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ABSTRACT

Introduction: This research article examines the sociodemographic profile of Spanish news
consumers in the last decade. Methods: The study is based on ten surveys conducted by the Centre
for Sociological Research (CIS, according to its initials in Spanish) between 2006 and 2017, on
samples ranging from 2,455 to 3,191 participants, to determine whether sociodemographic profiles of
news consumers are different across media platforms and whether they can efficiently predict news
consumption. Results: It is concluded that the Internet has increased the consumption of print and
digital newspapers. News consumption in radio and television is so widespread that the selected
sociodemographic variables do not allow us to detect noticeable differences. However, newspaper
readers are predominantly male, urban, middle-aged, middle and upper class, and highly educated.
Internet news consumers basically match the previous profile, except in terms of age, as they are
younger. In the case of newspaper and Internet news, the variables that predict their consumption
more efficiently are education level, female sex (negative correlation) and social class (positive
correlation). Finally, the correlation coefficients between news consumption in all three media
platforms are significant, but not very high.

KEYWORDS: competition; news media; news consumption; sociodemographic predictors.

RESUMEN

Introduccion: La presente investigacion tiene como proposito conocer la composicion
sociodemogréafica de los consumidores de noticias en Espafia en la Ultima década. Metodologia: A
partir de diez encuestas aplicadas por el Centro de Investigaciones Socioldgicas (CIS) entre 2006 y
2017 con muestras de entre 2.455 y 3.191 personas, se buscd determinar si los perfiles
sociodemograficos de consumo de medios son distintos entre si y si predicen eficientemente el
consumo. Resultados: Se concluye que Internet ha aumentado los niveles de consumo de los diarios
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impresos y digitales. EI consumo de noticias en radio y television estadn tan generalizado que las
variables sociodemogréaficas elegidas no permiten establecer diferencias apreciables. Sin embargo,
los lectores de periddicos son mas masculinos, mas urbanos, de edades intermedias, de clases medias
y altas y con mayor nivel formativo que la media de la poblacion. Los usuarios de noticias en
Internet coinciden basicamente con el perfil anterior excepto en la edad, ya que su publico es méas
joven que la media. En el caso de los periddicos e Internet, las variables que predicen su consumo
mas eficientemente son el nivel de estudios y el sexo femenino (en negativo) y la clase social (en
positivo). Por dltimo, los coeficientes de correlacion entre el consumo de noticias en los tres medios
son significativos, aunque no muy altos.

PALABRAS CLAVE: competencia; intermedios; consumo de noticias; predictores
sociodemogréaficos
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1. Introduccion

In recent years, the way society consumes news media has generated great concern among media
professionals and social organisations. According to a rather widespread view, the massification of
the Internet as a news medium has led to a decreasing interest in traditional news media, such as
newspapers, radio and television. In turn, it is increasingly argued that this decline in news
consumption is caused not so much by sociodemographic factors but rather by consumers’ personal
interests and lifestyles. This situation can have negative effects on the democratic system as it could
lead to the formation of a less and badly informed citizenry.

Based on this context, the purpose of this research is to analyse the sociodemographic profile of news
consumers in Spain in the last decade. The focus is to statistically describe consumption frequencies
across different news media, as well as the sociodemographic profile of news consumers and the
potential predictors of news consumption, especially structural variables, such as age, sex, residence,
social class and education level. The research problem lies in the difficulty of collecting meaningful
data to describe and understand a reality as complex as news consumption. In addition, previous
studies have looked at specific environments and specific age groups, making it difficult to carry out
overall assessments. Finally, the consolidation of the Internet as a news medium has posed
conceptual and methodological challenges that are difficult to ignore.

Initially, it can be argued that news consumption on the Internet does not differ drastically from that
in traditional media. However, research on this area often has three limitations: the premise of the
division between print, audiovisual and digital media; the notion that the analysis should take into
account the characteristics of the media and social practices separately; and the inclination to focus
on patterns of either ordinary or extraordinary phenomena, but not on both at the same time
(Mitchelstein and Boczkowski, 2010). When it comes to understanding how audiences see
journalism today, media consumption should be conceived not only as something people do, but as
something people do in a particular place. Journalism is now produced to enable increasingly mobile
places of consumption (space); to adjust for the faster pace of the information age (speed); and to
interact with and provide multiple access channels for audiences (convenience) (Peters, 2012).
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In addition, mobile devices have caused a paradigm shift in news accessibility and consumption in
daily life. Most contemporary research has been based on four thematic areas: patterns, people,
places and participation (Westlund, 2015). At the same time, digital consumption in the workplace
reveals some discontinuities with respect to print and audiovisual news, for example, the relevance of
notions of routine, space, time, and sociability. However, it is also necessary to renew the
understanding of how these concepts change when the medium changes from traditional to digital
and when consumer practices coincide with work practices (Boczkowski, 2010).

Far from having lost their importance, traditional media such as newspapers and television have
emerged as the most important providers of digital local news (Waldman et al., 2011). In the United
States, 1,800 local newspapers have been closed since 2004, while other media such as television and
digital initiatives have made efforts to fill the void left by local newspapers (Abernathy, 2018), which
has also happened in Spain (Manfredi, Rojas and Herranz de la Casa, 2015). The national media
survey carried out in Spain (Estudio General de Medios, 2018) has revealed that the social
penetration of print newspapers has declined in the last twenty years, going from 36 to 22 per cent.
Radio penetration has increased from 53% to 57%, while that of television has gone from 89% to
85%. These data alone would be devastating if not because the penetration of the Internet in the same
period, 1998-2018, has gone from just 2% to 77%. While not all users consume news content every
day, it could well be assumed that losses in traditional media audience could have been offset by
increases on Internet use.

According to some recent contributions, most people still resort to traditional media to stay informed,
although they also use online news services in certain circumstances as a supplement. People show a
clear tendency to consume the brands they trust, but the news on mobile devices are gradually
infiltrating the daily lives of audiences who had become disconnected from the news (Van Damme et
al., 2015). It can be said that traditional and digital platforms provide the same gratifications. In fact,
consumption of multimedia news does not lead to a decline in traditional news media consumption.
Moreover, some research points out that television consumption reinforces consumption of digital
news and vice versa. This confirms that citizens, young audiences in this study, use old and new
media platforms complementarily (Van Cauwenberge, d’Haenens and Beentjes, 2010).

According to the literature, those who consumed newspapers or television news in the past are now
using multiple platforms simultaneously. Alternatively, audiences can shift their attention to digital
media or avoid the news at once. However, although the value of analysing specific media
consumption patterns must be recognised, there is no way to measure the total consumption of
news if individual consumption in different media cannot be aggregated. In fact, some segments of
the epopulation use multiple sources of news and most Internet news consumers are multichannel
users, i.e., they also read the newspaper and watch TV news. Consumers of online news are more
likely to also consume news in traditional media than non-consumers of Internet news. In fact,
there is no evidence for a decline in news consumption since the advent of the Internet, and it is
likely that total news consumption across media is increasing (Ksiazek, Malthouse and Webster,
2010).

Some authors argue that the behaviour of media consumers is not very different in demographic or
socioeconomic terms (Pentina and Tarafdar, 2014). However, the consumption of paid news is
related to predictor variables such as age, income, purchase of other digital products and use of
social networks. Similarly, those who already pay for print news are more likely to pay for digital
news in the future. The intention to pay also depends on other personal factors, such as perception
of value, informative interest and general media consumption patterns (Goyanes, Artero and
Zapata, 2018).
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Surveillance and escapism gratifications are consistent predictors of news consumption. However,
habit strength is the most powerful predictor of news consumption overall. The consumption of
hometown newspaper sources is strongly related to current events knowledge (Diddi and LaRose,
2006). News consumption, therefore, seems to depend more on the news category, reader gender
and interest in certain topics, than on whether the news is offered in print or digital platforms. In
fact, online readers do not consume and retain news differently from readers of print news media
(d’Haenens, Jankowski and Heuvelman, 2004). Factors such as income level, DMA-level
population density and minority levels would not affect the robustness of the news supply (Napoli
et al., 2018).

When selecting their news sources, people choose those with ideological positions that are
similar to their own (Chanand Suen, 2008). People want to consume news stories that are
consistent with their tastes and previous beliefs. However, this fact does not necessarily harm
conscientious consumers, who may be able to collect more news content from multiple media
aoutlets as the latter become biased (Xiang and Sarvary, 2007). Social media increase this
relationship of similarity with consumer’s own preferences, as they provide relevant news stories
that are filtered by people who think similarly. However, audiences are also exposed to
unverified, anonymous and more subjective sources (Pentina and Tarafdar, 2014). In general,
media consumption stimulates civic and political participation. For example, in the U.S. markets
where local Spanish-language television exists, Hispanic voter turnout increases by 5 to 10
percentage points (Obeholzer-Gee and Waldfogel, 2006). In general, demographic and political-
social factors count towards determining voter turnout. However, voter turnout is also influenced
by media consumption habits, such as listening to the radio and being interested in the news
(Livingstone and Markham, 2008).

Since young adults are more intensive users of the Internet, the effects of their preference for digital
media are stronger for them than for older people (Bachmann et al, 2010). Among young people, the
emergence of social media as news sources, and the decline of traditional media, especially
newspapers, is more evident. The appeal of free content is also greater. There is also a difference in
consumption in favour of males and older people, as news consumption increases as young people
mature (Casero-Ripollés, 2012). However, the news industry needs to perform a true digital
convergence by providing the younger generation a multimedia news consumption experience that is
customisable and relevant to them (Huang, 2009).

This brief literature review highlights some disagreement regarding the exact magnitude of the
change that the Internet has produced in news consumption and the factors that are most likely to
predect it. This research is based on the following research questions:
¢ RQ1) Has the Internet brought about a significant change in the levels of news consumption
in traditional media?
e RQ2) Is the sociodemographic profile of news consumers very different depending on the
medium in question?
¢ RQ3) Are sociodemographic variables still good predictors for news consumption?
e RQ4) Does news consumption in one medium significantly predict consumption in other
media?

The hypotheses are based on the previous literature review, which is contradictory in part, but
generaly supports the aforementioned approaches, and particularly on the contributions of
Livingstone and Markham (2008), Ksiazek, Malthouse and Webster (2010), Mitchelstein and
Boczkowski (2010), Van Cauwenberge, d’Haenens and Beentjes (2010), Waldman et al., (2011),
Casero-Ripollés (2012), Abernathy (2018) and Goyanes, Artero and Zapata (2018).
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2. Methods

The survey was chosen as the method to develop this article, although using secondary data collected
over the years by the Spanish Centre for Sociological Research (CIS). To be preceise, the monthly
surveys carried out periodically by the CIS include, at least since 2000, a question about the
frequency of news consumption in different media. Based on the results of eight of these surveys,
conducted from 2000 to 2009, Meilan (2010) developed his research work, which this article
partially tries to replicate. Thus, the results obtained in both works are compared in the discussion
section. However, it must be noted that Meilan combined different question and answers criteria. The
first two years, the survey used a six-point consumption scale, while from 2004 onwards it used the
classic Likert five-point scale. Moreover, the first four surveys, carried out between 2000 and 2005,
measured the consumption of radio and television separately. These differences in the survey
questionnaire undoubtedly made it difficult to obtain consistent and reliable data throughout the
period of study.

To address this methodological issue, this study only takes into account those CIS surveys that
included the exact same question and answer options. After a brief analysis, it became apparent that
the gquestion model A was available for ten years, from 2006 to 2017 (except for 2009 and 2010),
while other two slightly different versions were available in four years each. These last surveys were
dismissed and a database was built with the data provided by the CIS for the ten years mentioned
above, which correspond to the following surveys: 2632, 2700, 2749, 2914, 2960, 3001, 3041, 3114,
3156 and 3191. The analysis focused on the answers to three questions: “Do you read the political
sections of the newspaper?”, “Do you consume news on radio and television?” and “Do you use the
Internet to get the news about politics and society?”. A fourth question was dismissed because it was
redundant and did not add relevant information. The dissmissed question is: “Apart from the news,
do you consume other programmes about politics on radio and television?”

The selected surveys carried out by the CIS are telephone surveys applied to a representative sample
of the Spanish population over the age of 18. The number of interviews conducted in each of the
surveys varies, ranging from 2,455 in 2007 to 3,191 in 2006, as it will be shown in the following
tables. The software used for the analysis of the survey data sets is SPSS 22.0.

In the subsequent data processing, consumption frequency variables were recoded in the following
way: “every day” was assigned five points and “never”, one point, as shown in tables 4, 5 and 6. The
sociodemographic variables that were correlated with the answers are age, sex, residence, social class
and education level, as well as ideology (ranging from 1 for left-wing to 10 for right-wing).
Similarly, the education level variable included in the sociodemographic questions section at the end
of the questionnaire offered the option “university media” from 2006 to 2013, but not thereafter,
which has not posed an insurmountable difficulty. Finally, to create tables 7, 8 and 9, the options
“male” and “female” were recoded with the values 0 and 1, respectively, while the categories urban
and rural residence (for municipalities with more and less than 50,000 inhabitants, respectively),
which were recoded as 1 and 0, respectively.

The selection of the CIS survey database for this research is justified by its undoubted
professionalism, availability of technical and human resources and the ability for extracting data sets
over a large period, which can yield more robust results than the application of a single survey today.
These historical data allow us to examine the evolution of online news consumption as it was
reported back then, and not as a retrospective survey. The rigour of the data collection and
processing is also proven, ensuring that the matrices are scientifically reliable.
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3. Results
3.1. News consumption frequencies

Table 1. Frequency of newspaper political news consumption.

2006| 2007 2008 2011 20121 2013 2014 2015 2016 2017
Todos los dias 16,90% [ 17,00% | 16,60% | 20,60% | 22,60% | 21,20% | 20,00% | 19,20% | 22.60% | 23,70%
3-4 por semana 12,50% ] 13,40% ] 12,00% [ 12,60% | 12,60% | 10,20% | 11,00%] 10,70% | 12,20% | 10,80%
1-2 por semana 15,70%] 17,00% | 16,80% | 15,30% | 15,10% ] 15,30% | 13,70% | 13,30% | 12,30% | 12,80%
Menor frecuencia | 17,90% | 18,40% | 18,60% | 17,50%| 13,20% | 14,60% | 14,50% | 16,90% | 14,70% | 14,00%

Nunca 36,90% | 33,90% | 35,70%| 33,70% | 36,20% | 38,60% | 40,70% | 39,60% | 38,10% | 38,50%
NS 0,00%] 0,10%| 0,20%]| 0,00%] 0,20%| 0,10%]| 0,00%]| 0,20%| 0,10%]| 0,20%
NC 0,10%] 0,20%| 0,20%| 0,20%]| 0,10%| 0,00%| 0,10%] 0,10%| 0,00%| 0,00%
(N) 3.191| 2455 2477| 2472 2.848| 2.485| 2480| 2493 2.491| 2.487

Source: Authors’ own creation with data from the following CIS surveys: 2632, 2700, 2749, 2914,
2960, 3001, 3041, 3114, 3156 and 3191.

The proportion of the population who read newspapers daily have increased between 2006 and 2017
from 16% to 23%, albeit to the slight detriment of those who read it less frequently. This is
confirmed by the fact that the percentage of people who never read newspapers has remained stable,
between 36% and 38%. In other words, newspaper reading has not declined in the decade under
study. This percentage would not be consistent with other known data if it only referred to print
newspaper consumption, but it is clear that surveyed participants referred to both print and digital
newspapers.

Table 2. Frequency of radio and television news consumption.

2006| 2007| 2008 2011 2012 2013 2014| 2015 2016 2017
Todos los dias 67,00% | 65,00% | 71,90% | 68,80% | 69,10% | 64,60% | 68,70% | 64.40% | 65.20% | 67,70%
3-4 por semana 18,40% | 17,50% | 14.80% | 15,60% | 16,20% | 15,90% | 13,50%| 16,70% | 15,50% | 14,10%
1-2 por semana 6,30%| 8,40%| 5,90%| 7.50%| 6,10%| 8,90%| 8,00%]| 7.80%| 8.30%| 7.20%
Menor frecuencia | 4,70%| S5.10%| 3,10%| 3.,50%| 4,10%| 4,10%| 4,50%| 6,10%| 5.,60%| 4,50%

Nunca 3,60% | 4,00%| 4,00% | 4,50% | 4,40%| 6,50%| 5.20%| 5.00%| 5.30%]| 6.50%
NS 0,00%]| 0,00%]| 0,10%]| 0,00%| 0,00% 0,00% 0,00%

NC 0,00%| 0,10%]| 0,10%| 0,10%| 0,00% 0,00%| 0,00%| 0,10%]| 0,00%
(N) 3.191| 2.455| 2.477| 2472 2.848| 2.485| 2480 2493 2491 2487

Source: authors’ own creation with data from the following CIS surveys: 2632, 2700, 2749, 2914,
2960, 3001, 3041, 3114, 3156 and 3191.

However, the percentage of Spaniards who consume radio and television news on a daily basis is
much higher (two-thirds) and has remained stable from 2006 to 2017. Intermediate frequencies are
similar in the 2006-2017 surveys, while the percentage of those who never consume audiovisual
news has increased slightly: from 3% to 6%.
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Table 3. Frequency of political and social news search online.

2006| 2007 2008 2011 2012) 2013 2014 2015 2016/ 2017
Todos los dias 4,20%| 5,70%| 6,40%]10,60%|15,30%|15,30%|17,10% | 15,80% | 18,90% [ 25.90%
3-4 por semana 3,80%| 4,60%| 4.80%| 6,50%| 8,10%| 7.90%| 7,80%| 7,20%]| 8,50%]| 8,80%
1-2 por semana 3,50% | 5,10%| 4,80% | 7,10%| 6,80%| 7.10%| 6.80%| 8.00%| 9.20%]| 8.50%
Menor frecuencia | 9,.80%| 11,00%| 9,50%]| 9,30%| 8,20%| 8,70%| 9.70%|12,20%| 11,10%]| 9.90%

Nunca 78,00% | 72,80% | 73,60% | 65,70% | 60,70% | 60,40% | 57,70% | 56,10% | 51,50% | 46,40%
NS 0,40%| 0,30%| 0,50%| 0,40%| 0.50%]| 0,40%]| 0,60%]| 0,60%] 0,40%]| 0,40%
NC 0,40%| 0,50%| 0,30%| 0,40%| 0.40%| 0,10%]| 0,30%]| 0,10%] 0,40%| 0,10%
(N) 3.191| 2.455( 2.477| 2472 2.848| 2.485| 2.480| 2.493| 2491| 2487

Source: authors’ own creation with data from the following CIS surveys: 2632, 2700, 2749, 2914,
2960, 3001, 3041, 3114, 3156 and 3191.

However, the frequency of search for political or social news on the Internet has increased
significantly between 2006 and 2017. The percentage of those who search for online news everyday
has increased fivefold: from 4% to 25%. In addition, the percentage of those who do so between one
and four days a week has increased from 3% to 8%. Finally, the percentage of the population who
does not consume Internet news has fallen almost by half, from 78% to 46%.

3.2. Sociodemographic profile of news consumers

Table 4. Sociodemographic profile of readers of political sections in newspapers.

2006 2007 2008 2011 2012 2013 2014 2015 2016 2017
Sexo Media N| Media N| Media N| Media N| Media N| Media N| Media N| Media N| Media N{ Media N
Hombre 2,68] 49.8% 2,96 | 48,8% 2,841 48.9% 3,03]49,2% 3.00] 49.0% 2,96 | 49,0046 2,851 48.8% 2,78 48,3% 2,941 48.4% 2,97 484%
Mujer 2,12} 50.2% 23[50.2%)  231)151.1%]  239[50.8%| 249]51,0%] 228|510%] 227)512%] 232]51.7%| 2.41]51.6%] 242]|51.6%
Total 241 3.191 2,63] 2455 2.57| 2477] 2.70| 2472 2.74| 2484 261 2485 2.56] 2480] 2.55( 2493 2.67] 2491 2,68| 2487
Habatat Media N| Media N| Media N| Media N| Media N| Media N| Media N Moedia N| Media N| Media N
Rural 2.22] 53.8% 24[48.6%|  2.40147.5%] 243[47.3%| 2.54]47.6%]  237[473%] 233]47.0%]  238]48.6%| 2.40[482%] 242]|489%
Urbano 2,611462%] 2.84|514%| 2,73|52.5%] 295]|52,7%| 2.91]524%] 2.84|52,7%| 2.74]529%] 2,70|514%| 292]151,8%] 2.94|5L1%
Total 24| 3.191 2,63] 2455 257] 2477] 270 2472 274| 2484] 261 2485 2.56] 2480] 2.55| 2493 2.67] 2491 268| 2487
Edad Media N| Media N| Media N| Media N| Media N| Media N| Media N| Media N| Media N{ Media N
Menos de 34 237 53.5%]  2.55]1314%| 2.54]309%] 2.60]29,7%| 2.61]282%] 246|28.0%| 248[254%) 2.35|22,7%| 247[22.4%] 2.51]|21.9%
De 35a49 2,66 18,5%] 285127.7%| 2.66]279%| 292]|280%| 298]293%| 2.79|29,1%| 2.70}300%] 275|29.0%| 233[293%] 283|289%
D¢ 50264 2491 14.0%]  2,74]20,6%] 2.77]21,0%] 2.89]223%| 238]223%| 2.84]|223%| 2.74]23.5%] 2.75|24.7%| 2.94]24.1%] 2.93|24.9%
65 v mds 2,07| 14.0% 2.33(20,3% 2,291 20.2% 233(19.9% 2,401 20.2% 2,34 20,6% 223121,1% 2,281 23.5% 2,39124.2% 241]244%
Total 241 3.191 2,63] 2455 257] 2477] 270 2472 274] 2484 261 2485 2.56] 2480] 2.55| 2493 2.67] 2491 2,68] 2.487
Estatus socioeconomico | Media N| Meodia N| Media N| Media N| Media N| Media N| Media N| Modia N| Media N| Mcdin N
Clase alu/media alta 3,14 15.9% 3.39(17.0% 3321 168% 3441600 348] 18.4% 3A46[174% 346]17.2% 3.35] 18.8% 3,521 19.0% 346]20.2%
Nuevas clases medias 2741 19.0%]  281]1211%] 2.34]199%] 297|21.5%| 3.01]21.8%] 2.78]|23.5%| 2.67[248%] 2.74|25.0%| 2.86]23.0%] 2.96]|23.5%
Viejas clases medias 2.26| 12,6% 2,34(17.7% 2.28] 18.4% 2491 16,1% 2404 15.1% 2,53]12.8% 2,50} 11,7% 241(13.6% 2431 14.2% 249 14,5%
Obreros cualificados 209)34.4%]  241[31.4%]  23R8]33.1%]  249]33.1%] 2.501]31.3%]  228[33.1%[ 223[32.1%] 221[289%] 240]293%] 2.32]|27.3%
Obreros no cualificados ILSRLIS %] 2,171 12.8%]  2,05] 10.8%]  2.15]13.3%]  2,07]13.5%] 2.12]13.2%] 2.00] 142% 1.91]13.8%]  2.04] 14,5% 1,99 14,5%
Total 24| 3.092 263 2364 2,57| 2434 2,70 2.430 2.74| 2445 261 2.447 2.56) 2427 255| 2428 2,67| 2442 268 2438
Nivel de estudios Media N| Media N| Media N| Media N| Media N| Media N| Media N{ Media N| Media N| Media N
Sin estudios 141 8.1% 1,74] 9.2% 1,69 8,0% 1,37] 7.0%| 153} 6.5% 1.53] 6.0%| 125] 5.6% 144] 5,5% 141 4.7% 1.42] §5.2%
Primana 205]43.1% ]  227]45.2%] 222]44.1%]  236]44.4%] 239]453%] 2.16] 19.6% 196120.3%]  202]18.0%] 2.04]18.1%] 2.08] 18,5%
Secundania 2671 149%] 35| 118%] 3000 13.1%] 3.07]139%| 30S] 118%] 249]|386%| 2.54138.5%] 242]|366%| 2.52[37.1%] 2.59|357%
FP 2,651 17.0% 2,79(15,8% 2,60) 168% 2.86]17,5% 2901 16,8% 2681 169% 2,68 17.0% 2.55]19.2% 2.79] 19.1% 28] 18,8%
Medios universitarios 3.16| 82% 3.06] 7.8%| 331] 8.4% 354 6.9%] 347 3.0%
Supeniores 343 84%] 3.76[102%[ 3.63] 96%] 3.74[103%] 370 11.6%] 364 IRE%|  3.52)186%] 3.51]20,6%| 3.65121.1%] 3.55]|21.9%
Total 24| 319 263 2.455 2,57| 2474 2,70 2.461 2.74) 2477 261| 2479 2.56] 2478 2,55| 2.491 2.67] 2485 268 2485
Ideologia Media N| Media N| Media N| Media N| Media N| Media N| Media N| Media N| Media N| Media N
| (Izquicrda) 305) 7.3% 292 4.3% 287 44% 284 44% 303 4.9% 297| 4.8% 290| 6.6% 3.29] 53% 2,93 6.6% 3.36| 4.7%
2 2761 10.7%]  3.18] 34%] 3.3 52%] 3.09] 6,1%] 38| 4.9%] 3.16] 6.8%] 35| 8.0%] 313 Si1%]| 3.02] 6.7%] 3.04] 5.7%
3 2.521169%] 2.79]117.5%| 287]16.0%] 292]|159%] 294|199%] 2.83|197%| 2.841203%] 2.76|17.8%| 295[/189%] 297|17.0%
4 228} 15,5% 2,67(19.9% 2,59] 18.6% 2,74 15.6% 2,78] 18.1% 2.86]17,2% 2,65| 18,6% 2,64(15,7% 2,751 15.6% 2,761 16,1%
S 241288% ] 265[28.7% | 2.65]27.7%] 2.73]|282%| 278]25.8%] 2.50[2908%| 2.58]22.6%| 2.44[263%] 2.65]228%| 2.76|27.0%
6 281 7.5%] 283]1104%] 2.69]124%] 3.02]104%] 2.389110.5%) 2,79 87%| 2.70f 9.7%] 2.61[12.3%| 276] 11.5%] 299 11.9%
7 258] 6.8% 284| 69% 262 7.7% 29| 9.7% 2.85| 8.4% 3.02| 6.6% 290| 68% 272 7.9% 2.34| 7.9% 267 8.0%
8 263] 4.5% 25| 43%] 308] 49%] 277 5.6%| 297] S.a%]  239] 4.3%] 267] 49%] 257 S4%| 2.67] 64%] 2.68] 5.9%
9 2,94 0.7% 1] 0.9%]  242] 1.2%)] 2.69] 2.1%| 290f 1.6%] 281 L1%| 247] 1,0%] 236| 24%[ 2,50 1.8%| 249| 1L9%
10 (Derecha) 2,69] 1.2% 236 1.6% 286) 1.8% 268 1.9% 2841 1.0% 2,70 1.0% 2.74| 1.6% 227] 1.6% 295] 138% 243 1L.7%
Total 24] 2574] 2,63 2.040]  2.57] 1.965]  2.70] 2.005] 274 19N 2,61] 1981 2.56] 1.961 2.55] 2.101 267] 2068] 2.68] 2077

Source: authors’ own creation with data from the following CIS surveys: 2632, 2700, 2749, 2914,
2960, 3001, 3041, 3114, 3156 and 3191.
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Newspaper readers are predominantly male and urban consistently throughout the series. In terms of
age, readers aged 34 to 65 read more frequently than younger and older readers. With regards to their
social class, the higher it is, the more frequently they consume the press. The same goes for the level
of studies: the more years of education readers have, the more frequently they read newspapers.
Finally, the more left-wing respondents are, the more frequently they read newpapers, although the
differences are little significant. Similarly, in the series of surveys observed, the changes detected
throughout the decade are minor.

Table 5. Sociodemographic profile of radio and television news consumers.

2006 2007 2008 2011 2012 2013 2014 2015 2016 2017
Sexo Media N| Media N| Media N| Medin N[ Media N| Media N| Media N| Media N| Media N{ Medin N
Hombre 4,321498% 442 48.8% 4,51 [48,9% 4,45[49.2% 4,48] 49.0% 4,30 49,0046 4,411 48.8% 4,34 48,3% 438148,4% 4,32 484%
Mujer 4.251502%] 4.29]50.2%] 445051.1%] 438[50.8%| 436]151.0%] 4.26[S51.0%] 432)512%] 4.26[S1.7%[ 423]51.6%] 4.32]516%
Totwl 431 3.191 4.35] 2455 448] 2477] 441] 2472 442 2484] 428 2485 4.33] 2480] 430| 2493  4.30] 2491 4.32] 2.487
Habitat Media N| Media N| Media N| Media N| Media N{ Media N| Media Ni Media N| Media N Media N
Rural 1717] 53.8% 43| 48.6% |  S45[475%] 436[473%| 43T]47.6%]  4.27]47.3%|  S3R[47.1%]  428[48.6%| 4231482%) 4.27]|48.9%
Urbano 1475] 46,2% 44|514%|  451[52,5%] 446{52,7%| 446)524%] 429|52,7%| 435[1529%| 4.31[S514%| 437]51.8%] 4.38]5L1%
Total 3192| 3.191 435 2485 448] 2477] 441] 2472  4.42| 2484 428| 2485 433 2480 430] 2493  430] 2491 4.32| 2487
Edad Media N| Media N| Media N| Media N| Media N| Media N| Media N| Media N| Media N{ Media N
Menos de 34 3.211535%] 4,17[31.4%[ 435]309%] 4.22]129.7%| 4.26[282%] 4.00{28.0%| 4.09]254%] 3.92]22,7%| 397[224%]| 4.03|21.9%
De 3549 451 18.5%] 443[27.7%| 4581279%] 446]|280%| 4.471293%] 4.31]29.1%] 438[30.0%] 430[200%] 4311293%] 4.21[28.9%
De 50264 4481 14.0% ] 449[206%| 455]21,0%]  4.551223%| 4.54)223%] 445[223%| 4.52123.5%] 4.51]24.7%|  445124.1%] 4.51[24.9%
65 v mis 4250 14.0% 4.4120,3% 4,491 20.2% 4,481 19.9% 4,441 20.2% 4.43|20,6% 4.51)21,1% 4,441 23,5% 4.47]24.2% 4,53 24.4%
Total 4311 3.191 435 2455  448] 2477]  441] 2472  442] 2484 428] 2485 436 24801 430 2493  430] 2491 4.32| 2.487
Estatus socioeconomico | Media N| Media N[ Media N| Media N| Media N| Media N| Media N| Media N| Media N{ Medin N
Clase aluy/media alta 4,56] 15.9% 4.54(17.0% 4,65] 168% 4,541 16,00 4,54 18.4% 442117 4% 4.48] 17.2% 4.46| 18.8% 446 19.0% 4,391 20,2%
Nuevas clases medias 2431 19.0%]  438[20.1%[ 4.53]199%] 445]121.5%| AS0J21.8%] 431[23.5%| 4391248%] 430)25.0%| 432123.0%] 4.35[23.5%
Viejas clases medias 4,31 12,6% 43117.7% 4401 18,4% 4,381 16,1% 4,331 15.1% 4,291 12.8% 4.45] 11,7% 4,391 13,6% 4450 14.2% 4421 14,5%
Obreros cualificados 4.23| 34.4% A3 314%]|  436[33,1%]  438[33,1%] 439]31.3%]  4.23]33.1% 435[32.1%] 419[289%] 422]1293%] 4.25]|27.3%
Obreros no cualificados 151 18,0%]  4.27[12.8%]  439] 10.8%]  4.30]13.3%|  429] 13.5%]  4.19[13.2%] 4071 142%]  4.21]13.8%]  4.01]14.5%]  4,19]14,5%
Total 431 3.092 4.35| 2.364 4481 2434 441| 2430 4,42| 2445 4,28 2.447 4.36| 2427 4.30| 2428 4.30) 2442 4,32] 2438
Nivel de estudios Media N| Media N| Media N| Media N| Media N| Media N| Media N{ Media N| Media N| Media N
Sin estudios 3,991 8.1% 4,191 9.2% 4200 $,0% 4,25 7.0% 4,07) 6.5% 4.09( 6.0°% 4,18 5.6% 3.9 5.5% 4,19 4.7% 4,09 5.2%
Primana 4.23143.1% 4.31]45.2% 4461 44,1% 4.39] 44.4% 4.38[45.3% 4,29 19,6% 4,36 20.3% 4,31 18,00 4291 18.1% 4.33] 18.5%
Secundania 4331 149%] 441 11.8%] 4471 13.0%]  446]13.9% | 44T 118%]  4.25[386%| 437]38.5%] 425]36.6%| 421[137.0%] 4.31[357%
FP 4381 17.0% 4,351 15,8% 4,50 16,8% 4,381 17,5% 4.48] 16,8% 4,281 16,9% 4351 17.0% 4,231 19.2% 4331 19.1% 427 18.8%
Medios universilanos 4.56] 82%] 446] TR%| 4.64] 84%] 457 6.9%]  4.62] 3.0%
Supeniores 4.57] 8.4% A5[0102%]  4.66] 96%] 452[103%| 414 11.6%] 439|188%( J44]186%] 4.50]120,6%| 44T7[21,1%] 444[21.9%
Total 4311 3.19 4,35| 2.455 448) 2474 441| 2461 4421 2477 4,28] 2.479 4.36| 2478 4.30] 2.491 4,30] 2485 4,32 2,485
Ideologia Media N| Media N| Media N| Media N| Media N| Media N| Media N| Media N| Media N| Media N
| (Fzquicrda) 461 7.3% 4,57 4.3% 4,52 44% 4,20 44% 448) 49% 4.38] 4.8% 4.74| 6,6% 4,59| 53% 4.39] 6.6% 44| 4.7%
2 4381 10.7%]  4.36] 54%| 459 52%] 4.56] 6,1%] 4.54] 4.9%]| 447 6.8%| 446] 8.0%] 4.50] S.1%] 4.S53] 6.7%] 4.39] 5.7%
3 4431 169%]  4.54]117.5%| 456[160%] 450[159%] 450]199%] 437[19.7%] 443]1203%] 435[17.8%[ 437]189%] 4.36]|17.0%
4 4391 15,5%] 443[199%| 4.53]18.6%] 4.39]15.6%| 4,52|18.1%] 445[17.2%| 451 18.6%] 438]157%| 4.33]156%] 4.35[16,1%
S 4351288%] 437|287% | 451[27.7%] 447[282%| 44R|258%] 427[208%| 437)22.6%] 4.30[263%[ 432]228%| 4.36]27.0%
6 4.39] 7.5% 446]104% 4541 12.4% 4,57 104% 4,551 10.5% 439 8.7% 4.35] 9.7% 446]12.3% 4.39] 11.5% 4,511 11,9%
7 4451 6.8% 421 6,9% 461 7.7% 4,54 9.7% 4.55| 8.4% 457 6.6% 4,591 68% 449 7.9% 4.49| 7.9% 437 80%
] S58] 4.5%]  4.25] 43%[ 4.63] 49%] 4.65] 5.6%| 4.52] S.0%) 446 43%] 4.54] 49%] 4.54] S4%|  ASS| 64%] 463 59%
9 4.67] 07%] 444 0.9%| 450 1.2%] 4.43] 2.1%| 4.52| 1.6%] 4.86| 1.1%[ 437] 1,0%] 4.52] 2.4%| 424| 1.8% 44| 1.9%
10 (Derecha) 4.94] 1.2% 4.36] 1.6% 4.86) 1.8% 4.68]| 1.9% 479 1.0% 4.10f L0% 4.19] 1.6% 442| 1.6% 4,62 1.8% 434 1.7%
Total 431 2574] 4351 2.040]  448] 1965] 441] 2005]  442] 19 4.28| 1981 4361 1.961 4.30] 2.101 430] 2068  432] 2077

Source: authors’ own creation with data from the following CIS surveys: 2632, 2700, 2749, 2914,
2960, 3001, 3041, 3114, 3156 and 3191.

With regards to the consumption frequency of audiovisual news, the sociodemographic variables
under analysis do not allow for significant differences. That is, all groups of respondents consume
audiovisual news very often regardless of their sex, age, municipality, social class, level of studies
and ideology. This situation has hardly changed in the decade under study.
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Table 6. Sociodemographic profile of Internet news consumers.

2006 2007 2008 2011 2012 2013 2014 2015 2016 2017
Sexo Media N| Media N| Media N| Media N| Media N| Mcdia N| Media N| Media N{ Media
Hombre 1,65 | 49.8% 1,75 48,8% 1,76 49,2% 2,291 49.0% 2,29 49,0%% 2,36 48.8% 2,34 48,3% 2,56 48,4% 2,76
Mujer 144]502%] 1.53]151.2%] 158 S0.8%|  1.99]151.0%] 195[S510% | 208)512%] 203[5L.7%[ 2.19[516%] 246
Totl 1.55] 3.191 1.64] 2,455 1,68 2472 212] 2485 222 2480] 2,18| 2493 237| 2491 26
Habitat Media NI Media N| Media N Media N| Media N| Media N| Media
Rural 1,49 53.8% f 1,51 47.3% 195147.1%]  L98[48.6%] 2.13[482%] 244
Urbano 1,62[46.2% 1,78 52.7% 246]529%] 2.37|514%| 2.59151.8%]| 276
Total 1.55] 3.191 . 1,65 2472 222] 2480] 2.18] 2493 237] 2491 2.6
Edad Media N| Media N| Media N Media i N| Media N{ Media
Menos de 34 1,69[53.5%] 1.85|31.4%] 202]3 29,7% 2,58 22,7%| 278122.4%| 321
De 35 a 49 1,55 1,63 28.0% 2,53 20,00 |  2.68]293% 3
D¢ 50 a 64 133 1,53 22.3% 2,09 24.7%|  237[24.1%] 2,63
65 y mis 122 125 19.9% 1.49 23.5%] 1,62]24.2%] 1.57
Total 1,55 1,68 2472 22 2493 237] 2491 2.6
Estatus socioeconomico | Media Media N Media N| Media N{ Media
Clase aluw/media alta 2,06 2,41 16,0%% 3,10 18.8%]  3.391190%] 349
Nuevas clases medias 1,64 1,75 21.5%|  238[21.8% 244 25.0%| 2,65123.0%] 289
Viejas clases medias 1,45 1,48 16,1% 1,96 13,6% 198) 14.2% 2,32
Obreros cualificados 141 139 33.1% 1.82 289%]  1.94]293%] 215
Obreros no cualificados 134 1,39 13,3% 1.84 13.8% 177 14.5%] 2,05
Total 1,55 1,65 2.430 222 2428 237] 2442 2.6
Nivel de estudios Media Media N Media Media
Sin estudios 1,12 1,23 7.0% 1,16
Primana 1,29 126 44.4% 148
Secundana 1,73 1,98 13.9% X 2.59
F.P 1,64 1,67 17,5% 2.23 2,99
Medios universitarios 2,03 238 6,9%
Supenores 23 2,69 10,3% 3.28]20,6%| 3.50)21.1% 3.6[21.9%
Total 1,55 1,65 2.461 218 26| 2.485
Ideologia Media Media N Media Media N
| (lzquicrda) 1,89 1,93 4.4% 2.89 3.35] 4.7%
2 1,73 2.09 6,1% 2,93 349 5.7%
3 1,62 1,96 15.9% 2.52 3.02]17.0%
4 141 1,64 15,6% 2,24 2,65[16,1%
$ 1.56 1,62 28.2% 2,13 2,62(27.0%
6 1,77 1,55 10.4% 2.29 2,61] 11.9%
7 1,75 1,79 9, 7% 2,16 2.72| 8.0%
8 1,62 1,70 5.6% 1.93 284 S.9%
9 2.5 1,75 2.1% 1.86 1,79] 1.9%
10 (Derecha) 138 1,58 1.9% 2,03 223 1.7%
Total 1,55 1,68 2.005 2,18 26| 2077

Source: authors’ own creation with data from the following CIS surveys:

2960, 3001, 3041, 3114, 3156 and 3191.

2632, 2700, 2749, 2914,

In terms of the search for political or social news on the Internet, male and urban users do so more
frequently. As for the age variable, the correlation is inverse: the older the user, the lower the
frequency of digital news serach. In terms of social class, the higher the class of the user, the higher
the search frequency. The same goes for the educational level. Overall, online news search frequency
has almost doubled, except among people with non-formal education or only primary education.

3.3. Predictors of news consumption

Table 7. Predictors of newspaper political content consumption.
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Source: authors’ own creation with data from the following CIS surveys: 2632, 2700, 2749, 2914,
2960, 3001, 3041, 3114, 3156 and 3191.
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Adjusted R-Squared indicates the extent to what the six independent variables predict the dependent
variable. Sex, residence, social class, level of studies and political ideology can explain between 17%
and 22% of newspaper consumption over the years.

Predictive variables have a low significance level, of less than 0.05. According to the results, the
following variables are excluded: old middle classes and skilled workers (throughout the ten years),
higher education (in eight years) and secondary education (in six years). It is also necessary to take
with caution the following variables: vocational training (in four years), non-formal education (in
three years), primary education (in three years), municipality type (in three years), new middle class
(in three years) and upper class (in one year).

The best predictors of newspaper political content consumption are non-formal education, primary
education, vocational training, sex (all of them negative) and upper/upper middle class and new
middle classes (positive). In other words, the lower the education level, the lower newspaper
consumption is, as it is the case with women. And the higher the social class, the higher newspaper
consumption is.

Table 8. Predictors of news consumption in radio and television.
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Source: authors’ own creation with data from the following CIS surveys: 2632, 2700, 2749, 2914,
2960, 3001, 3041, 3114, 3156 and 3191.
With regards to audiovisual news consumption, R-Squared indicates that the variables chosen are
only capable of explaining between 3 and 9 per cent of it. Most variables are not significant. The
only variable with a high negative coefficient is non-formal education, while age has a low positive
coefficient. That is: the lower the education level, the lower the consumption of radio and television
news. And the older the respondent, the more news programmes he or she consumes.
Table 9. Predictors of online political and social news consumption.
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Source: authors’ own creation with data from the following CIS surveys: 2632, 2700, 2749, 2914,
2960, 3001, 3041, 3114, 3156 and 3191.
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With regards to the consumption of online news, R-squared indicates that the chosen variables
explain between 9 and 25 per cent of it, with a clear upward trend. However, some variables must be
ruled out because they are not significant in most years. Specifically: all social classes, except for the
upper/upper middle class, and all education levels, except for non-formal education, primary
education and vocational training.

T

he most efficient predictors of Internet news consumption are non-formal education, primary

education and vocational training, all three with negative coefficients. However, it should be noted
that in the last three years under study, the figures are not significant. The sex variable also has
negative and significant coefficients in all years but one. On the other hand, the upper/upper middle-

cl

ass variable has yielded high positive coefficients, especially in recent years. This means that the

lower the education level, the lower the online news consumption. Women also use the Internet less
for this purpose. And finally, the higher the social class, the higher the consumption of online news.

3.4. Correlations between news consumption in different media

Table 10. Pearson’s correlation coefficients between different media.

Source: authors’ own creation with data from the following CIS surveys: 2632, 2700, 2749, 2914,
2960, 3001, 3041, 3114, 3156 and 3191.

With regards to the correlations of consumption between the three media platforms, there are several

Si

tuations. The Pearson’s correlation coefficient ranges from -1 tol. When the Pearson’s correlation

coefficient is between 0.7 and 1, the correlation is strong and direct; when it is between -0.1 and 0.1,
the correlation is very weak; when it is 0, there is no correlation between variables; and when it is
between -0.7 and -1, the correlation is strong and inverse. This does not imply causation, but only
linear relations between two variables.

In these data sets, the correlation coefficients are significant and indicate that people consume news
in different media. However, they are not very high coefficients. Newspaper readers have the highest
correlation coefficients in comparison with other media users, both radio and television (always
around 0.2) and, above all, Internet (between 0.2 and 0.4). The trend is to increaser over the years. In
this way, the correlation between the consumption of newpaper and Internet news is the highest in
the entire data sets series, although the correlation level is medium.

4,

Discussion

In Meilan (2010), the percentage of daily newspaper readers between 2002 and 2004 fell

Si

gnificantly (37%) but remained stable since then and until 2010. In 2011, the number of daily

newspaper readers increased, while the number of people who reads the newspaper less frequently
declined. Thus, people who never read about politics in newspapers are always about a third, which
remains fairly stable between 2000 and 2017. On the other hand, radio and television are the
dominant news media sources now, with about two-thirds of respondents reporting news
consumption in these media every day or almost every day. In the 2000-2009 and 2006-2017 periods,
the figures are therefore very similar. Finally, daily consumption of online news increased between
2004 and 2009, going from 3% to 11%. This sustained growth rate reached 25% in 2017.

R
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Meilan (2010) suggests that fluctuations in media consumption may be due to different levels of
interest in news across the years. However, the evidence for the Spanish case is weak. It is necessary
to find explanations in technological changes. From this point of view, the press, radio and television
underwent slower changes as well as their consumption. Television experienced an increase in the
number of channels between 2006 and 2017, but consumption did not rise. In the press, the only
major change was the emergence of free newspapers, but their boom was very brief and did not
significantly affect the overall consumption. However, the increasing penetration of the Internet in
Spanish households had an impact in the search for online political and social news in a very
prominent way.

As for the sociodemographic profile of news consumers in different media, in the 2000-2008 period,
most readers were male, with higher consumption among high-schoolers and university students, and
between 35 and 49 years of age, while consumers over 65 were well below average. Moreover,
upper-class respondents read the press more than the average. All these distributions were also
confirmed between 2006 and 2017, although the reader base increased above average between the
ages of 35 and 64.

Radio and television data are presented jointly only in Meilan (2010) between 2006 and 2009, so it is
not possible to draw relevant comparisons with the full period of this study (2006-2017), which
already includes those years. In the case of the Internet, previous research found that it was the
medium where sociodemographic boundaries were sharper. Between 2004 and 2009, males, high
school students, college students and people under 35 searched for online news more than the rest of
the population. Age was the key variable, with higher consumption in the 18-34 group and a much
lower consumption in people 65 and over. The same occurred with the two highest social classes.
Data between 2006 and 2017 confirm these trends. Men effectively consume more online news than
women. Age now widens to establish a completely inverse correlation in groups: the older the
person, the lower his of her consumption of online news. The same goes for social class and
education level, where the relationship is direct. The big difference is that consumption frequencies
have doubled between 2006 and 2017, even if that is not the case among people with non-formal
education or primary education.

Overall, the consumption of political news in large cities was always higher in all three media,
although on radio and television the differences were minor. Thus, the rural gap was evident in the
press and the Internet, but not in audiovisual news. Respondents’ ideological self-placement had no
major differences, although there was a slight increase in press and online news consumption among
left-leaning respondents and in radio and television news consumption among right-leaning
respondents. Between 2006 and 2017 these trends were confirmed.

In conclusion, Meilan’s study (2010) found marked sociodemographic inequalities in news
consumption. Males, middle-aged people, with middle and high education levels, and residents of
urban centres, had greater access to news. While women, people in lower classes and with low
education levels reported lower news consumption altogether. Differences were more marked in the
press and the Internet than in radio and television, suggesting a differentiated access to different
media. These conclusions remain valid for the 2006-2017 period.

In 2010, predictors explained between 23% and 38% of news consumption in the press. This research
predictors only reach between 17% and 22%, as the variables employment situation, interest in
politics and consumption of other media have now been excluded. Therefore, it was shown that at an
older age and higher educational level, there is a higher consumption. Women and lower social
classes read newspapers to a lesser degree. Age and urban residence were uncovered as emerging
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predictors. In the 2006-2017 period, good predictors are middle and upper classes (positive), low
education levels and the female sex (negative). However, the influence of the variables age,
residence and ideology does not seem to be relevant.

With regards to radio and television news, between 2006 and 2009, the variables explained only 4 to
8 per cent of the consumption and between 2006 and 2017 the percentages are similar (between 3
and 9 per cent). Thus, only age was a positive explanatory factor, albeit with a low coefficient. This
variable behaves in the same way again. The novelty now is that having non-formal education has a
high negative coefficient. That is: the older the person, the greater the consumption of news; and the
lower the education level, the less interest is shown in radio and television news. The model does not
work properly for these media.

Regarding the consumption of political and social news on the Internet, between 2004 and 2009 the
variables predicted between 14 and 21 per cent of the consumption. Between 2006 and 2017 the
range changed to between 9 and 25 per cent, with an upward trend. This means that
sociodemographic variables increasingly explain the consumption of digital news. In the first study,
all social class categories predicted below-average consumption. Meanwhile, age and education level
were positive predictors as well as the female sex category. Between 2006 and 2017, the most
efficient predictors were: non-formal education, primary education and vocational training (in
negative), upper and upper middle class and female sex. That is: the lower the education level, the
lower the consumption of online news; the higher the social class, the higher the consumption of
online news; and women tend to consume less digital news than men do.

Finally, the crossing of the consumption variables among the three media platforms demonstrated a
high correlation between 2000 and 2009. Therefore, the higher the consumption of news in the press,
radio, television and the Internet, the greater consumption in any of the other media and vice versa as
consumption was lower. Higher coefficients corresponded to the press in comparison to the rest of
the media. These correlations have been fully confirmed with similar indicators between 2006 and
2017.

5. Conclusions

The problem of study in this article is based on the relative discrepancy in the literature about how
the Internet has affected the consumption of news in traditional media and the possible validity of
sociodemographic criteria as predictors of news consumption. The main conclusions of this study are
set out below, according to the research questions presented above.

RQ1) Has the Internet brought about a significant change in the levels of news consumption in
traditional media?

The number of daily newspaper readers, of both print and digital publications, has increased from 16
to 23 per cent. In the case of radio and television news, their daily consumption has remained stable
at around 67 per cent. The Internet has experienced a large increase in terms of users who search for
news daily, going from 4 to 25 per cent. Thus, the change has been on the rise for both digital
newspapers and the search for political or social news on the Internet.

However, the data of non news-consumers has changed very slightly. The percentage of people who
do not read the press has remained stable over the decade, ranging from 36 to 38 per cent, while the
percentage of those who never consume radio and television news ranges from 3 to 6 per cent; and
the proportion of those who never search for online news has declined from 78 to 46 per cent.
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RQ2) Is the sociodemographic profile of news consumers very different depending on the medium in
question?

The data show that the consumption of news in radio and television is so widespread that the chosen
sociodemographic variables do not allow for noticeable differences. However, in the case of
newspaper readers, they are mostly male, urban, middle aged (35-64), middle and upper class and
with a high level of training. Internet news users basically match the previous profile except for age,
as they are younger than the average news consumer. Thus, there are two large groups of news
consumers: those who consume news on radio and television, who are similar to the national
average; and those who read news in newspapers and on the Internet, who exhibit traits that are
different than the average but are common to each other except for age.

RQ3) Are sociodemographic variables still good predictors for news consumption?

The six variables chosen (including ideological self-placement) are capable of explaining between 17
and 22 per cent of newspaper consumption, between 3 and 9 per cent of audiovisual news
consumption, and between 9 and 25 per cent of internet news search, depending on the year.
Therefore, their predictive capacity for the consumption of audiovisual news is very low. In the case
of newspaper and the Internet news, the variables that most efficiently predict their consumption are
the level of studies and the female sex (negatively) and social class (positively). Therefore, three of
the six variables chosen, in two of the three news media platforms can be considered good predictors.

RQ4) Does news consumption in one medium significantly predict consumption in other media?

The correlation coefficients between news consumption in all three media are significant, although
they are not very high. Newspaper readers have the highest coefficients with the other two media.

These results may be considered satisfactory but do not hide the limitations of the study. The
question and answer options included in the survey questionnaire could have been formulated more
clearly, to define political and general news and the appropriate separation of print and digital media,
radio and television. This was not possible to do in this article because of the secondary information
available. In addition, many other sociodemographic and psychographic variables could have been
measured. However, the CIS’s surveys, of course, have introduced their own criteria for the
extension of the questionnaire. Finally, audience and reception studies in general continue to need
basic research and intermediate research that pays more attention to time as a unit of measure for any
act of media consumption. When academic and commercial research becomes able to collect this
type of data, new and interesting lines of research could be developed around the consumption of
news content, entertainment and marketing in the media.
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