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WHAT WOULD A WORLD WITHOUT NEWS BE 
LIKE? 



“THE NEWS IS 

TOO DEPRESSING;  
I’M NOT WATCHING  

OR 

READING  
IT ANYMORE” 



49M 
PEOPLE READ A NEWS BRAND EVERY MONTH 

38M 
PEOPLE READ A NEWS BRAND EVERY DAY 

15 
NEWS SOURCES USED EVER 

MORE READERS, MORE OFTEN, MORE SOURCES 

7 
 NEWS SOURCES USED REGULARLY  



MORE IMPORTANT 

66% AGREE: 
“I APPRECIATE AND VALUE JOURNALISM MORE SINCE THE CORONAVIRUS PANDEMIC” 



WE SET OUT TO DISCOVER… 

05. WHAT HAPPENS WHEN THERE’S A GLOBAL PANDEMIC?  

01. WHAT IS NEWS? 

02. WHY DO WE CONSUME IT? 

04. WHAT ARE THE IMPLICATIONS FOR ADVERTISERS? 

03. WHAT IS THE ROLE OF NEWS BRANDS VS. OTHER NEWS SOURCES? 



9 MONTH EXPLORATION OF UK NEWS LANDSCAPE 



A 9 MONTH EXPLORATION OF THE UK NEWS LANDSCAPE 

DECEMBER 2019 – AUGUST 2020 

EXPERIMENT NATIONWIDE VIEW FRAMING 

SEMIOTIC ANALYSIS OF HOW 15 DIFFERENT 
TYPES OF NEWS SOURCE COVERED THE 

SAME 5 STORIES 
 

DECODED HOW THEY ‘WORK’ TO HAVE AN 
EFFECT ON THE AUDIENCE 

20 INDIVIDUALS ACROSS THE UK 
 

2 DAYS NORMAL NEWS BEHAVIOUR 
 

4 DAYS DEPRIVATION / SATURATION 
 

1 DAY REFLECTION 
 

 FOLLOW UP FACE TO FACE INTERVIEWS 

24 HOUR NEWS DIARY AMONG 1,135 NEWS 
CONSUMERS AGED 18-65 

 
DIARISING 5,414 NEWS OCCASIONS AND 36,935 

MINUTES OF NEWS CONSUMPTION 
 

2 X NATIONWIDE SURVEYS AMONG 1,000 NEWS 
CONSUMERS AGED 18-65 IN FEBRUARY AND 

AUGUST  



OUR PARTICIPANTS IN THE EXPERIMENT 



SO, WHAT DID WE LEARN? 



KEY FINDINGS 

01. JOURNALISM IS CONSIDERED ESSENTIAL TO DEMOCRACY 

 
02. NEWS MATTERS: IT HELPS US ACHIEVE  
        VITAL PERSONAL GOALS 

 
03. DIFFERENT SOURCES OF NEWS ARE BETTER THAN OTHERS     
        AT HELPING US MEET THESE DIFFERENT GOALS  

 
04. NEWSBRANDS ARE PARTICULARLY VALUED BY AND  
        IMPACTFUL FOR THE UNDER 35S 

 
05. NEWS BRANDS ARE A SIGNIFICANT OPPORTUNITY  
        FOR ADVERTISERS 



70% AGREE: 
A WORLD WITHOUT JOURNALISM WOULD HARM DEMOCRACY 



BINAY’S STORY 
“I’m Binay from Epsom.  I usually read The Times online.  My usual routine is to get to 

work, fire up the laptop, read the headlines and a few key stories as well as getting 

mobile notifications throughout the day. 

 

Without news brands I felt like part of me was missing, like I wasn’t knowledgeable, I 

only had a superficial understanding of things. 

 

When you’ve actually read an article, you get so much more, you know it so well you 

actually understand it, then you can use it, adapt it, act on it.” 



PETER’S STORY 

“My name is Peter, I’m Scottish but have lived in Kentish Town for nearly 15 years. I work in the civil 

service.  I mainly get my news from Reddit. I’m part of forums with people all over the world, we’re 

always sharing stuff and getting different points of view that you don’t get in the national news. 

 

When I had to go without that and use a news brand I bought the ‘i’ because it’s independent.  It’s 

funny, there was something about the way that it was written, the journalism, storytelling, or 

whatever, it really drew me in. it got me thinking about the Royal family in a way I hadn’t since I 

was much younger.  I suddenly realized I haven’t really shown my son any of that side of Britain.  

That very week I bought us tickets to the Tower of London and I took him to see the Crown Jewels.”  



WHY THE NEWS MATTERS 

THE SIX GOALS MET BY NEWS 



SHORT 

LONG 

WE ME 

NEWS MATTERS BECAUSE IT 
HELPS  US MEET A NUMBER OF 

KEY GOALS 



SHORT 

LONG 

WE ME 

SURVIVE ORIENTATE 

THRIVE CALIBRATE 

ESCAPE CONNECT 

NEWS MATTERS BECAUSE IT 
HELPS  US MEET A NUMBER OF 

KEY GOALS 



WHICH NEWS SOURCES HELP US 
MEET WHICH GOALS? 



WE ME 

MULTIPLE SOURCES 
HELP US ACHIEVE OUR 
ORIENTATE, SURVIVE 
AND ESCAPE GOALS 

SHORT 

LONG 

TV, RADIO, NEWS 
BRANDS, SOCIAL 

MEDIA  
SURVIVE 

TV,  
NEWS BRANDS, 
RADIO 

ORIENTATE 

ESCAPE 

NEWS BRANDS, 
TV, SOCIAL 
MEDIA,  RADIO, 
YOUTUBE  



THE GOAL OF ORIENTATE 

AN EARLY MORNING GOAL 

28% 

18% 
17% 

12% 

14% 

11% 

SHARE BY DAYPART FOR NEWS GOALS 
(SHARE OF OCCASIONS)  

"THE FIRST NEWS OF THE DAY IS ON MY PHONE  FROM THE SUN APP. THEN GETTING 

READY I’LL HAVE THE TV OR RADIO ON SO I CAN CHANGE MY PLANS IF ANYTHING 

HAS HAPPENED" 
FEMALE, 39, NEWS BRAND READER, GLASGOW 

“MUM SAYS NEVER LEAVE THE HOUSE WITHOUT WATCHING THE NEWS FIRST” 
FEMALE, 38, NEWS BRAND READER, LONDON 

OFTEN ACHIEVED AT HOME 

LOCATION OF ORIENTATE NEWS OCCASIONS 
(SHARE OF OCCASIONS) 

78% 

11% 

7% 

2% 

1% 

1% 

AT HOME

AT WORK/COLLEGE/UNI

COMMUTING/TRAVELLING

AT SOMEONE ELSE'S HOME

RUNNING ERRANDS

SOCIALISING

MET BY DIFFERENT SOURCES 

SOURCES USED FOR ORIENTATE  
(SHARE OF OCCASIONS) 

34% 

20% 

17% 

14% 

11% 

2% 

TV

NEWS BRAND

RADIO

OTHER WEBSITE

SOCIAL MEDIA

YOUTUBE



NEWS BRANDS ARE STRONGEST 
FOR THRIVE, CONNECT AND 
CALIBRATE GOALS 

SHORT 

LONG 

CALIBRATE 

WE ME 

CONNECT 

NEWS  
BRANDS 

THRIVE 



FOR CALIBRATE, NEWSBRANDS ARE BY FAR THE MOST WIDELY USED SOURCE TO HELP MEET THIS GOAL – 
FOR ALL AGES 

“I LIKE HAVING INDIVIDUAL TRUSTED JOURNALISTS, PEOPLE THAT TAKE YOU 

THROUGH NEW, UNFAMILIAR SITUATIONS AND HELP YOU MAKE SENSE OF IT” 
FEMALE, 33, NEWS BRAND READER, LONDON 

27% 

20% 19% 

14% 

5% 
2% 

NEWS BRAND SOCIAL MEDIA TV RADIO YOUTUBE MAGAZINE

SOURCES USED FOR CALIBRATE (SHARE OF OCCASIONS) 



WHAT IMPACT DID THE PANDEMIC HAVE ON ALL THIS? 



... NOT MUCH! 

84%         

89%         

84%         
83% 

84% 

82% 

78% 77% 

73% 
75% 

80% 

78% 

73% 
74% 

66% 

72% 72% 70% 

EARLY FEBRUARY LATE MARCH MID AUGUST

ORIENTATE 
CALIBRATE 

ESCAPE 
SURVIVE 
CONNECT 

THRIVE 

THE IMPORTANCE OF EACH GOAL 



THE UNIQUE VALUE OF NEWS 
BRANDS 



NEWS BRANDS DELIVER ON THE SWEET SPOT OF BOTH FACTS AND OPINION 

“THERE ARE LAWS AND 

REGULATIONS ABOUT 

WHAT NEWSPAPERS 

CAN PRINT, WHEN YOU 

GET SOMETHING SENT 

TO YOU VIA WHATSAPP, 

YOU DON’T KNOW 

WHERE IT IS FROM” 

 

- FEMALE, 33, NEWS BRAND 

READER, BOLTON 

 

“YOU GET ALL THE 

FACTS ON THE BBC, 

BUT IT IS JUST 

PORRIDGE.  

NEWSPAPER BRANDS 

GIVE YOU A POINT OF 

VIEW ON THE FACTS” 

 
- MALE, 42, NON NEWS 

BRAND READER, LONDON 

 

FACTS OPINION 
NEWS BRANDS 



NEWS BRANDS  
ARE AN  
ECOSYSTEM 

“CONFLICTING DOCTRINES, INSTEAD OF BEING ONE 
TRUE AND THE OTHER FALSE, SHARE THE TRUTH 
BETWEEN THEM”  
– JOHN STUART MILL  



NEWS BRANDS ARE RECORDED 

“VERBA VOLANT, SCRIPTA 
MANENT” 

THE SPOKEN WORD FLIES 
AWAY THE WRITTEN WORD 
REMAINS. 



UNDER 35S IN PARTICULAR VALUE HAVING NEWS BRANDS 

FEEL LESS ANXIOUS WHEN THEY READ A NEWS BRAND COMPARED TO 
SOCIAL MEDIA 

(14% POINTS MORE THAN 35+)   

FEEL THE PANDEMIC HAS MADE THEM VALUE JOURNALISM MORE 

(10% POINTS MORE THAN 35+) 



TAPPING INTO THE POWER OF NEWS BRANDS 



NEWS BRANDS PRESENT AN OPPORTUNITY FOR BRANDS TO ADVERTISE IN AN ENVIRONMENT WHERE PEOPLE 
ARE…  

CALIBRATING 

MAKING UP OR CHANGING 

THEIR MINDS ABOUT THINGS 

THRIVING 

LOOKING OUT FOR THINGS 

TO HELP THEM GET AHEAD IN 

THE WORLD 

CONNECTING 

PARTICIPATING, DEBATING 

AND SHARING THINGS WITH 

OTHERS THE THINGS THEY 

HAVE COME ACROSS 




