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"The balance of power in news media has shifted as
consumers realize that non-news organizations can add

valuable insight and coverage of events. The rise of social
media as a news platform has empowered this trend by

giving anyone and everyone an opportunity to broadcast
opinions, but brands also have opportunities to participate

in these discussions and to offer their own take."
Bryant Harland, Technology Analyst

This report looks at the following areas:

• Consumers are frustrated with the way news stories are portrayed
• Demographic trends vary by subject matter and publishing platform
• Social discussion versus social reading

Definition
For the purposes of this report, Mintel has used the following definitions:

News includes any reporting on current events, whether by a professional news organization or non-
news company. This report covers what platforms consumers use to get the news, when and how much
time they spend getting the news, and other news media consumption habits and opinions. The
following platforms for news consumption are discussed in this report:

• Television
• Radio
• Social media
• Magazines (online and print)
• Newspapers (online and print)
• News aggregate websites (eg, Google News)
• Search engines
• News organizations’ websites
• Non-news organizations’ websites

Although mobile is discussed as a way to enhance consumer engagement with the news, this format is
not the primary focus of this report.
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TV leads news consumption overall, but social media is competitive among young consumers
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More than one third of consumers watch news for 10+ hours per week
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Little difference in perceptions of news brands
Figure 27: Perceptions of selected news brands, September 2015

Time constraints limit news viewing among young consumers
Figure 28: Habits regarding news consumption, by age, September 2015

Lukewarm interest in mobile news apps, except among large households
Figure 29: Habits regarding news consumption, by household size, September 2015

Opportunity to target parents with newsletters
Figure 30: Habits regarding news consumption, parental status, September 2015
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Experian Marketing Services Cluster Segmentation Solutions
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Consumer attitudes toward media
Figure 31: Consumer opinions regarding media, April 2014-June 2015
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Consumer attitudes toward the news
Figure 33: Opinions regarding the news, September 2015
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