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Shifting Media and News Consumption



Sources of News:
2013-2024
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Top 10
News
Sources:
Which one
of the
following do
you use for
NEews
nowadays?
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BBC One

ITV all regions
Facebook

BBC iPlayer
YouTube

Sky News channel
BBC News channel
BBC News online

Instagram

X (Twitter)
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Guardian graphic. Source: Ofcom. Note: Base: All adults 16+ - 2019 = 4,691, 2024 = 5,466
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Mentions of news accounts and the split between
mainstream vs. other accounts in selected markets

% citing any Mainstream media
Country news account proportion Alternative proportion
prac o=
= United States 25% - 58%
B France e
= Argentina LU 0000 50% . 50%|
5K United Kingdom 15 I =

012_Social_sources_2024_Mainstream/alternative. You said that you pay attention o mainstream/alternative news outlets or journalists for
news on social media. Can you name any of the accounts you follow or pay attention to? Please name up to three. Base: Randomly selected news
users on Facebook, X, YouTube, Instagram, Snapchaf, and TikTok in Brazil = 726, USA = 498, France = 365, Argentina = 590, UK = 362. Nofe:
proportion of citations derived from the number menfions in each category (i.e. derived from an audience view of what accounts are mainstream
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Social Media Use for News
selected countries

= Facebook =— Twitter =— Facebook Messender == Instagram Snapchat WhatsApp =—YouTube =—TikTok

50%
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— 16%

/‘ 15%

— 119
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T
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Also Threads: 1% | Mastodon: <1%

QA2B. Which, if any, of the following have you used for news in the last week? Base: Total sample in each country-year in UK, USA, Germany,
France, Spain, Italy, Denmark, Finland, Japan, Australia (2014-24), Brazil, and Ireland (2015-24) =~ 2000.

= REUTERS
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U.S.A.

Most Mentioned Individual News-Related Accounts

NN L

Z 1IN
Personality Name Known for Main social platform Followers
name Known for Main platform Followers B 1.2m ()
1 a:\m:es Radio talk show (LBC) X/YouTube < ’\]
Tucker _ 0’Brien 717K (YT)
1 Conservative commentary X 11.6m (X)
Carlson Robert
Peston Mews and comment (ITV) X 1.3m (X)
2 Joe Rogan Podcaster/Conservative chat YouTube/Spotify 16m (YT)
David 3 Joe Rogan Podcaster/conservative chat Spotify/YouTube 15m (YT)
avi . .
3 Left leaning commentator YouTube/Talk radio 2m (YT) .
Pakman Piers ; 8.7m (X),
Morgan Outspoken talk show X/YouTube 2.45m (YT)
4 Tim Pool Conservative commentary YouTube 1.35m (YT) 11m 00
. Am
: : 5 0 J Left tat X/YouTub ’
5 Alex Jones Right-wing commentary X 2.1m (X) wen Jones sitisaning commentater outhbe 500K (YT)
6 Ben Shapiro Conservative commentary YouTube 6.75m (YT) 6 Martin Lewis Emonel T E A X/Eacebook/TikTok 2.7m (X),
! 845K TikTok
7 Anderson CNN anchor X, Instagram 9.5m (X), Russell _ _
Cooper 4.1m (IG) Brand Monologues, libertarian YouTube/Rumble 6.75m (¥YT)
Brian Tyler ]
& Cohen U A oS LG LT L 8 Neil Oliver Monologues, TV host X/YouTube 400K (),
235K (YT)
9 Jimmy Dore Comedian, commentator YouTube 1.3m (YT) 1.8m (X)
9 Nigel Farage Broadcaster/politician X/Facebook 1'2 (FE;)
10 Dave Rubin Libertarian commentator YouTube 2.1m (YT) <M
David
10 Ornstein Sports transfer talk X 2.7m (X)

Q12_Social_sources_2024_Mainstream/alternative. You said that you pay attention to mainstream/alternative news outlets or
ournalists for news on social media. Can you name any of the accounts you follow or pay attention to? Please name up to three.
Base: Randomly selected news users on Facebook, X, YouTube, Instagram, Snapchat, and TikTok = 498. Lists based on 1427
Imentions (604 mainstream and 821 alternative).

012 _Social_sources_2024_Mainstream/alternative. You said that you pay attention to mainstream/alternative news cutlets or journalists for
news on social media. Can you name any of the accounts you follow or pay attention to? Please name up to three. Base: Randomly selected news
users on Facebook, X, YouTube, Instagram, Snapchat, and TikTok = 362. Note: Lists based on %43 mentions (537 mainstream, 405 alternative).

Source: What do we know about the rise of alternative voices and news influencers in social and video networks? | Reuters Institute for the Study of

Journalism 2024



https://reutersinstitute.politics.ox.ac.uk/digital-news-report/2024/rise-alternative-voices-and-news-influencers-social-and-video-networks
https://reutersinstitute.politics.ox.ac.uk/digital-news-report/2024/rise-alternative-voices-and-news-influencers-social-and-video-networks

Usage of TikTok for News

Darker colours represent higher levels of audience usage of TikTok for news. Grey indicates countries not covered or TikTok not
operating.
Overall, 26% use TikTok for any purpose, for news

B
3% 39%

i

Q12B. Which, if any, of the following have you used for news in the last week? Base: Total sample in each market = 2000. Naote: Respondents in
India and Hong Kong were not asked abouf TikTok.

Get the data - Embed




Weekly News Video Usage by Form
(by age in U.S.)

u3s 35+
71%
e
59%

e

‘ 57%
E 36

0% 25% 50% 75% 100%

011 _video_2024. Thinking about when you have used online videos about news-related issues — e.g., via a computer, smartphone, ortablet -
how often, if at all, do you watch the following? — Short online news video(s) (a few minutes or less)/ Longer online news video(s)/ Live online video
stream(s) (e.g. breaking news event or live discussion). Base: U355/35+ = 649/1374.

==*¢. REUTERS

Get the data - Embed ¥ © INSTITUTE - ['_j:.;-;;i-'lf__}j{[}
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Demographic Differences of People Who Trust
the News Most of the Time (all markets)

BY AGE

Trust news
BY INCOME

Trust news
Low income

Medium income

High income

-
3]
] *

BY EDUCATION

Trust news

Low education

Medium education

High education

!3

Q6_2016_1. Please indicate your agreement with the following statement - I think you can trust most news most of the time. Base: Under
355/35+ =28,232/66,711, low/medium/high household income = 22,991/36,794/22 301, and low/medium/high formal education across all
markets =17,766/41,631/35,546.




Trends in News
Trustworthiness:
2015-2024

-Germany

50
32% 32%
25
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Get the data - Embed - Created with Datawrapper
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Get the data - Embed - Created with Datawrapper
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Trustworthiness in mainstream media in U.S. is significantly

divided among Democrats and Republicans

NEWS SOURCES
ABC News
NBC News
USA Today
PBS News
CBS News
The New York Times
The Wall Street Journal
CNN
BBC

CNBC

Local broadcast and
print/online newspapers

% TRUST SOME OR A LOT

78%
43%

78%
47%

64%
43%

72%

|

419

73%
43%

71%

|

60%
45%

69%

|

65%
41%

I 65%
33%

W 7%
59%

L/

DIFFERENCE

+35 pp
+31 pp
+21 pp
+31 pp
+30 pp
+36 pp
+15 pp
+34 pp
+24 pp
+32 pp

+16 pp

NEWS SOURCES

National Public Radio
(NPR)

MSNBC

Fox News

The Washington Post
New York Post

The Financial Times
Bloomberg

Newsmax

One America News
Network (OANN)

Brietbart News

. Democrat

% TRUST SOME OR A LOT
67%
30%

68%
30%

I 29%
67%

58%
33%

51%
35%

E— 7%
00

47%
30%

M- 5%
42%

I 18%
33%

. 9%
24%

Republican

DIFFERENCE
+37 pp
+38 pp
-38 pp
+25 pp
+16 pp
+13 pp
+17 pp
-27 pp
-15 pp

-15 pp

Source: IPR and Leger, “2025 Disinformation in Society Report”
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° NN L7
Trust in U.K. News Sources ==

61% 062%  52%

Regional or Local
U NEWS E E newspapers

Source: The Reuters Institute for the Study of Journalism, 2024 Report



| avoid watching, reading, or listening to the news because
of the amount of disinformation

2%

B Agree
Disagree

Neither agree nor disagree

B Prefer not to answer
27%

Note: The arrows represent the percentage-point increase or decrease since the 2023 report
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MEANWHILE,, IN THE REST OF WASHINGTON... | b@

o
Local NcWSP
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Decline of Local
News



35

30

Circulation of | -
Daily
Newspapers in
Germany from
1991 to 2024
(in million

copies)

opies in millions

-

Mumber of

Source Additional Information:
BOAY Germany; BDZV, WW; Experte(n) (Waltsr J. Schitz); 1991 to 2024

- - m

Circulation of daily newspapers Germany 2024| Statista



https://www.statista.com/statistics/380784/circulation-daily-newspapers-germany/

Loss of Local Journalism in the U.K. ==

* More than 320 local newspaper titles closed between 2009 and
2019

* According to the Sustainability of Local Journalism Report from
the UK parliament, the loss of local news, especially in the “most
deprived communities” results in:

* Measurable decrease in participation in civic life
* Lack of coverage of public interest news stories
* Less scrutiny of local government and public communities

Source: Sustainability of Local Journalism: committees.parliament.uk/writtenevidence/107572/html/



https://committees.parliament.uk/writtenevidence/107572/html/

Average Paid Daily Circulation of National
Newspapers in the UK (in millions) ==

9
Daily (based on 25 days)
6
Total (based on 30.25 days)
3
0
2012 2014 2016 2018 2020 2022
Guardian graphic. Source: Enders Analysis

Source: Telegraph auction poses litmus test for value of newspapers in digital age | Telegraph Media Group | The Guardian



https://www.theguardian.com/media/2023/oct/14/telegraph-auction-poses-litmus-test-for-value-of-newspapers-in-digital-age?utm_source=chatgpt.com

Print and Digital Subscriptions for Selected National
Newspaper publishers in the UK (thousands) ==

2020 [H2022 |H2023

1,500

1,000

500

0

Guardian FT Telegraph Times Mail+

Guardian graphic. Source: Enders Analysis. Note: Mail+ is online only




Newspaper Employment: 2005 & 2023

Total newspaper employment has decreased by more than 70% over the past fifteen years.

365,460

Decline of U.S. Local
News!

127,630

10,250

Total Number of Local U.S. Newspapers: 2005 and 2024
There has been a net loss of 3,300 papers since 2005.

[l Nondaily [ Daily

2005

2024

54,040 %470

34,550

12,870

75,000 13,660

Sakes and Marketing

29,920 Newsroom

Source: Northwestern University Medill School: The State of
Local News 2024 | Local News Initiative



https://localnewsinitiative.northwestern.edu/projects/state-of-local-news/explore/#/localnewslandscape
https://localnewsinitiative.northwestern.edu/projects/state-of-local-news/explore/#/localnewslandscape

Conservative counties more vulnerable
to losing news

In 2022...

82.87%

of counties with no local news sources,
or vulnerable to losing local news
coverage, voted Republican in the 2020
U.S. presidential election.

Source: Medill Local News Initiative, B Voted Republican in 2020 (82.87%)
Nl BT R B Voted Democrat in 2020 (17.13%)



Local News Landscape

There are 201 counties in the United States with no news outlets. There are 1,563 counties with only one.

No news outlets 1news outlet ] 2 or more news outlets

Source: Northwestern University Medill School: The State of Local News 2024 | Local News Initiative



https://localnewsinitiative.northwestern.edu/projects/state-of-local-news/explore/#/localnewslandscape

Bright Spots in the U.S.:

Source: Northwestern University, The State of Local News 2024 | Local News Initiative


https://localnewsinitiative.northwestern.edu/projects/state-of-local-news/explore/#/brightSpots

Here Comes Al.....



Perceptions of Al in Journalism

Only 6% of Britons say benefits of Al in journalism will

outweigh negatives

Will be entirely bad

Will do more bad than good

Will do bad and good equally

Will do more good than bad

Will be entirely good

Don't know

2

36

23

23

| O

Chart: Press Gazette * Source: YouGov

‘ _l

Americans are far more negative than positive about
Al's long-term impact on the news people get

% of U.S. adults who say artificial intelligence will have a(n) ____ impact on
the news people get in the U.S. over the next 20 years

Very )0 e Very
positive ant g3 negative
Somewhat
positive
Note: Respondents who did not answer are not shown

Source. Ssurvey of U.S. adults conducted Aug 12-18, 2024

PEW RESEARCH CENTER

Majority of Americans say Al will lead to
fewer journalism jobs in next 20 years

% of US. adults who say artificial intelligence will lead
to for journalists in the U.S. over the next 20 years

More jobs

No
answer

<1%
Source: Survey of U.S. adults conducted Aug. 12-18, 2024

PEW RESEARCH CENTER




Level of Comfort of Using News Produced
by Al vs. Humans (selected markets)

B comfortable Neither/nor [l Uncomfortable Don't know

Mostly by AI

0% 25% 100%

Mostly by humans

0% 25% 0% 100%

Q2_AlComfortlevel_2024. In general, how comfortable or uncomfortable are you with using NEWS produced in each of the following ways .7
Mostly by artificial intelligence (AL) with some human oversight. Mastly by a human journalist with some help from artificial intelligence (AI). Base:
Total sample in each country = 2000.




Trustworthiness of News Produced by
Al vs Humans (selected markets)

Mostly by AI
Do not trust Trust

United Kingdom 9% @® @ 13%
United States 16% @ ® 36%
Mexico 26% @ ® 33%

0% 259% 50% 75%
Mostly by humans
United Kingdom 35% @ ® 51%
United States 34% @ ® 53%
Mexico 38% @ ® 48%

0% 25% 50% 75%

Q2_AIComfortlevel_2024. In generzl, how comfortable or uncomfortable are you with using news produced in each of the following ways. 7
Q6_2016_1. Please indicate your level of agreement with the following statements. I think you can trust most news most of the time. Base:
Trust/Do not trust in Mexico = F19/723, UK =723/687, and USA = 688/780.

% REUTERS

Get the data - Embed % ¢ vsrrrute | %) OXFORD







ADVERTISING SPEND: TOTAL vs. DIGITAL o

TOTAL AD SPEMD ACROSS ALL CHANMELS, WITH DETAIL FOR DIGITAL AD SPEMD (U.5. DOLLARS, FULL-YEAR 2024)

CLOBAL OVERVIEW

TOTAL AD SPEND YEAR-OM-YEAR DIGITAL AD SPEND YEAR-OM-YEAR DIGITAL AD SPEND
[INCLUDING ONLINE CHAMNGE IN TOTAL AD [INCLUDING SEARCH CHANGE IN AS A PERCENTAGE
AND OFFLINE CHANMELS) SPEND (ALL CHANMELS) AND SOCIAL MEDIA) DIGITAL AD SPEND OF TOTAL AD SPEND

$1.09 +7.3% $790.3 +10.3% 72.7%

TRILLION +$75 BILLION BILLION +$74 BILLION  +2.8% (+199 BPS)

SOURCE: STATISTA MARKET OUTIOONS. SEE STATISTA COM. NOTES: FIGURES REPRESENT ESTIMATES FOR FULLYEAR 2074 CMBARISONS WITH EGUIVALENT VALUES FOR THE § RYEAR
A PICIAL VALUES ARE CHLARS PERCERTARE CHANGE UAILES A8 we

m,m” el Sy are O Meltwater




Internet Ads to Generate the Most Revenue within the
UK E&M sector ==

AN

Internet Advertising in the UK (GBP mn)
50,000 —

44,258

41,418

40,000 — 38,323

2024 2025 2026 2027 2028

39,293

32,250

30,000 —
20,000 —
10,000 —

0 —

UK Entertainment & Media Outlook 2024-2028 - PwC UK



https://www.pwc.co.uk/industries/technology-media-and-telecommunications/insights/entertainment-media-outlook.html?utm_source=chatgpt.com

Total Media Ad Spending at a Glance
billions in US total media ad spending, by medium and device, 2025

Total media ad spending
Total: $421.81

Digital vs. traditional Traditional
Digital: $346.63 $75.18 Total: $421.81

Ad spending by device/medium Linear TV

Mobile: $228.94 Desktop: $84.21

Radio: $10.33
|7 r OOH: $9.36

Total: $421.81

Print: $5.45
Directories: $0.27

Il I
S T

Digital by device Traditional by medium

Note: includes digital (desktop/laptop, mobile, and other internet-connected devices), directories, magazines, newspapers,
out-of-home, radio, and TV
Source: EMARKETER Forecast, March 2025

352331 =W | EMARKETER




Change in Investment Digital Platforms 2024-2025

mNetSentiment Percentage
YouTube
TikTok
More than half of e
. Google
marketers said Linkedin
they planned to Aipan
. . Spotify
increase their R
budgets for TikTok Twitch
. Facebook
and YouTube in e iNorac
2 0 24 Snapchat
X (previously Twitter)
-30% -20% -10% 0% 10% 20% 30% 40% 50% 60%
::)urg:c rrd:;SSeentimem Percentage equals the percentage of respondents that expect investment to increase minus the percentage of who expect investments

Source: WARC The Voice of the Marketer 2024: Top 14 Social Media Trends (2025)



https://explodingtopics.com/blog/social-media-trends?utm_source=chatgpt.com
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The Influencer
Market



The European Influencer Marketing Landscape

Spending on the Rise Influencer Preferences: Growth Expectations:
Across Europe, micro-influencers Despite budget constraints in some markets,
® European brands spend an average 10,000-100,000 foll Pl e b

maost popular, with

5 /o expect to increase their influencer marketing

spend in the next year and 37% wil maintain
of marketers colaborating with them budgets at current levels.

® with Germany the most bullish at
average spend

Platform Power

Instagram remains the dominant platform for
influencer marketing (89% of campaigns), with

LIK bra.ndﬁ spend an average TikTok and YouTube similarly strong (84% and
jE‘.B.-:!.E.IBEl -,El'DEI"-"I.: annually on B2% of campaigns respectively). Markets lke
influencer marketing. the UK and Italy still hold strong on Facebook.

Source: kolsquare and NewtonX: The State of Influencer Marketing in Europe 2024



Influencer Market
Spend

Creator social media sponsored content revenue, in billions

$1217

2021

2022 2023 2024 2025 2026

B Creator revenues from social media sponsored content [l % change

Sources: eMarketer. March 2025 forecast. Base = L1.S.

Influencer marketing market size worldwide from 2015 to 2025 (in billion U.S.
dollars)
40
32.55
10
2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 20257
Source Additional Information:
Influencer Marketing Hub Worldwide; 2015 to 2024
@ Statista 2025

-




News Influencers in the U.S.

About a quarter of news
influencers have worked
for a news organization

% of news influencers who have or
had ...

23% News

organization
affiliation

T7%

No affiliation

PEW-KNIGHT INITIATIVE

Almost 4 in 10 U.S. adults under 30 get

news from news influencers

% of U.S. adults who regularly get news from news

influencers on social media

anus. aduts [N 21+
rges 1529 [ <7

Rep/Lean Rep _ 21
Dem/Lean Dem _ 22

Source: Survey of U.S. adults conducted July 15-Aug. 4, 2024.

“America’s News Influencers”

PEW-KNIGHT INITIATIVE

Audiences name a wide range of people
when asked to identify the first news
influencer who comes to mind for them
Among U.S. adults who regularly get news from news
influencers on social media, % who volunteered the
following when asked to identify the first news
influencer who comes to mind

Including % who named ...
3% Philip DeFranco
2% Tucker Carlson
2% Ben Shapiro
Individual 2% Under the Desk News
2% Carlos Eduardo Espina
2% Donald Trump
1% Dan Bongino
1% MrBeast
Social media site ..-.1._. il Joe Rogan
1% Tim Pool
1% Candace Owens
1% Dylan Page
42 1% HasanAbi
1% Brian Tyler Cohen
1% Elon Musk
1% Lisa Remillard
1% Steven Crowder
1% Kai Cenat

y at least 1% of those who regularly

are shown. "Don’t know

e” includes peoj
who said they could not think of & ne

ould not be verified. Figures may not sum to 100%

2w Research Center survey of U.S. adults conducted July

15 Aug, 4. 2024.
PEW-KNIGHT INITIATIVE
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The Major Players

Who are the big players in Media?
Created by (S f5name

In 1983, 90% of media outlets were controlled by around 50 companies.

Nowadays, they are controlled by only 6.

2023

\‘.-".J-: ¢ .~. —
90% OF MEDIA

1983

The Big Six

o f
COMCAST

-3 @™ AW ws..m .......... s il

NBC e i il - >
=T 1] =Y~ i '
4= MSNBC H I:I:ILLIHBM Fox
FIGTI.IHEE Q‘ - }

eacock: oK
P-%kY 'cbﬁm;l ﬂm J F%

BGNY ........ w | TWST
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Newspaper Ownership in the U.K. ==

e DMG Media, News UK, and Reach dominate 90% of the UK’s
national newspaper market

- They account for more than 40% of total audience reach of the UK’s top
50 online news brands

* 71% of the UK’s 1,189 local newspapers are owned by six
companies

- Two largest local publishers (Newsquest and Reach) control 1/5 of the
local press market

Source: Who-Owns-the-UK-Media-2023.pdf


https://www.mediareform.org.uk/wp-content/uploads/2023/10/Who-Owns-the-UK-Media-2023.pdf?utm_source=chatgpt.com
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NAVIGATING A CHANGING
MEDIA LANDSCAPE

Insights from interviews with CCOs and Media Relations Professionals

By: Tina McCorkindale, Ph.D., APR, and Marium Abdulhussein, Institute for Public Relations
Steve Cody and Jacqueline Kolek, Peppercomm

Read the full report: bit.ly/24MediaReport

The IPR Study
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Methodology: Interviews
with 22 CCOs and 22 media
relations professionals
conducted June - July 2024

NAVIGATING A

CHANGING
MEDIA LANDSCAPE

INSIGHTS FROM INTERVIEWS WITH CCOS
AND MEDIA RELATIONS PROFESSIONALS

By: Tina McCorkindale, Ph.D., APR, and Marium Abdulhussein
Institute for Public Relations

Steve Cody and Jacqueline Kolek
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6 KEY FINDINGS ABOUT THE MEDIA LANDSCAPE

o The Shrinking Newsroom is Real

Personalization is Key
Increased Shift Toward Paid and Sponsored Content
Rising Sensationalism and Misinformation

Mixed Adaptation to the Evolving Media Landscape

Emerging Role of Al in Media Relations




“Social and news consumption is increasingly confined
to echo chambers, so media inquiries are becoming less
predictable and more sensational. We are responding
less to incoming inquiries and looking for opportunities
for proactive opportunities to tell our story.”

— A COMMUNICATIONS MANAGER AT AN INVESTMENT MANAGEMENT COMPANY

“The role of generative Al is still very much undefined in

media relations. | think the value is definitely there and |

think it has the potential to be as transformative as the

spreadsheet was for accountants, but the ‘rules of play’
have yet to be truly defined.”

— A PR MANAGER IN THE TELECOMMUNICATIONS INDUSTRY

“We uphold rigorous fact-checking and verification
processes before disseminating information to ensure
accuracy and maintain credibility. Transparency is key in
our communications, as we strive to build trust.”

— A HEAD OF COMMUNICATIONS IN THE TRANSPORTATION INDUSTRY
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LOOKING AHEAD: MEDIA RELATIONS STRATEGIES

CCOs: Media Relations Professionals:

o Building deeper media o Maximizing media reach
relationships

e Integrating marketing o Managing reputation
strategies

e Aligning communications with e Building brand visibility
business objectives

o A\




Communicators must understand
market, audience, and channel differences

Know the aas

. D . . Targeted media
E| trustworthiness of 'l‘ Video is king! lacements are crucial
media sources C o P

Consider alternative

| df :
|/,)l nereasedocus on ((Q)) channels, such as ®%a  Leverage “influencers”
sponsored and owned podcasts

P Build key relationships
@ with reporters stretched
thin and creators



Provide ongoing
education for C-
suite and Boards

12

Anticipate,
monitor and adapt
to platform
changes

Support local
journalism
(including new
startups and
initiatives)

Have a strong
understanding of
key audiences,
focusing on hyper-
relevance and
personalization

Communicators should...

Q

Combat
Disinformation

- Act quickly

- Prioritize media literacy,
internally & externally

- Review spend

@

Use Al Wisely



Thank You! Questions?

Connect with Me!

Dr. Tina McCorkindale
President and CEO
Institute for PR

.‘{-”‘-}. INSTITUTE FOR
'Ssép’ PUBLIC RELATIONS

Download the Report!
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