on the subject showed (Newman 2022),about half of top
publishers are now creating content for TikTok, even as others are
holding back over concerns about Chinese government influence -
as well as the lack of monetisation. But fears about the unchecked
spread of misinformation on the platform, and the potential for
connecting with hard-to-reach younger audiences, have convinced
some news organisations to stake a presence despite the risks.

PROPORTION THAT PAY ATTENTION TO EACH NEWS TOPIC
(BY SOCIAL NETWORK) - ALL MARKETS

o

Twitter

59

£

Facebook

YouTube

©)

Instagram

3
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[ Social justice
B Fun news (news that makes me laugh)

B National politics

I War in Ukraine

W Health

. Business & economics
[ Climate

Q12_Social_subjects. You said that you use <social network> for news ... When it comes to news on
<social network>, what types of content do you mostly pay attention to? Please select all that apply.
Base: Randomly selected news users of Facebook = 24,711, Twitter = 6046, YouTube = 16,543, Instagram =
8023, Snapchat =932, TikTok = 4322.

We've also explored for the first time the news topics that resonate
in different networks. Again, we find big differences here in terms
of audience expectations and interests (see chart left). Twitter
users are more likely to pay attention to hard news subjects

such as politics and business news than users of other networks,
whereas TikTok, Instagram, and Facebook users are slightly
more likely to consume fun posts (or satire) that relate to news.
Itis also striking to note the ambivalence, and possibly fatigue,
over the war in Ukraine across all networks. Despite the topic's
importance, we find lower levels of attention when compared
with fun news, national politics, or even news about business
and economics. It is not clear if this relates to falling interest in
general, algorithmic biases, or a mix of the two.

Digging further into the data, we find interesting country and
regional differences. TikTok is used much more for political news
in Peru, where it has been used by students to organise political
protests, as well as in Kenya and Brazil, than it is in the United
States, Canada, or Singapore.

PROPORTION THAT PAY ATTENTION TO EACH NEWS TOPIC
ON TIKTOK - SELECTED COUNTRIES

' ' More
Peru politics
O
4
Brazil
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USA &
Canada
& Less
politics
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Q12_Social_subjects_TikTok. You said that you use TikTok for news ... When it comes to news on
TikTok, what types of content do you mostly pay attention to? Please select all that apply. Base:
Randomly selected TikTok news users in Peru = 274, Brazil = 117, Kenya = 205, USA & Canada = 112, Singapore
=105. Note: Differences of less than +/-10pp should be treated with caution due to small base sizes.



Growing scepticism towards algorithms when it comes to news

TikTok's powerful personalised content feed has refocused
attention on the way algorithms can affect our media diets -
especially those that deliver ‘more of what you have consumed
in the past’ We last looked at public perceptions of such
technologies in 2016 when Facebook's then novel approach to
surfacing popular news stories was at its peak.

Since then, we find that people in many countries are less happy
about the selection of content both from algorithms and from
journalists. These changes are not significant in all markets,

but there has been a bigger fall in satisfaction in content-based
algorithms amongst younger users (who rely the most on them).

PROPORTION THAT AGREE THAT HAVING STORIES
AUTOMATICALLY SELECTED FOR THEM BASED ON ‘WHAT |
HAVE CONSUMED IN THE PAST' IS A GOOD WAY TO GET NEWS
-UKAND USA

75% Al
> UK

19pp
decline

30

£ ysa

50%
13pp
decline

25%

0%

Under-35s 35+

Under-35s 35+

M 2016 M 2023

QioD_2016a_2. To what extent do you agree with the following statement? Having stories
automatically selected for me on the basis of what | have consumed in the past is a good
way to get news. Base: U35s/35+ in each year in UK = 449/1658, USA = 603/1478.

Across ages, the proportion who agree that algorithmically
selected news is a good way to get news has shrunk compared
to 2016, while the proportion who disagree has stayed roughly
the same - meaning that more people now select the neutral
middle option. This suggests that for some people a generally
positive view of algorithmic news selection has shifted towards
ambivalence over time.

The reasons for this change are not entirely clear. We know from
last year's qualitative research that many young people feel
overwhelmed by the negative nature of news in their social media
feeds. We also know that the imposition of algorithmic instead
of pure reverse chronology feeds has caused disquiet amongst

a section of the most-heavy social media users in Facebook

and more recently in Twitter. In interviews, respondents also
frequently express fears that social media may be pushing them
down rabbit holes, though this could be related to increased
commentary about these issues as much as actual experience.
Either way, in this year’s data we find continued high levels of
concern that ‘overly personalised’ news could lead to missing out
on important information or being exposed to fewer challenging
viewpoints (similar to 2016).
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PROPORTION THAT WORRY ABOUT MISSING OUT DUE TO
PERSONALISATION - AVERAGE OF SELECTED MARKETS

&)

(=
48%
worry about missing
outonimportant
information

46%
worry about missing

out on challenging
viewpoints

17% don't worry « 35% neutral 17% don't worry « 37% neutral

Qi10oD_2016b_1/2. To what extent do you agree with the following statement? | worry that
more personalised news may mean that | miss out on important information/challenging
viewpoints. Base: Total samples in USA, UK, Germany, France, Italy, Spain, Portugal, Ireland,
Norway, Sweden, Finland, Denmark, Belgium, Netherlands, Switzerland, Austria, Hungary,
Czech Republic, Poland, Greece, Turkey, Japan, South Korea, Australia, Canada, Brazil = 53,039.

Given lower satisfaction with some algorithmic selection, it is not
surprising to find that around 65% of younger users (under-35s)
and 55% of older ones (35+) have tried to influence story selection
by following or unfollowing, muting or blocking, or changing
other settings.

For most people - across ages and countries - the key objective
is not to make the feed more fun or more interesting but rather
to make it more reliable, less toxic, and with greater diversity
of views (see chart below). Yet, despite these clearly stated
preferences, social media companies competing for attention
and advertising continue to optimise for engagement, with

less attention to increasing quality, reliability, or diversity.

PROPORTION THAT SAY THEY ARE TRYING TO ACHIEVE
EACH WHEN CHANGING WHAT NEWS AND INFORMATION
THEY SEE ON ONLINE PLATFORMS - SELECTED COUNTRIES
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Q2_Algorithms_2023. You said that you try to change what news and information you see on
online platforms. What are you trying to achieve? Please select all that apply. Base: All those that
tried to change what news they see via algorithms in UK = 910, USA = 1205, Germany = 996.
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None of this means that audiences prefer news selected by
journalists and editors, perhaps because many see these
traditional sources as also laden with agendas and biases.
Indeed, for all the criticism of algorithms, it is notable that
content based on previous reading/watching history is still
preferred, on average, when compared with selection by
journalists across all ages and segments.

Overall, these data highlight general audience dissatisfaction
with how content is selected for them - and perhaps an
opportunity for publishers to create something better. Many
news organisations are now exploring how to mix their editorial
judgement and values with algorithms in a way that delivers
more relevant, reliable, and valuable content for consumers.

For further analysis see Section 2.1: Attitudes to Algorithms
and their Impact on News

Participation in open networks is declining and becoming
less representative

This year we have also explored changes in participation over time
in the light of the ongoing reduction in the prominence of news on
Facebook and suggestions that engagement may also be reducing
in Twitter. Participation was hailed as one of the defining features
of Web 2.0 (the social web), breaking with ‘we-publish-you-read’
approaches to journalism - part of protest movements such as the
Arab Spring, #MeToo, and #BlackLivesMatter, amongst others.

We find that many measures of open participation, such as
sharing and commenting, have declined across countries, with a
minority of active users making most of the noise. Looking back,
we can detect a period of peak sharing in some markets between
2016 and 2019, primarily driven by Facebook and by divisive
events such as the election of Donald Trump in the United
States, the Brexit referendum in the United Kingdom, and the
vote on Catalan independence in Spain. But since then, online
participation has shifted to some extent into closed networks
such as WhatsApp, Signal, Telegram, and Discord, where people
can have private or semi-private conversations with trusted
friends in a less toxic atmosphere.

PROPORTION THAT SHARE A NEWS STORY ON SOCIAL MEDIA
IN AN AVERAGE WEEK (2015-2023) - SELECTED COUNTRIES
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Qu3. During an average week in which, if any, of the following ways do you share or participate
in news coverage? Please select all that apply. Base: Total sample in each country-year = 2000.

A further aspect of participation uncovered by our analysis is that
arelatively small group of engaged users has a disproportionate
influence over political and cultural debates - and that this group
has become smaller and more concentrated over time. We have
segmented our entire sample into those who actively participate
in news by posting and commenting, those who mostly reactively
participate by liking and sharing, and those who don't participate
atall, a group that we call passive consumers.

Across markets, only around a fifth (22%) are now active participators,
with around half (47%) not participating in news at all. The proportion
of active participators has fallen by about 10 percentage pointsin
countries like the UK and United States since 2016. In the UK only
around one in ten now actively participates in online news, but their
activities often seem to heavily influence the mainstream media
agenda and shape wider debates. Across countries we find that this
group tends to be male, better educated, and more partisan in their
political views in almost every country - the same, unrepresentative
demographic profile many news media cater to.

PROFILE OF ACTIVE PARTICIPATORS - ALL MARKETS
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Countries with more
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Q3. During an average week in which, if any, of the following ways do you share or participate in
news coverage? Please select all that apply. Q1F. Some people talk about ‘left; right| and ‘centre’ to
describe parties and politicians. With this in mind, where would you place yourself on the following
scale? Education. What is your highest level of education? Base: Men/Women = 45,938/47,957; \Very
left-wing/Fairly left-wing/Centre/Fairly right-wing/Very right-wing = 4447/10,497/46,542/8974/3499; Low/
Medium/High education = 12,522/34,950/34,182. Note: Active participators are those that comment ona
news story in a social network or comment on a news story on a news website.

The group that participates in news has always been different
from the general population, but these data suggest that
online participation may have become more influenced by
unrepresentative politically committed groups over the last
few years as mainstream users disconnect or move some of
their discussions to more private spaces. Publishers need to be
aware of these changes and find ways to broaden and deepen
engagement with the more passive or reactive majority.

For further analysis see Section 2.2: Unpacking News Participation
and Online Engagement over Time



Misinformation and disinformation

The platform changes we have described, including the switch
of attention to new networks, do not seem to be lessening
public fears about misinformation and disinformation. Across
markets, well over half (56%) say they worry about identifying
the difference between what is real and fake on the internet
when it comes to news - up 2 percentage points on last year.
Those who say they mainly use social media as a source of news
are much more worried (64%) than people who don't use it at all
(50%) while many countries with the highest levels of concern
also tend to have high levels of social media news use. This is
not to say that social media use causes misinformation, but
documented problems on these platforms and greater exposure
to a wider range of sources does seem to have an impact on how
confident people feel about the information they come across.

PROPORTION CONCERNED ABOUT WHAT IS REAL AND WHAT
IS FAKE ON THE INTERNET WHEN IT COMES TO NEWS -
SELECTED REGIONS
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Q_FAKE_NEWS_1. Please indicate your level of agreement with the following statement.
Thinking about online news, | am concerned about what is real and what is fake on the
internet. Base: Total sample in Africa = 6063, North America = 4231, Latin America = 12,149,
Asia-Pacific = 22,477, Europe = 48,975.

When looking at the types of misinformation that people claim to
see, we find that dubious health claims around COVID-19, including
from anti-vaccination groups, are still widespread, along with false

or misleading information about politics. In Slovakia, one of the
countries bordering Ukraine, almost half of our sample said they had
seen misinformation about the Ukraine conflict in the previous week,
around twice the proportion that said this in the UK, United States,
or Japan.

PROPORTION THAT SAY THEY SAW FALSE OR MISLEADING
INFORMATION ABOUT EACH IN THE LAST WEEK -
SELECTED COUNTRIES

M usa
Politics I uk .
M slovakia
. Japan
COVID-19
Climate change
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Q_FAKE_NEWS_2021a. Have you seen false or misleading information about any of the following
topics, in the last week? Please select all that apply. Base: Total sample in each country = 2000.
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Levels of perceived misinformation around climate change

are around three times higher in the United States (35%) than
they are in Japan (12%). Some prominent politicians, opinion
writers in the media, and groups aligned with fossil fuel interests
continue to disregard the scientific consensus and belittle green
policies. Environmental groups say climate change denialism
has been making a ‘stark comeback’ on social media, with
misleading advertisements on Facebook and other networks and
viral hashtags such as #climatescam on Twitter, which critics say
has been failing to properly moderate harmful content since the
takeover by Elon Musk.?

Platform shifts summarised

Taken together, what are we to make of these changes in the
platform environment? Our reliance on social media continues to
grow, but a growing variety of different platforms now competes

to serve different purposes in our lives, with news often becoming
less central to how they work. At the same time, we seem to be less
happy about the way news content is surfaced (algorithms), the
accuracy of the content (misinformation), and the quality of debate
(participation). Newer platforms like Instagram and TikTok, with
more visual content, are optimised better for younger users, but
they often require more bespoke investment from publishers with
little return in terms of traffic or revenue. With further innovation
on the way, fuelled by artificial intelligence (Al) and automation,
publishers will need to be more focused than ever on defining
how these intermediaries can help drive new users and deeper
connections whilst contributing to their core businesses.

BUSINESS PRESSURES GROW AMID DOWNTURN,
SUBSCRIPTIONS STALL

Our country pages this year (Section 3) are full of stories of
industry cost-cutting, journalistic layoffs and the slimming
down (or closure) of print editions due to a combination of rising
costs and lower than expected advertising revenues. These
pressures - along with the decline in traffic from social networks
such as Facebook and Twitter - have also affected digital born
brands, with the closure of BuzzFeed News and Vice Media
filing for bankruptcy. These companies had pioneered a model
of ad-supported, socially optimised news that had at one stage
threatened to upend the industry.

Against this background, it is not surprising that many traditional
publishers have been trying to refocus on recurring reader
revenue models such as subscription and membership. These
approaches have been a rare industry bright spot over the last
few years, with upmarket newspaper brands such as the New York
Times now attracting more than 6 million digital-only subscribers
to its news products alone.?

The Digital News Report has been tracking the proportion paying for
online news for almost a decade in the richer, newspaper-centric
countries that have been leading this trend. We do not report
subscription numbers in African countries, India, or a few other
markets where we feel the sample is not sufficiently representative.
As in previous years, we have focused our reporting on a basket of
20 countries where publishers have been most active and where
the concept of paying for online news is well understood.

8 https;/www.theverge.com/2023/1/19/23562269/climate-change-denial-social-media-meta-facebook-instagram-twitter
9 6.3m news subscribers in 4th quarter of 2022. https://www.statista.com/statistics/315041/new-york-times-company-digital-subscribers/
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PROPORTION THAT PAID FOR ONLINE NEWS IN THE LAST YEAR
-SELECTED COUNTRIES
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Qza. Have you paid for online news content, or accessed a paid-for online news service in the last
year? (This could be a digital subscription, combined digital/print subscription, a donation, or
one-off payment for an article or app or e-edition). Base: Total sample in each country = 2000.

In these markets, the average proportion making any online news
payment has remained at 17% for the second year in a row - raising
questions about whether we may have, for now, reached the

peak of the subscription trend, at least for current subscription
offers. There are statistically significant falls in Belgium (-4) and
Canada (-4) and arise in Australia (+4) but otherwise there is little
movement in headline rates compared with last year, and our
over-time chart (below) seems to confirm a levelling off process
underway. The countries with the biggest proportion paying for
news, with the exception of the United States, tend to be smaller
markets with a high concentration of publishers, most of which
introduced paywalls around the same time.

PROPORTION THAT PAID FOR ONLINE NEWS IN THE LAST
YEAR (2016-2023) - SELECTED COUNTRIES
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Qza. Have you paid for online news content, or accessed a paid-for online news service in the last
year? (This could be a digital subscription, combined digital/print subscription, a donation, or one-off
payment for an article or app or e-edition). Base: Total sample in each country-year = 2000. Please note
the question may under-represent newspaper purchase inany high-subscription countries, as many of those
who pay quarterly/annually probably would have answered no. Year-on-year comparisons should bevalid.

As in previous years, a winner takes most dynamic persists in many
markets. In Finland half of all ongoing online news subscribers
(53%) pay for Helsingin Sanomat, the country's paper of record. In
the United States, the New York Times (36% of ongoing subscribers)
has stretched its lead over the Washington Post and the Wall Street
Journaland is building a significant subscription base in other
English-speaking markets such as Canada and Ireland. Elsewhere
we find subscriptions are primarily national and tend to be widely
spread across a range of publications.

PROFILE OF ONGOING DIGITAL NEWS SUBSCRIBERS -
SELECTED MARKETS

Country % Median % subscribe | % subscribe
Topnationalies pasing| numbercl | toregoral/ | toferen
Norway VG, Aftenposten, Dagbladet 39 1 50 4
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USA New York Times, Washington Post | 21 2 19 22
mgll:&tiipfiluesbingin Sanomat, 2 1 40 3
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Switzerland Tages-Anzeiger, NZZ 17 1 43 15
voe“t(gl:rr;z?ds De Telegraaf, AD, 17 1 53 3
B:%ﬁi; ;‘12 rll-let Laatste Nieuws, Le Soir, 15 1 20 4
}\rlgb\?cglr Il(rﬁﬁq Te'lsmes, Irish Independent, 15 1 6 48
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Correio da Manhd, Observador

France Le Monde, Le Figaro, Mediapart. 11 ZI 19 5

Japan Nikkei, Asahi Shimbun Digital n/a n/a
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UK Telegraph, Times of London,
Guardian

Q7_SUBS_name_2022. You said you have paid a subscription/membership to a digital news
service in the last year ... Which of the following did you subscribe to? Please select all that
apply. Base: Ongoing online news subscribers ranging from Norway = 589 to UK =153.

In most countries, the majority of subscribers only pay for one
publication, but in the United States around half (56%) pay for two or
more - often a national and local paper combination. Other second
subscriptions include political and cultural magazines such as the
Atlantic and the New Yorker, partisan digital outlets such as the Epoch
Times and passion-based titles such as the Athletic. We also see
growing levels of payment for platform-based news subscription
products such as Apple News+ (18% of US subscribers). We have
started to see more second subscriptions in other markets including
Australia, Spain, and France, perhaps due to the greater availability
of low-price trial offers.

In the United States 8% of subscribers pay for a newsletter written
by an individual journalist or influencer and 5% pay for a podcaster
or YouTuber. This trend is still largely confined to the US.



The impact of the cost-of-living crisis on news subscriptions

Although headline levels are largely unchanged, we find a large
amount of underlying change, much of it driven by cost pressures.
Around one in five news subscribers (23% on average) say they
have cancelled at least one of their ongoing news publications,
while a similar number say they have negotiated a cheaper price
(23%) At the same time, others have taken up new subscriptions,
often using a cheap trial offer. Given the relatively small number of
respondents these findings are based on, and the very real variation
from publisher to publisher and market to market, the findings
cannot necessarily be generalised, but they clearly show that, while
the headline number of subscribers have stayed the same, there is
often a considerable amount of churn at a title level.

PROPORTION OF ONGOING ONLINE NEWS SUBSCRIBERS
THAT HAVE DONE EACH IN THE LAST YEAR - SELECTED
COUNTRIES
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Q2_Pay_2023_sub. Still thinking about paying for online news ... and thinking specifically about
ongoing online news subscriptions ... which, if any, of the following have you done in the last year?
Please select all that apply. Base: Ongoing online news subscribers in Germany =155, USA = 382, UK = 155.

In qualitative responses, the cost-of-living crisis emerged as the main
stated reason for cancellation.

Iwas spending too much on online subscriptions.
Iwanted to cut some cost; mainly | just couldn't afford
it anymore.

F 24, USA

With the cost-of-living crises, | cannot afford more than
one subscription.

F 33, UK

Across countries, however, the underlying reason for cancelling was
that people simply weren't using the subscription enough to justify
the cost or they didn't have enough time. At a fundamental level,
news media that struggle to get people to pay attention to them will
have an even harder time convincing people to pay.

I had more subscriptions than | had time to read so I cut
the most expensive (NY Times) - | didn't think I needed
as manyas | had.

F 61, USA

As with TV streaming subscriptions, we found widespread juggling
of trials and special offers to reduce outgoings. But for many the
jump from a trial to a full-price subscription was a critical time to
reflect on the value.
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The deal ended, so it became more expensive to me,
so I decided to cut the cost. | also wasn't really using it
as much since I get so much for free on Twitter.

M, 27, USA

My free trial ran out, but | resubscribed when | could
find another free trial.

M, 39, USA

According to our data, around half of subscribers are maintained
subscribers, who are confident about value and are unlikely to
churn. These tend to be older and less price-sensitive customers.
But that leaves a significant proportion of price-sensitive subscribers
who are shopping around for deals and regularly reassessing value.
This suggests that churn is likely to be a major problem this year
and beyond.

Reasons to subscribe to a news publication

Across markets, the most important stated reason to subscribe
is to get access to better quality or more distinctive journalism
(51% on average, 65% in the US) than can be obtained for free.
A second reason, which is particularly prevalent in the United
States, is to help fund good journalism, perhaps because
European consumers feel they have already paid for this though
their taxes or public media licence fees. Identification with the
brand and its politics is a very important reason to subscribe in
the UK and US, but much less important in Germany. Finally,
games and member benefits are important factors for some,
along with a good user experience for the website and app.

PROPORTION THAT SAY EACH ARE THE MOST IMPORTANT
REASONS WHY THEY PAID FOR ONLINE NEWS IN THE LAST
YEAR - SELECTED COUNTRIES

Better quality or

distinctive content Quality content is a big
factorin the US market,
as free sources have
often relied on clickbait
and shallow analysis

Help fund good
journalism

Brand and political
identity are big
factorsin UKand US
subscription markets

Identification with
brand/journalists

Games, puzzles, and
non-news features

0% 25% 50% 75% 100%
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Q1_Pay_2023. You said that you have paid for access to online news in the last year ... What are
the most important reasons for this? Please select all that apply. Base: Ongoing online news
subscribers in Germany = 155, USA = 382, UK = 155.

This year we wanted to explore more about those who do not
currently pay for online news across our 20 markets to see if there
was anything that could persuade them to do so. Encouragingly,
some said they might pay if the content was more distinctive (22%),
if there was an ad-free option (13%) or if the price was cheaper or
provided more flexibility (329%). On the other hand, many more
people (42%) said that nothing would persuade them to pay - as
many as 65% of current non-payers in the UK and 54% in Germany.
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PROPORTION OF NON-SUBSCRIBERS THAT SAY EACH WOULD
MOST ENCOURAGE THEM TO PAY - AVERAGE OF SELECTED
COUNTRIES

Especially older and
less interested
groups
[y

More valuable
content

22%

Cheaper/
Flexible

32%

N\

Ad-free

13%

Nothing

42%

65% UK
. 54% Germany
Especially 49% USA
younger and more
interested groups

Especially
younger and more
interested groups

Q4_Pay_2023. You say you don't currently subscribe or donate to an online newspaper or other
news service. Which of the following, if any, would most encourage you to pay? Please select all
that apply. Base: Those that don't subscribe to online news in USA, UK, Germany, France, Italy, Spain,
Portugal, Ireland, Norway, Sweden, Finland, Denmark, Belgium, Netherlands, Switzerland, Austria,
Poland, Japan, South Korea, Australia, and Canada = 33,460.

Overall, the biggest opportunity to attract new subscribers lies in
reducing the price, for example with special offer trials, or differential
pricing, but this also carries significant risks around long-term
profitability.

More flexibility is another theme that came out strongly in our
qualitative work as well as our survey. Many potential subscribers,
especially younger people, do not want to be ‘tied down’ by one
subscription. Instead, they want to access multiple brands with
little or no friction for a fair price.

I prefer to choose which services | want and not be
limited to a particular brand.

F. 55+, UK, lapsed subscriber

Schibsted in Norway now offers six national and local newspapers,
44 magazines, and exclusive podcasts in its all-access package, which
costs just a bit more than a single publication subscription. Amedia
offers more than one hundred titles including local, premium sports
and podcasts in its +Alt subscription (below). It is early days, but this
bundle has been taken up by 4% of ongoing subscribers in Norway,
according to our latest data, and we see emerging examples in other
Nordic and Benelux markets.

fam] 2

Ehe NewJork Times

All-access The New York Times
subscriptions are is bundling games
proving popular with news

Our detailed research this year across markets highlights how important
news subscriptions are to some, but also how fragile the arrangement is
for others. In countries such as the UK and US, many people subscribe
based on either a long-standing relationship, or the sense that the
outlet speaks to them and speaks for them. This brand identification
is closely linked to the content itself, raising questions about whether
paid models may encourage more partisan editorial approaches.

Beyond this, respondents need to believe they are getting value
for money, especially in the current economic climate. They also
need to be sure that the content is exclusive, curated, and that it

is unavailable for free. But they do not want to pay over the odds.
Larger, more expensive bundles appeal to those already interested
in news, but may be less attractive to many casual news users.

Economic downturn and the role of the media

The current economic crisis, which has brought rampant inflation,
job insecurity, and rising levels of poverty, has affected the vast
majority. Across markets, three-quarters (77%) of people say

they have been affected a great deal or somewhat by the cost-of-
living crisis, with only a fifth (2096) saying they have been largely
unaffected. Our data show that over half (529%) turn to mainstream
media or specialist sources for information about personal finances
and/or the economy, with social media personalities and creators
(12%) playing a relatively minor role. This reinforces previous data
showing that traditional media play a more important role when
times get tough.

PROPORTION THAT SAY THEY PAY ALOT OF ATTENTION TO
EACH FOR NEWS ABOUT PERSONAL FINANCES AND/OR THE
WIDER ECONOMY (BY AGE) - AVERAGE OF SELECTED MARKETS
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Q2_Finance_2023m. Thinking about news or information related to your personal finances
and/or the wider economy ... which of the following sources, if any, do you pay a lot of attention
to? Please select all that apply. Base: Total sample/U35s in all markets except Malaysia, Chile, Mexico,
South Africa, Kenya, Philippines, Colombia, Indonesia, Nigeria, Peru, and Thailand = 71,405/18,398.

1 5°/o not paying
attention to any of these
19% amongst those with low education

But as with other media topics we have explored in the past, we find
that younger groups are much more likely to rely on social media
and influencers compared with over-55s. They are less likely to pay
attention to mainstream media on finance topics. Family and friends
are also seen as a key source of information by young and old.

In some countries, personal finance experts who often run their
own websites or channels are building significant followings.

In the UK, for example, the founder of moneysavingexpert.com,
Martin Lewis, has become a household name - dispensing
practical advice on how to make money go further as well as
lobbying the government for policy changes. But itis important
to note that, as a result of his engaging personality, he has been
commissioned to present mainstream shows on television and
radio as well as his own podcasts and newsletters. The following
pictures highlight some of the other (mainly male) independent
experts who have built a personal following across channels
including social media.



PROPORTION THAT PAY ATTENTION TO INDEPENDENT
FINANCE EXPERTS THAT NAMED EACH - SELECTED COUNTRIES

6% 4%
mention mention mention
Martin Lewis Dave Ramsey Charles Gave
inthe UK inthe US in France

Finance_Open_2023. You say that you pay a lot of attention to experts with an independent public
profile (e.g. their own social channels or TV shows) for news or information related to your personal
finances and the wider economy. Who do you pay attention to? Base: All that say they pay attention to
experts in UK = 510, USA = 425, France = 349. Note: Open-ended question. Respondents could type in up to
three names.

Although people rely greatly on mainstream media for finance and
economic news, a significant proportion say they find it difficult

to understand. This is especially true for people who need the
information most. Overall, around a third (30%) found it difficult,
with those most affected by the cost-of-living crisis, women, and
those with lower income and education levels finding the news
more difficult both to understand and to apply in their daily lives.
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PROFILE OF THOSE THAT FIND NEWS ABOUT FINANCE
AND THE ECONOMY DIFFICULT TO UNDERSTAND -
ALL MARKETS

Gender
30% 2\, &
find news about OmP (&)
finance difficult 24% 35%
to understand Net: Difficult Net: Difficult

Education Income
Harder to understand for those
50% with lower levels of education 50%
25% 25%
0% 0%

Low Medium High  Degree Low Medium High

Q3_Finance_2023_1. How easy or difficult do you find it to understand news about finance and
the economy? Education. What is your highest level of education? Income. What is your gross
household income? Base: Total sample = 67,344, Men/Women = 32,711/34,633, Low/Medium/High
education =12,671/29,722/24,951, Low/Medium/High household income = 15,343/26,649/16,470 in all
markets except Malaysia, Brazil, Argentina, Chile, Mexico, South Africa, Kenya, Philippines, Colombia,
Indonesia, Nigeria, Peru, and Thailand.

INTEREST IN NEWS CONTINUES TO DECLINE,
FUELLING DISENGAGEMENT AND SELECTIVE
NEWS AVOIDANCE

Unlike the COVID-19 pandemic, neither the cost-of-living crisis nor
the ongoing Ukraine war has led to a sustained upsurge of news
consumption. Across a large group of countries, our survey data show
adecline in weekly consumption across different news sources over
the last year and lower interest in the news overall (see chart below).

Self-declared interest in news is lower amongst women and
younger people, with the falls often greatest in countries
characterised by high levels of political polarisation. Some
markets, with stable, well-funded media and high trustin
institutions, such as Finland and the Netherlands, seem to have
largely bucked the trend, while previously stable markets such
as Austria and Germany are starting to be affected.

PROPORTION THAT SAY THEY ARE VERY OR EXTREMELY INTERESTED IN NEWS (OVER TIME) - SELECTED COUNTRIES
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Qic. How interested, if at all, would you say you are in news? Base: Total sample in each country-year = 2000. Finland in 2015 = 1509.
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These declines in news interest are reflected in lower consumption
of both traditional and online media sources in most cases. The
proportion that say they did not consume any news in the last
week from traditional or online sources (TV, radio, print, online,
or social media) has increased again this year across countries.
The highest proportion of ‘disconnected’ users can be found

in Japan (17%), the United States (12%), Germany and the UK
(9% each). But in countries like Finland (29%) a much smaller
proportion are disengaged.

Addressing selective news avoidance

Last year's report highlighted the problem of selective news
avoidance, especially with some hard-to-reach groups.
Publishers have spoken openly about falling web traffic and
the difficulty of engaging audiences with subjects such as the
war in Ukraine and climate change.® Our data provoked much
debate about the precise nature of news avoidance and this year
we have explored this further, as well as looking at what can
be done to address it. In this year's data we find continued high
levels of selective avoidance (people who say they actively

do it sometimes or often), with the headline rate at 36%,

7 percentage points above the figure in 2017 but two points
lower than last year. It was down in the UK and Brazil but up
some other countries, such as Greece, Bulgaria, and Poland.

PROPORTION THAT SAY THEY SOMETIMES OR OFTEN ACTIVELY
TRY TO AVOID THE NEWS (2017-2023) - ALL MARKETS
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Qudi_2017. Do you find yourself actively trying to avoid news these days? Base: Total sample ineach
country-year = 2000, Men/Women in 2023 = 45,938/47,957. Note: Number of markets grew from 36 in 2018
to 46 from 2021 onwards. Markets listed in online methodology.

This year, for the first time, we asked about the different ways that
people avoid the news and found that around half of avoiders
(53%) were trying to do so in a broad-brush or periodic way - for
example, by turning off the radio when the news came on, or by
scrolling past the news in social media. This group includes many
younger people and those with lower levels of education.

A second group tends to avoid news by taking more specific actions.
This may involve checking the news less often (52% of avoiders),
for example by turning off mobile notifications, or not checking the
news last thing at night, or by avoiding certain news topics (32% of
avoiders) such as the war in Ukraine or news about national politics.

PROPORTION OF NEWS AVOIDERS THAT SAY THEY DO EACH -
ALL MARKETS
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Avoidance_behaviours_2023. You said that you try to actively avoid news. Which of the
following, if any, do you do? Please select all that apply. Base: Those who sometimes or often avoid
the news in all markets = 33,469.

In our qualitative study this year we've heard more evidence about
the circumstances that give rise to this selective news avoidance,
even by those who are otherwise very interested. Certain news
stories that are repeated excessively or are felt to be ‘emotionally
draining’ are often passed over in favour of something more uplifting.

I try to avoid stories relating to the UK economy currently
asitis just depressing. I'm probably choosing to read
more light-hearted stories than | used to at the moment.

M, 51, UK

Turning my back on news is the only way I feel I can
cope sometimes. | have to consciously make the effort
to turn away for the sake of my own mental health.

F 42, UK

Avoidance of the war in Ukraine is widespread

Amongst avoiders, almost four in ten (39%) said they had avoided
news on the war in Ukraine, followed by national politics (38%%), issues
around social justice (31%), news about crime (30%), and celebrity
news (28%). Selective avoidance of Ukraine news was highest in
many of the countries closest to the conflict, reinforcing findings
from our additional survey last year, soon after the war had begun.”

PROPORTION OF NEWS AVOIDERS THAT SAY THEY AVOID
NEWS ABOUT THE WAR IN UKRAINE - SELECTED MARKETS

Finland
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Avoidance_topics_2023. You said that you try to actively avoid specific news topics. Which of the
following news topics are you trying to avoid? Please select all that apply. Base: Those who sometimes or
oftenavoid news and avoid specific news topics in UK = 260, USA = 231, Germany = 210, Finland = 203, Poland
=320, Czech Republic = 243, Hungary = 228, Romania = 226, Slovakia = 226, Bulgaria = 360, Turkey = 292.

1 729% of industry executives said they were worried or very worried about avoidance in Journalism, Media, and Technology Trends and Predictions 2023 (Newman 2023).
" https:/reutersinstitute.politics.ox.ac.uk/digital-news-report/2022/perceptions-media-coverage-war-Ukraine



Our data may not suggest a lack of interest in Ukraine from
nearby countries but rather a desire to manage time or protect
mental health from the very real horrors of war. It may also be
that consumers in these countries already consider themselves
to be well-enough informed on Ukraine, with extensive and
detailed coverage across all channels, including via social media.

DIFFICULT IMAGES FROM UKRAINE ARE TURNING SOME AWAY
FROM NEWS

Destruction of Mariupol in the first few months of the war.

Bitter political debates are another key factor driving avoidance

Comparing Finland with a politically polarised country such as the
United States (see next chart) that is less affected by the war, we

find a very different pattern of topic avoidance. In the United States,
we find that consumers are more likely to avoid subjects such as
national politics and social justice, where debates over issues such as
gender, sexuality, and race have become highly politicised. By contrast,
thereis very little active avoidance of local news in either country.

American politics are pretty toxic these days. | find
sometimes that | have to disconnect from stories that
just make me angry.

F 61, United States

PROPORTION OF NEWS AVOIDERS THAT SAY THEY AVOID
NEWS ABOUT EACH TOPIC - USA AND FINLAND
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Avoidance_topics_2023. You said that you try to actively avoid specific news topics. Which of
the following news topics are you trying to avoid? Please select all that apply. Base: Those who
sometimes or often avoid news and avoid specific news topics in USA = 231, Finland = 203.
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For some people, bitter and divisive political debates are a reason to
turn off news altogether, but for some political partisans, avoidance
is often about blocking out perspectives you don't want to hear.
When splitting topic-based avoidance by political orientation, we find
those on the right in the United States are five times more likely to
actively avoid news about climate change than those on the left and
three times more likely to avoid news about social justice issues such
as gender and race. Those on the left are more likely than those on
the right to avoid news about crime or business and finance.

PROPORTION OF NEWS AVOIDERS THAT SAY THEY AVOID
NEWS ABOUT EACH TOPIC - USA
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Avoidance_topics_2023. You said that you try to actively avoid specific news topics. Which of the
following news topics are you trying to avoid? Please select all that apply. Base: Those who sometimes
oroften avoid news and avoid specific news topics on the Left =103, Right = 76. Note: Differences of less than
+/-10pp should be treated with caution due to small base sizes.

Addressing news avoidance

Evidence that some people are turning away from important news
subjects, like the war in Ukraine, national politics, and even climate
change is extremely challenging for the news industry and for
those who believe the news media have a critical role in informing
the public as part of a healthy democracy.

Many news organisations are looking to tackle both periodic and
specific avoidance in a variety of ways. Some are looking to make
news more accessible for hard-to-reach groups, broadening the
news agenda, commissioning more inspiring or positive news, or
embracing constructive or solutions journalism that give people a
sense of hope or personal agency. In our survey this year, we asked
respondents about their interest in these different approaches.
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At a headline level, we find that avoiders are much less interested in
the latest twists and turns of the big news stories of the day (35%),
compared with those that never avoid (62%). This explains why
stories like Ukraine or national politics perform well with news
regulars but can at the same time turn less interested users away.
Selective avoiders are less interested in all types of news than non-
avoiders but in relative terms they do seem to be more interested

in positive or solutions-based news. Having said that, it is not clear
that audiences think much about publisher definitions of terms such
as positive or solutions journalism. Rather we can interpret this as
an oft-stated desire for the news to be a bit less depressing and a bit
easier to understand.

Generally, | want a lighter tone. It's good for my soul
and makes me less anxious.
M, 55, Germany

PROPORTION OF NEWS AVOIDERS THAT SAY THEY ARE
INTERESTED IN EACH TYPE OF NEWS - AVERAGE OF
SELECTED MARKETS
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News_interest_2023. How interested are you, if at all, in the following types of news? Base: Those
who sometimes or often avoid the news in all markets except Turkey, Malaysia, Argentina, Chile, Mexico,
South Africa, Kenya, Philippines, Colombia, Indonesia, Nigeria, Peru, and Thailand = 22,467.

There are no simple solutions to what is a multifaceted story of
disconnection and low engagement in a high-choice digital
environment, but our data suggest that less sensationalist, less
negative, and more explanatory approaches might help,
especially with those who have low interest in news. Of course,
what people say doesn't always match what they do, and other
research reminds us that in practice we are often drawn towards
more negative and emotionally triggering news (Robertson et al.
2023). This may be true in the moment, but over time it seems to
be leaving many people empty and less satisfied, which may be
undermining our connection with and trust in the news.

Trust in the news continues on a downward path with notable
exceptions

Across markets, overall trust in news (40%) and trust in the sources
people use themselves (46%) are down by a further 2 percentage
points this year. As in previous years, we find the highest trust levels
in countries such as Finland (69%) and Portugal (58%), with lower
trust levels in countries with higher degrees of political polarisation
such as the United States (32%), Argentina (30%), Hungary (25%),
and Greece (19%).

However, the United States has seen a 6pp increase in news trustin
the last year as politics has become a bit less divisive under Joe Biden's
presidency. Meanwhile, trust in Greece is now the lowest in our survey
amid heated discussions about press freedom and a wiretapping
scandalinvolving prominent politicians, businessmen, and journalists.

PROPORTION THAT TRUST MOST NEWS MOST OF THE TIME -
ALL MARKETS
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Q6_2016_1. Thinking about news in general, do you agree or disagree with the following statements?
- I think you can trust most news most of the time. Base: Total sample in each market (n = 2000).

Germany has also seen a significant fall in trust in the news (-7pp) in
the wake of a new government, concerns about energy security, and
the war in Ukraine, though a closer examination shows the number
essentially returning to pre-COVID-19 levels. Indeed, through the
rear-view mirror, the COVID-19 trust bump is clearly visible in the
following chart, though the direction of travel afterwards has been
mixed. In some cases (e.g. Finland), the trust increase has been
maintained, while in others the upturn looks more likeablipina
story of continued long-term decline. As always, it is important to
underline that our data are based on people’s perceptions of how
trustworthy the media, or individual news brands, are. These scores
are aggregates of subjective opinions, not an objective measure of
underlying trustworthiness, and changes are often at least as much
about political and social factors as narrowly about the news itself.



PROPORTION THAT TRUSTS MOST NEWS MOST OF THE TIME
(2015-2023) - SELECTED COUNTRIES
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Q6_2016_1. Thinking about news in general, do you agree or disagree with the following
statements? - | think you can trust most news most of the time. Base: Total sample in each
country-year = 2000. Finland in 2015 = 1509.

Media criticism and its impact on trust

One potential contributing factor to low trust has been widespread
and forthright criticism of the news media from a range of different
sources. Digital and social media have provided much-needed
accountability for news media, with articles and commentaries
scrutinised for accuracy, hypocrisy, and bias. But other criticisms
are less fair, coloured by political agendas and often forthrightly
expressed by activists or special interest groups. Political polarisation
hasn't helped, and many of our country pages (Section 3) carry
examples of verbal abuse, co-ordinated harassment of individual
journalists and independent media, and, in some cases, physical
attacks against journalists. Looking across our entire dataset, we
find a correlation between low trust and media criticism. Some of
the highest reported levels of media criticism are found in countries
with highest levels of distrust, such as Greece, the Philippines, the
United States, France, and the United Kingdom. The lowest levels
of media criticism are often in those with higher levels of trust, such
as Finland, Norway, Denmark, and Japan.
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On average, politicians are most often cited by respondents for

their criticisms of the media, followed by ordinary people. This is
particularly the case in the United States (58%), where some leading
politicians regularly deploy phrases like ‘fake news media’ to deflect
accountability reporting and mobilise loyalists. Commentators on
politically polarised cable TV outlets also routinely attack other news
organisations with media-critical segments.

Politicians and activists are seen as a main source of media criticism
in the Philippines (46%), where journalists critical of the government
are routinely branded communists or terrorists. In Mexico, President
Lépez Obrador, known as AMLO, carries a section in his morning
news conferences where he routinely exposes so-called ‘fake stories’
published by the mainstream press.

For further information see Section 3, relevant country pages:
Philippines, Mexico

In terms of where people
see or hear media criticism,
we find social media (49%)
cited most often, followed
by chats with people offline
(36%) and then other media
outlets (35%) such as
television and radio.

The bad-mouthing of
journalists is not new,

but attacks can now be
amplified more quickly than ever before through a variety of digital
and social channels in ways that are often closely co-ordinated,
sometimes paid for, and lacking in transparency. Media criticism
has become a key part of the political playbook, a way to deflect
criticism and intimidate investigations - and these tactics often
land on fertile ground.

Attacks on journalists are on the rise in the Philippines.

For further analysis see Section 2.3: Sources and Drivers of News
Media Criticism

CORRELATION BETWEEN EXPOSURE TO NEWS MEDIA CRITICISM AND DISTRUST IN NEWS - ALL MARKETS
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following statements? - | think you can trust most news most of the time. Base: Total sample in each market = 2000.
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Public service news media under pressure

In recent years, public service media (PSM) have been one of the
objects of media criticism, often from politicians, activists, and
alternative media on the right, but also from commercial media who
feel they provide unfair competition in the digital world. Increasingly
polarised debates have made it harder to deliver news services that
are seen to be impartial by all parts of society, while falling reach for
traditional broadcast services has increased pressure on funding
models whose justification is the provision of universal services.

In the last year, Austria's public broadcaster, ORF, has been ordered
to cut over €£300m by 2026 as the government looks set to change
its funding model. In the UK, the BBC has merged its global and
national 24-hour news channels after a licence fee freeze and has
faced a new crisis over impartiality. A corruption scandal in Germany
has undermined confidence in public media there, and the Swiss
public broadcaster, SRG SSR, is due to face a new referendum which
will propose major funding reductions. Against this background, we
wanted to get a sense of how important audiences still feel public
media news is for them and for society. We have focused on around 20
public media organisations in Western Europe and Asia-Pacific that
are generally seen as being relatively independent of government.

In almost every country covered, more people say public service media
areimportant than unimportant. Itis little surprise that the perceived
importance is highest in Nordic countries, small territories with a
unique language and culture to protect, and public service media that
many observers regard as among the best at delivering on their remit
in a changing media environment. Public news broadcasters are seen
as less important in Southern Europe, though their importance to
society is rated a few points higher in every country.

PROPORTION THAT SAY PUBLIC SERVICE MEDIA ARE
IMPORTANT TO THEM PERSONALLY - SELECTED COUNTRIES

Finland ral 17
Denmark 68 19
Norway 65
Sweden 64
Portugal 59
South Korea 57
Netherlands 56
Belgium 55
Switzerland 53
Australia 52
Ireland 48
Germany 47
Italy 46
UK 46
Austria 45
Canada 41
France 40
Spain 40
Japan 31

0% 25% 50% 75% 100%
B important B Neither important nor unimportant
B Notimportant [ Don't know

Q1_PSM_2023g_1.'How important, or not, are publicly funded news services such as
<brand> to you personally? Base: Total sample in each country = 2000.

Our research suggests that the experience of using public service
media is a powerful driver of how important people think they are.
Independent public media are still often the first port of call for all
age groups when looking for reliable news around stories such as
the Ukraine conflict or COVID-19 but in almost all cases online
reach is still much lower than that achieved through television and
radio. In Germany and the UK, younger audiences are less likely
than older ones to use public broadcasters and this is reflected in
our scores around importance. In Germany, over-55s find news
from public service media (ARD and ZDF) much more important
than all other age groups. In the UK, this sense of importance is a
bit more evenly spread across age groups.

PROPORTION THAT SAY PUBLIC SERVICE MEDIA ARE
IMPORTANT - UK AND GERMANY
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ARD News: 49% used in last week, trusted by 62%
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Q1_PSM_2023g_1/2. 'How important, or not, are publicly funded news services such as <brand >
to you personally/to society? Base: 18-24s/25-34s/35-445/45-54s/55+ in UK = 198/251/327/334/997
and Germany = 184/305/301/375/847.

We find similar gaps elsewhere, with a weaker sense of importance
among those with lower levels of education, despite an explicit
remit around providing for underserved audiences. Those who
self-identify on the political right are also, in most cases, much less
inclined to rate public media important compared with those on
the left - making it easier for opponents to make the case that
these organisations are part of a ‘liberal elite"

Further detailed analysis, where we also control for usage, suggests
that education and political orientation remain significant predictors
of people’s perception of public service media news, but this is not
the case with age. These findings suggest that lower perceived
importance of public service media among younger people is related
more to the fact that many younger people have grown up preferring
digital and social media, and have little or no experience of using
these services. This underlines how important it is for their long-term
legitimacy that public service media find better ways to reach young
people with relevant content and formats.

For further analysis see Section 2.4: The Importance of Public Service
Media for Individuals and for Society



The growing importance of multimedia formats in online news

This year we asked respondents about their preferences for text,
audio and video when consuming news online. On average, we
find that the majority still prefer to read the news (57%), rather
than watch (30%) or listen to it (13%), but younger people
(under-35s) are more likely to listen (17%) than older groups.

In the past, young and old have told us that they find reading
the quickest and easiest way to access information, but the
opportunity to multitask by listening to news seems to be
particularly appealing to those brought up with smartphones
and headphones.

Behind the averages we find significant and surprising country
differences. In markets with a strong reading tradition, such as
Finland and the United Kingdom, around eight in ten still prefer to
read online news, but in India and Thailand, around four in ten
(40%) say they prefer to watch news online, and in the Philippines
that proportion is over half (52%). It is worth bearing in mind that
less representative samples in these countries may be a factor in
these differences.

In many Asian countries, populations tend to be younger, mobile
data tend to be relatively cheap, and video news is widely
available via platforms such as YouTube and TikTok. In Thailand,
for example, greater opportunities for freedom of expression
online have led to the creation of a spate of independent TV-style
online shows that are widely consumed on mobile phones.

PROPORTION THAT SAY THEY PREFER TO CONSUME NEWS
ONLINE IN EACH WAY - SELECTED COUNTRIES
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OPTQ11D_2020. In thinking about your online habits around news and current affairs, which of
the following statements applies best to you? Please select one. Base: Total sample in each country
=2000. Note: Don't know responses excluded.

But even in countries with strong reading preferences, we find
different patterns with younger generations. In the UK, a majority
of 18-24s still prefer text, but they are much less likely to want to
read online news compared with older groups, and have a stronger
preference to watch as well as listen, suggesting future online news
habits may look very different in the next decade.
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PROPORTION THAT SAY THEY PREFER TO CONSUME NEWS
IN EACH WAY (BY AGE) - UK
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OPTQ11D_2020. In thinking about your online habits around news and current affairs, which of
the following statements applies best to you? Please select one. Base: 18-24s =198, 25-34s = 251,
35-44s = 327, 45-54s = 334, 55+ = 997. Note: Don't know responses excluded.

Video consumption has been growing across markets

Overall, we find that weekly consumption maps strongly onto
these underlying preferences. In Kenya (97%), the Philippines
(94%), and Thailand (91%), for example, respondents are twice
as likely to consume news video weekly as those in the UK (46%)
or Germany (45%).

CORRELATION BETWEEN WATCHING ONLINE NEWS VIDEO AND
PREFERENCE FOR WATCHING NEWS ONLINE - ALL MARKETS
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Q11_VIDEO_2018a. Thinking about when you used online news-related video (a short clip, a live
stream, or a full episode) over the last week, which of the following did you do? OPTQ1D. In thinking
about your online habits around news and current affairs, which of the following statements applies
best to you? Base: Total sample in each market = 2000.

Across all markets, almost two-thirds (629%) consumed video via
social media in the previous week and just 28% when browsing

a news website or app. Facebook and YouTube remain the biggest
outlets for online video, but with under-35s TikTok is now not

far behind (see chart overleaf).
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PROPORTION THAT WATCHED ONLINE NEWS VIDEO ON EACH
IN THE LAST WEEK - ALL MARKETS
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Q11_VIDEQ_2018a. Thinking about when you used online news-related video (a short clip, a live
stream, or a full episode) over the last week, which of the following did you do? Please select all
that apply. Base: 18-245=11,192, 25-345 = 16,918, 35+ = 65,785.

Younger groups consume disproportionately more news video

via social networks, but are less likely to access vid