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About Pew Research Center  
Pew Research Center is a nonpartisan fact tank that informs the public about the issues, attitudes 
and trends shaping the world. It does not take policy positions. The Center conducts public 
opinion polling, demographic research, content analysis and other data-driven social science 
research. It studies U.S. politics and policy; journalism and media; internet, science and 
technology; religion and public life; Hispanic trends; global attitudes and trends; and U.S. social 
and demographic trends. All of the Center’s reports are available at www.pewresearch.org. Pew 
Research Center is a subsidiary of The Pew Charitable Trusts, its primary funder. This report was 
made possible by The Pew Charitable Trusts, which received support from the John S. and James 
L. Knight Foundation. 
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How we did this 
This report is the culmination of a yearlong study into Americans’ news consumption habits in an 
era of rapidly evolving media technology and a look at how researchers can measure those news 
habits. This report was made possible by The Pew Charitable Trusts, which received support from 
the John S. and James L. Knight Foundation. Findings from this study are drawn from four major 
data collection efforts. See full study methodology for details. 

First, cognitive interviews were conducted through RTI International in late February and early 
March 2020. These interviews were designed to obtain qualitative feedback on proposed survey 
questions and to gain preliminary, in-depth knowledge about the public’s understanding of 
emerging concepts around news consumption in a digital age. Some lightly edited quotations are 
included in the report. Second, survey experiments, conducted through Ipsos’ KnowledgePanel 
“omnibus” surveys on April 17-19 and April 24-25, 2020, were used to test different approaches to 
measuring news consumption. These questions emerged from discussions with experts in the field 
as well as data from the cognitive interviews. Topline results from these survey experiments are 
available here and here.  

Later, the digital activity of Ipsos KnowledgePanel members who gave their consent to participate 
was recorded from May 16, 2020 to June 15, 2020 via a tracker from RealityMine® that they 
installed on their mobile devices and/or personal computer (PC). Researchers could then identify 
how frequently they engaged in various activities around media and news. Finally, survey data 
were used to compare with the passive data and to analyze Americans’ awareness of different 
aspects of media and news. This data are pulled from a survey of U.S. adults conducted June 2-11 
on Ipsos’ KnowledgePanel. In all, 3,715 panelists took this survey. Survey data for 1,694 of the 
panelists were used only for comparison with their online activity as recorded in the passive data, 
while the remaining 2,021 survey respondents did not have their activity tracked and make up the 
representative general population sample from which survey results are reported. Topline results 
for this survey are available here and here. 

Terminology 

This study explored Americans’ news consumption across various types of sources. Overall, this 
report provides a sense of how Americans understand questions about news consumption in the 
digital age and different ways researchers can measure online news habits. Here are some 
definitions of key terms used throughout this report:  

https://www.journalism.org/2020/12/08/news-consumption-methodology/
https://www.journalism.org/wp-content/uploads/sites/8/2020/12/PJ_2020.12.08_News-Consumption_Omni-Toplines.pdf
https://www.journalism.org/wp-content/uploads/sites/8/2020/12/PJ_2020.12.08_News-Consumption_Survey-Toplines.pdf
https://www.journalism.org/wp-content/uploads/sites/8/2020/12/PJ_2020.12.08_News-Consumption_Omni-Toplines.pdf
https://www.journalism.org/wp-content/uploads/sites/8/2020/12/PJ_2020.12.08_News-Consumption_Survey-Toplines.pdf
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 Platform: The medium through which news is consumed. Specifically, this report looks at 
television, radio, print publications, digital devices (smartphones, computers or tablets) and 
various online sources (news websites or apps, social media, search engines, podcasts and 
email newsletters). 

 Digital platform: News platforms that require someone to use digital technology to consume 
news content, such as a smartphone or news website. 

 Analog platform: Platforms that are not digital, such as a television set, radio or print 
newspaper. 

 Provider: The type of news organization producing news stories. Specifically, this report 
looks at daily newspapers; cable, local and network TV news; and public and talk radio. 
(Network TV news includes national news programs airing on the broadcast networks of ABC, 
CBS, NBC, and PBS [e.g., World News Tonight].) 

 New platforms: A newer type of digital platform that consumers can use to access news. 
Specifically, this report looks at smart speakers, streaming devices (such as a Roku or Fire 
Stick), smartwatches, push notifications or alerts and internet streaming services (such as 
Netflix or Hulu). 

 News aggregator: A digital news platform that collects news content from existing news 
organizations and presents them in a single location online. Specifically, this report looks at 
Google News, Apple News, Flipboard and Pocket. 

 Original news reporting: The process where journalists directly consult primary sources in 
order to develop news content. This is distinguished from aggregation of news from other 
sources. 

 Passive data: Data on participants’ online activity, such as browsing history and links clicked 
on, which was collected by a tracking software that panelists downloaded to their digital 
devices, and that automatically tracked their online behaviors. 

 Match/mismatch: After having their digital activity tracked for a period of time, participants 
took a survey that asked about their online news consumption habits. Researchers then 
compared their responses to these survey questions with the participants’ online activity as 
captured in the passive data. A “match” occurred if a panelist said they got news a certain 
number of times in the survey and was also observed getting news that number of times in 
their passive data. A “mismatch” occurred if a panelist said they got news a certain number of 
times in the survey but was observed getting news less often in their passive data. 
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Measuring News Consumption in a Digital Era 
As news outlets morph and multiply, both surveys and passive data 
collection tools face challenges 
The news media’s transition to 
digital has brought major 
upheaval to the industry – 
including a multitude of new 
providers and ways to get to 
news. And just as American 
news organizations have had 
to drastically reevaluate their 
business models, it would 
make sense that researchers 
who are trying to measure the 
U.S. public’s news 
consumption also need to 
reexamine the traditional ways 
they have done so. 

In the mid-20th century, when 
media research came into its 
own, this task was more 
straightforward. There were only a few different ways to get news, and all were clearly distinct – 
print publications, radio or television. But over the past decades, in addition to a plethora of new 
forms of news (from 24-hour news channels to news websites), many news outlets no longer stay 
confined to producing content on only one platform. For instance, to meet the growing digital 
audience, newspapers like The New York Times also produce audio podcasts, which can be heard 
on radio stations through a smart speaker, and video series, which can be seen on a cable TV 
network through a streaming device (such as a Roku or Fire Stick). And cable news outlets and 
other news providers have an active presence on Facebook, YouTube and other social media sites, 
further blurring the line between platforms. Finally, there is an industry-wide concern that news 
consumption habits are overestimated in surveys where respondents self-report their behavior. 

Given the increasing complexity and interconnectedness of this news landscape and concerns 
around overreporting of news consumption, Pew Research Center wanted to explore how best to 

Testing different ways of asking about news 
consumption 
Would this survey question be easier to accurately answer … 

 

 “Measuring News Consumption in a Digital Era” 

PEW RESEARCH CENTER 

https://www.journalism.org/2019/03/26/for-local-news-americans-embrace-digital-but-still-want-strong-community-connection/
https://www.journalism.org/2019/03/26/for-local-news-americans-embrace-digital-but-still-want-strong-community-connection/
https://wamu.org/show/the-daily/
https://www.fxnetworks.com/shows/the-weekly
https://thehill.com/opinion/campaign/517702-mellman-the-folly-in-questions-people-cant-answer
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measure news consumption: Where do currently used survey practices still work and where might 
changes be in order?  

This report is the culmination of this effort and is organized into three sections: Chapter 1 looks at 
the U.S. public’s familiarity with newer concepts related to news; Chapter 2 examines 
possible ways to improve survey-based measures of news consumption; and Chapter 3 
compares survey results to the use of passive data that comes straight from tracking 
software news consumers downloaded to their digital devices. 

 
Americans are largely familiar with new technologies but often don’t think of them as news 
sources 

In the survey of U.S. adults, there is mixed evidence about the public’s understanding of newer 
forms of media and news, which has an impact on 
the topics survey researchers can reasonably ask 
about. U.S. adults are broadly familiar with 
technologies like streaming devices or services, 
podcasts and news alerts. At the same time, though, 
many do not seem to use most of these for news 
consumption, and results from the cognitive 
interviews suggest that many do not even think of 
these new forms as ways to get news. 

Additionally, as news consumers navigate an 
information environment that includes news 
aggregators and social media feeds, confusion 
abounds regarding the original source of reporting. 
Only 9% of U.S. adults are very confident that they 
can tell if a news organization does its own 
reporting, and, when asked to identify which of six 
sources do this (See Chapter 1), nearly a quarter 
(23%) could not identify any of them correctly.  

Americans are familiar with new digital 
platforms, but few use them for news 
% of U.S. adults 

 

 

Confidence and accuracy in identifying 
original news reporting are in short 
supply among U.S. public 
 
% of U.S. adults 

 

Note: Those who are familiar with streaming services are those who 
say they know “a lot” or “a little” about them. Of the six news 
sources asked about, ABC News, The Wall Street Journal and 
HuffPost conduct their own news reporting; Google News, Apple 
News and Facebook do not. 
Source: Survey of U.S. adults conducted June 2-11, 2020. 
“Measuring News Consumption in a Digital Era” 

PEW RESEARCH CENTER 

https://www.journalism.org/2020/12/08/the-american-public-shows-mixed-familiarity-with-new-and-evolving-forms-of-news/
https://www.journalism.org/2020/12/08/assessing-different-survey-measurement-approaches-for-news-consumption/
https://www.journalism.org/2020/12/08/the-promise-and-pitfalls-of-using-passive-data-to-measure-online-news-consumption/
https://www.journalism.org/2020/12/08/the-american-public-shows-mixed-familiarity-with-new-and-evolving-forms-of-news/
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Finally, in an era of rapidly changing business models for news organizations, this study finds a 
need for survey researchers to carefully specify what they mean by “paying for news.” When asked 
generally if they pay for news, many people do not seem to think of specific ways that they do pay 
for news – not to mention the large chunk of Americans who indirectly pay for news, such as 
through a cable TV subscription. 

Possible ways to improve survey questions about news consumption 

The findings reveal that, while there is no “silver bullet” for perfect survey measures of news 
consumption, a series of refinements could drive marginal improvements – such as around the 
goal of reducing overreporting.  

The study tested a number of concepts, including adding a reference period – e.g., “In the past 
week, how many days did you get news from …” – or examples – e.g., “Daily newspapers (such as 
The New York Times, Wall Street Journal, or your local daily paper)” – to core survey questions 
about news consumption. The study found that these two changes largely do not affect estimates of 
news consumption among the U.S. public overall, although they may make important differences 
for specific platforms. For instance, a specific reference period appears to get more accurate 

Survey approaches tested for measuring news consumption 
 

Source: Surveys of U.S. adults conducted April 17-19 and April 24-25, 2020; cognitive interviews conducted Feb. 23-March 9, 2020. 
“Measuring News Consumption in a Digital Era” 

PEW RESEARCH CENTER 
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measures of radio consumption, and examples may help respondents to better understand what is 
meant by national network TV outlets, which were often confused with cable TV news in cognitive 
interviews.  

Moreover, the study finds that, when asking about how often people consume news, showing the 
response options in low-to-high order (i.e., starting with “never” and working up to “often,” rather 
than the reverse) produces no significant differences on individual items but did show a pattern of 
generally lower estimates of news consumption. And while there is a close correspondence 
between respondents saying they get news “often” or “rarely” and saying they do so a specific 
number of days per week, a response of “sometimes” is used to indicate a wide range of news 
consumption habits. In other words, to one respondent, “sometimes” can mean once a week, and 
to another, it could mean three times a week or more. 

Survey data still has advantages over passive tracking of news consumption, although both 
have challenges 

An exploration of the potential to use passive data, gained from software people download to 
record their activities online, as a direct measurement of the public’s digital news habits – free of 
the concerns with self-reporting inherent to surveys – shows some promise. Yet there are still too 
many pitfalls to rely on it for a complete portrait of Americans’ digital news consumption. 
Estimates coming in from passive data are systematically lower than those from survey questions, 
with inadequate coverage of devices being one apparent culprit: Most of the respondents who 
agreed to have their news consumption tracked said that they had additional devices that were not 
being tracked, and so some of their news consumption was likely not captured.  

That is not the only possible issue with passive data, which generally cannot track in-app news 
consumption (e.g., when someone taps on a link to a news story within a social media app). And a 
similar measurement from a commercial metrics provider comes in even higher than the estimates 
from the survey data. This points to one strength of the survey approach: its sources of error are 
consistent, well-studied, and widely understood, while the sources of error in passive data are, at 
present, unclear, dependent on the specifics of data collection, and difficult to adjust for. 

Survey-based measurement of news consumption is not without its own problems – perhaps 
foremost among them is people’s tendency to exaggerate their news consumption, consciously or 
not. The study finds strong evidence of this: Many Americans say that following the news is “very 
important” to being a good citizen, and those who say this are more likely than others to 
overestimate their news consumption when their survey responses are compared with passive data 
tracked on their devices. This suggests that following the news is seen as a “socially desirable” 
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behavior by many people, which may lead them to think aspirationally about their news 
consumption – i.e., how often they ideally intend to consume the news rather than how often they 
actually do – when answering survey questions about it. 

When it comes to measuring news consumption, tracking respondents’ digital 
devices does not capture all of their online activity 
Some panelists in our survey agreed to have their digital activity tracked, but not all activity could be captured  

 

Note: This scenario is an example of one hypothetical respondent and will not apply to every respondent in the panel. 
“Measuring News Consumption in a Digital Era”  

PEW RESEARCH CENTER 
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Still, overall, this yearlong research effort reveals the continued value of survey research – both in 
and of itself and compared with other options – and indicates ways to further improve data 
quality. The strength of survey research stands out in particular for the purpose of providing 
comprehensive and comparable tracking of the public’s news consumption habits over time and 
capturing a representative slice of the full U.S. adult population as well as demographic subgroups. 
Further, surveys allow the measurement of multiple different forms of news consumption (not just 
digital) in the same way, at the same time – and across time. Passive data has useful applications 
in the consumer world and can be a tool for publishers and others who want a fine-grained picture 
of user behavior. But the data does not, at present, seem well suited for high-level estimates of 
news consumption. 

It is worth noting that Pew Research Center’s own organizational expertise in survey work may 
incline its researchers toward a more enthusiastic endorsement of that methodology. But the 
Center has also long explored and produced news consumption research using other types of data 
collection, such as tracking the social media habits of a representative sample of U.S. adults, 
tracking activity in public social media spaces around certain topics, studying aggregated search 
behavior around news events and making use of commercial metrics. The Center, particularly in 
the area of news research, looks forward to continuing to explore new data opportunities and 
further developments of those that have already become available. As we put it on our website: 
“We continue to search for ways to expand and strengthen the traditional methodologies that 
underlie survey research and to explore the potential of alternate methods of conducting surveys 
and measuring public opinion.” 

Data sources and methods 

This study took a multimodal approach to investigating these questions, drawing on cognitive 
interviews, split-form survey experiments, comparisons between passive data and self-reported 
survey data and a full, nationally representative survey. The details of each are provided briefly 
below. 

After an initial round of brainstorming and testing, the formal process began with cognitive 
interviews conducted among 21 respondents through RTI International. The aim was to get 
qualitative feedback on the proposed survey questions and to gain some preliminary knowledge on 
the public’s understanding of emerging concepts around news consumption in a digital age. After 
RTI staff conducted an expert review of the questionnaire, respondents took a draft version of the 
full news consumption questionnaire and were probed to talk through their responses, along with 
some specific probes asking about their understanding of key concepts. These results are included 
throughout the report for additional context for some findings.   

https://www.pewresearch.org/internet/2019/04/24/sizing-up-twitter-users/
https://www.journalism.org/2020/06/24/as-covid-19-emerged-in-u-s-facebook-posts-about-it-appeared-in-a-wide-range-of-public-pages-groups/
https://www.journalism.org/essay/searching-for-news/
https://www.journalism.org/essay/searching-for-news/
https://www.journalism.org/2016/05/05/long-form-reading-shows-signs-of-life-in-our-mobile-news-world/
https://www.pewresearch.org/about/our-research/
https://www.journalism.org/2020/12/08/appendix-additional-guidance-on-using-surveys-to-measure-news-consumption/
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Survey experiments were then conducted on two separate Ipsos KnowledgePanel surveys in April 
2020, with roughly 1,000 respondents per survey split randomly across two different forms. The 
aim was to test different approaches to measuring news consumption (e.g., half were asked how 
often they get news on television, and half were asked how often in a typical week they get news 
on television) and to determine which version of certain questions would best reduce the overall 
incidence of reported news consumption, in light of research that has identified potential 
overreporting of news consumption in surveys.1 These results can primarily be found in Chapter 2. 

Finally, 3,715 members of Ipsos’ KnowledgePanel responded to a custom national survey fielded 
June 2-11, 2020. Approximately half (N=1,694) had previously consented to have their digital 
activity tracked on one or more devices. This passive data was compared with their self-reported 
data from the survey. For instance, they were asked if they used the website or app of The New 
York Times in the past week, and this was compared with the records of their digital activity. In 
addition, these passively monitored panelists were compared with the general population sample 
to help understand the potential for using passive data to measure news consumption. These 
results can be found in Chapter 3. 

The remaining 2,021 respondents were a nationally representative general population sample of 
U.S. adults who completed the survey, from which data is mainly being used for general point 
estimates and over-time trend comparisons. Their results can be found in Chapter 1. All 
respondents took the survey online. Home internet access was provided to adults who did not 
previously have it during panel recruitment.  

For more details, see the methodology.  

 
1 E.g., Prior, 2009, “The Immensely Inflated News Audience: Assessing Bias in Self-Reported News Exposure.” 

https://www.journalism.org/2020/12/08/news-consumption-methodology/
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1. The American public shows mixed familiarity with new 
and evolving forms of news 
One major challenge researchers may encounter in designing surveys about news consumption: 
Does the U.S. public understand the range of concepts being measured – concepts that are 
constantly evolving as news organizations adapt to the ever-changing digital landscape?  

This chapter examines this question from several angles, including the public’s overall familiarity 
with – and use of – new digital forms of news consumption. The results show that most Americans 
are familiar enough with newer digital devices and services to answer questions about them in a 
survey, though the adoption of most of these technologies for news consumption remains quite 
low. 

Most U.S. adults also do not report regularly using several top news aggregators, and Americans 
largely do not know whether some of these aggregators do their own original news reporting. Even 
when it comes to more traditional news organizations, there is limited knowledge about where 
news reporting originates. Americans are, at least, largely accurate in self-assessments of their 
news source literacy: Many express little confidence in their ability to identify original reporting. 

The analysis finds that the vast majority of Americans say they have not paid for news in the past 
year. But, in an increasingly varied news ecosystem, a broad question about paying for news does 
not appear to capture all the ways that Americans financially support news organizations. Indeed, 
two follow-up questions asking about more specific ways that people may pay for news find that 
some Americans – particularly older adults – answer no to the broader question about whether 
they pay for news but yes to a more specific way of paying for news. And it appears that an even 
higher share of U.S. adults indirectly supports news organizations financially. 

Finally, this chapter explores the different platforms Americans use for news consumption – and 
how researchers can best measure usage of some of the newer, more specific digital platforms, 
such as podcasts and internet streaming services. 

The findings in this chapter are drawn from an online survey of 2,021 U.S. adults conducted June 
2-11, 2020, on Ipsos’ KnowledgePanel (see Methodology for details). 

  

https://www.journalism.org/2020/12/08/news-consumption-methodology/
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The public is broadly aware of some newer forms of news consumption, 
but most Americans do not often use them 

Among the five new digital platforms 
mentioned in the survey, streaming services are 
the most widely known. 

A majority of U.S. adults (86%) are aware of 
internet streaming services such as Netflix or 
Hulu. Nearly half (48%) of respondents say 
they know a lot about these services, while an 
additional 38% say they know a little about 
them. Just 13% say they are not familiar with 
streaming services at all. 

Americans also are broadly aware of push 
notifications and alerts on mobile devices, 
streaming devices such as Chromecast and 
smart speakers. About three-quarters of all 
Americans know at least a little about each of 
these technologies, though no more than three-
in-ten say they know a lot. 

Smartwatches are less commonly known, with 
about a third of Americans (36%) saying they 
know nothing at all about them and only one-
in-five saying they know a lot. 

 

 

 

 

 

Americans are broadly aware of newer 
digital platforms 
% of U.S. adults who say they know ___ about each  

 

Note: Respondents who did not give an answer not shown. 
Source: Survey of U.S. adults conducted June 2-11, 2020.  
“Measuring News Consumption in a Digital Era” 

PEW RESEARCH CENTER 
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Young adults (ages 18 to 29) are 
more likely to know a lot about 
all five types of new digital 
media, compared with those 
ages 50 and older. Differences in 
knowledge are especially stark 
when younger Americans are 
compared with those 65 and 
older: For example, about two-
thirds of adults under 30 (68%) 
say they know a lot about 
streaming services, while the 
same is true of only 26% of 
those ages 65 and older – a gap 
of 42 percentage points.  

Higher levels of education (and 
income) also are associated with 
greater knowledge of new digital 
platforms. Those with a 
bachelor’s degree or higher are 
more likely than those with 
lower education levels to say 
they know a lot about each of 
these new digital platforms.  

Familiarity with some of these 
newer digital platforms is higher 
among Black Americans than 
White or Hispanic Americans. For instance, Black Americans (40%) are more likely than White 
(27%) or Hispanic (26%) Americans to say they know a lot about streaming devices, such as Roku, 
Chromecast or Fire Stick.  

 

Demographic profiles of Americans’ knowledge of 
new digital platforms  
% of U.S. adults who say they know a lot about each  

 

Internet 
streaming 
services 

Push 
notifications 

or alerts 

 
Streaming 

device 

 
Smart  

speaker Smartwatch 

 % % % % % 

Ages 18-29 68 49 38 32 27 
30-49 55 37 34 29 23 
50-64 41 21 26 25 17 
65+ 26 10 15 15 8 

      

HS or less 38 22 21 18 14 
Some college 49 29 31 25 21 
College grad+ 58 39 35 34 25 

      
Men 50 32 32 27 19 
Women 46 28 26 24 20 

      

White 47 27 27 24 18 
Black  49 32 40 31 27 
Hispanic 50 34 26 23 19 

      

<$30K 36 20 21 17 9 
$30K-$74,999K 44 26 27 22 17 
$75K+ 54 35 32 31 25 

Note: Black and White adults include those who report being only one race and are not 
Hispanic; Hispanics can be of any race.  
Source: Survey of U.S. adults conducted June 2-11, 2020. 
“Measuring News Consumption in a Digital Era” 

PEW RESEARCH CENTER 
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Among those with at least a little knowledge of 
these devices or services, only small portions 
report using them to get news – with the 
exception of push notifications. 

About four-in-ten Americans who are aware of 
push notifications say they “often” (12%) or 
“sometimes” (30%) use them for news. An 
additional 26% say they “rarely” use push 
notifications for news, while 32% of individuals 
with knowledge of push notifications never use 
them to get news. 

By contrast, around two-thirds of those who are 
familiar with internet streaming services (67%), 
streaming devices (66%) and smart speakers 
(66%) never use them to get news. And an even 
greater share of Americans with knowledge 
about smartwatches (79%) never use them to 
get news. 

These results are consistent with findings from 
the cognitive interviews that streaming devices, 
streaming services and smartwatches are not popular for accessing news, despite most 
respondents being familiar with these new platforms.2  

Overall, the results show that most people – at least in the U.S. – are familiar enough with newer 
digital devices and services to answer questions about them in a survey, though adoption for news 
consumption is currently quite low.    

  

 
2 The survey and interviews both asked about familiarity and use but not ownership. It is possible that many respondents may not use these 
technologies to get news because they do not own the relevant devices, even if they are familiar with them. 

Few newer forms of digital media are 
widely used for news 
Among those who know at least “a little” about each,  
% who say they ___ use it to get news 

 

Note: Respondents who did not give an answer not shown. 
Source: Survey of U.S. adults conducted June 2-11, 2020. 
“Measuring News Consumption in a Digital Era” 

PEW RESEARCH CENTER 

12%

6

6

3

3

30%

13

11

12

7

26%

15

16

18

10

32%

66

67

66

79

Often Sometimes Rarely Never

Push
notifications 

or alerts

Streaming 
device

Internet
streaming 

services

Smart
speaker

Smartwatch
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News aggregators are used at varying rates  

News aggregators – websites, apps and other 
services that compile news from a variety of 
different original sources – are another form of 
news consumption unique to online spaces. The 
survey asked respondents how often they use 
four of the most widely used news aggregators 
(based on fourth-quarter 2019 traffic measured 
by Comscore): Google News, Apple News, 
Flipboard and Pocket. 

Google News is the most widely used: Roughly 
one-in-ten U.S. adults (11%) report using it 
often, and about a quarter (24%) say they use it 
sometimes. Apple News is less widely used, 
with 3% saying they get news there often and 
10% doing so sometimes. And fewer than 5% of 
Americans use either Flipboard or Pocket at 
least sometimes, while roughly nine-in-ten 
never use these two aggregators. 

Google News is more likely to be used often or 
sometimes by Black adults (44%) and Hispanic 
adults (45%) than White adults (29%). 
Democrats (and Democratic-leaning 
independents) are more likely than Republicans 
(and independents who lean Republican) to use Google News or Apple News at least sometimes. 

Some news aggregators, then, seem to play a larger role in digital news consumption than others, 
suggesting that including some of the most prominent ones could be a worthwhile addition when 
seeking to gather a full picture of news intake. However, additional questions remain about how 
people distinguish such news aggregators and organizations who do original reporting – questions 
explored next in this study.  

Americans do not widely use four news 
aggregators 
% of U.S. adults who say they use each news  
aggregator … 

 

Note: Respondents who did not provide an answer not shown. 
Source: Survey of U.S. adults conducted June 2-11, 2020. 
“Measuring News Consumption in a Digital Era” 
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Little public confidence in identifying original reporting – and little 
success 

Amid the variety of new digital platforms that people can use to access news, confusion emerges 
when people are asked to distinguish news sources that do original reporting from those that do 
not. 

Just over half of Americans (55%) are at least fairly confident they can differentiate between 
organizations that do original news reporting versus those that do not, including 46% who are 
pretty confident but only 9% who feel very confident. The remainder are either not too (35%) or 
not at all (8%) confident they can identify organizations that do original reporting. 

This general uncertainty is also 
evident in respondents’ answers to 
fact-based questions in which 
respondents were shown six 
different sources they could get 
news from, and then asked: “Do 
you believe that each of the 
following does its own news 
reporting?”3 The results show that 
the ability to correctly identify 
whether news sources do their own 
reporting is limited – and also 
varies widely by source.  

Around half or more correctly 
identify that ABC News (56%) and 
The Wall Street Journal (52%) do 
their own original reporting, while 
51% know that Facebook does not 
do its own reporting.   

But respondents are much less 
likely to give correct answers about 
HuffPost (23% correctly say it does 
its own reporting), Google News (31% correctly say it does not do original reporting) and Apple 

 
3 The six were chosen to give a variety of difficulty – from well-known, established news organizations to newer digital providers. 

Americans often uncertain about who does original 
news reporting 
% of U.S. adults who say ___ when asked if each source does its own 
news reporting 

 

Note: Of the news sources asked about, ABC News, The Wall Street Journal and 
HuffPost conduct their own news reporting; Google News, Apple News and Facebook 
do not. Respondents who did not provide an answer not shown. 
Source: Survey of U.S. adults conducted June 2-11, 2020. 
“Measuring News Consumption in a Digital Era” 
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News (26% correctly say it does not do its own reporting).4 It is not that more Americans answer 
these questions incorrectly; rather, more than half say they are unsure whether each of these 
sources does its own original reporting.  

In the case of HuffPost, this may reflect a lack of familiarity with the outlet among many 
Americans: A separate study, conducted in November 2019, found that, while 93% of Americans 
have heard of ABC News and 79% have heard of The Wall Street Journal, fewer (63%) have heard 
of HuffPost. And in that survey, while 70% had heard of Google News, only 35% had heard of 
Apple News.  

 
4 This survey was fielded before BuzzFeed announced plans to buy HuffPost from Verizon. 

https://www.journalism.org/2020/01/24/democrats-report-much-higher-levels-of-trust-in-a-number-of-news-sources-than-republicans/
https://www.journalism.org/wp-content/uploads/sites/8/2020/01/PJ_2020.01.24_Media-Polarization_TOPLINE.pdf
https://www.wsj.com/articles/buzzfeed-to-acquire-huffpost-in-stock-deal-with-verizon-media-11605808800
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All in all, nearly a quarter of Americans (23%) could not correctly 
identify whether any of the six sources do original reporting, and 
an additional three-in-ten got only one (15%) or two (15%) 
questions right. The remaining 47% were able to answer three or 
more questions correctly, but only 7% correctly classified all six 
sources based on whether they do their own reporting. 

Although Americans generally do not have a strong sense of 
confidence in their ability to identify sources that do original 
reporting, greater self-assessed confidence does line up with 
higher levels of actual knowledge. Among those who correctly 
answered all six questions, 81% initially said they are confident 
(including 20% who are very confident) in their ability to 
distinguish between sources that do original news reporting and 
those that do not. Conversely, only 33% of those who could not 
correctly identify any sources said they are confident in their 
ability to do so (including just 4% who are very confident).  

Previous Center research has found that Republicans are 
generally less likely to think the news media are professional or 
report news accurately. As such, it is possible that some 
Republicans treated these not as knowledge questions but as an 
opportunity to express that news organizations do not engage in 
professional practices. Indeed, Democrats (and Democratic-
leaning independents) are generally more likely than 
Republicans (and Republican-leaning independents) to correctly 
say that ABC News, The Wall Street Journal and HuffPost do 
their own reporting – including about twice as likely to say 
HuffPost does original reporting (31% vs. 15%). Still, roughly half of Republicans correctly 
answered that ABC News (47%) and The Wall Street Journal (48%) do their own reporting. 

About a quarter of 
Americans could not 
correctly identify any 
original reporting sources 
% of U.S. adults who correctly 
identified whether ___ of six 
sources do their own news 
reporting 

 

Note: Of the news sources asked about, 
ABC News, The Wall Street Journal and 
HuffPost conduct their own news reporting; 
Google News, Apple News and Facebook do 
not. Figures may not add to 100% due to 
rounding. 
Source: Survey of U.S. adults conducted 
June 2-11, 2020. 
“Measuring News Consumption in a Digital 
Era” 
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https://www.journalism.org/2020/08/31/partisans-remain-sharply-divided-in-many-views-toward-the-news-media-stark-differences-between-trumps-strongest-supporters-critics/
https://academic.oup.com/poq/article-abstract/82/1/135/4868126
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Full scope of financial support for 
news organizations not captured 
with simple ‘paying for news’ 
question 

Decades ago, most Americans could easily tell if 
they financially supported a news organization, 
since the only available mechanisms were to 
subscribe to or individually purchase print 
publications or donate to a public broadcaster. 
The other news options of radio and 
commercial broadcast TV news were free to 
access, minus the initial cost of the physical 
device.  

The advent of cable and then the web, however, 
brought a wide variety of ways to directly and 
indirectly support news organizations 
financially. This includes both direct forms of 
support – such as becoming a member of an 
online news site or using a subscription service 
like Substack – and indirect forms of support, 
including cable or satellite subscriptions that go 
toward paying license fees for network affiliates 
and cable news channels. Americans also can 
pay to access news in a way that does not 
directly benefit any news organizations, such as 
by paying for internet access and using that 
connection to access free news sites or social 
media. 

What it means to “pay for news,” then, is 
another concept impacted by technological and 
digital advancements. As such, the study 
examines what people tend to think of – and 
not think of – when asked about paying for 
news. The results indicate the importance of 

Most Americans say they have not paid 
for news in past year … 
% of U.S. adults who say ___ when asked if they have 
paid for news in the past year 

 

… but when asked more specifically, 
some who initially said no indicate their 
household had subscribed or donated  
Among those who say they have/have not paid for news 
in the past year, % who say they or someone in their 
household has paid for a ___ in the past year 

 

Note: Figures in first graphic may not add to 100% due to rounding. 
Source: Survey of U.S. adults conducted June 2-11, 2020. 
“Measuring News Consumption in a Digital Era” 
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using specific language about the possible types of financial support that researchers are interested 
in measuring.  

When asked simply whether they have “paid for news in the past year,” only 17% of Americans say 
they have done so. The overwhelming majority (83%) say they have not paid for news. 

Separate, more specific questions, however, reveal that this seemingly straightforward question 
does not capture the full range of how Americans pay for news. Among those who say they haven’t 
paid for news in the past year, nearly one-in-five (19%) also say they or someone in their 
household has paid for a subscription to a newspaper, magazine or news website in the past year. 
Also, within the group who initially denied having paid for news, 6% say they or a household 
member have donated to a public broadcaster or other news organization during the same time 
period. 

The more specific questions add in the option of someone else in their household being the one 
who pays for news. That specificity, however, does not seem to be the primary factor in the 
situations where there is a disconnect between respondents’ answers. That is because those in 
multiperson households are about as likely as those in a single-person household to have a 
mismatch between the initial question and the donation and print or online subscription follow-
ups. In other words, both groups are about as likely to have the follow-ups “catch” additional ways 
of paying for news directly.  

For example, among those who say they did not pay for news in the past year, 15% of those in a 
single-person household also say they (or someone in their household) paid for a subscription to 
print or online news in the past year, while 20% of those who live with at least one other person 
say this. When it comes to donations to a news organization, the figures are exactly the same (6% 
for both those in single-person and multiperson households). 
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Some demographic differences emerge in the likelihood 
of missing certain types of payment in the simple 
approach. 

Those ages 65 and older are more likely than their 
younger counterparts to provide differing answers on 
the general question about paying for news and the more 
specific question about paying for a subscription. And 
White adults are also more likely than Black or Hispanic 
adults to do so.  

For donations to public broadcasters or other news 
organizations, again, those ages 65 and up are more 
likely than adults between 30 and 64 to say they 
provided a donation after initially saying they had not 
recently paid for news.  

  

Who says ‘no’ to initial question 
about paying for news but ‘yes’ 
to a more detailed follow-up 
Among those who initially say they have not 
paid for news in the past year, % in each 
group who say, in a follow-up question, that 
they or someone in their household has paid 
for a ___ in the past year 

 

Subscription to 
print or online 

news 

Donation to 
public 

broadcaster 
or other news 

org. 

 % % 
Ages 18-29 18 8 
30-49 12 4 
50-64 21 4 
65+ 34 12 
   
HS or less 15 5 
Some college  25 6 
College grad+ 20 8 
   
White 24 6 
Black  15 6 
Hispanic 10 6 
   
Men  19 7 
Women 20 6 
   
Single-person 
household 15 6 
Multiperson 
household 20 6 

Note: Black and White adults include those who report 
being only one race and are not Hispanic; Hispanics 
can be of any race. 
Source: Survey of U.S. adults conducted June 2-11, 
2020. 
“Measuring News Consumption in a Digital Era” 

PEW RESEARCH CENTER 
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This analysis also reveals that indirect payment 
is also not entirely captured in a general “pay 
for news” question. 

Among those who say they don’t pay for news, 
over half (57%) do pay for a cable or satellite TV 
subscription, and 18% pay for a satellite radio 
subscription. This may not be part of a 
researcher’s definition of “paying for news,” but 
since some revenue does flow from these 
subscriptions to news organizations (including 
cable TV channels and local TV channels), these 
payments do result in increased financial 
resources for some news organizations. 

On one final item where no money flows to 
news organizations – paying for internet access 
– there is no substantial difference between 
those who initially say they had and had not 
paid for news. 

  

Less sharp divisions on indirect support 
for news 
Among those who say they have/have not paid for news 
in the past year, % who say they or someone in their 
household has paid for ___ in the past year 

 

Source: Survey of U.S. adults conducted June 2-11, 2020. 
“Measuring News Consumption in a Digital Era” 
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Understanding how use of new digital platforms overlaps with use of 
analog and digital platforms for news consumption 

In the digital age, it is possible to obtain news through various platforms, services and devices, 
with news content originally published through one avenue easily being shared elsewhere. For 
example, a news excerpt that is originally broadcast on national TV could also be available to 
watch online through a computer or mobile device. The same is true for radio broadcasts that can 
be accessed through podcasts and, more recently, smart speakers. 

Analyzing the relationships between how people use analog (e.g., TV, radio or print publications) 
and digital media together can inform the best ways to measure news consumption overall. In 
other words, does a broad platform measure (e.g., asking about TV, radio, print and digital 
devices) already capture nearly all news consumption in the U.S., or is it also necessary to include 
specific, newer digital forms of news consumption – such as streaming devices or smart speakers – 
in future survey questions in order to get a full picture of Americans’ news habits?  

Results show that streaming seems to be well captured by a broad platform question, though it is 
unclear if it overlaps more strongly with TV or digital devices. This is also largely the case for 
podcasting in terms of its overlap with radio and with digital devices. 
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Do survey respondents associate streaming, podcasts with 
broader platforms? 

In this digital era, it is reasonable to question to what extent it is 
necessary to ask about newer forms of news consumption in 
surveys to capture the full scope of Americans’ news habits. 
Since the old analog trio of TV, radio and print no longer 
encompasses the entire universe of news consumption, and 
since, in cognitive interviews, respondents did not consider all 
forms of digital news consumption when asked a broad question 
about their use of smartphones or computers for news, do 
questions about these new platforms add anything to the overall 
news consumption picture? Or are they edge cases – interesting 
in and of themselves but of relatively minor importance to a 
holistic picture of Americans’ news habits? 

Among all U.S. adults, only small portions of respondents say 
they at least sometimes get news from streaming devices such as 
a Roku, Chromecast or Fire Stick (14%); internet streaming 
services like Netflix or Hulu (14%); or podcasts (15%). By 
contrast, large majorities say they get news from TV (73%) or 
from mobile devices or PCs (84%). There also seems to be a lot of 
overlap: The vast majority of those who get news from streaming 
devices or services also say they get news from TV or digital 
devices. As a result, including streaming devices or services in 
the totals – e.g., the portion of respondents who get news either 
from TV or from streaming devices – is nearly identical to the 
portion who get news from TV or mobile devices alone, 
suggesting that it is probably not necessary to ask specifically 
about getting news from streaming services or devices. 

Asking about news consumption via podcasts specifically, however, does seem to bring something 
new to the table – at least, if podcasts are considered to be part of radio. There is a difference of 7 
percentage points between the portion of respondents who at least sometimes get news from 
either radio or podcasts compared with radio alone (57% vs. 50%). However, the portions are 
identical when it comes to digital devices, and, as the data below show, podcast usage overlaps far 
more strongly with the use of digital devices than with radio. 

Asking about streaming 
video adds little to overall 
picture of news habits 
% of U.S. adults who say they 
“often” or “sometimes” get news 
from … 

 %  
Streaming devices (such as 
Roku, Chromecast, Fire Stick) 14  
Internet streaming services 
(such as Netflix or Hulu) 14  
Podcasts 15  
   
TV 73  
TV or streaming devices 75  
TV or streaming services 76  
   
Mobile devices/PCs 84  
Mobile devices/PCs or 
streaming devices 84  
Mobile devices/PCs or 
streaming services 84  
Mobile devices/PCs or 
podcasts 84  
   
Radio 50  
Radio or podcasts 57  

Source: Survey of U.S. adults conducted 
June 2-11, 2020. 
“Measuring News Consumption in a Digital 
Era” 

PEW RESEARCH CENTER 
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Overlap of streaming and podcast use with 
analog or digital platforms 

To understand whether these new platforms 
would be more strongly associated with analog 
or digital platforms, researchers looked at the 
overlap between use of streaming for news 
consumption and use of either TV or digital 
devices for this purpose. A separate analysis 
examined the crossover between news 
consumption via podcasts and either radio or 
digital devices.  

Those who say they often or sometimes use 
streaming devices and internet streaming 
services for news were divided into four 
categories: those who also say they get news (at 
least sometimes) from both TV and digital 
devices; those who also get news from TV but 
not digital devices; those who get news from 
digital devices but not TV; and finally, those 
who say they don’t get news from either TV or 
digital devices.  

Use of streaming devices for news overlaps 
strongly with both TV and digital devices. 
About eight-in-ten of those who say they at 
least sometimes get news from streaming 
devices (81%) also get news from both TV and 
digital devices. The same pattern is apparent for 
streaming services: 77% of those who get news 
from streaming services also say they get news 
from both TV and digital at least sometimes. In 
both cases, larger shares say they get news only 
from digital devices rather than only from TV, 
but these portions are small and reflect higher 
overall use of digital devices than TV for news 

Use of streaming video for news 
overlaps strongly with both TV and 
digital news use … 
Among those who get news often/sometimes from 
streaming video, % who get news often/sometimes  
from … 

 

… but use of podcasts for news overlaps 
more strongly with digital devices than 
radio 
Among those who get news often/sometimes from 
podcasts, % who get news often/sometimes from … 

Note: Respondents who did not give an answer to either platform 
question not shown. “Digital” indicates those who use mobile 
devices or PCs to get news. 
Source: Survey of U.S. adults conducted June 2-11, 2020. 
“Measuring News Consumption in a Digital Era” 
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consumption. In both cases, very few (1%-2%) in either group say they do not get news from TV or 
digital devices. 

A different pattern is apparent for use of podcasts, which overlaps far more strongly with use of 
digital devices than radio. While a slim majority of those who say they at least sometimes get news 
from podcasts say they get news from both digital devices and radio (57%), about four-in-ten say 
they get news only from digital devices – not radio (41%). Fewer than 1% say they get news only 
from radio but not from digital devices. Again, virtually none (less than 1%) say they get news from 
neither of these broader platforms. 

These results may in part reflect the sequencing of these questions: The question about use of 
podcasts for news was included as a follow-up question for those who said they ever get news from 
digital devices. Still, the analysis suggests that including podcasts as a separate item in survey 
questions about news consumption may add clarity to the overall picture of Americans’ news 
consumption habits, while items about streaming video devices or services can be used on an as-
needed basis.  

At the same time, results from the cognitive interviews suggest that, even though people are 
generally familiar with streaming devices, they do not commonly think of streaming devices when 
considering ways to access news. This is in line with results from the survey, which finds relatively 
little use of streaming devices for news – despite widespread familiarity with the devices. It seems 
that, among those who say they don’t use them for news, newer platforms like streaming devices 
are not considered news sources but, rather, digital or technological gadgets that make it possible 
to get news and other information if one wanted to. When asked if they associate streaming 
devices with other news platforms, one participant (man, age 35) said, “No, I wasn’t thinking 
about streaming devices at all. I think things like Roku are in a league of their own.”  
 
As a follow-up probe in the cognitive interviews, those who said they use streaming devices to get 
news were asked whether they saw it as more akin to getting news from a television or from a 
digital device. A few participants said that they see them as more similar to getting news online or 
on digital devices, while others said they considered news accessed via a streaming device to be 
TV.  

Still others said they see streaming devices as being somewhere in between TVs and digital 
devices, including one man (63) who called them “kind of a hybrid,” and another man (68) who 
said such devices “turn your TV into a terminal so you can get internet-provided content.” 
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In addition, six participants felt that watching news through streaming services like Netflix was 
more like watching news on TV, and two felt it was more like getting news online. Cognitive 
interview participants who said streaming services were like TV mostly focused on the device they 
use for streaming when making that determination – those who watched Netflix on their television 
were more likely to see it as watching TV. 
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2. Assessing different survey measurement approaches for 
news consumption  
Broadly speaking, perhaps the biggest problem with survey measurement of news consumption is 
that it seems to produce inflated estimates of how much news people consume when compared 
with other sources, such as ratings or online trackers.5 This may be because, on the whole, 
respondents feel social pressure to describe themselves as informed, which could cause them to 
consciously or subconsciously exaggerate their levels of news consumption – a phenomenon 
known as the “social desirability” effect. A previous Pew Research Center study has found that 
online surveys should reduce this effect, since respondents are not talking to an interviewer when 
giving their answers. Nevertheless, survey-takers may respond “aspirationally” by indicating how 
much they should have followed the news rather than how much they actually did. And it may be 
challenging for them to accurately remember just how often they got news from various platforms 

and providers. 

 
5 E.g., Prior, 2009, “The Immensely Inflated News Audience: Assessing Bias in Self-Reported News Exposure.” 

How survey experiments can test the effect of different question wordings for 
measuring news consumption 

 

Source: Survey of U.S. adults conducted April 17-19, 2020. 
“Measuring News Consumption in a Digital Era” 

PEW RESEARCH CENTER 
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30 
PEW RESEARCH CENTER 

www.pewresearch.org 

At the same time, “passive data” – i.e., data collected without respondents having to report their 
own consumption in a survey – is not without its own complexities (see Chapter 3). Each news 
platform currently produces its own unique set of data (e.g., TV ratings, print circulation, web 
browsing metrics, social media impressions or podcast downloads) that are not directly 
comparable and would very likely rely on separate datasets with distinct groups of respondents, 
making comparisons far more difficult. Improved survey measures would thus have a distinct 
value in measuring news consumption, as they can measure usage of each of these platforms 
within a single population sample, and this chapter takes an exploratory approach to achieving 
that goal. 

First, results from cognitive interviews shed light on how survey respondents understand the 
terms used in a standard news consumption questionnaire. For instance, when asked about cable 
TV news, can they provide examples or explain how it differs from national network or local TV 
news? These qualitative results help researchers to understand how respondents think through 
questions as they go about answering them and how they estimate their levels of news 
consumption. 

Second, survey experiments test the effect of different approaches to measurement, such as 
question wording and item ordering. How can the findings about respondents’ awareness and 
understanding of the news media and their own news habits be applied to survey instruments in a 
way that aids respondent comprehension? What specific changes to question wording might 
produce more robust results? 

The 21 cognitive interviews were conducted in late February and early March. The experiments 
were run in two separate surveys conducted April 17-19, 2020, (N=1,031) and April 24-25, 2020, 
(N=1,018) on Ipsos’ KnowledgePanel. Multiple experiments were conducted in each survey. For 
more detail, see the toplines. 

In addition, throughout the planning stages of this research, a series of exploratory experiments 
was conducted using a nonprobability survey platform to examine the possible effects of different 
terminology, use of examples, sequencing of questions and the like. These experiments, while 
hardly definitive, were nevertheless suggestive of the potential consequences of different kinds of 
survey measures. This information, along with the cognitive interviews, led to the construction of 
the set of KnowledgePanel experiments described below. The results of some of these tests are 
discussed in the appendix.  

  

https://www.journalism.org/2020/12/08/the-promise-and-pitfalls-of-using-passive-data-to-measure-online-news-consumption/
https://www.pewresearch.org/methods/2018/03/21/video-explainer-understanding-survey-question-wording/
https://www.journalism.org/wp-content/uploads/sites/8/2020/12/PJ_2020.12.08_News-Consumption_Survey-Toplines.pdf
https://www.journalism.org/2020/12/08/appendix-additional-guidance-on-using-surveys-to-measure-news-consumption/
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Are the terms researchers use to ask about news consumption generally 
understandable among respondents?  

People’s definition of news and news sources may differ; however, in order to do comparative 
research about how Americans consume news, it is important that respondents define and 
understand the different news platforms and providers similarly. (For more on what these terms 
mean, see the terminology.) For instance, do people fully understand distinctions between more 
traditional forms of news consumption, such as cable, network or local TV, and newer digital 
platforms, such as social media, where such TV organizations might have a presence? Also, do 
these forms naturally come to mind when asked about news habits? And, finally, how do 
respondents “calculate” their news consumption – what process do they go through in thinking 
about how frequently they get news from different sources?  
 
Results from the cognitive interviews shed some light on these questions. When asked by 
interviewers to talk through how they typically get news, participants reported a mix of television, 
online sources, radio, newspapers and magazines. Respondents also had little trouble 
understanding what was meant by TV, radio, print publications and digital devices such as 
smartphones and computers. (Note that nearly all of the participants reported “often” getting news 
from digital devices, suggesting that they may be somewhat heavier online news consumers than 
the population at large; indeed, this group should not be seen as nationally representative.) When 
probed, most participants limited their understanding of “print publications” to physical 
newspapers and magazines and did not include digital versions of these publications, which is 
consistent with what this item was intended to capture in the survey. 
 
Social media stood out as a distinct form of news consumption, especially among participants who 
were 45 years and younger. One participant (woman, age 27) commented that, even though she 
considers news via social media to be “unreliable,” she is “already on social media for personal 
reasons, so it’s more convenient that way.” The same participant also said that “social media gives 
instant access that you can move on from quickly.” Another woman (21) offered, “I rarely use news 
websites or apps, only if I am specially searching out something. It’s not a normal thing for me to 
do. Social media is a big outlet for me to get the news.” Most participants who were ages 60 and 
older mentioned television, radio, newspapers and “online” when asked how they typically get 
news – but not “social media” specifically.  
 
Understanding of major digital platform categories also was consistent among participants, for the 
most part. Participants generally understood “news websites and apps” to include things such as 
sites of cable news networks (such as CNN.com) and local television apps and sites, as opposed to 
social media sites. Participants also consistently understood “search” and search engines to be an 

https://www.journalism.org/2020/12/08/measuring-news-consumption-in-a-digital-era/#terminology
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individual-initiated action used to learn more about a story or to “cross-reference” information 
about a specific topic they may have heard about through other sources. For example, one 
participant (man, 35) commented that “Google is the main search engine I use. If I want to cross 
reference an article on, say CNN, I will go to Google and look up stuff about it.” Respondents also 
expressed general familiarity with email newsletters. 

Do respondents naturally think of all platforms when they consider their news 
consumption? 

For some of the sources of news and information mentioned in the cognitive interviews, however, 
respondents did not universally think of them as sources of news. For example, despite the strong 
sense of familiarity with newer digital platforms (such as streaming devices, smart speakers, or 
internet streaming services; see also Chapter 1), cognitive interview participants largely did not 
think of these as news sources without prompting.  

In contrast, there was more frequent recognition of social media as a news source, though not all 
participants thought of it as an original or direct news source. For example, one participant (man, 
35) said, “If I see an article on social media from CNN or Fox News, I would consider that as 
getting it from CNN or Fox News. Social media for me, especially Facebook, is like a news 
aggregator.” 

Several participants omitted podcasts and search while initially discussing their news habits until 
these were explicitly brought up, particularly among people who do not use these platforms 
regularly for news. One respondent (woman, 27) who does not rely on podcasts or search for news 
said she “didn’t think about Google/search engines or podcasts” when asked about ways to get 
news digitally; “Really only social media.” Participants generally thought of podcast and search as 
digital gadgets that are possible ways to get news and information if one wanted to rather than as 
an original source of news or as being tied to a particular news organization, similar to the way 
respondents largely understood social media.  

Similarly, though many said they got information from an advocacy group or an elected official or 
government agency, several participants volunteered that they did not think of these as news 
sources. Together, this suggests that broad questions asking about news use on general platforms 
may not capture all types of news consumption that researchers have in mind – particularly lesser-
used platforms or sources that are less consistently understood by the public, such as these direct 
sources of news and information. At the same time, most participants who do not initially think of 
these platforms also do not use them for news – meaning that the impact on overall survey 
numbers may be minimal. Thus, researchers should take into consideration which types of news 

https://www.journalism.org/2020/12/08/the-american-public-shows-mixed-familiarity-with-new-and-evolving-forms-of-news/
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consumption they specifically wish to target; lesser-used platforms like podcasts or search need 
not be included unless they are of specific interest, and researchers must decide whether they will 
ask specifically about information directly from sources such as public figures and advocacy 
groups. 

Are distinctions between traditional terms well understood by survey respondents? 

For the most part, participants can differentiate between the different radio news providers that 
researchers ask about in surveys. Cognitive interview participants could accurately distinguish talk 
radio stations from public radio stations as well as identify types of stations like satellite and local 
radio.  
 
However, the process revealed possible confusion with certain terms used for TV providers. 
Notably, participants could not easily tell the difference between national network TV and cable 
TV news organizations. And while participants generally were confident that they know what 
“local TV news” means, a few expressed confusion. Some said that national network TV was the 
same thing as cable TV, and several could not correctly identify news organizations that fall into 
the various buckets. Others outright said “I don’t know” or that they were confused; still others 
indicated that they are different but could not articulate those differences. This confusion could be 
mitigated by adding examples to survey items, the effect of which was tested in survey experiments 
detailed below.  

Finally, how did participants ‘calculate’ their level of news consumption?  

In the cognitive interviews, researchers asked follow-up questions and probes in order to gain a 
better understanding of how participants actually come up with their answers, especially with 
regard to the questions that ask about frequency of news consumption. Participants were asked 
what they were thinking of when they answered the platform battery: “How often do you get news 
from [platform]?” two ways: first, they were asked generally what they were thinking of while 
answering this question; then, they were asked what time period they had in mind. 

By and large, two strategies emerged from the first probe. The first is that participants think of the 
different platforms they use to get news, with no specific programs or time frames in mind. For 
example, a participant (man, 66) said he was “thinking about devices and thinking about 
frequency generally.” One woman (28) said, “The devices that I use. I did not compare them to 
each other – just generally.” The other strategy is thinking about their news consumption habits 
within a specific time period, mainly throughout the course of a day. For example, an older man 
(63) said, “I listen to the radio every morning, I get news from my phone during the day, I watch 
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cable TV news at night.” And a 45-year-old woman said, “I listen to the news in the morning on my 
smart speaker. I look at news on my phone during the day. I watch the news on TV at night.” 

When asked specifically about the time period they were thinking of when answering how often 
they get news from various sources, many participants said they were thinking “generally” or that 
they had no specific period in mind. Several said they were thinking of their daily routine, two said 
they were averaging over the past couple of years, and some said they were thinking on a weekly or 
monthly basis. One participant (woman, 68) said, “Daily, weekly, monthly, in that order.” 
 
The remainder of this chapter explores these themes further through survey experiments that test 
the impact of different question wordings and measurement approaches, including the addition of 
a reference period to questions about the frequency of news consumption and the use of examples. 
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Can examples improve respondents’ understanding of news providers? 

In the past, news providers such as newspapers, 
network TV and radio were largely tied to a 
single platform (i.e., the physical medium 
through which the news is consumed). Daily 
newspapers published in print, network news 
appeared on TV sets and radio news traveled 
through the airwaves to a radio receiver. In a 
digital era, however, when news providers 
associated with various traditional platforms 
can produce content that appears online and 
arrives through a wide variety of digital devices, 
it may be harder to understand what it means 
to get news from a cable TV news organization. 
For instance, content produced by CNN may be 
consumed through a TV set, a website or a 
smartphone – and perhaps on Twitter or 
Facebook.  

Even as news organizations now publish on 
analog (i.e., print, TV and radio) and digital 
platforms, their brand identities (and revenue 
streams) may still be associated with their 
legacy platform. In other words, local metro daily papers may publish online but may still be 
identified as newspapers and get most of their revenue from print; further, cable news channels 
have a large online presence but still identify themselves as cable news channels. As a result, 
collecting data on news consumption across provider types (e.g., daily newspapers, network TV, 
cable TV, public radio, etc.) in the same data structure still has value – and can illuminate 
important differences in the news people get from various types of sources.  

But if respondents are unsure where the boundaries are between different providers, how do 
researchers do this in a way that accurately measures which survey respondents use which 
different news providers? If respondents receive robust examples of each provider type, does this 
help? Survey respondents in these survey experiments were randomly assigned to one of two 
conditions, each of which showed a different version of a survey question. For example, about half 
the respondents were asked how often they got news from six provider types, such as “cable TV 
news” or “daily newspapers.” The other half of respondents were shown the same question but 

Adding examples to question about 
news providers has little effect on 
responses in most cases 
% of U.S. adults who say they get news five to seven days 
per week from each provider type, when item includes … 

 
No 

examples Examples 

 % % 
National network TV news [such as 
NBC Nightly News, Good Morning 
America, or the PBS NewsHour] 

35 28 

Public radio [such as NPR] 15 10 
Local TV news [on your local area’s 
ABC, CBS, NBC or Fox station] 46 44 

Talk radio [such as Rush Limbaugh, 
Mark Levin, or Joe Madison] 7 6 

Cable TV news [such as CNN, Fox 
News or MSNBC] 29 29 

Daily newspapers [such as The New 
York Times, Wall Street Journal, or your 
local daily paper] 

18 19 

Note: Examples are in brackets. Significant differences in bold. 
Source: Survey of U.S. adults conducted April 24-25, 2020. 
“Measuring News Consumption in a Digital Era” 

PEW RESEARCH CENTER 

https://www.journalism.org/chart/sotnm-newspapers-percentage-of-newspaper-advertising-revenue-coming-from-digital/
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with examples provided for each item: “cable TV news (such as CNN, Fox News or MSNBC)” or 
“daily newspapers (such as The New York Times, Wall Street Journal, or your local daily paper).” 
Responses were then compared to detect any effects of these modifications to survey questions.  

For the six provider types tested in the survey, four do not produce notably different estimates for 
frequent consumption (five to seven days per week) when examples are added. These include local 
TV news, cable TV news, daily newspapers and talk radio. 

In the cases of national network TV and public radio, however, differing shares of Americans say 
they frequently get news from these sources depending on whether examples are added or not. For 
instance, 35% of Americans say they get news from “national network TV” at least five days per 
week, but when examples are added – “such as NBC Nightly News, Good Morning America, or the 
PBS NewsHour” – 28% say they do this. And 15% of U.S. adults say they get news from “public 
radio” five to seven days per week, but this figure falls to 10% when respondents are asked about 
“public radio, such as NPR.” 
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Does a specific response scale improve measurement of news 
consumption?  

News consumption survey questions may use a relative response scale, asking how often 
respondents get news in each way: often, sometimes, rarely or never. This scale has some 
ambiguity given the varying frequency of publication or broadcast between providers and 
platforms (e.g., ongoing 24-hour cable TV news compared with once-daily print newspapers). 

Alternately, researchers could ask respondents to provide a specific time measurement: How many 
days in the past week have they gotten news a certain way? Or did they get news that way 
yesterday? 

It is important to know what respondents mean when they say they get news often, sometimes or 
rarely; so, after using the relative scale to measure frequency of news consumption, the experiment 
included a follow-up question asking specifically how many days in a week respondents got news a 
given way. 

The results (see detailed tables) show that those who say they get news from a given source “often” 
generally say they get news that way five to seven days per week. Americans who say they get news 
from a source “rarely” mostly seem to mean zero to two days per week. And those who say they get 
news from a source “sometimes” are more scattered – with most responses landing in the range of 
one to three days per week but with wider variation.  

https://www.journalism.org/2020/12/08/news-consumption-detailed-tables/
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When asking about frequency of news consumption, ‘often’ aligns with 5-7 days in a 
week, ‘rarely’ aligns with 0-2 days, and ‘sometimes’ means a variety of things   
% of U.S. adults who have gotten news from each platform ___ days in a week 

 

Note: Survey contained a form-split for the relative and specific consumption questions. Data here are merged between the two forms. 
Question text for Form 1 relative response scale: “How often do you get news from…?” Question text for Form 1 specific response scale: “IN 
THE PAST WEEK, how many days did you get news from ...?  
Question text for Form 2 relative response scale: “IN A TYPICAL WEEK, how often do you get news from…?” Question text for Form 2 specific 
response scale: “IN A TYPICAL WEEK, how many days do you get news from…?” 
Source: Survey of U.S. adults conducted April 17-19, 2020. 
“Measuring News Consumption in a Digital Era” 

PEW RESEARCH CENTER 
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Does providing a reference period affect news consumption 
measurement?  

Does providing a reference period – such as asking how often “in the past week” someone got news 
rather than how often in general – affect responses to news consumption measures? In theory, this 
could make it easier for respondents to reply accurately, since it is a more specific task, but it could 
also misrepresent their more general news consumption habits if there was something unusual 
about the period (e.g., a party convention happening in the past week or something atypical 
happening in the respondent’s own life). Alternatively, a middle ground may be to provide a more 
general reference period, such as “in a typical week.” 

Pew Research Center tested three different approaches. The findings show that providing a general 
reference period has almost no effect on results. Those respondents who are asked about their use 
of various platforms “in a typical week” show the same incidence as those who are simply asked 
how often they use these different platforms, with no reference period provided. For example, 52% 
of Americans say they often get news from a smartphone, computer or tablet in general, which is 
identical to the share who say they do the same “in a typical week.” 
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Adding a reference period 
has little effect on 
frequency of self-reported 
news consumption 
% of U.S. adults who get news often 
from each source when asked ___ 
they get news 

 
“How 
often” 

“In a 
typical 
week, 
how 

often” 
 % % 
Platforms   
Television 47 48 
Radio 13 13 
Print publications 11 11 
A smartphone, 
computer or tablet 52 52 
 
Digital platforms   
News websites or 
apps 31 32 
Social media 22 20 
Search 23 23 
Podcasts 6 3 

   
Providers   
Daily newspapers 14 13 
Network TV 36 35 
Local TV 41 41 
Cable TV 27 30 
Talk radio 4 7 
Public radio 10 12 

Note: Significant differences in bold. 
Question text for no reference period: “How 
often do you get news from…?” Question 
text for typical week reference period: “IN A 
TYPICAL WEEK, how often do you get news 
from…?” Full item wording for social media 
was “Social media such as Facebook, 
Twitter or Instagram.” Full item wording for 
search was “Search such as through 
Google or other search engines.” 
Source: Survey of U.S. adults conducted 
April 17-19, 2020. 
“Measuring News Consumption in a Digital 
Era” 
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The same pattern of little to no variance applies to a variety of 
more specific news sources, such as news websites or apps, social 
media, local TV and public radio. In all of these instances, and 
others, similar shares say they get news often from each source when they are asked about “a 
typical week” or without any reference period. 

The one platform where there is a small but statistically significant difference is podcasts: 6% of 
Americans say they often get news from podcasts in general, while 3% say they do so “in a typical 
week.” 

 

 

  

PEW RESEARCH CENTER 
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More differences emerge when respondents are 
asked about the number of days they get news in a 
specific reference period of “the past week” 
compared with “a typical week.”  

Still, there is plenty of similarity in responses 
when it comes to the share of respondents who 
frequently get news a certain way. For instance, 
53% of respondents say they got news from 
television five to seven days “in the past week,” 
which is nearly identical to the 52% who say they 
get news from TV as often “in a typical week.”  

Respondents do, however, appear to be somewhat 
more likely to say they frequently get news from 
radio and search “in a typical week” than “in the 
past week.” 

More consistent differences exist between these 
two reference periods at the other end of the 
spectrum – in the share who say they’ve gotten 
news a certain way zero days in a week. 
Respondents are consistently more willing to say 
they get news from radio, print publications and 
other sources at least one day “in a typical week” 
than “in the past week.” For example, 26% of 
respondents said they got news from radio zero 
days “in the past week” compared with just 10% 
who said this about “a typical week.”  

Still, given the broad similarities in responses – 
and the fact that researchers are primarily 
interested in the portion of Americans who often 
or regularly get news a certain way, rather than 
those who “ever” (even if rarely) get news from a 
particular source – surveys can usually omit a 
specific reference period without affecting the quality of the data. One exception is if there is 
particular interest in radio or podcast consumption; in these cases, a specific reference period may 

At high end of news consumption, few 
differences between ‘a typical week’ 
and ‘the past week’ 
% of U.S. adults who get news five to seven days per 
week, or zero days per week, from each source when 
provided ___ as a reference period  

 % 5-7 days/week % 0 days/week 

 

“In the 
past 

week” 

“In a 
typical 
week” 

“In the 
past 

week” 

“In a 
typical 
week” 

 % % % % 
Platforms     
Television 53 52 11 5 

Radio 12 20 26 10 

Print publications 11 11 34 18 
 
Digital platforms     
News websites or 
apps 36 38 11 7 
Social media 29 33 11 9 
Search 22 29 13 7 

Podcasts 4 3 18 13 

     

Providers     

Daily newspapers 13 13 18 12 

Network TV 39 39 10 6 

Local TV 44 47 10 3 

Cable TV 31 34 13 5 

Talk radio 5 9 16 9 

Public radio 9 16 19 11 

Note: Significant differences in bold. Question text for past week 
reference period: “You told us that you get news from each of 
the following. More specifically, IN THE PAST WEEK, how many 
days did you get news from…?” Question text for typical week 
reference period: “You told us that you get news from each of 
the following. More specifically, IN A TYPICAL WEEK, how many 
days do you get news from…?” Full item wording for social 
media was “Social media such as Facebook, Twitter or 
Instagram.” Full item wording for search was “Search such as 
through Google or other search engines.” 
Source: Survey of U.S. adults conducted April 17-19, 2020. 
“Measuring News Consumption in a Digital Era” 

PEW RESEARCH CENTER 
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be helpful. In any case, this provides additional evidence that respondents tend to calculate their 
news consumption aspirationally, given that the specific reference period of “past week” never 
resulted in higher estimates than the vaguer period of “a typical week” for the lowest end of news 
consumption.  
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Do respondents give different answers when 
the response scale is reversed? 

Surveys frequently order response options from 
high to low – e.g., starting with “often” and 
descending to “never” – to aid in respondent 
comprehension. However, research on ordering 
effects shows that respondents can 
disproportionately select the first response in a 
scale when taking an online survey like the ones 
featured in this study, which can lead to 
overreporting (also known as a “primacy effect”). 
As such, it may make sense to reverse the order 
and display the least frequent option (“never”) 
first and the most frequent option (“often”) last.  

Although differences between the two conditions 
are not statistically significant, there is a clear 
pattern that the reverse-response scale produces 
slightly lower estimates of the portion who get 
news often from each source. Since there is no 
necessary reason why a scale needs to run in one 
direction or another, a response scale that runs 
low to high would be advisable if overreporting is 
a concern. 

  

Differences in responses based on 
order of response options consistent 
but not statistically significant 
% U.S. adults who often or sometimes get news from 
each when response options are in high low order 
vs. low high order 

 Often Sometimes 

 
High to 

low 
Low to 
high  

High to 
low 

Low to 
high 

Platforms     

Television 49 45 26 31 

Radio 13 13 34 34 

Print publications 11 12 19 22 
A smartphone, 
computer, tablet 53 49 30 31 
     

Digital platforms     
News websites or 
apps 31 31 32 33 
Social media  20 17 26 31 

Search  23 20 37 43 

Podcasts 3 5 13 10 

Note: Full item wording for social media was “Social media such 
as Facebook, Twitter, or Instagram.” Full item wording for search 
was “Search such as through Google or other search engines.” 
Source: Survey of U.S. adults conducted April 24-25, 2020. 
“Measuring News Consumption in a Digital Era” 

PEW RESEARCH CENTER 
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3. The promise and pitfalls of using passive data to measure 
online news consumption 
Given the challenges of survey research detailed above, it is worth considering other approaches to 
measuring news consumption – especially when it comes to getting news online. One possibility is 
so-called “passive” data, in which respondents’ online activity is recorded automatically by a 
computer tracker. Several vendors now offer these types of panels: They recruit a sample of 
respondents who allow their PCs or mobile devices to be tracked and their activity recorded, 
although respondents are free to leave the panel at any time by deleting or disabling the tracker. 
Researchers have been intrigued by the possible ways this data could be useful in understanding 
online activity, including online news use.  

The advantage of passive data is that it does not rely on people’s self-reporting of their own 
behavior, which can be subject to both imperfect recall and aspirational responses by those who 
value the news but do not actually consume it at the levels they say they do. A second advantage of 
passive data collection is that it arguably reduces the burden on respondents, removing the need 
for them to answer questions about their digital behavior.  

But passive data collection is not without its limitations. Notably, digital tracking commonly used 
with survey panels excludes all offline consumption, such as television, radio and print 
newspapers or magazines. At present, television is one of the primary platforms Americans use to 
get news, but it is not covered by typical passive tracking.6 Due to this exclusion of offline 
behavior, digital tracking alone cannot provide a complete picture of Americans’ news 
consumption. Even within online behavior, passive tracking is not fully comprehensive, in part 
because in-app behavior (e.g., viewing news on Facebook) is not captured, nor are emails or push 
alerts from news organizations, unless the recipient clicks or taps on the link. 

Two additional limitations of passive data concern not the tracking technology but the public’s 
willingness to use it. Passively tracked adults need to permit the tracking on all their devices in 
order for the data to represent the full breadth of their usage. But that is a questionable 
assumption on several levels. Some Americans use employer-issued computers and smartphones, 
in which cases the employee may not be allowed to install tracking software on those devices. This 
means that, for some adults, all the news that they consume on an employer-issued device would 
be excluded from tracking. Employer-related restrictions aside, it is simply more burdensome and 

 
6 A notable exception is the Nielsen panel, known for its widely disseminated TV ratings. However, the Nielsen data are not commercially 
available to researchers. The passive data collection services that are the focus of this report are those more commonly deployed in online 
survey panels.  
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invasive to install the tracking on all the devices people use, as opposed to just one device. Full 
coverage may thus not be a feasible request of panelists. 

A final question surrounding passive data collection is whether the people willing to participate in 
the tracking are nationally representative or skewed toward demographic groups (e.g., younger 
and more educated adults) who tend to be more comfortable with technology and adept at 
installing new software.  

It is worth noting that the capabilities of passive tracking have evolved (and improved) over time. 
Some panels could only track users on their PC or mobile device – but not both. Others could not 
see which pages were visited in a browser. Since this methodology is still being developed, it is 
possible that some or all of these limitations will be addressed in the future. 
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When it comes to measuring news consumption, tracking respondents’ digital 
devices does not capture all of their online activity 
Some panelists in our survey agreed to have their digital activity tracked, but not all activity could be captured  
 

 

Note: This scenario is an example of one hypothetical respondent and will not apply to every respondent in the panel. 
“Measuring News Consumption in a Digital Era”  

PEW RESEARCH CENTER 
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To explore these advantages 
and disadvantages of passive 
data, Pew Research Center 
researchers designed a study 
to compare passively collected 
data to survey self-reports 
from the same individuals. A 
national sample of adults 
consented to passive digital 
tracking, installing trackers 
from RealityMine that used a 
VPN, mobile app, software 
package, or browser extension 
to record all activity on their 
PCs and/or mobile devices. 
This same group also 
completed a news 
consumption survey, self-
reporting their online behavior 
in a few different ways: 

 Days in the past week they 
got news from online news 
sites or apps 

 Whether they got news 
online from each of 15 
news organizations in the 
past week7 

 Days in the past week they 
used each of six social 
networking services8 

 
7 ABC News was not analyzed for this report, despite being asked about in the questionnaire, because its social media presence is often 
linked to the domain abcnews.go.com, and the go.com domain is shared with many non-news properties such as Disney.  
8 Respondents also were asked about news aggregators and YouTube, but Center researchers opted not to include these in the analysis. In 
the case of the news aggregators, Google News does not have a distinct top-level domain (i.e., it is found at news.google.com); for this study, 
we opted to analyze the passive data only at the domain level. Usage of the other three aggregators included in the survey was rare. For 
YouTube, narrowing specifically to news use on YouTube would have required significant video-level coding, which researchers chose not to do 
here. For more details, as well as details on how the matching was conducted, see the methodology. 

How self-reported online news consumption was 
compared with passively tracked online activity 

 

“Measuring News Consumption in a Digital Era” 

PEW RESEARCH CENTER 

https://www.journalism.org/2020/12/08/news-consumption-methodology/
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These responses were then compared with the passive data. The estimates of news consumption 
resulting from the two different methods – survey self-report and passive data – differ widely. For 
nearly every item asked about, self-reporting produces higher totals than the passive data. 

What are the implications for news consumption research? Are survey estimates inflated, or is the 
passive data underestimating respondents’ news habits due to limitations in what can be 
collected? Or both? Two approaches seek to shed light on these questions. First, secondary data – 
traffic data from a commercial vendor that tracks visitors to news websites and apps – is used as a 
comparison point. Second, further analysis of the survey and passive data seeks to ascertain what 
is driving the differences between the self-report and passive data – and whether more sizable 
effects arise from potential sources of error in the survey or passive data. 

The comparison finds that both the passive data and survey data contain flaws. Numerous 
passively generated estimates for the share of Americans visiting news websites in the past week 
are implausibly low when triangulated against traffic data from a commercial metrics vendor. 
Meanwhile, a number of the survey-based estimates are likely inflated by aspirational responding 
(also known as social desirability bias).  

For researchers seeking to measure Americans’ complete news diet, however, the underestimates 
in the passive data stemming from insufficient coverage seem to be the greater of the two 
challenges, at least at the present time. Predictably, the survey data do appear to overstate news 
consumption to some extent, but they do a better job capturing the many varied ways that 
Americans continue to get their news.  
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Respondents self-report online 
activities at far higher rates than 
what passive data shows, but it is 
unclear which is more accurate 

The most basic question in evaluating the 
potential of passive data for measuring news 
consumption is the overall estimates it 
produces for the portion of Americans who 
engage in each activity. This can then be 
compared with the estimates that result from 
the survey. 

Respondents were asked: “In THE PAST 7 
DAYS, how many days did you get news from a 
news website or app?” This is the type of broad 
measurement researchers are interested in 
when it comes to news consumption. To match 
it to the passive data, a list of over 2,500 local 
and national news organizations’ websites was 
constructed from commercial databases. Their 
Android or iOS apps, if available, were included 
as well. A respondent was deemed to have 
visited a news website or app if their passive 
data matched any entry on this list.  

The results show a large gap. In the passive 
data, only one-in-five respondents used a news 
website or app between five and seven days in 
the week prior to their interview. In the survey, 
however, nearly half of respondents (45%) say 
they used news websites or apps five to seven 
days in the past week, a 25 percentage point gap 
between survey and passive estimates.  

It may be difficult for respondents to remember 
all the news sites and apps they have visited, however, potentially leading them to make an 
estimate based on their general sense of their news behaviors rather than an actual accounting of 

Estimates of online behaviors far higher 
in self-reported data than passive data 
% of respondents who … 

 
Self-report 

(survey) 
Observed 
(passive) 

 % % 
Got news 5-7 days in the past 
week from news websites/apps 45 20 
   
Got news online in the past 7 
days from…   
BBC 18 3 
Breitbart 3 1 
Business Insider 10 2 
CNN 39 11 
Fox News 31 6 
The Guardian 12 2 
HuffPost 16 3 
New York Post 14 2 
The NY Times 28 8 
The Hill 10 1 
Time 10 1 
Univision 6 1 
USA Today 17 3 
Vox 7 1 
Wall St. Journal 17 1 

   
Used 5-7 days in the past  
week …   
Facebook 64 40 
Instagram 23 7 
LinkedIn 5 1 
Reddit 6 2 
Snapchat 11 5 
Twitter 13 5 

Source: Survey of U.S. adults conducted June 2-11, 2020; passive 
data collected May 16-June 15, 2020. 
“Measuring News Consumption in a Digital Era” 
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their activity in the past week. The survey, then, also included more directed questions: 
Respondents were asked about the use of 15 specific news organizations’ websites and apps. Here, 
however, the same pattern is evident, with survey estimates consistently higher than results from 
the passive data. For instance, roughly a quarter of survey respondents (28%) say they got news 
online from The New York Times in the past week, while only 8% of respondents show a matching 
behavior in the passive data (i.e., visited nytimes.com or the Times’ Android or iOS apps within the 
week before their interview date). 

Still, the passive data does not include in-app activity on social media, so it may be that some 
respondents did see content from the organization online at some point without visiting their site 
in a browser or using their app. To account for this, the survey also included questions about the 
use of social media sites and apps, since these are distinct presences with fewer measurement 
issues, even though use of social media in general is not part of the scope of news consumption 
research. Here again, however, there are large gaps, with more people reporting that they used 
social media than the passive data showed.   



52 
PEW RESEARCH CENTER 

www.pewresearch.org 

This would seem to confirm earlier research 
that found survey estimates of news 
consumption greatly inflated relative to 
estimates emerging from behavioral data such 
as ratings or trackers.9 But when two data 
points differ, it makes sense to bring in a third 
data source as a triangulation point. Traffic 
data is the natural place to turn to as a 
comparison point for online news 
consumption. Web traffic data is used by online 
publishers in much the same way TV ratings or 
circulation figures are used: to measure their 
overall performance as well as to set ad rates. 
Here, we can turn to data from Comscore to see 
what its data indicates about the portion of the 
population that visited different online 
properties in a month. 

 
9 e.g., Prior, 2009, “The Immensely Inflated News Audience: Assessing Bias in Self-Reported News Exposure.” 

Estimates of news consumption higher 
by web traffic than survey, passive data 
% who visited the website or app of each at least once in 
the specified period 

 

Self-report 
(survey; in 
past week) 

Observed 
(passive; in 

month) 

Reach 
(traffic data; 
in May 2020)  

 % % %  
BBC 18 6 11  
Breitbart 3 1 2  
Business Insider 10 9 35  
CNN 39 21 62  
Fox News 31 13 41  
HuffPost 16 5 15  
New York Post 14 6 29  
The NY Times 28 16 48  
The Guardian 12 8 23  
The Hill 10 4 16  
Time 10 3 9  
Univision 6 1 1  
USA Today 17 9 29  
Vox 7 2 14  
Wall St. Journal 17 5 24  
     
Facebook 82 83 83  
Instagram 46 44 53  
LinkedIn 24 24 24  
Reddit 16 18 31  
Snapchat 23 12 30  
Twitter 31 38 47  

Note: See methodology for details of Comscore properties used. 
Some include only traffic to the primary domain; some include traffic 
to the domain as well as the mobile app; others also include traffic 
to the YouTube channel or other related properties. Reach 
represents the percent of online U.S. adults who visited the property 
in May 2020. 
Source: Survey of U.S. adults conducted June 2-11, 2020; passive 
data collected May 16-June 15, 2020; Comscore Media Metrix® 
Multi-Platform, United States, % reach, May 2020, United States. 
“Measuring News Consumption in a Digital Era” 
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When bringing in this traffic data, however, the reach – the percentage of online U.S. adults who 
visited the property at least once in the given month – for individual news organizations and social 
media sites and apps is generally higher than both the survey and passive estimates. The survey 
estimates are closest to the traffic data, though they are not an exact conceptual match.10   

For example, 31% of U.S. adults reported visiting the website or app of Fox News in a one-week 
period in the survey, much higher than the 13% who were observed doing this in the passive data 
(reanalyzed to cover a one-month period). But traffic data shows that 41% of online Americans 
visited the website or app of Fox News at some point in May 2020. 

Note that the metric here measures only the barest use: at least one visit in an entire month. As 
such, it would not capture what some media researchers have been searching for when it comes to 
news consumption: a measure of heavy, habitual or regular consumers of each source, so their 
media habits can be linked to their attitudes. 

 
10 The traffic data show the portion of online adults who visited the property at any point in the month of May 2020, while the survey results 
show the portion of U.S. adults who used each in the past week. The passive data are a closer conceptual match, since they were reanalyzed 
to produce the percent of passive respondents who engaged in the given activity at any point in the month running from May 16-June 15, 
2020; this is why the figures are different from those in the previous table. Previous Pew Research Center work has generally used 
Comscore’s “unique visitors” metric to show the total number of visitors to a property. The “% reach” metric simply translates this to a 
proportion of the population being measured. 

About Comscore  

Comscore data represent a third approach, one that incorporates passive data but also uses 
analytics data generated by “tagged” webpages and apps. Similar to the respondents to this 
study, Comscore maintains a panel of users whose online activity is tracked and recorded. But 
their media clients also place a small piece of code on their websites and in their apps that 
registers every time it is visited or used. These two data sources are combined to calculate 
overall traffic. This second stream of data, from “tagged” pages, would necessarily capture 
some visits that are not valid, whether because they are from a “bot” or because they are not 
within the target population being measured (e.g., U.S. adults). The panel data can be used to 
correct for these issues, as well as to provide estimates in and of themselves. Thus, it is a 
hybrid approach different from both the survey and passive data analyzed here. 

 

file://nas-prc.pew.pewtrusts.org/shared/Common/Mike%20B/News%20consumption/Drafts/Web%20traffic%20data%20is%20used%20by%20online%20publishers%20in%20much%20the%20same%20way%20TV%20ratings%20or%20circulation%20figures%20are%20used:%20to%20measure%20their%20overall%20performance%20as%20well%20as%20to%20set%20ad%20rates.
https://direct.comscore.com/docs/comScore%20UDM%20Methodology.pdf
https://assets.pewresearch.org/wp-content/uploads/sites/13/2014/03/comScore-Media-Metrix-Description-of-Methodology.pdf
https://assets.pewresearch.org/wp-content/uploads/sites/13/2014/03/comScore-Media-Metrix-Description-of-Methodology.pdf
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Regardless, the hoped-for clarity does not emerge from this triangulation. Given evidence that 
survey responses are likely inflated, it would be wishful thinking to see these as validation of the 
survey approach. The wide spread among the three sources suggests that nailing down a precise 
point estimate for news usage remains elusive.  
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Accounting for differences between survey and passive data 

Another way to answer the question of whether the passive data or self-reported data is more 
accurate is to assess the influence of various sources of error. For instance, errors in the passive 
data could result from respondents’ devices not being fully tracked, while errors in the survey data 
could result from respondents overreporting their news consumption due to social desirability – 
i.e., they believe it is important to follow the news and consciously or subconsciously want to 
represent themselves as good citizens – ones who often consume news. If errors from inadequate 
device coverage were more likely to drive mismatches than social desirability, the blame for the 
mismatches could be laid more squarely on the passive data. And vice versa – if social desirability 
is found to be the major culprit for error, then the blame would fall on the survey.   

Three areas of potential error stood out: issues with how the passive data are collected, such as 
coverage of all devices a respondent uses or the ability to gather data from inside apps; social 
desirability, lack of knowledge about the news media, or other factors affecting the survey 
responses; and the composition of the sample that could be recruited, which could affect both the 
passive and survey data. 
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Those with untracked devices more 
likely to have mismatch between 
passive and survey data  
Among those who had ___, % with a mismatch in use of 
each item in survey data relative to passive data, i.e., 
showed higher usage in survey responses than was 
observed in passive data 

 
All devices 

tracked 

1+ 
devices 

untracked 

 % % 
News websites or apps 55 65 

   
BBC 12 20 

Breitbart 3 3 
Business Insider 10 11 
CNN 31 32 
Fox News 27 27 
The Guardian 8 13 
HuffPost 14 16 
New York Post 13 15 
The NY Times 20 25 
The Hill 8 10 
Time 8 11 
Univision 6 5 
USA Today 16 16 
Vox 5 7 
Wall St. Journal 12 19 

   
Facebook 43 50 
Instagram 31 38 
LinkedIn 15 24 

Reddit 9 16 

Snapchat 14 18 
Twitter 15 27 

Note: For news websites/apps and social media, a respondent is 
considered to have a mismatch if their survey response indicated 
they use the source for more days in a week than observed in the 
passive data. For the news brands, a respondent has a mismatch if 
they indicated in the survey that they used these sources in the past 
week but were not observed doing so in the passive data. 
Significant differences in bold. 
Source: Survey of U.S. adults conducted June 2-11, 2020; passive 
data collected May 16-June 15, 2020. 
“Measuring News Consumption in a Digital Era”  
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Potential error resulting from passive data 
collection 

Device coverage 

Americans can use multiple devices to access the internet – from their personal smartphone or 
laptop to their work computer to a shared computer in their home or elsewhere. To gain a 
comprehensive picture of their online activity, trackers would ideally be installed on all devices a 
panelist uses.  

When asked in the survey if all the devices they use to access the internet were being tracked, 
however, only 28% of respondents said this was the case. About two-thirds (68%) said one or more 
devices they use to access the internet were not being tracked.  

This less-than-full coverage was not for lack of trying. About one-in-five panelists (19%) were 
tracked on more than one device. In contrast to some panels that only track PC or mobile usage, 
this data captured both: 50% were tracked on at least one PC and 63% were tracked on at least one 
mobile device. (This data is unweighted.) 

While the survey did not ask directly which devices were untracked, most panelists do not access 
the internet using devices not owned by themselves or someone in their household (e.g., work or 
library devices). One-in-ten report using a smartphone or tablet they do not own, and about a 
quarter (24%) use a PC they do not own. Thus, it is possible that many people simply own multiple 
devices and did not have the tracking software installed on all of them. 

An analysis found that those who say they did not have all their devices tracked were more likely to 
have a mismatch between the results in the passive and survey data (i.e., indicate higher usage in 
the survey than could be measured in their passive data) for some of the items, especially the 
social media items.11 For example, among those who say they had at least one untracked device, 
27% showed a mismatch for Twitter, compared with 15% of those who say they had all devices 
tracked. However, for the 15 news organization items, there were only two (BBC and The Wall 
Street Journal) for which having untracked devices was related to a higher incidence of 
mismatching.12  

 
11 This is not to say that such a mismatch is necessarily fatal, and researchers may not be concerned about a survey respondent saying they 
do something six days a week when it is actually five days. Nevertheless, for the purposes here of examining the factors driving misreporting, 
it is a useful metric. 
12 The absolute values for each item depend not only on the accuracy of respondents’ answers but also on the portion of respondents who say 
they use it, since the analysis focuses only on overreporting in the survey relative to the passive data. That is, since 93% of survey 
respondents say they did not get news from Vox in the past week, none of these respondents can have a mismatch. As such, we focus here on 
significant differences between groups – not on the absolute size of the mismatch. 

PEW RESEARCH CENTER 
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The only demographic difference on the question about untracked devices was by education. A 
third of those with a high school degree or less said they had all of their devices tracked, while this 
was true of 29% with some college education and 21% of college graduates. 
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Mismatches between passive and survey 
data vary by social media news use 
Among those who use social media for news ___, % with a 
mismatch in use of each item in survey data relative to 
passive data, i.e., showed higher usage in survey responses 
than was observed in passive data 

 Often Sometimes Rarely Never 

 % % % % 
News websites 
or apps 68 

 
65 

 
58 56 

     
BBC 18 22 16 10 
Breitbart 2 3 3 4 
Business Insider 10 12 11 7 
CNN 38 32 29 25 
Fox News 32 26 26 25 
The Guardian 16 11 10 9 
HuffPost 26 12 13 8 
The NY Times 33 23 20 15 
New York Post 26 13 11 6 
The Hill 14 5 14 6 
Time 16 12 9 4 
Univision 10 5 2 3 
USA Today 25 15 13 11 
Vox 7 5 7 6 
Wall St. Journal 17 17 22 11 
     
Facebook 55 54 51 29 
Instagram 48 40 36 15 
LinkedIn 23 19 26 16 
Reddit 13 18 11 10 
Snapchat 19 24 15 8 
Twitter 29 30 23 7 

Note: For news websites/apps and social media, a respondent is 
considered to have overreported if their survey response indicated 
they use the source for more days in a week than observed in the 
passive data. For the news brands, a respondent overreported if they 
indicated in the survey that they used these sources in the past week 
but were not observed doing so in the passive data. Significant 
differences in bold (bolded numbers are higher than nonbolded 
numbers in that row). 
Source: Survey of U.S. adults conducted June 2-11, 2020; passive 
data collected May 16-June 15, 2020. 
“Measuring News Consumption in a Digital Era” 
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A ‘blind spot’ for news consumption within 
social media apps 

While the tracking software captures the use of apps, it does not capture activity that happens 
within the app. So, for instance, if a panelist visits nytimes.com on their smartphone browser 
(such as Safari on an iPhone or Chrome on an Android device), this would be captured, as would 
any time they used the mobile app of The New York Times (though not which stories they read 
inside the app). However, if they are using the Facebook app and tap on a link to a nytimes.com 
story, this would not be captured – nor would any links to nytimes.com that appear in their 
Facebook news feed but are not clicked on. Given the sizable portion of Americans who get news 
on social media, this blind spot for in-app activity is effectively a social media blind spot when it 
comes to measuring news consumption through device tracking.13 

An analysis found that those who said in the survey that they often get news from social media 
were generally more likely to show a mismatch than those who say they got news from social 
media less often. For example, among those who often get news from social media, a quarter 
showed a mismatch between the portion that get news online from USA Today in their passive and 
survey responses – in other words, indicated higher usage in their survey responses than was 
evident in their passive data – compared with 15% or fewer among those who get news from social 
media less often.  

However, such a gap might be expected given that those who say they follow the news more often 
in general also are more likely to have a mismatch. About one-in-five respondents who follow the 
news often (21%) showed a mismatch for USA Today, compared with 10% of those who follow the 
news less often.  

Digging even deeper, researchers divided respondents into those who were tracked on just mobile 
devices, just PCs or on both mobile devices and PCs. If the social media blind spot is driving 
mismatches, this should only be evident on mobile devices, since on PCs any clicked link would 
open in the browser window and would be tracked. 

Those who were tracked on both PC and mobile were significantly less likely to have a mismatch 
on use of news websites and apps (49%) than those tracked on just PCs (61%) or just mobile 
(66%). But there was no consistent pattern for mismatches when it comes to specific news 
organizations or social media sites. For example, there was a mismatch for USA Today among 16% 

 
13 Seeing headlines from individual news organizations within news aggregator apps such as Apple News would also not be captured, though 
these news aggregators are generally less widely used for news than social media. 
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of those tracked on PC and mobile, 15% of those tracked just on mobile, and 18% of those tracked 
just on PC – statistically indistinguishable figures.  

This, then, suggests that the issue isn’t that in-app activity on mobile isn’t being picked up, but 
that heavy news consumers – including those who get news on social media – are generally more 
likely to have a mismatch.  
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Those who say news consumption is 
important to being a good citizen more 
likely to overreport their own news use 
Among those who say that to be a good citizen, following 
the news is ___, % with a mismatch in use of each item 
in survey data relative to passive data, i.e., showed 
higher usage in survey responses than was observed in 
passive data 

 Very impt. 
Less 
impt. 

 % % 
News websites or apps 67 58 
   
BBC 23 12 
Breitbart 3 3 
Business Insider 14 7 
CNN 40 25 
Fox News 34 22 
The Guardian 17 7 
HuffPost 23 7 
The NY Times 31 17 
New York Post 20 10 
The Hill 13 7 
Time 16 6 
Univision 5 5 
USA Today 23 11 
Vox 10 3 
Wall St. Journal 22 12 
   
Facebook 51 46 
Instagram 34 35 
LinkedIn 24 18 
Reddit 10 17 

Snapchat 15 18 
Twitter 25 21 

Note: For news websites/apps and social media, a respondent is 
considered to have overreported if their survey response indicated 
they use the source for more days in a week than observed in the 
passive data. For the news brands, a respondent overreported if 
they indicated in the survey that they used these sources in the past 
week but were not observed doing so in the passive data. 
Significant differences in bold. 
Source: Survey of U.S. adults conducted June 2-11, 2020; passive 
data collected May 16-June 15, 2020. 
“Measuring News Consumption in a Digital Era” 
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Potential sources of error in survey data 

Social desirability 

Research has shown that survey respondents may overestimate their self-reported level of 
activities they see as socially desirable, though self-administered web surveys (such as this one) 
may mitigate this effect. They also may overreport activities they see as important to them 
personally. To help gauge this effect, the survey asked respondents: “Thinking about what it means 
to be a good citizen, how important is it to follow what is happening in the news?” Those who say it 
is very important see news consumption as a socially desirable activity. (Respondents also were 
asked about volunteering, which showed similar results to the question analyzed here.) 

Social desirability inflates survey estimates relative to passive data: Those who said news 
consumption is important to being a good citizen were more likely to have a mismatch on most 
news items. For example, among those who say keeping up with the news is very important, 23% 
showed a mismatch on use of the BBC online, compared with 12% who said it was less important. 
This pattern is not seen on the items about social media usage, suggesting this social desirability 
effect is limited to news organizations.  
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Knowledge 

Aside from aspirational overreporting, it is 
possible that respondents could have cognitive 
difficulty in accurately recalling their news 
consumption habits over the past week with the 
specificity required. Those with higher 
knowledge of the news media may have more 
accurate recall of where they got news from 
online. 

While no index of news knowledge or news 
literacy was included on the survey, some 
questions can be leveraged to produce a post-
hoc measure – specifically, the battery asking 
whether six places to get to news do their own 
original reporting. Respondents were grouped 
into three categories: those who correctly 
identified one or fewer items (low knowledge), 
two or three items (medium knowledge) or four 
or more items (high knowledge). 

The results do not support the hypothesis: 
Those who have higher knowledge of which 
news organizations do their own reporting were 
more likely to have a mismatch – not less. This 
pattern is also evident for education. Those 
with a college degree are more likely to show a 
mismatch than those with less formal 
education (see detailed tables). As such, it 
would not appear that respondents’ lack of 
knowledge is driving overreporting. 

The results here are, at least in part, an artifact 
of the close relationship between knowledge 
and news use. Higher knowledge is closely tied 
to higher self-reported news use in general; this 

Lower knowledge of the media is not 
linked with more mismatches 
Among those with ___ knowledge about which of six 
news sources do their own original reporting, % with a 
mismatch in use of each item in survey data relative to 
passive data, i.e., showed higher usage in survey 
responses than was observed in passive data 

 High Medium Low  
 % % %  
News websites or 
apps 69 60 56  
     BBC 29 15 7  
Breitbart 2 5 2  
Business Insider 21 7 2  
CNN 42 33 19  
Fox News 29 28 25  
Guardian 21 9 5  
HuffPost 28 12 5  
The NY Times 38 21 10  
New York Post 23 11 8  
The Hill 18 8 2  
Time 21 8 2  
Univision 1 6 7  
USA Today 28 14 5  
Vox 14 4 1  
Wall St. Journal 31 14 4  
     
Facebook 51 51 42  
Instagram 42 31 32  
LinkedIn 31 20 11  
Reddit 19 12 8  
Snapchat 23 16 12  
Twitter 31 22 15  

Note: For news websites/apps and social media, a respondent is 
considered to have overreported if their survey response indicated 
they use the source for more days in a week than observed in the 
passive data. For the news brands, a respondent overreported if 
they indicated in the survey that they used these sources in the past 
week but were not observed doing so in the passive data. 
Significant differences in bold (bolded numbers are higher than 
nonbolded numbers in that row). 
Source: Survey of U.S. adults conducted June 2-11, 2020; passive 
data collected May 16-June 15, 2020. 
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is also the case for education. And, as discussed above, those who say they get news more often are 
generally more likely to show a mismatch.  

But why are those with more frequent (self-described) overall news consumption more likely to 
show a mismatch? Are they driven by social desirability effects to overreport? Or are they more 
likely to have news behaviors that are not getting picked up in the passive data, such as on social 
media or on work devices? The results here are unclear. 
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Sample composition 

While the results above are 
weighted to match national 
estimates, there are some 
differences between the 
unweighted portions of 
nonpassive survey respondents 
(the nationally representative 
sample whose results are 
discussed in Chapter 1) and 
passive survey respondents. 
These differences could be 
affecting both the survey and 
passive estimates. Part of the 
discrepancy could have to do 
with the heavy burden of 
allowing a tracking device or 
with loss of privacy. 

Passive panelists are more likely 
to be a man and to have more 
formal education. While gender 
does not drive mismatches 
between survey and passive 
data, those with a college degree 
are more likely to show a 
mismatch. This could be due to 
their disproportionate 
representation in the sample, though results were weighted. 

 

 

  

Sample composition for passive panelists 
% in each group among adults who … 

 

General 
population 
benchmark 
estimates 

Nonmetered 
survey 

respondents 
(unweighted) 

Metered survey 
respondents 
(unweighted)  

Metered 
survey 

respondents 
(weighted)       

 % % % %      
Ages 18-29 21 13 9 20      
30-44 25 23 23 25      
45-59 25 27 29 25      
60+ 29 38 40 30      
          
Man 48 49 55 48      
Woman 52 51 45 52      
          
Less than high school 11 8 3 10      
High school 28 27 18 28      
Some college 28 26 35 28      
Bachelor's degree or higher 33 39 45 34      
          
White Non-Hispanic 63 69 70 64      
Black Non-Hispanic 12 10 11 12      
Hispanic 16 13 13 16      
Other, Non-Hispanic 7 5 3 7      
2+ races, Non-Hispanic 1 3 3 1      

Source: Survey of U.S. adults conducted June 2-11, 2020; Current Population Survey,  
March 2019 (“CPS Supplement”). 
“Measuring News Consumption in a Digital Era” 
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In addition, there are some differences in the (weighted) survey 
responses of passive and nonpassive panelists, with passive 
panelists showing greater awareness and use of some digital 
platforms. This suggests that the passive panelists are somewhat 
more online-oriented than the population at large, meaning that 
both their survey and passive data could be inflated compared 
with what we might see for a general population sample.  

Passive panelists are more likely to say they know a lot about 
digital devices and services, including smartwatches, streaming 
devices and push notifications.  

However, there are no differences in their use of different news 
providers. There is also no difference in their reported 
volunteering for organizations or associations. 

  

Differences in survey 
responses between 
passive respondent 
panelists and general 
population sample 
% of nonpassive/passive panelists 
who say they … 

 
General 

population  Passive 
 % % 
Smart speakers 25 32 

Smart watches 20 25 
Streaming 
devices 29 40 
Streaming 
services 48 57 
Push 
notifications 30 40 

Note: General population respondents are 
the representative sample whose results 
are discussed in Chapter 1. Passive 
respondents are those who consented to 
having their online activity tracked. 
Significant differences in bold. 
Source: Survey of U.S. adults conducted 
June 2-11, 2020. 
“Measuring News Consumption in a Digital 
Era” 

PEW RESEARCH CENTER 
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Appendix: Additional guidance on using surveys to measure 
news consumption 
As with any research project, we could not test every methodological question we had about 
measuring news consumption on surveys. For the sake of transparency, and in hopes that it may 
help other researchers studying this subject, this appendix provides additional details on decision 
points that we did not opt to test formally using a representative national sample. In some cases, 
this is because the implications were already clear from non-representative testing (using 
SurveyMonkey’s Audience survey panel). In other cases, it was the result of data coming out of the 
cognitive interviews or previous work – and some were purely the result of discussions with 
experts around the Center. In addition, some of these decision points are specific to the way Pew 
Research Center has measured news consumption over the past few years and so may not be as 
broadly applicable. Nevertheless, they are presented here as a potential resource to others. 

Top-of-mind elicitation on news use 

We wanted to take a breaking news event – in this case, Robert Mueller’s testimony before 
Congress on July 24, 2019 – and ask, immediately afterward, how people had heard about it. This 
would, in theory, be a lower cognitive burden than trying to ask a question about how respondents 
get news more generally, or about getting news from different types of organizations, since it 
would be tied to a specific event in the past day. As such, on July 25, we asked SurveyMonkey 
respondents who’d heard about the testimony, in an open-ended question, how they first heard 
about it. Some said a specific news organization, some provided a format (“TV”), while others 
provided a verb such as “watching” or “listening.” Still others gave some version of “word of 
mouth.” This suggests that respondents have different top-of-mind responses when asked about 
news consumption and that asking exclusively about platforms or providers may not capture the 
full scope of how they get news. 

Defining ‘news’ 

There are many different definitions of what is meant by “news”: Just breaking news? Only 
political news? Anything produced by the news media? Or just any information about the world 
beyond our immediate circle? We wanted to test whether different definitions of news would 
produce different estimates of news consumption. Using five different SurveyMonkey custom 
audiences of approximately 500 respondents each, we tested the following conditions: 

 Control: No definition 
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 A broad definition: “information about events and issues that involve more than just your 
friends and family” 

 A definition that primed different topics of news: “any kind of news, including sports, traffic, 
weather, business, politics, health, or any other topic” 

 A story that primed different “levels” of news: “local, national or international news” 
 A definition that primed “hard news” considerations: “stories about major events in the U.S. 

and around the world from journalists or news organizations” 

Respondents were then asked about their overall news use and their use of different platforms. 
There was no systematic variation among the definitions; that is, there was no definition that 
produced consistently higher or lower results relative to the control condition, where there was no 
definition offered. 

Longer response scales 

Our main response scale for the news consumption items is a four-point scale: often, sometimes, 
rarely or never. We wondered if this may be artificially inflating the portion who end up at the top 
of the scale and so tested it on SurveyMonkey with a six-point scale instead (daily, several times a 
week, weekly, several times a month, once a month, less often). This did not notably reduce the 
portion giving the highest response. 

Other tests and refinements 

 When asking about individual news organizations, we will sometimes show respondents icons 
of each brand to aid in comprehension. We experimented with using icons to represent 
different types of news consumption, but this proved impractical for several categories (e.g., 
there are no obvious abstract icons that could differentiate among local TV news, network TV 
news and cable TV news). 

 Following the way we asked about news consumption in our local news study, we decided early 
on to have separate batteries for platforms (the ways people get news) and providers (the types 
of organizations producing that news). 

 We added examples to “network TV” and “cable TV” to help alleviate the confusion that 
cognitive interview respondents expressed [LINK] about not knowing the difference between 
the two. 

 We chose not to ask about digital-native news organizations in the providers battery. In the 
cognitive interviews [LINK], when respondents were asked to name specific digital-native 
news organizations they get news from, they frequently gave examples of TV or newspaper 
providers (such as latimes.com or cnn.com), suggesting strongly that survey respondents have 
difficulty separating online news organizations from legacy ones. 

https://www.journalism.org/2020/01/24/media-polarization-methodology/
https://www.journalism.org/2019/03/26/for-local-news-americans-embrace-digital-but-still-want-strong-community-connection/
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 In addition, we made some structural changes to our existing measures. This includes asking 
about individual online platforms for news (such as social media and podcasts) as a follow-up 
to our main platform battery; adding search, podcasts and email newsletters into this digital 
follow-up; and adding talk radio and public radio to the providers battery we launched in the 
local news study.  
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Detailed tables 
 

 

 

  

Relative vs. specific response scale: Often 
Among U.S. adults who get news often from each source, % who have done so ___ days per week 

 7 6 5 4 3 2 1 0   

 % % % % % % % %   
Platforms           
TV 78 8 6 2 2 1 2 *   
Radio 41 6 25 5 7 10 5 2   
Print publications 61 11 5 3 6 4 6 3   
           
Digital platforms           
News websites or apps 62 7 11 6 5 3 2 3   
Social media 65 6 14 3 5 * 1 5   
Search 52 5 13 8 10 6 3 2   
           
Providers           
Daily newspapers 66 11 6 3 6 3 2 3   
Network TV  68 7 14 3 4 1 1 1   
Local TV  69 8 12 3 3 1 2 1   
Cable TV 75 6 9 1 4 1 1 1   
Public radio 39 6 25 8 9 4 6 2   

Note: Survey contained a form-split for the relative and specific consumption questions. Data here are merged between 
the two forms. Question text for Form 1 relative response scale: “How often do you get news from…?” Question text for 
Form 1 specific response scale: “IN THE PAST WEEK, how many days did you get news from...?”  
Question text for Form 2 relative response scale: "IN A TYPICAL WEEK, how often do you get news from…?” Question 
text for Form 2 specific response scale: “IN A TYPICAL WEEK, how many days do you get news from…?” 
Podcast and Talk Radio items not shown due to insufficient N size. 
Source: Survey conducted April 17-19, 2020. 

PEW RESEARCH CENTER 
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Relative vs. specific response scale: Sometimes 
Among U.S. adults who get news sometimes from each source, % who have done so ___ days per 
week 

 7 6 5 4 3 2 1 0  

 % % % % % % % %  
Platforms          
TV 15 2 15 11 21 16 11 5  
Radio 5 * 14 8 16 26 19 10  
Print publications 7 1 5 4 9 27 30 12  
          
Digital platforms          
News websites or apps 16 3 12 8 16 17 16 7  
Social media 23 3 16 12 11 18 9 3  
Search 9 3 11 12 15 23 17 6  
          
Providers          
Daily newspapers 3 2 8 10 14 25 22 8  
Network TV  10 1 12 8 21 24 11 6  
Local TV  14 2 15 10 22 16 11 5  
Cable TV 10 3 13 10 17 22 10 8  
Talk radio 1 1 11 7 20 27 18 10  
Public radio 4 1 13 7 15 23 23 13  

Note: Survey contained a form-split for the relative and specific consumption questions. Data here are merged between 
the two forms. Question text for Form 1 relative response scale: “How often do you get news from…?” Question text for 
Form 1 specific response scale: “IN THE PAST WEEK, how many days did you get news from...?”  
Question text for Form 2 relative response scale: "IN A TYPICAL WEEK, how often do you get news from…?” Question text 
for Form 2 specific response scale: “IN A TYPICAL WEEK, how many days do you get news from…?” 
Podcast item not shown due to insufficient N size. 
Source: Survey conducted April 17-19, 2020. 

PEW RESEARCH CENTER 
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Relative vs. specific response scale: Rarely 
Among U.S. adults who get news rarely from each source, % who have done so ___ days per week 

 7 6 5 4 3 2 1 0  

 % % % % % % % %  
Platforms          
TV 2 0 3 1 4 10 34 41  
Radio 1 1 1 2 4 9 29 46  
Print publications 1 0 * 1 1 6 26 62  
          
Digital platforms          
News websites or apps 2 1 3 5 7 15 26 37  
Social media 3 0 4 3 7 15 27 39  
Search 1 0 1 1 6 16 34 36  
Podcasts 1 0 * 0 1 3 21 69  
          
Providers          
Daily newspapers * 0 0 1 4 7 31 52  
Network TV  1 0 1 2 5 18 33 33  
Local TV  2 1 1 2 7 12 34 34  
Cable TV 1 0 3 1 6 16 29 37  
Talk radio * 2 1 1 4 13 25 48  
Public radio 1 0 3 * 3 8 35 44  

Note: Survey contained a form-split for the relative and specific consumption questions. Data here are merged between 
the two forms. Question text for Form 1 relative response scale: “How often do you get news from…?” Question text for 
Form 1 specific response scale: “IN THE PAST WEEK, how many days did you get news from...?”  
Question text for Form 2 relative response scale: "IN A TYPICAL WEEK, how often do you get news from…?” Question text 
for Form 2 specific response scale: “IN A TYPICAL WEEK, how many days do you get news from…?” 
Source: Survey conducted April 17-19, 2020. 

PEW RESEARCH CENTER 
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Mismatch between passive and survey 
data by education 
Among those who have each level of education, % with a 
mismatch in use of each item in survey data relative to 
passive data, i.e., showed higher usage in survey responses 
than was observed in passive data 

 
College  
grad+ 

Some  
college 

HS degree  
or less   

 % % %  
News websites 
or apps 66 

 
60 

 
59  

     
BBC 25 17 9  

Breitbart 4 4 2  
Business Insider 16 10 5  
CNN 36 28 29  
Fox News 25 30 27  
Guardian 19 10 10  
HuffPost 18 17 11  
The NY Times 31 26 14  
New York Post 14 16 13  
The Hill 14 9 5  
Time 12 9 9  
Univision 2 6 7  
USA Today 21 16 12  
Vox 11 5 3  
Wall St. Journal 25 18 7  

     
Facebook 50 48 47  
Instagram 38 33 35  
LinkedIn 35 18 9  

Reddit 17 10 12  

Snapchat 17 17 17  
Twitter 27 17 23  

Note: For news websites/apps and social media, a respondent is 
considered to have overreported if their survey response indicated 
they use the source for more days in a week than observed in the 
passive data. For the news brands, a respondent overreported if they 
indicated in the survey that they used these sources in the past week 
but were not observed doing so in the passive data. Significant 
differences in bold (bolded numbers are higher than nonbolded 
numbers in that row). 
Source: Survey of U.S. adults conducted June 2-11, 2020; passive 
data collected May 16-June 15, 2020. 
“Measuring News Consumption in a Digital Era” 
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Mismatch between passive and survey 
data by age 
Among those in each age group, % with a mismatch in 
use of each item in survey data relative to passive data, 
i.e., showed higher usage in survey responses than was 
observed in passive data 

 
Ages 
18-49 50+ 

 % % 
News websites or apps 64 59 
   
BBC 18 16 
Breitbart 1 5 

Business Insider 13 7 
CNN 35 28 
Fox News 21 33 

Guardian 3 10 

HuffPost 13 16 
The NY Times 25 21 
New York Post 14 14 
The Hill 9 10 
Time 12 8 
Univision 6 4 
USA Today 16 16 
Vox 8 5 
Wall St. Journal 16 17 

   
Facebook 46 50 
Instagram 44 26 
LinkedIn 20 21 
Reddit 22 5 
Snapchat 24 9 
Twitter 27 19 

Note: For news websites/apps and social media, a respondent is 
considered to have overreported if their survey response indicated 
they use the source for more days in a week than observed in the 
passive data. For the news brands, a respondent overreported if 
they indicated in the survey that they used these sources in the past 
week but were not observed doing so in the passive data.  
Age groups were combined due to insufficient N-size of the 18- to 
29-year-old group. Significant differences in bold. 
Source: Survey of U.S. adults conducted June 2-11, 2020; passive 
data collected May 16-June 15, 2020.  
“Measuring News Consumption in a Digital Era” 
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Mismatch between passive and survey 
data by device 
Among those who were tracked on ___, % with a 
mismatch in use of each item in survey data relative to 
passive data, i.e., showed higher usage in survey 
responses than was observed in passive data 

 

Both PC 
and 

mobile 
Just 

mobile Just PC 
 % % % 
News websites or apps 49 66 61 

    
BBC 19 18 15 
Breitbart 4 3 2 
Business Insider 15 9 10 
CNN 25 31 33 
Fox News 22 28 27 
The Guardian 16 12 9 
HuffPost 17 13 17 
The NY Times 22 22 25 
New York Post 15 15 13 
The Hill 9 10 9 
Time 11 10 10 
Univision 3 7 3 
USA Today 16 15 18 
Vox 8 7 5 
Wall St. Journal 21 16 16 
    
Facebook 38 43 60 

Instagram 31 36 36 
LinkedIn 20 20 22 
Reddit 13 14 12 
Snapchat 15 17 17 
Twitter 24 24 21 

Note: For news websites/apps and social media, a respondent is 
considered to have overreported if their survey response indicated 
they use the source for more days in a week than observed in the 
passive data. For the news brands, a respondent overreported if 
they indicated in the survey that they used these sources in the past 
week but were not observed doing so in the passive data. 
Significant differences in bold (bolded numbers are higher than 
nonbolded numbers in that row). 
Source: Survey of U.S. adults conducted June 2-11, 2020; passive 
data collected May 16-June 15, 2020. 
“Measuring News Consumption in a Digital Era” 
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Methodology 
Cognitive interviews 
The cognitive interviews for the news consumption study were developed to assess 

 how people engage with, consume and act on news and information; 
 how news is consumed over vast and connected platforms; and 
 the public’s understanding of emerging concepts at a time when familiarity with news sources 

and platforms may vary widely. 

As part of the broader project to answer these questions, cognitive interviews were conducted to 
capture qualitative feedback on a draft questionnaire that was eventually administered to 2,021 
general population U.S. adults and 1,694 metered panelists, both on Ipsos’ KnowledgePanel. The 
cognitive interviewing process was conducted by RTI International to gain some understanding of 
respondents’ comprehension of certain concepts and questions around news consumption. Think 
aloud techniques and verbal probing were used to assess respondents’ answers based on four 
critical areas: (1) question comprehension, (2) retrieval of relevant information from memory, 
(3) decision processes and (4) response processes.14  

The survey is administered online; to mimic that setting, the cognitive interviews were conducted 
remotely with people using their personal devices. Each cognitive interview was conducted by one 
of three survey methodologists experienced in cognitive interviewing methods. Interviews were 
conducted using Zoom software between February 23, 2020, and March 9, 2020. The survey 
instrument was programmed using Voxco Acuity software. To minimize participant burden, the 
survey administration and cognitive interviews were designed to last no more than 60 minutes. 
Participants were asked to complete the online survey during the interview, allowing RTI staff to 
view their screen. If the participants agreed, the interviewers recorded the audio interaction and 
screen share using Zoom.   

Interviewers typed notes into a protocol document during each interview. After each interview, the 
interviewers transferred their notes to a summary table, allowing for easier analysis of findings 
across interviews. As the interviewers transferred their notes, they reviewed the interviews’ video 
and audio recordings to ensure accuracy and to expand on any cognitive issues that were found. 
Due to technical difficulties in three cases, only audio data was captured. In most cases, the dialog 
that transpired between interviewer and participant was captured in the summary notes. In some 
cases, the interviewer paraphrased the dialog, especially if the discussion was lengthy. 

 
14 Tourangeau, R. 1984. “Cognitive sciences and survey methods.” 
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Interviewers included in their notes any additional observations about issues that could help 
improve the quality of questions or response categories. 

After the cognitive interviews, the cognitive testing team analyzed the notes and summarized key 
findings and recommendations across all interviews on a question-by-question basis.  

Recruitment and Participants’ Profile 

The cognitive interviewing recruitment protocol addressed variance in respondent age, gender, 
means of internet access (mobile versus PC) and news consumption level. The Center requested a 
total of 20 interviews with the following specifications: have five interviews with adults age 65 and 
over using a smartphone; five interviews with adults age 65 and over using a desktop or laptop; at 
least five interviews with adults under age 30; and at least five interviews with adults who consider 
themselves high-volume news consumers. RTI posted advertisements in the “volunteer” subset of 
the “community” section of Craigslist, an online community forum often used to recruit research 
participants, and in a NextDoor community located in Raleigh, NC. Craigslist advertisements were 
posted in various cities around the U.S. The advertisements described the requirements for 
participation and instructed interested persons to complete an online screening survey to 
determine eligibility. Individuals were then screened based on gender, age, the devices through 
which they receive news and their frequency of news consumption. A total of 28 recruits were 
selected for cognitive testing. Of those, 21 completed the cognitive testing, five refused before 
scheduling and two were no-show appointments. Each participant received a $50 Amazon e-card 
emailed to them as a token of appreciation for participation in the interview. The table below is a 
summary of the participants’ profiles.  

Gender N 

Male  7 

Female 14 

Age  

Under 30 5 

30 – 64  5 

65+ 11 

News Consumer  

High frequency 14 

Low frequency 7 

Interview conducted using   

Desktop/Laptop 15 

Smartphone 6 
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Survey experiments 
Survey experiments were conducted through Ipsos’ KnowledgePanel (KP) online Omnibus surveys 
to test different approaches to measuring and asking about news consumption. Two such surveys 
were carried out in mid-April 2020 with roughly 1,000 respondents per survey. The first survey, 
conducted between April 17-19, 2020 (N=1,031), experimented with the use of three measurement 
approaches: reference periods (i.e., no reference period vs. “typical week” vs. “past week”), relative 
and specific scales (i.e., “often, sometimes, rarely, never” vs. “number of days per week”) and item 
ordering. The second survey was conducted between April 24-25, 2020 (N=1,018) and tested two 
measurement approaches in particular: reverse relative response scales (often-never vs. never-
often) and providing examples for provider items (or not). 

Recruitment  

Ipsos KP panelists are recruited using probability-based, addressed-based sampling (ABS). 
Samples are representative of U.S. adults aged 18 and older and include hard-to-reach population 
groups including noninternet households, for whom internet access and devices are provided in 
order to complete the online surveys.   

A combination of random-digit dialing (RDD) and address-based sampling (ABS) methodologies 
have been used to recruit KP members. In 2009, KP switched its sampling methodology for 
recruiting panel members from RDD to ABS. Adults from sampled households are invited to join 
KP through a series of mailings, including an initial invitation letter, a reminder postcard and a 
subsequent follow-up letter.   

For the two omnibus surveys, 2,856 and 2,857 panelists were sampled and invited to take part in 
each survey, respectively. All sampled members received an initial email to notify them of the 
survey as well as a link to the survey questionnaire. The completion rate was 36% in both surveys.  

Weighting 

For selection of general population samples from KnowledgePanel, a patented methodology has 
been developed that ensures all samples behave as equal probability of selection method (EPSEM) 
samples. Briefly, this methodology starts by weighting the pool of active members to the 
geodemographic benchmarks secured from the latest March supplement of the U.S. Census 
Bureau’s Current Population Survey (CPS) along several dimensions. Using the resulting weights 
as measures of size, a probability-proportional-to-size (PPS) procedure is used to select study-
specific samples. It is the application of this PPS methodology with the imposed size measures that 
produces fully self-weighing samples from KnowledgePanel, for which each sample member can 
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carry a design weight of unity. Moreover, in instances where a study design requires any form of 
oversampling of certain subgroups, such departures from an EPSEM design are accounted for by 
adjusting the design weights in reference to the CPS benchmarks for the population of interest. 
Sampling errors and test of statistical significance take into account the effect of weighting.  

Once all survey data have been collected and processed, design weights are adjusted to account for 
any differential nonresponse that may have occurred. Depending on the specific target population 
for a given study, geodemographic distributions for the corresponding population are obtained 
from the CPS, the U.S. Census Bureau’s American Community Survey (ACS) or in certain instances 
from the weighted KnowledgePanel profile data. For this purpose, an iterative proportional fitting 
(raking) procedure is used to produce the final weights. In the final step, calculated weights are 
examined to identify and, if necessary, trim outliers at the extreme upper and lower tails of the 
weight distribution. The resulting weights are then scaled to aggregate to the total sample size of 
all eligible respondents. 

The following table shows the unweighted sample sizes and the error attributable to sampling that 
would be expected at the 95% level of confidence for different groups in the first (April 17-19) 
omni sample: 

 

 

 

 

The following table shows the unweighted sample sizes and the error attributable to sampling that 
would be expected at the 95% level of confidence for different groups in the second (April 24-
25) omni sample: 

 
 
Group 

Unweighted  
sample size Plus or minus … 

Total omni 2 
sample 1018 3.4 percentage points 
     
Form 1 498 4.8 percentage points 
Form 2 520 4.7 percentage points 

 
 
Group 

Unweighted  
sample size Plus or minus … 

Total omni 1 
sample 1031 3.3 percentage points 
     
Form 1 508 4.7 percentage points 
Form 2 523 4.7 percentage points 
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In addition to sampling error, one should bear in mind that question wording and practical 
difficulties in conducting surveys can introduce error or bias into the findings of opinion polls. 
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The News Consumption survey 
The analysis in chapter one of this report is primarily based on a nationally representative online 
survey conducted for the Pew Research Center on Ipsos’ KnowledgePanel (KP), a probability-
based web panel designed to be representative of adults in the U.S. The survey was carried out 
from June 2 to June 11, 2020, in both English and Spanish among a sample of 3,715 
noninstitutionalized U.S. adults ages 18 years or older. Of these, 2,021 respondents constituted a 
general population sample and were weighted to be representative of the U.S. adult population.  

An additional 1,694 respondents who agreed to have their digital activity monitored also took the 
same survey, with some additional questions designed to capture their self-reported digital news 
use. This set of respondents is referred to as the “passive” sample, as they agreed to have their 
digital activity measured passively. The passive sample was drawn from Ipsos’ existing pool of KP 
members and only includes those who had internet access at the time of their recruitment. All 
recruited passive panelists gave their consent to have their devices tracked and linked to their 
survey data. 

A combination of random-digit dialing (RDD) and address-based sampling (ABS) methodologies 
have been used to recruit panel members for KP. In 2009, Ipsos switched the KP sampling 
methodology for recruiting panel members from RDD to ABS.  

In all, 5,351 panelists were sampled and invited to take part in the survey. All sampled members 
received an initial email to notify them of the survey as well as a link to the survey questionnaire. 
Additional follow-up reminders were sent as needed to those who had not yet responded. The 
study completion rate was 69.4%. The cumulative response rate is 5.1%. The break-off rate among 
panelists who logged onto the survey and completed at least one item is 3.1%. 

The data were weighted in a multistep process that begins with a base weight and incorporates the 
respondents’ selection probability. The surveys were raked on gender x age, race and ethnicity, 
education, Census region, household income and English and Spanish language proficiency. 
Benchmark estimates for all but language proficiency came from the March 2019 Current 
Population Survey (CPS) Supplement, and language proficiency estimates were based on the 2018 
American Community Survey (ACS). Final weights were calculated separately for the passive and 
nonpassive samples in this study.  

Sampling errors and test of statistical significance take into account the effect of weighting.  
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In addition to sampling error, question wording and practical difficulties in conducting surveys 
can introduce error or bias into the findings of opinion polls. 

The following table shows the unweighted sample sizes and the error attributable to sampling that 
would be expected at the 95% level of confidence for different groups in the nonpassive and 
passive samples: 

 

 

 

 

 

 

 

Sample sizes and sampling errors for other subgroups are available upon request. 

 

 General population sample  Passive sample 
 
 
Group 

Unweighted  
sample size Plus or minus … 

 
Unweighted  
sample size Plus or minus … 

Total 2,021 2.3 percentage points  1,694 3.4 percentage points 
        
Ages 18-29 255 6.3 percentage points  153 9.4 percentage points 
30-49 590 4.2 percentage points  509 6.2 percentage points 
50-64 624 4.1 percentage points  585 5.5 percentage points 
65+ 552 4.3 percentage points  447 6.4 percentage points 
      
HS or less 715 3.9 percentage points  350 6.6 percentage points 
Some college 526 4.6 percentage points  589 5.5 percentage points 
College grad+ 780 3.7 percentage points  755 5.0 percentage points 
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Passive data 
Recruitment and data collection 

Ipsos KnowledgePanel members were recruited to participate in passive monitoring of their online 
activity. Those who agreed were given a privacy statement and consent form detailing what data 
would be collected and what would be done with the data. They then installed a tracker from 
Reality Mine on their mobile device (including tablets) or PC. On PC, data was tracked using a 
browser plug-in and a software package; on mobile, it was a VPN and, in the case of Android 
devices, a mobile app. Recruitment was continuous, as panelists could drop out at any time, so 
panel composition varied over time. While this tracking was done from April through July, 2020, 
the report uses the passive data collected between May 16 and June 15, 2020 (though in many 
cases limits analysis to the week before the respondent’s interview date). 

In total, 1,694 members of KP consented to the passive monitoring and completed the News 
Consumption Survey. However, not all who consented provided usable data. An individual’s 
passive data was considered valid if there was data recorded for any of the seven days prior to their 
survey completion (the survey questions asked about the number of days in the past seven days 
that they had done various activities). Ultimately, both valid passive data and survey response 
were obtained from 1,416 KP members.   

About one-in-five (19%) panelists were tracked on more than one device. Half (50%) were tracked 
on at least one PC, and 63% were tracked on at least one mobile device. The data was provided at 
the level of the user and day, such that each line would aggregate all instances of a panelist 
performing a given event on a given day. Events could be the panelist visiting a website, using an 
app or watching a video. Web browsing data was aggregated at the domain level. Individual links 
were not analyzed. The number of distinct events and the total duration were recorded. Website 
visits were only recorded if they occurred within a browser. This means that, for example, tapping 
a link to pewresearch.org in a social media app would not be recorded. Any event where the 
average duration (total duration of the event type on that day/number of events of that type on 
that day) was less than five seconds was excluded, matching a cutoff we have used in previous 
research. This cutoff is used because events less than five seconds in duration were most likely 
refreshes or people clicking on a link erroneously and then closing it. 

Matching events to behaviors asked in survey 

Each event was classified as a match or a mismatch for each of the survey questions used for the 
comparison between the self-report and passive data. This included both the broad question of 

https://www.journalism.org/2016/05/05/parsely-methodology/
https://www.journalism.org/2016/05/05/parsely-methodology/
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whether an event was a visit to a news website or app as well as more narrow questions of whether 
it was a visit to a specific social media platform or website domain. 

News websites and apps 

To match a passively tracked event to an answer to the question “In THE PAST 7 DAYS, how many 
days did you get news from a news website or app?” researchers created a whitelist of news 
websites from a variety of databases (modeled in part after what the Center does for the State of 
the News Media fact sheets). 

 National news websites: Researchers hand-coded each website in Comscore with at least 4 
million monthly unique visitors in the fourth quarter of 2019, looking for evidence of 
publishing current events content on their homepage (as of February 2019). 

 Local news websites: any site listed on Michele’s List. 
 Local TV: any news-producing ABC, CBS, Fox or NBC network affiliate in the top 100 markets 

listed in the BIA database. 
 Commercial radio: any news-producing station (i.e., their format is classified as news, 

news/talk or news/talk/info) in the top 100 markets listed in the BIA database. 
 Public radio: the top 129 public broadcasting stations, as aggregated and provided by Mark 

Fuerst, director of consultancy, Public Media Futures Forum, using the Annual Financial 
Reports submitted by each licensee to the Corporation for Public Broadcasting (CPB). 

 Newspapers: any daily newspaper in Editor & Publisher’s database in the top 100 markets. 

This resulted in a list of 2,416 news organizations (without de-duplicating) with their primary 
domain. For each, researchers searched the Google Play store for their primary app, if one existed, 
and the name and unique ID were recorded. For the Apple App Store, the API was queried using 
the news organization name, and the app ID and name were returned. The results were hand-
verified; in some cases, the API was re-queried with a slightly different name in order to obtain 
more accurate results. This resulted in a further list of 1,272 Android apps and 947 iOS apps.  

Other events (social media and news organizations) 

For questions about specific news organizations and social media (e.g., “In THE PAST 7 DAYS, did 
you get news from the WEBSITE OR APP of any of these news organizations? That is, did you get 
news ONLINE from any of these? ... USA Today”), a list consisting of the primary domain, the 
primary Android app and the primary iOS app was constructed for each item. Websites and 
Android apps were found through search, while the iOS app was found by querying the API. 

Calculating summary variables 

https://www.pewresearch.org/topics/state-of-the-news-media/
https://www.pewresearch.org/topics/state-of-the-news-media/
http://www.micheleslist.org/browse
https://www.journalism.org/fact-sheet/public-broadcasting/
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For each panelist, summary variables were calculated for each event type. This measured the 
number of days, in the seven days before their survey interview, that their passive data showed 
evidence of each event. For instance, if a panelist was interviewed on June 4, visited foxnews.com 
on June 2 and used the Fox News iOS app on May 30, the summary variable for Fox News would 
show two days.  

Note that some survey questions were not matched to passive data. In the case of the question 
about getting news from YouTube, researchers did not have the resources to code the tens of 
thousands of videos in the dataset for news vs. non-news content (however, see our recent analysis 
of news on YouTube). In the case of news aggregators, our results showed that many respondents 
do not use the four aggregators asked about for getting news. Additionally, for Google News, the 
passive data as structured would not allow for accurate identification of visits to Google News 
since its primary domain, news.google.com, is a subdomain of google.com. And one of the news 
organizations was omitted from analysis, i.e., ABC News, which has a primary domain of 
abcnews.com but which often links on its Facebook page to abcnews.go.com. Since the go.com 
domain incorporates a large amount of non-news content (e.g., Disney), this question was omitted 
from analysis. 

Comparing survey responses to passive data 

Survey responses were compared to passive data in two ways. The first was at the aggregate level. 
This analysis compares the weighted percentage of passive respondents who say they got news 
from a specific online source (e.g., the BBC) in the past seven days and compares this to the 
weighted percent of panelists with valid passive data who visited that source online in the seven 
days before their survey interview date. In nearly all cases, the survey responses showed higher 
incidence than the passive data. 

Other comparisons were at the individual level. Each panelist’s survey responses were compared 
to their passive data, and if their survey responses indicated greater usage than their passive data, 
they were deemed to have a mismatch. In the case of the general news websites and app question 
and the social media questions, this meant that they said in the survey that they did the activity on 
more days than could be found in their passive data. In the case of the news organization 
questions, a mismatch occurred only when respondents said in the survey that they had visited the 
organization online in the past week, but the passive data did not show any instances of this. 

Comparison to traffic data 

In the final chapter of the report, results from the survey and passive data are compared with 
traffic data. This data comes from Comscore, a cross-platform measurement company. Entities 

https://www.journalism.org/2020/09/28/many-americans-get-news-on-youtube-where-news-organizations-and-independent-producers-thrive-side-by-side/
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were chosen for each news organization and social media service. In each case, the entity whose 
dictionary definitions were the closest match to the way the data are analyzed above, where a visit 
to The New York Times online could be to their primary domain (nytimes.com), their iOS app or 
their Android app was chosen. In some cases, to get an entity that included both website and apps, 
it would also include the organization’s YouTube channel. In the case of organizations that are not 
exclusively news-producing (e.g., the BBC and Univision), efforts were made to choose a news-
specific entity. Details are below. Data come from the Comscore Media Metrix® Multi-Platform 
U.S. database for Total Digital Population, May 2020. 

 

 
 
Survey item Comscore entity used Includes… 
Vox VOX.COM Only website  
CNN CNN.COM Website, apps, and 

YouTube channel 
Fox News FOXNEWS.COM Website and apps 
ABC News ABCNEWS.COM Sites Website, apps, and 

YouTube channel 
Breitbart BREITBART.COM Website and apps 
The Guardian THEGUARDIAN.COM Website and apps 
USA Today USATODAY.COM Website only 
The Hill THEHILL.COM Website and apps 
The NY  
Times 

The New York Times 
Brand 

Website, apps, and 
YouTube channel 

Time TIME.COM Website and apps 
Univision Univision News Website and apps 
HuffPost HUFFPOST.COM Website only 
Business 
Insider 

BUSINESSINSIDER.COM 
Website and apps 

Wall St. 
Journal 

Wall Street Journal 
Online Website and apps 

New York 
Post 

NYPOST.COM 
Website and apps 

BBC BBC News Website and apps 
Facebook FACEBOOK.COM Website and apps 
Twitter TWITTER.COM Website and apps 
Instagram INSTAGRAM.COM Website and apps 
LinkedIn LINKEDIN.COM Website and apps 
Snapchat Snapchat, Inc Website and apps 
Reddit REDDIT.COM Website and apps 
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PEW RESEARCH CENTER  

NEWS CONSUMPTION OMNI 1 
TOPLINE 

APRIL 17 - 19, 2020 
N=1,031 

 
ASK ALL: 
AEP1 Would you say you follow the news…   
 

  
April 17-19 

2020  
  

47 All or most of the time 
33 Some of the time 
12 Only now and then 
7 Hardly ever 
1 No answer 
  

 
ASK FORM 1 ONLY (N=508): 
AEP2. How often do you get news from…? [RANDOMIZE] 
 

 Often Sometimes  Rarely  Never No answer 
ASK ALL:      
a. Television  47 25 16 10 1 

      
b. Radio 13 32 33 22 1 

      
c. Print publications 11 18 39 32 2 

      
d. A smartphone, computer or 

tablet 
52 30 11 6 1 

      
 
 
ASK FORM 2 ONLY (N=523): 
AEP3. IN A TYPICAL WEEK, how often do you get news from…? [RANDOMIZE] 
 

 Often Sometimes  Rarely  Never No answer 
ASK ALL:      
a. Television  48 23 16 12 * 

      
b. Radio 13 29 31 27 1 

      
c. Print publications 11 20 35 34 1 

      
d. A smartphone, computer or 

tablet 
52 28 14 6 1 
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ASK FORM 1 ONLY AND AEP2d=1-3 [BASED ON FORM 1 TOTAL (N=508)]: 
AEP4. Now thinking about the news you get on a smartphone, computer, or tablet, how often do you get news 

from… [RANDOMIZE]  
 

 Often Sometimes  Rarely  Never 
 

No answer 
ASK ALL:      
a. News websites or apps  31 34 14 14 0 

      
b. Social media such as 

Facebook, Twitter, or 
Instagram 

22 30 20 21 0 

      
c. Search such as through Google 

or other search engines 
23 40 19 11 0 

      
d. Podcasts 6 9 21 57 * 

      
 
ASK FORM 2 ONLY AND AEP3d=1-3 [BASED ON FORM 2 TOTAL (N=523)]: 
AEP5. Now thinking about the news you get on a smartphone, computer, or tablet, IN A TYPICAL WEEK, how 

often do you get news from… [RANDOMIZE]  
 

 Often Sometimes  Rarely  Never 
 

No answer 
ASK ALL:      
a. News websites or apps  32 32 18 12 0 

      
b. Social media such as 

Facebook, Twitter, or 
Instagram 

20 28 21 25 0 

      
c. Search such as through Google 

or other search engines 
23 40 21 10 * 

 3 11 19 60 * 
d. Podcasts      

      
 
ASK FORM 1 ONLY AND (AEP2a-c=1-3 or AEP4a-d=1-3) [BASED ON FORM 1 TOTAL (N=508)]: 
AEP6. You told us that you get news from each of the following. More specifically, IN THE PAST WEEK, how 

many days did you get news from…? [SHOW IN SAME ORDER AS AEP2 and AEP4]  
 

 

0 1  2  3 4 5 6 7 

 
 

No  
ans. 

 
Never 

gets news 
this way 

           
a. Television  11 7 6 6 4 8 4 41 4 10 

           
b. Radio 26 14 11 8 3 4 * 8 4 22 

           
c. Print publications 34 11 6 2 1 1 2 8 3 32 

           
d. News websites or apps 11 8 11 7 5 7 3 26 2 14 
           
e. Social media such as Facebook, Twitter, or 

Instagram 
11 10 9 6 5 8 2 20 2 21 
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AEP6 CONTINUED … 

0 
 

1  
 

2 
  

3 
 

4 
 

5 
 

6 
 

7 
 

 
 

No  
ans. 

 

 
Never 

gets news 
this way 

f. Search such as through Google or other 
search engines 

13 15 12 11 7 7 2 13 3 11 

           
g.   Podcasts 18 6 2 2 1 1 1 2 2 57 

 
 
ASK FORM 2 ONLY AND (AEP3a-c=1-3 or AEP5a-d=1-3) [BASED ON FORM 2 TOTAL (N=523)]: 
AEP7. You told us that you get news from each of the following. More specifically, IN A TYPICAL WEEK, how 

many days do you get news from…? [SHOW IN SAME ORDER AS AEP3 and AEP5]  
 

 
0 1  2  3 4 5 6 7 

 
No 

ans. 

Never 
gets news 
this way 

           
a. Television  5 11 6 8 3 6 5 42 3 12 

           
b. Radio 10 17 13 7 4 11 2 7 3 27 

           
c. Print publications 18 20 9 3 2 2 1 8 3 34 

           
d. News websites or apps 7 12 7 9 6 10 4 24 2 12 

           
e. Social media such as Facebook, Twitter, or 

Instagram 
9 7 7 5 4 9 3 22 2 25 

           
f. Search such as through Google or other 

search engines 
7 13 16 8 7 8 3 18 3 10 

           
g.   Podcasts 13 8 3 3 1 2 * 1 2 60 

           
 
Now we want you to think about the types of news organizations you turn to, whether offline or online. 
 
ASK FORM 1 ONLY (N=508): 
AEP9. Thinking about these types of news organizations, how often do you get news from…? [RANDOMIZE] 

 Often Sometimes  Rarely  Never 
 

No answer 
ASK ALL:      
a. Daily newspapers  14 13 24 47 2 

      
b. National network TV news, 

such as ABC, CBS, NBC, or 
PBS 

36 30 16 15 2 

      
c. Local TV news 41 26 15 16 2 

      
d. Cable TV news such as CNN, 

Fox News or MSNBC 
27 23 21 27 2 

      
e. Talk radio  4 16 24 54 2 

      
f. Public radio 10 20 26 42 1 
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ASK FORM 2 ONLY (N=523): 
AEP10. Thinking about these types of news organizations, IN A TYPICAL WEEK, how often do you get news 

from…? [RANDOMIZE] 
 

 Often Sometimes  Rarely  Never 
 

No answer 
ASK ALL:      
a. Daily newspapers  13 14 28 44 1 

      
b. National network TV news, 

such as ABC, CBS, NBC, or 
PBS 

35 26 20 18 1 

      
c. Local TV news 41 27 16 15 1 

      
d. Cable TV news such as CNN, 

Fox News or MSNBC 
30 26 16 28 1 

      
e. Talk radio  7 15 21 55 1 

      
f. Public radio 12 22 29 36 1 

      
 
 
ASK FORM 1 ONLY AND AEP9a-f=1-3 [BASED ON FORM 1 TOTAL (N=508)]: 
AEP11. You told us that you get news from each of the following. More specifically, IN THE PAST WEEK, how 

many days did you get news from…? [SHOW IN SAME ORDER AS AEP9]  

 

0 1  2  3 4 5 6 7 

 
 
 

No 
ans. 

 
 

Never 
gets news 
this way 

           
a. Daily newspapers  18 8 5 2 2 2 2 8 4 47 

           
b. National network TV news, such as ABC, 

CBS, NBC, or PBS 
10 7 11 8 5 9 2 28 5 15 

           
c. Local TV news 10 9 5 6 4 10 3 31 6 16 

           
d. Cable TV news such as CNN, Fox News or 

MSNBC 
13 8 8 5 3 5 3 23 5 27 

           
e. Talk radio  16 7 8 5 1 2 * 2 5 54 

           
f. Public radio 19 14 7 4 2 2 1 5 4 42 
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ASK FORM 2 ONLY AND AEP10a-f=1-3 [BASED ON FORM 2 TOTAL (N=523)]: 
AEP12. You told us that you get news from each of the following. IN A TYPICAL WEEK, how many days do you 

get news from…? [SHOW IN SAME ORDER AS AEP10]  
 

 

0 1  2  3 4 5 6 7 

 
 
 

No 
ans. 

Never 
gets 
news 
this 
way 

           
a. Daily newspapers  12 15 6 5 1 2 1 10 3 44 

           
b. National network TV news, such as ABC, 

CBS, NBC, or PBS 
6 12 10 9 3 8 3 27 4 18 

           
c. Local TV news 3 9 8 10 4 8 5 33 4 15 

           
d. Cable TV news such as CNN, Fox News or 

MSNBC 
5 9 10 8 3 8 2 25 4 28 

           
e. Talk radio  9 10 7 4 2 5 1 3 3 55 

           
f. Public radio 11 16 8 6 3 10 1 5 4 36 
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PEW RESEARCH CENTER  
NEWS CONSUMPTION OMNI 2 

TOPLINE 
APRIL 24 - 25, 2020 

N=1018 
 
ASK ALL: 
AEP1 Would you say you follow the news…   
 

 April 24-25, 
2020  
47 All or most of the time 
35 Some of the time 
11 Only now and then 
6 Hardly ever 
* No answer 

 
 
ASK FORM 1 ONLY (N=498): 
AEP2. How often do you get news from…? [RANDOMIZE] 
 

 Often 
 

Sometimes  
 

Rarely 
  

Never 
 

No answer 

a. Television  49 26 15 9 * 
      

b. Radio 13 34 33 19 1 
      

c. Print publications 11 19 39 30 1 
      

d. A smartphone, computer or 
tablet 

53 30 10 7 0 

      
 
 
ASK FORM 2 ONLY (N=520): 
AEP3. How often do you get news from…? [RANDOMIZE] 
 

 Never 
 

Rarely 
  

Sometimes 
 

Often 
 

No answer 

a. Television  10 14 31 45 1 
      

b. Radio 21 31 34 13 * 
      

c. Print publications 29 36 22 12 1 
      

d. A smartphone, computer or 
tablet 

10 10 31 49 * 
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ASK FORM 1 ONLY AND AEP2d=1-3 [BASED ON FORM 1 TOTAL (N=498)]: 
AEP4. Now thinking about the news you get on a smartphone, computer, or tablet, how often do you get news 

from… [RANDOMIZE]  
 

 Often 
 

Sometimes  
 

Rarely  
 

Never 
 

No answer 

a. News websites or apps  31 32 16 14 * 
      

b. Social media such as 
Facebook, Twitter, or 
Instagram 

20 26 21 26 * 

      
c. Search such as through Google 

or other search engines 
23 37 20 13 0 

      
d. Podcasts 3 13 22 55 * 

      
 
 
ASK FORM 2 ONLY AND AEP3d=1-3 [BASED ON FORM 2 TOTAL (N=520)]: 
AEP5. Now thinking about the news you get on a smartphone, computer, or tablet, how often do you get news 

from… [RANDOMIZE] 
 

 Never 
 

Rarely 
 

Sometimes 
 

Often 
 

No answer 

a. News websites or apps  8 18 33 31 * 
      

b. Social media such as 
Facebook, Twitter, or 
Instagram 

21 21 31 17 * 

      
c. Search such as through Google 

or other search engines 
6 20 43 20 * 

      
d. Podcasts 54 21 10 5 * 

      
 
Now we want you to think about the types of news organizations you turn to, whether offline or online. 
 
ASK FORM 1 ONLY (N=498): 
AEP9. Thinking about these types of news organizations, IN A TYPICAL WEEK, how many days do you get news 

from…? [RANDOMIZE] 
 

 0 
 

1  
 

2 
  

3 
 

4 
 

5 
 

6 
 

7 
 

No 
ans. 

 
a. Daily newspapers  56 10 5 3 1 5 2 11 7 

          
b. National network TV news 30 10 7 6 6 9 6 20 6 

          
c. Local TV news 21 11 7 8 4 11 5 29 4 

          
d. Cable TV news 42 8 7 6 3 7 3 19 6 

          
e. Talk radio 65 9 5 3 4 5 * 2 8 

          
f. Public radio 49 13 8 5 3 8 1 6 7 
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ASK FORM 2 ONLY (N=520): 
AEP10. Thinking about these types of news organizations, IN A TYPICAL WEEK, how many days do you get 

news from…? [RANDOMIZE] 
 

 0 1  2  3 4 5 6 7 
No 

ans. 
a. Daily newspapers (such as The New York Times, Wall Street 

Journal, or your local daily paper) 52 11 7 
 
5 

 
2 

 
4 

 
1 

 
15 

 
4 

          
b. National network TV news (such as NBC Nightly News, Good 

Morning America, or the PBS NewsHour) 
39 10 8 6 5 8 2 18 4 

          
c. Local TV news (on your local area’s ABC, CBS, NBC or Fox 

station) 
20 12 9 8 3 11 4 30 2 

          
d. Cable TV news (such as CNN, Fox News or MSNBC) 38 10 8 9 3 8 2 19 4 

          
e. Talk radio (such as Rush Limbaugh, Mark Levin, or Joe 

Madison) 
78 5 3 2 1 3 1 2 4 

          
f. Public radio (such as NPR) 67 10 6 3 2 4 1 4 3 
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PEW RESEARCH CENTER 
2020 NEWS CONSUMPTION SURVEY 

IPSOS PASSIVE PANEL AND KNOWLEDGE PANEL  
FINAL TOPLINE 

JUNE 2 - 11, 2020 
N=3,715 

 
 
 
 

NON-METERED RESPONDENTS (IPSOS KNOWLEDGE PANEL)15  
 
 

ASK ALL 

VOL1_CPS   In the past 12 months, did you spend any time volunteering for any   
   organization or association?   

BASED ON TOTAL NON-METERED [N=2,021] 

June 2-11 
2020  
29 Yes 
71 No 
* No answer 

 

ASK IF DOES NOT VOLUNTEER OR DID NOT ANSWER VOL1_CPS (VOL1_CPS=2 OR REFUSED)  

VOL2_CPS   Some people don’t think of activities they do infrequently or for children’s   
   schools or youth organizations as volunteer activities. In the past 12 months   
   have you done any of these types of activities? 

BASED ON NON-METERED WHO SAID NO TO VOL 1 OR REFUSED VOL 1 (VOL1_CPS=2 OR 
VOL1_CPS=99) [N=1403] 

June 2-11 
2020  

7 Yes 
63 No 
* No answer 

 
 

 

 

 
15 Note that the Ipsos passive panel and Knowledge Panel used separate statistical weights. Results are thus reported 
in this topline separately. To see the metered panelist section, go to page xx.  
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ASK ALL: 
SDE Please indicate how well each of the following statements describes you. [RANDOMIZE] 

BASED ON TOTAL NON-METERED [N=2,021] 
  
  Extremely 

well 
Very  
well 

Somewhat 
well 

Not too 
well 

Not at 
all well 

No 
answer 

a. My first impressions of 
people usually turn out to 
be right 

       

June 2-11, 2020  11 41 41 5 * 0 

b. I am very confident of 
my judgments 

       

 
June 2-11, 2020 

 18 52 25 3 1 0 

        
c. I am a completely 
rational person 

       

June 2-11, 2020  20 50 26 3 1 0 
 
d. I am fully in control of 
my own fate 

       

June 2-11, 2020  17 40 33 7 3 0 
  
ASK IF INTERNET HOUSEHOLD (XLAPTOP=2): 
 
SNS_REL How often do you use these social media sites or apps? [RANDOMIZE] 

BASED ON TOTAL NON-METERED [N=2,021] 

   
Never  

 
Rarely  

 
Sometimes 

 
Often  

No 
answer 

a. Facebook       

June 2-11, 2020  20 14 20 45 1 

b. Twitter       
June 2-11, 2020  66 14 10 8 1 
c. Instagram       
June 2-11, 2020  53 13 16 17 1 
d. LinkedIn       
June 2-11, 2020  64 19 12 4 1 
       
e. Snapchat       
June 2-11, 2020  69 11 10 9 1 
       
f. WhatsApp       
June 2-11, 2020  70 12 9 8 1 
       
g. Reddit       
June 2-11, 2020  78 10 5 6 1 
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ASK ALL  
FOLNEWS  Would you say you follow the news… 

BASED ON TOTAL NON-METERED [N=2,021] 

June 2-11 
2020  

2 Never  
11 Rarely 
32 Sometimes 
54 Often 
1 No answer 

 

ASK ALL 

NEWS_PLATFORM   How often do you get news from…? [RANDOMIZE; ASK NEWS_PLATFORM_d 
ONLY IF XLAPTOP=2] 

BASED ON TOTAL NON-METERED [N=2,021] 

   
Never 

 
Rarely 

 
Sometimes 

 
Often 

No 
answer 

a. Television       

June 2-11, 2020  11 15 27 46 1 

b. Radio       
June 2-11, 2020  21 27 36 15 1 
 
c. Print publications 

      

June 2-11, 2020  31 32 24 13 1 
 
d. A smartphone, computer 
or tablet 

      

June 2-11, 2020  6 8 31 53 1 
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ASK IF GETS NEWS FROM DIGITAL DEVICES AT LEAST RARELY (NEWS_PLATFORM_d=2-4) 
[N=1,860] 

NEWSDIG_PLATFORM  Now thinking about the news you get on a smartphone, computer, or tablet, how 
often do you get news from… [RANDOMIZE] 

BASED ON TOTAL NON-METERED [N=2,021] 

   
Never 

 
Rarely 

 
Sometimes 

 
Often 

No 
answer 

a. News websites or apps       

June 2-11, 2020  12 17 33 30 * 

b. Social media such as 
Facebook, Twitter, or 
Instagram 

      

June 2-11, 2020  22 17 29 23 * 
 
c. Search through Google 
or other search engines 

      

June 2-11, 2020  9 18 38 26 * 
 
d. Podcasts 

      

June 2-11, 2020  57 19 11 5 1 
       
e. Email newsletters       
June 2-11, 2020  33 25 24 9 * 
       

 
ASK IF GETS NEWS FROM MORE THAN ONE PLATFORM (AT LEAST TWO OF 
NEWS_PLATFORM_a-c=2-4 AND NEWSDIG_PLATFORM_a-e=2-4) 

NEWS_PREFER_NEW  Which do you prefer for getting news? [RANDOMIZE IN SAME ORDER AS FOR 
NEWS_PLATFORM AND NEWSDIG_PLATFORM; SHOW ONLY THOSE USED 
AT LEAST RARELY IN NEWS_PLATFORM_a-c=2-4 OR 
NEWSDIG_PLATFORM_a-e=2-4; AUTOPUNCH IF ONLY USES ONE 
SOURCE] 

BASED ON TOTAL NON-METERED [N=2,021] 

June 2-11 
2020  
42 Television  
5 Radio 
7 Print publications 
20 News websites or apps 
11 Social media such as Facebook, Twitter, or Instagram 
9 Search through Google or other search engines 
2 Podcasts 
2 Email newsletters 
* No answer 
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1 Never gets news from any of these 

 

ASK ALL 

WORDOFMOUTH  How often do you get news and information from people you know, such as 
family, friends, and acquaintances? 

BASED ON TOTAL NON-METERED [N=2,021] 

June 2-11 
2020  

3 Never  
21 Rarely 
56 Sometimes 
19 Often 
1 No answer 

 

ASK IF INTERNET HOUSEHOLD (XLAPTOP=2) 

NEWSAGG_REL  How often do you use these sites or apps? 

BASED ON TOTAL NON-METERED [N=2,021] 

   
Never 

 
Rarely 

 
Sometimes 

 
Often 

No 
answer 

a. Apple News       

June 2-11, 2020  75 11 10 3 1 

b. Flipboard       

June 2-11, 2020  92 4 2 1 1 
       
c. Pocket       
June 2-11, 2020  94 2 2 1 1 
 
d. Google News 

      

June 2-11, 2020  44 20 24 11 1 
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ASK IF INTERNET HOUSEHOLD (XLAPTOP=2) 

YTNEWS_REL  How often do you get news from YouTube videos, either in the YouTube app, on 
youtube.com, or by seeing a YouTube video somewhere else, such as on social 
media? 

BASED ON TOTAL NON-METERED [N=2,021] 

June 2-11 
2020  
41 Never  
27 Rarely 
23 Sometimes 
9 Often 
1 No answer 

ASK ALL 

PROVIDERS  Now we want you to think about the types of news organizations you turn to, 
whether offline or online.  

Thinking about these types of news organizations, how often do you get news 
and information from…? [RANDOMIZE] 

BASED ON TOTAL NON-METERED [N=2,021] 

   
Never 

 
Rarely 

 
Sometimes 

 
Often 

No 
answer 

a. Daily newspapers       

June 2-11, 2020  41 25 19 14 1 

b. National network TV 
news, such as ABC, CBS, 
NBC, or PBS 

      

June 2-11, 2020  16 20 31 32 1 
 
c. Local TV news 

      

June 2-11, 2020  13 17 29 40 1 
 
d. Cable TV news, such as 
CNN, Fox News, or MSNBC 

      

June 2-11, 2020  21 22 29 27 1 
       
e. Talk radio       
June 2-11, 2020  50 24 17 7 1 
       
f. Public radio       
June 2-11, 2020  38 25 26 9 1 
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ASK ALL 
ORIGCONF  How confident are you that you can tell whether a news organization does its 

own reporting? 

BASED ON TOTAL NON-METERED [N=2,021] 

June 2-11 
2020  

9 Very confident  
46 Pretty confident 
35 Not too confident 
8 Not confident at all 
1 No answer 

 

ASK ALL 

ORIGREPORT  Do you believe that each of the following does its own news reporting? [RANDOMIZE 
ITEMS]  

BASED ON TOTAL NON-METERED [N=2,021] 

   
 

Yes, does 
its own 

reporting 

 
No, does 
not do its 

own 
reporting 

 
 
 
 

Not sure 

 
 
 

No  
answer 

a. Google News      

June 2-11, 2020  11 31 57 1 

b. Facebook      

June 2-11, 2020  6 51 42 1 
 
c. ABC News 

     

June 2-11, 2020  56 9 34 1 

d. HuffPost      

June 2-11, 2020  23 13 62 2 
      
e. The Wall Street Journal      
June 2-11, 2020  52 7 40 1 
      
f. Apple News      
June 2-11, 2020  7 26 66 1 
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ASK ALL 

NEWSPAY   In the past year, have you paid for news? 

BASED ON TOTAL NON-METERED [N=2,021] 

June 2-11 
2020  
17 Yes  
83 No 
1 No answer 

ASK ALL 

NEWFORMSKNOW   How much do you know about each of the following devices or services? 
[RANDOMIZE] 

BASED ON TOTAL NON-METERED [N=2,021] 

   
Know a  

lot 

 
Know a 

little 

Don’t know 
anything 

at all 

 
No  

answer 

a. A voice-controlled smart 
speaker, such as an Alexa or a 
Google Home 

     

June 2-11, 2020  25 48 25 1 

b. A smartwatch, such as an 
Apple Watch or Fitbit Versa 

     

June 2-11, 2020  20 43 36 1 

c. A streaming device such as a 
Roku, Chromecast, or Fire Stick 

     

June 2-11, 2020  29 43 27 1 
d. Internet streaming services 
such as Netflix or Hulu 

     

June 2-11, 2020  48 38 13 1 
e. Push notifications or alerts on 
a mobile device 

     

June 2-11, 2020  30 45 25 1 
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ASK IF INTERNET HOUSEHOLD AND KNOWS OF ANY ITEMS IN NEWFORMSKNOW (XLAPTOP=2 
AND NEWFORMSKNOW_a-e=1,2) 

NEWFORMSNEWS  And how often do you get news from…? [RANDOMIZE IN SAME ORDER AS 
NEWFORMSKNOW; SHOW ONLY THOSE ITEMS KNOWN OF IN 
NEWFORMSKNOW_a-e=1,2] 

   
Never 

 
Rarely 

 
Sometimes 

 
Often 

No  
answer 

BASED ON KNOWS SMART 
SPEAKER: 

      

a. A voice-controlled smart 
speaker, such as an Alexa or 
a Google Home 

      

June 2-11, 2020 [N=1,488]  66 18 12 3 1 

       

BASED ON KNOWS 
SMARTWATCH: 

      

b. A smartwatch, such as an 
Apple Watch or Fitbit Versa 

      

June 2-11, 2020 [N=1,230]  79 10 7 3 * 

BASED ON KNOWS 
STREAMING DEVICE: 

      

c. A streaming device such as 
a Roku, Chromecast, or Fire 
Stick 

      

June 2-11, 2020 [N=1,427]  66 15 13 6 1 

BASED ON KNOWS 
STREAMING SERVICE: 

      

d. Internet streaming services 
such as Netflix or Hulu 

      

June 2-11, 2020 [N=1,737]  67 16 11 6 * 

BASED ON KNOWS PUSH 
NOTIFICATIONS/ALERTS: 

      

e. Push notifications or alerts 
on a mobile device 

      

June 2-11, 2020 [N=1,454]  32 26 30 12 1 
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ASK ALL 

NEWFORMS_DIRECT  And how often do you get news or information directly from each of the 
following? This can include attending or watching a meeting or event, reading a 
newsletter or flyer, or going to their website or social media page. 
[RANDOMIZE] 

BASED ON TOTAL NON-METERED [N=2,021] 

   
Never 

 
Rarely 

 
Sometimes 

 
Often 

No  
answer 

a. An elected official or 
government agency 

      

June 2-11, 2020  36 29 28 5 1 

b. An advocacy group       

June 2-11, 2020  56 24 16 2 1 

c. A local organization such as 
a church or school group 

      

June 2-11, 2020  51 24 19 5 1 

d. A political advertisement or 
mailer 

      

June 2-11, 2020  48 30 18 3 1 
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ASK ALL 

NEWSPAY_PROBE   Which of the following have you or someone in your household paid for in the 
past year? [RANDOMIZE] 

BASED ON TOTAL NON-METERED [N=2,021] 

   
Yes, paid in 

last year 

No, have not 
paid in last 

year 

 
No  

answer 
a. A subscription to a newspaper, 
magazine, or news website 

    

June 2-11, 2020  31 68 1 

b. A donation to a public broadcaster or 
other news organization 

    

June 2-11, 2020  10 89 2 

c. A cable or satellite TV subscription     

June 2-11, 2020  59 40 1 

d. Internet access on a mobile phone or 
at home 

    

June 2-11, 2020  86 12 1 

e. A subscription to satellite radio     

June 2-11, 2020  20 79 1 
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ASK ALL 

CITIZENIMPORT Thinking about what it means to be a good citizen, how important is it to… 
[RANDOMIZE] 

BASED ON TOTAL NON-METERED [N=2,021] 

  Very 
important 

Somewhat 
important 

Not too 
important 

Not at all 
important 

No  
answer 

a. Follow what is happening in 
the news 

      

June 2-11, 2020  47 40 8 3 1 

b. Vote in elections       

June 2-11, 2020  80 12 2 4 2 
       
c. Serve jury duty if called       
June 2-11, 2020  63 26 6 5 2 
d. Volunteer to help others       
June 2-11, 2020 
 

 47 43 5 3 1 
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METERED RESPONDENTS (IPSOS PASSIVE PANEL) 
PRELIMINARY RESULTS16 

ASK IF METERED PANELIST (XPASSIVE = 1) [N=1,694]: 
 
INTERNET_DEVICE Do you use any of the following devices to access the internet? [RANDOMIZE 
ITEMS A-B]  
 
 
  Yes No No answer  
a. A smartphone or tablet 
 June 2-11, 2020 98 2 * 
 
b. A desktop or laptop computer 
 June 2-11, 2020 91 9 * 
 
RANDOMIZE MOBILE_DEVICE_OWNER AND PC_DEVICE_OWNER IN SAME ORDER AS 
INTERNET_DEVICE A-B 
 
ASK IF USES MOBILE DEVICE TO ACCESS INTERNET (INTERNET_DEVICE_A=1) [N=1,639]: 
 
MOBILE_DEVICE_OWNER Thinking about all the SMARTPHONES OR TABLETS you use to access the 
internet, are any of them…  
 

BASED ON TOTAL METERED [N= 1,694]: 
 
 
  Yes No No answer  
a. Owned by you or a family member 
 June 2-11, 2020 96 1 1 
 
b. Provided by someone else such as  
      an employer, library, or school 
 June 2-11, 2020 10 87 1 
 
ASK IF USES PC TO ACCESS INTERNET (INTERNET_DEVICE_B=1) [N=1,553]: 
 
PC_DEVICE_OWNER Thinking about all the DESKTOP OR LAPTOP COMPUTERS you use to access the 
internet, are any of them…  
 

BASED ON TOTAL METERED [N= 1,694]: 
 
 
  Yes No No answer  
a. Owned by you or a family member 
 June 2-11, 2020 88 2 1 
 

b. Provided by someone else such as  
      an employer, library, or school 
 June 2-11, 2020 24 65 1 

 
16 Results of the passive panel may change following internal decisions about data trimming and weighting. 
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ASK IF USES MORE THAN ONE DEVICE TYPE TO ACCESS THE INTERNET (AT LEAST TWO OF 
MOBILE_DEVICE_OWNER_a/b=1 OR PC_DEVICE_OWNER_a/b=1) 
 
PRIMARY_DEVICE_NEW Which do you use MOST often to access the internet? [RANDOMIZE IN 

SAME ORDER AS INTERNET_DEVICE; SHOW ONLY THOSE WHERE 
MOBILE_DEVICE_OWNER/PC_DEVICE_OWNER=1]  

 
BASED ON TOTAL METERED [N= 1,694]: 

 
June 2-11 

2020  
61 A smartphone or tablet owned by you or a family member 
* A smartphone or tablet provided by someone else 
35 A desktop or laptop computer owned by you or a family member 
3 A desktop or laptop computer provided by someone else 
0 No answer 

ASK ALL 

VOL1_CPS   In the past 12 months, did you spend any time volunteering for any   
   organization or association?   

BASED ON TOTAL METERED [N=1,694] 

June 2-11 
2020  
31 Yes 
69 No 
* No answer 

 
ASK IF DOES NOT VOLUNTEER OR DID NOT ANSWER VOL1_CPS (VOL1_CPS=2 OR REFUSED)  

VOL2_CPS   Some people don’t think of activities they do infrequently or for children’s   
   schools or youth organizations as volunteer activities. In the past 12 months   
   have you done any of these types of activities? 

BASED ON METERED WHO SAID NO TO VOL1 OR REFUSED VOL1 (VOL1_CPS=2 OR 
VOL1_CPS=99) [N=1,099] 

June 2-11 
2020  

7 Yes 
61 No 
* No answer 
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ASK ALL  

SDE Please indicate how well each of the following statements describes you. [RANDOMIZE] 
BASED ON TOTAL METERED [N=1,694] 

  
 
  Extremely 

well 
Very  
well 

Somewhat 
well 

Not too 
well 

Not at 
all well 

No 
answer 

a. My first impressions of 
people usually turn out to 
be right 

       

June 2-11, 2020  14 41 41 4 1 0 

b. I am very confident of 
my judgments 

       

June 2-11, 2020  21 52 22 4 1 0 

c. I am a completely 
rational person 

       

June 2-11, 2020  24 50 22 3 1 0 

d. I am fully in control of 
my own fate 

       

June 2-11, 2020  19 42 28 7 3 0 

  
 
ASK IF INTERNET HOUSEHOLD (XLAPTOP=2): 
 
SNS_REL How often do you use these social media sites or apps? [RANDOMIZE] 

BASED ON TOTAL METERED [N=1,694] 

 Never Rarely Sometimes Often No answer 
 
a. Facebook 

     

June 2-11, 2020 12 13 19 55 * 
 
b. Twitter 

     

June 2-11, 2020 56 19 13 11 1 
 
c. Instagram 

     

June 2-11, 2020 45 17 19 18 * 
 
d. LinkedIn 

     

June 2-11, 2020 55 26 14 5 * 
 
e. Snapchat 

     

June 2-11, 2020 68 15 9 8 * 
 
f. WhatsApp 

     

June 2-11, 2020 70 11 8 11 * 
 
g. Reddit 

     

June 2-11, 2020 75 11 8 6 * 
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ASK IF METERED PANELIST AND USES SOCIAL MEDIA AT LEAST RARELY (XPASSIVE=1 AND 
SNS_REL_a-g=2-4)  
 
SNS_SPEC  You told us that you use each of the following. More specifically, in THE PAST 7 DAYS, 

how many days did you use...  [SHOW ONLY THOSE USED AT LEAST RARELY IN 
SNS_REL (2-4); RANDOMIZE IN SAME ORDER AS SNS_REL; SHOW NUMERIC 
BOX ACCEPTING ONLY 0 THROUGH 7 DAYS] 

 

 
0 1  2  3 4 5 6 7 

 
No 

ans. 
          
BASED ON FACEBOOK USERS:          
a. Facebook          
      June 2-11, 2020 [N=1,473] 6 7 4 5 3 7 5 62 1 

          
BASED ON TWITTER USERS:          
b. Twitter          
      June 2-11, 2020 [N=680] 26 17 14 6 3 6 3 23 2 

          
BASED ON INSTAGRAM USERS:          
c. Instagram          
      June 2-11, 2020 [N=806] 14 18 11 10 4 7 3 31 2 

          
BASED ON LINKEDIN USERS:          
d. LinkedIn          
      June 2-11, 2020 [N=782] 44 25 9 6 3 5 1 7 2 
          
BASED ON SNAPCHAT USERS:          
e. Snapchat          
      June 2-11, 2020 [N=418] 26 19 7 7 5 6 5 24 1 

          
BASED ON WHATSAPP USERS:          
f. WhatsApp          
      June 2-11, 2020 [N=441] 32 12 8 5 3 5 3 31 2 

          
BASED ON REDDIT USERS:          
g.   Reddit          
      June 2-11, 2020 [N=376] 33 19 10 9 3 2 3 21 1 
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ASK ALL  
FOLNEWS  Would you say you follow the news… 

BASED ON TOTAL METERED [N=1,694] 

June 2-11 
2020  

2 Never  
12 Rarely 
34 Sometimes 
52 Often 
* No answer 

ASK ALL 

NEWS_PLATFORM   How often do you get news from…? [RANDOMIZE; ASK NEWS_PLATFORM_d 
ONLY IF XLAPTOP=2] 

BASED ON TOTAL METERED [N=1,694] 

   
Never 

 
Rarely 

 
Sometimes 

 
Often 

No 
answer 

a. Television       

June 2-11, 2020  12 16 26 45 1 

b. Radio       
June 2-11, 2020  26 26 34 14 * 
 
c. Print publications 

      

June 2-11, 2020  36 33 20 10 * 
 
d. A smartphone, computer 
or tablet 

      

June 2-11, 2020  4 9 33 54 * 
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ASK IF GETS NEWS FROM DIGITAL DEVICES AT LEAST RARELY (NEWS_PLATFORM_d=2-4) 
[N=1,628] 

NEWSDIG_PLATFORM  Now thinking about the news you get on a smartphone, computer, or tablet, how 
often do you get news from… [RANDOMIZE] 

BASED ON TOTAL METERED [N=1,694] 

   
Never 

 
Rarely 

 
Sometimes 

 
Often 

No  
answer 

a. News websites or apps       

June 2-11, 2020  10 19 40 28 0 

b. Social media such as Face-
book, Twitter, or Instagram 

      

June 2-11, 2020  19 19 31 27 * 
       
c. Search through Google or 
other search engines 

      

June 2-11, 2020  8 19 44 25 * 
 
d. Podcasts 

      

June 2-11, 2020  59 22 11 4 * 
       
e. Email newsletters       
June 2-11, 2020  35 25 27 9 * 
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ASK IF GETS NEWS FROM MORE THAN ONE PLATFORM (AT LEAST TWO OF 
NEWS_PLATFORM_a-c=2-4 AND NEWSDIG_PLATFORM_a-e=2-4) 

NEWS_PREFER_NEW  Which do you prefer for getting news? [RANDOMIZE IN SAME ORDER AS FOR 
NEWS_PLATFORM AND NEWSDIG_PLATFORM; SHOW ONLY THOSE USED 
AT LEAST RARELY IN NEWS_PLATFORM_a-c=2-4 OR 
NEWSDIG_PLATFORM_a-e=2-4; AUTOPUNCH IF ONLY USES ONE 
SOURCE] 

BASED ON TOTAL METERED [N=1,694] 

June 2-11 
2020  
41 Television  
5 Radio 
5 Print publications 
21 News websites or apps 
11 Social media such as Facebook, Twitter, or Instagram 
12 Search through Google or other search engines 
2 Podcasts 
2 Email newsletters 
1 No answer 
  
1 Never gets news from any of these 

ASK ALL 

WORDOFMOUTH  How often do you get news and information from people you know, such as 
family, friends, and acquaintances? 

BASED ON TOTAL METERED [N=1,694] 

June 2-11 
2020  

3 Never  
25 Rarely 
55 Sometimes 
17 Often 
* No answer 
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ASK IF METERED PANELIST AND GETS NEWS FROM WEBSITES AT LEAST RARELY 
(XPASSIVE=1 AND NEWSDIG_PLATFORM_a=2-4) [N=1,458] 

NEWSSITE_SPEC  You told us that you get news from news websites or news apps. More 
specifically, in THE PAST 7 DAYS, how many days did you get news from a news 
website or app? Note that this does not include social media. [SHOW NUMERIC 
BOX ACCEPTING ONLY 0 THROUGH 7] 

June 2-11 
2020  
36 7 days 
5 6 
11 5 
9 4 
12 3 
14 2 
7 1 
5 0 
1 No answer 

 

ASK IF INTERNET HOUSEHOLD (XLAPTOP=2) 

NEWSAGG_REL  How often do you use these sites or apps? 

BASED ON TOTAL METERED [N=1,694] 

   
Never 

 
Rarely 

 
Sometimes 

 
Often 

No 
answer 

a. Apple News       

June 2-11, 2020  73 12 12 3 * 

b. Flipboard       

June 2-11, 2020  91 5 2 1 * 
 
c. Pocket 

      

June 2-11, 2020  94 3 3 * * 
 
d. Google News 

      

June 2-11, 2020  37 20 30 13 1 
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ASK IF METERED PANELIST AND GETS NEWS FROM NEWS AGGREGATORS AT LEAST RARELY 
(XPASSIVE=1 AND NEWSAGG_REL =2-4)  

NEWSAGG_SPEC You told us that you use each of the following. More specifically, in THE PAST 7 
DAYS, how many days did you use... [SHOW ONLY THOSE USED AT LEAST 
RARELY IN NEWSAGG_REL_a-d=2-4; RANDOMIZE IN SAME ORDER AS 
NEWSAGG_REL; SHOW NUMERIC BOX ACCEPTING ONLY 0 THROUGH 7] 

 
0 1  2  3 4 5 6 7 

 
No 

ans. 
          
BASED ON APPLE NEWS:           
a. Apple News           
      June 2-11, 2020 [N=432] 13 21 17 15 7 7 2 15 2 

          
Items b (Flipboard) and c (Pocket) omitted due to 
low sample size.     

      

          
BASED ON GOOGLE NEWS:           
d. Google News          
      June 2-11, 2020 [N=1,058] 12 14 19 15 8 8 4 18 2 

 

ASK IF INTERNET HOUSEHOLD (XLAPTOP=2) 

YTNEWS_REL  How often do you get news from YouTube videos, either in the YouTube app, on 
youtube.com, or by seeing a YouTube video somewhere else, such as on social 
media? 

BASED ON TOTAL METERED [N=1,694] 

June 2-11 
2020  
39 Never  
27 Rarely 
25 Sometimes 
9 Often 
* No answer 
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ASK IF METERED PANELIST AND GETS NEWS FROM YOUTUBE AT LEAST RARELY (XPASSIVE=1 
AND YTNEWS_REL =2-4) [N=1,012]: 

YTNEWS_ SPEC You told us that you got news from YouTube videos. More specifically, in THE 
PAST 7 DAYS, how many days did you get news from YouTube videos, either in 
the YouTube app, on youtube.com, or by seeing a YouTube video somewhere 
else, such as on social media? [SHOW NUMERIC BOX ACCEPTING ONLY 0 
THROUGH 7] 

June 2-11 
2020  
12 7 days 
2 6 
8 5 
7 4 
12 3 
17 2 
21 1 
18 0 
1 No answer 

 
ASK ALL: 
PROVIDERS  Now we want you to think about the types of news organizations you turn to, whether 
offline or online.  

Thinking about these types of news organizations, how often do you get news 
and information from…? [RANDOMIZE] 

BASED ON TOTAL METERED [N=1,694] 

   
Never 

 
Rarely 

 
Sometimes 

 
Often 

No 
answer 

a. Daily newspapers       
June 2-11, 2020  48 25 15 12 1 

b. National network TV 
news, such as ABC, CBS, 
NBC, or PBS 

      

June 2-11, 2020  18 22 28 31 1 
c. Local TV news       
June 2-11, 2020  14 18 31 36 1 
d. Cable TV news, such as 
CNN, Fox News, or MSNBC 

      

June 2-11, 2020  24 22 26 27 1 
       
e. Talk radio       
June 2-11, 2020  54 21 17 7 1 
       
f. Public radio       
June 2-11, 2020  40 25 23 11 1 
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ASK IF METERED PANELIST (XPASSIVE =1) [N=1,694] 
NEWSORG_SPEC  In THE PAST 7 DAYS, did you get news from the WEBSITE OR APP of any of 

these news organizations? That is, did you get news ONLINE from any of these? 
[2 SCREENS TOTAL; RANDOMIZE WITHIN SCREEN AND RANDOMIZE 
ORDER OF SCREEN 1 AND SCREEN 2] 

June 2-11 
2020  

 Screen 1:  
7 Vox 
39 CNN 
31 Fox News 
35 ABC News 
3 Breitbart 
12 The Guardian 
17 USA Today 
10 The Hill 
  
 Screen 2: 

28 The New York Times 
10 Time 
6 Univision 
16 HuffPost 
10 Business Insider 
17 The Wall Street Journal 
14 New York Post 
18 BBC 
  

 
ASK ALL 

ORIGCONF  How confident are you that you can tell whether a news organization does its 
own reporting? 

BASED ON TOTAL METERED [N=1,694] 

June 2-11 
2020  
11 Very confident  
46 Pretty confident 
32 Not too confident 
10 Not confident at all 
1 No answer 
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ASK ALL 

ORIGREPORT  Do you believe that each of the following does its own news reporting? [RANDOMIZE 
ITEMS]  

BASED ON TOTAL METERED [N=1,694] 

   
 

Yes, does 
its own 

reporting 

 
No, does 
not do its 

own 
reporting 

 
 
 
 

Not sure 

 
 
 

No  
answer 

a. Google News      

June 2-11, 2020  13 35 51 1 

b. Facebook      

June 2-11, 2020  6 58 35 1 
 
c. ABC News 

     

June 2-11, 2020  57 9 34 1 

d. HuffPost      

June 2-11, 2020  29 13 57 1 
      
e. The Wall Street Journal      
June 2-11, 2020  50 7 41 1 
      
f. Apple News      
June 2-11, 2020  9 30 61 1 

 

ASK ALL 
NEWSPAY   In the past year, have you paid for news? 

BASED ON TOTAL METERED [N=1,694] 

June 2-11 
2020  
16 Yes  
84 No 
* No answer 

 

 

 

ASK ALL 
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NEWFORMSKNOW   How much do you know about each of the following devices or services? 
[RANDOMIZE] 

BASED ON TOTAL METERED [N=1,694] 

   
Know a  

lot 

 
Know a 

little 

Don’t know 
anything 

at all 

 
No  

answer 

a. A voice-controlled smart 
speaker, such as an Alexa or a 
Google Home 

     

June 2-11, 2020  32 50 17 * 

b. A smartwatch, such as an 
Apple Watch or Fitbit Versa 

     

June 2-11, 2020  25 47 27 1 

c. A streaming device such as a 
Roku, Chromecast, or Fire Stick 

     

June 2-11, 2020  40 41 19 * 
d. Internet streaming services 
such as Netflix or Hulu 

     

June 2-11, 2020  57 35 7 * 
e. Push notifications or alerts on 
a mobile device 

     

June 2-11, 2020  40 42 18 * 
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ASK IF INTERNET HOUSEHOLD AND KNOWS OF ANY ITEMS IN NEWFORMSKNOW (XLAPTOP=2 
AND NEWFORMSKNOW_a-e=1,2) 

NEWFORMSNEWS  And how often do you get news from…? [RANDOMIZE IN SAME ORDER AS 
NEWFORMSKNOW; SHOW ONLY THOSE ITEMS KNOWN OF IN 
NEWFORMSKNOW_a-e=1,2] 

   
Never 

 
Rarely 

 
Sometimes 

 
Often 

No  
answer 

BASED ON KNOWS SMART 
SPEAKER: 

      

a. A voice-controlled smart 
speaker, such as an Alexa or 
a Google Home 

      

June 2-11, 2020 [N=1,370]  65 16 12 6 1 

BASED ON KNOWS 
SMARTWATCH: 

      

b. A smartwatch, such as an 
Apple Watch or Fitbit Versa 

      

June 2-11, 2020 [N=1,168]  78 9 8 5 * 

BASED ON KNOWS 
STREAMING DEVICE: 

      

c. A streaming device such as 
a Roku, Chromecast, or Fire 
Stick 

      

June 2-11, 2020 [N=1,351]  62 14 13 10 * 

BASED ON KNOWS 
STREAMING SERVICE: 

      

d. Internet streaming services 
such as Netflix or Hulu 

      

June 2-11, 2020 [N=1,558]  64 14 12 9 1 

BASED ON KNOWS PUSH 
NOTIFICATIONS/ALERTS: 

      

e. Push notifications or alerts 
on a mobile device 

      

June 2-11, 2020 [N=1,333]  27 23 36 14 1 
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ASK ALL 

NEWFORMS_DIRECT  And how often do you get news or information directly from each of the 
following? This can include attending or watching a meeting or event, reading a 
newsletter or flyer, or going to their website or social media page. 
[RANDOMIZE] 

BASED ON TOTAL METERED [N=1,694] 

   
Never 

 
Rarely 

 
Sometimes 

 
Often 

No  
answer 

a. An elected official or 
government agency 

      

June 2-11, 2020  41 26 26 6 1 

b. An advocacy group       

June 2-11, 2020  56 23 16 4 1 

c. A local organization such as 
a church or school group 

      

June 2-11, 2020  56 19 17 7 1 

d. A political advertisement or 
mailer 

      

June 2-11, 2020  51 28 16 4 1 
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ASK ALL 

NEWSPAY_PROBE   Which of the following have you or someone in your household paid for in the 
past year? [RANDOMIZE] 

BASED ON TOTAL METERED [N=1,694] 

   
Yes, paid in 

last year 

No, have not 
paid in last 

year 

 
No  

answer 
a. A subscription to a newspaper, 
magazine, or news website 

    

June 2-11, 2020  27 73 1 

b. A donation to a public broadcaster or 
other news organization 

    

June 2-11, 2020  11 88 1 

c. A cable or satellite TV subscription     

June 2-11, 2020  59 39 1 

d. Internet access on a mobile phone or 
at home 

    

June 2-11, 2020  88 11 1 

e. A subscription to satellite radio     

June 2-11, 2020  23 75 2 
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ASK ALL 

CITIZENIMPORT Thinking about what it means to be a good citizen, how important is it to… 
[RANDOMIZE] 

BASED ON TOTAL METERED [N=1,694] 

  Very 
important 

Somewhat 
important 

Not too 
important 

Not at all 
important 

No  
answer 

a. Follow what is happening in 
the news 

      

June 2-11, 2020  45 41 9 4 1 

b. Vote in elections       

June 2-11, 2020  80 12 4 3 1 
 
c. Serve jury duty if called 

      

June 2-11, 2020  63 24 7 5 1 
d. Volunteer to help others       
June 2-11, 2020 
 

 49 40 8 3 1 

 

ASK IF METERED PANELIST (XPASSIVE=1) [N=1,694] 

PASSIVEDEVICE  As you may recall, you recently consented to allow your internet usage to be 
tracked on your PC or mobile device. Aside from the device(s) being tracked, 
how many OTHER PCs or mobile devices, if any, do you regularly use? 

June 2-11 
2020  

* 10 devices 
0 9 
* 8 
* 7  
* 6 
1 5 
2 4 
9 3 
22 2 
33 1 
28 0 
4 No answer 
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