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America has two .2,
types of news

consu mers; MSNBC viewers
ACTIVE and Seniors (660
PASSIVE.

White college grads
Fox News viewers
White collar workers

MAGA Republicans

*
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Understanding passive news consumption is critical to how
communicators reach and influence audiences going forward.

Active consumers seek out news and
build routines around it. Passive
consumers encounter news as they scroll
and consume less overall.

Passive audiences are less invested in
political debates and less likely to fact-
check what they see — leaving them
more vulnerable to misinformation.

All news consumers rely on key cues —
like who's behind an account and where
it's posted — but an authentic feel
matters just as much.

As more people rely on passive,
algorithm-driven news habits,
communicators must adapt strategies to
reach audiences who are primed to be - -
less responsive to traditional messaging..



News Engagement and Political Engagement
Passive news
audiences are also

MUCH LESS
ENGAGED

with politics in
general

Political Engagement*

Very engaged Somewhat engaged Disengaged

Active news
consumers

38 40 22

Passive news
consumers

News
Engagement

*Political Engagement based on question “How
iImportant is politics to your personal identity? Very
important, Somewhat important, Not that important, or
Not at all important.”

SYelVigel= XN PN0l0l0N sl =TaYi =YW kelgalolgly registered voters nationwide, conducted by GSG and Navigator Research in 2025.
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While social media use
among passive and active
news consumers is
generally similar -

PASSIVES
CONSUME
MUCH LESS
ONLINE NEWS
OVERALL




Weekly use of FREQUENCY

SOCIAL MEDIA of getting information on current
PLATFORMS* events and politics from social

media or online sources**

Active news  Passive news
consumers consumers Diff. At least
YouTube +5 Frequently Sometimes sometimes
Facebook +3
TikTok +2
X +9 :I Active news 46 39
Snapchat +3 consumers 85
Reddit +5
Threads 2 Passive news
. consumers 77
Twitch +2
BlueSky +2
________________________________________________________ Y ., E Lower news uptake among passive consumers may be a sign E
1 . . e e .
' X, at least, is unique in how much its audience skews especially ! ' algorithms are deprioritizing that kind of content for those users. !
' towards active news consumers. TikTok meanwhile, draws passive | [~ 77T T mmmmmmmmannmnmnn e
' consumers disproportionately. :

GSG *Source: 12,000 interviews among registered voters nationwide, conducted by GSG and Navigator Research in 2025. 7
**Source: 1,004 interviews among registered voters conducted by GSG, Sept. 2-7, 2025.



News Consumption Habits

__________________________________________  ontumers consumers i ACTIVE NEWS
e matmes omes v, [ CONSUMERS

BUILD ROUTINES
___________________ | keep up with local news . around news
' éo'riéumption while

PASSIVES JUST
% SCROLL

1

| regularly watch news programson TV |
or listen to news programs |

|

. . 1
| actively search for news online !

I regularly listen to podcasts that !
provide news |

GSG Source: 1,004 interviews among registered voters conducted by GSG, Sept. 2-7, 2025.



Among social media users: Frequency of scrolling through

ALGO R ITH M S algorithm-driven content on social media
AR E T H E Scroll daily Scroll weekly Scroll less often/never

D E FAU LT Overall 52 25 23
Z = Active news consumers 50 27 24
paSS|Ve or aCtlve, Passive news consumers 55 24 21
news consumer
Democrats 54 24 22
preferences are Independents 51 26 23
reinforced by Republicans 50 27 23
recommended 1844 63 30 7
content = = = 48 . - 28 . 25

65+ 37 1w [ 4 -

Source: 1,004 interviews among registered-voters conducted by GSG,; Sept.-2-7, TOPor



Actlve news
consumers are more
likely to

VERIFY

INFORMATION

Independents

they come across Republicans
online

18-44

45-64

65+

37
28
23

GSG Source: 1,004 interviews among registered voters conducted by GSG, Sept. 2-7, 2025.




How often each is very useful when deciding what information
to trust on social media

I R U S I Active news Passive news

All consumers consumers

Instinct — the way they write or talk feels trustworthy or not

SIGNALS
THAT
WORK:

affiliation, platform,
fact-check labels,
a nd Su ppo rtive 55 55 53 -on:}e/;ugr?goefr;he person making the post (whether they are older

55 54 55 Whether any of your friends follow the person or account too
comments

Affiliation, e.g. with a news organization, academic institution, or
advocacy org

Where it is posted (which social media platform)

Fact-checking labels or warnings from the social media
company

Comments responding to the post

Affiliation with a political party, political candidate, or political
point of view

Likes or reposts on the post

46 48 44 Number of followers of the person or account

SYelVlgel=XNN0l0Z N gl=1av -\ RelaplolaleWa= 0 iStered voters conducted by GSG, Sept. 2-7 2025. i
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INSTINCT AND CONTEXT MATTERS Lo
MORE THAN SOCIAL PROOF OR SCALE .

For communicators, building trust depends’less on
amplification and more on‘aligning with the environments
and signals audiences already trust



with clarity, relatability, and a clear point of view. Whether it's a
ery often outweigh credentials. Keep messaging human and

ct-checkers, institutional affiliations—still shape credibility. Pair

ities (e.g., earned media coverage or visible fact-checking labels) to
strengthen le :
Platforms provide a safe

Trust travels with comfort. Content appearing on familiar platforms gains implicit credibility. Meet audiences where they
are—YouTube, Instagram, TikTok—and tailor creative to each platform’s tone and norms rather than forcing uniformity.

Peer validation isn’t what it's cracked up to be.
Likes, shares, or mutual follows matter less than tone or context. Most users trust their own instincts over social proof.
Focus less on engagement metrics and more on message clarity and presentation within credible environments.

Don’t sweat the follower size.

Large followings don't equal trust. Smaller, niche creators or local messengers often feel more believable. Diversify
partnerships—work with credible micro-influencers or trusted community figures, not just high-reach accounts.

GSG E



For more informatio
-

';Emily WHHEL T
Executive Vice President L@B Vice President, Research
ewilliams balstrate

WIOrdan@qubaIstrateqvqr Uup.co
VAVAWXSSES (646) 741-8952
O4 registered voter

Will Jordan

Methodology: Global Strategy Group conducted an online pa

nationwide be er7,2025. The co
' confidence lev ter. GSG and V|gato

terval on sub-sa
Rese*/h'also giste‘voters
nationwide ove '

anel surveys am
GSC'S MEDIA CONSUMPTION TRENDS 2025 GSG

erval at the

GLOBAL STRATEGY GROUP


mailto:ewilliams@globalstrategygroup.com
mailto:wjordan@globalstrategygroup.com

	Slide 1
	Slide 2
	Slide 3: America has two types of news consumers; ACTIVE and PASSIVE. 
	Slide 4: Understanding passive news consumption is critical to how communicators reach and influence audiences going forward.
	Slide 5
	Slide 6
	Slide 7
	Slide 8: ACTIVE NEWS CONSUMERS BUILD ROUTINES around news consumption while PASSIVES JUST SCROLL
	Slide 9
	Slide 10: Active news consumers are more likely to  VERIFY INFORMATION they come across online
	Slide 11
	Slide 12
	Slide 13: Key takeaways
	Slide 14

