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[bookmark: _Toc29988267]Executive summary
The Australian Communications and Media Authority (ACMA) is undertaking a work program to determine whether current community safeguards are delivering news and journalistic content that meets community expectations and supports an open, pluralistic democracy in Australia. This research is part of that work program and supports the ACMA’s compliance priorities in 2019–20.
This report presents key findings from research conducted by the ACMA regarding Australians’ consumption of, and attitudes to, news today. The research included questions relating to:
how often news is consumed  
concern about aspects of impartiality in news
concern about issues of commercial influence in news
levels of commercial influence that are noticed in news sources
interaction between noticing commercial influence and being concerned
perceptions of change to levels of commercial influence compared with three years ago.
How often news is consumed  
Our research shows nearly all Australian adults (99 per cent) are consuming news in at least one form and 81 per cent consume news every day. 
The most common ways Australians access news on a daily basis are: 
watching news or current affairs on television (52 per cent) 
viewing online or via social media (51 per cent)
listening to radio or talkback news (39 per cent). 
Around one in 10 (11 per cent) read hardcopy newspapers daily, however, just over a third (36 per cent) report that they never read hardcopy newspapers. Only 11 per cent never watch news or current affairs on television.
Older Australians (aged 70 and over) are more likely to consume news via television or hardcopy newspapers than younger Australians, who are more likely to access news online or via social media. 
Level of concern about aspects of impartiality in news
We asked news consumers about their level of concern about different types of impartiality. 
The highest levels of concern are that:
‘news is made more dramatic or sensational to attract more readers or viewers’ (52 per cent are ‘very concerned’) 
‘news is reported from a particular point of view rather than being balanced or impartial’ (43 per cent are ‘very concerned’). 
Levels of concern differ depending on how often each type of news is consumed. Those who consume news online or on social media every day are more likely to be ‘very concerned’ than those consuming these sources less often. However, the reverse is true for traditional news media—less frequent consumption often means higher rates of being ‘very concerned’. 
Level of concern about particular types of commercial influence in news
We asked news consumers to express their level of concern about potential types of commercial influence in news. 
The highest levels of concern are for:
‘news being influenced by large advertisers’ (47 per cent are ‘very concerned’)
‘commercial businesses paying to have their products or services featured in the news, but not disclosing this payment …’ (43 per cent are ‘very concerned’)
‘media companies using the news to promote businesses they own or have a commercial interest in’ (38 per cent are ‘very concerned’). 
Levels of commercial influence that are noticed in news sources
We asked people who consume each of the news sources about how much commercial influence they noticed in that source. 
There is a high level of awareness of commercial influence across all sources of news, with nearly all Australian adults (97 per cent) noticing it in at least one news source.  
The highest rates are noticed on social media, online, on television and in hardcopy newspapers, with around nine in 10 consumers noticing commercial influence in these news sources. 
Social media and online news have the highest rates of a lot of commercial influence being noticed (53 per cent and 47 per cent).
Noticing commercial influence and being concerned
Those concerned about commercial influence issues are more likely to notice a lot of influence in news sources than those who are not concerned, especially for television news and current affairs.  
This is most prominent across television, newspapers and online, where the rate of concern is almost double for those who did notice commercial influence in these sources, compared with those who did not. However, those who did not notice commercial influences on radio have only slightly lower levels of concern compared with those who did.  
Perception of change in levels of commercial influence compared with three years ago
Overall, nearly six in 10 news consumers (58 per cent) consider there is now more commercial influence in Australian news today than there was three years ago.
A further third (36 per cent) believe there is about the same level. Only three per cent consider there is less commercial influence now and two per cent are unsure. 
18–69 year-olds are more likely than older Australians to consider that there has been an increase in commercial influence compared with three years ago (61 per cent versus 44 per cent for those aged 70 and over).  
[bookmark: _Toc29988268]About the research
[bookmark: _Toc285789711][bookmark: _Toc285791790]News is an important source of information for Australians and provides a key role in our democracy. However, recent changes in the media environment have been significant, changing the nature of news globally. In Australia, news is also evolving, as are consumer attitudes and consumption patterns.  
[bookmark: _Hlk24540108]Within this context, the ACMA announced in April 2019 that news would be one of its compliance priorities in 2019–20. We are undertaking a work program to determine whether current community safeguards are delivering news and journalistic content that meets community expectations and supports an open, pluralistic democracy in Australia.  
This report presents our key findings from research we conducted about Australians’ consumption of news and attitudes towards it, including:
· how often we consume news 
· the level of concern about aspects of impartiality in news
· the level of concern about particular types of commercial influence in news
· how much commercial influence we notice in news sources
· [bookmark: _Hlk20480246]perceptions about any change to levels of commercial influence compared with three years ago.
[bookmark: _Hlk24540163]We commissioned the Social Research Centre to include questions about news in Australia in its Life in AustraliaTM survey. This survey uses a predominantly national online panel that is recruited and maintained using exclusively probability-based sampling methods, therefore providing more representative results. Further details about the survey and its methods can be found in the Appendix.
Fieldwork was conducted between 8–22 July 2019, with a total sample of 2,033 Australian adults—aged 18 and over.  
The survey was conducted mainly online, with a small group interviewed over the phone to make sure people without the internet or those not comfortable completing the survey online were included. The demographic profile of respondents is shown in the Sample achieved table of this report. 
The data has been post-weighted to represent Australian adults. This report presents news consumption findings that are representative of all Australian adults, then detailed findings on attitudes of those who have consumed at least one form of news (which was 99 per cent of all Australian adults). 
[bookmark: _Toc29988269]researchacma
Our research program—researchacma—underpins our work and decisions as an evidence-informed regulator. It contributes to our strategic policy development, regulatory reviews and investigations, and provides a regulatory framework that anticipates change in dynamic communications and media markets.
The consumer research conducted in this report contributes to the ‘News—transparency, distinguishability and impartiality’ project. Further details can be found in the ACMA research program 2019–20.
[bookmark: _Toc29988270]Key findings
[bookmark: _Toc29988271]How often we consume news
[bookmark: _Hlk17733327]Nearly all Australian adults (99 per cent) are consuming news in at least one form, with 81 per cent consuming news daily. Just over half of adults (52 per cent) watch television news or current affairs daily. A similar proportion (51 per cent) consume news daily either online or on social media. One in 10 (11 per cent) read a hardcopy newspaper daily, and a third (32 per cent) read a hardcopy newspaper at least weekly (Table 1).  
Regular media consumption (%)
	Media source
	Daily
	Daily or at least weekly

	Watch the news or current affairs on TV
	52
	71

	Read or watch the news online or on social media
	51
	67

	Listen to the news or talkback on the radio
	39
	59

	Read the news in a hardcopy newspaper
	11
	32


Base: All respondents (n=2,033).
Q1. How often do you…? 

Nine in 10 Australian adults (89 per cent) watch news or current affairs on television at least occasionally, and only 11 per cent report never watching. Just over one third (36 per cent) never read a hardcopy newspaper. (Figure 1).   
Frequency of media consumption by source (%)
[image: ]Base: All respondents (n=2,033).
Q1. How often do you…? 

[bookmark: _Toc29988272]How people of different ages get their news
Overall, there is a similar proportion of Australians who watch news or current affairs daily on television as those who get their news online or on social media. However, the age of people who get their news on television or online is very different (Figure 2 and Figure 3). 
Nearly all of those aged 70 and over (95 per cent) watch television news or current affairs daily. The rate declines steadily across the age groups down to just under a quarter (23 per cent) of those aged 18–39 (Figure 2).  
There is less variation across the age groups of people who consume news online or via social media daily, though those aged 70 and over are less likely than those aged 18–69 to consume news daily in this way (35 per cent compared with 54 per cent respectively) (Figure 3).  
The age trends of weekly news consumption are similar across all news sources, apart from hardcopy newspapers—weekly consumption of hardcopy newspapers increases with age group, however, weekly consumption of all other news sources decreases with age group (Figure 4).  
There is the least difference across the age groups for those listening to radio news or talkback at least weekly (daily plus weekly combined) (Figure 5).
The profile of each source by age group is shown in the following series of charts (Figures 2 to 5).
Consumption of television news or current affairs, by age (%)
[image: ]
*Data less than 0.1 per cent is not displayed.
Base: All respondents where age was known (n=2,027).
Q1b. How often do you…? - Watch the news or current affairs on TV. 

Consumption of news online or on social media, by age (%)
[image: ]
Base: All respondents where age was known (n=2,027).
Q1d: How often do you…? - Read or watch the news online or on social media.
Consumption of news in hardcopy newspapers, by age (%)
[image: ] 
Base: All respondents where age was known (n=2,027).
Q1a. How often do you…? - Read the news in a hardcopy newspaper.

Consumption of news or talkback on the radio, by age (%)
[image: ] 
Base: All respondents where age was known (n=2,027).
Q1c. How often do you…? - Listen to the news or talkback on the radio.

[bookmark: _Toc29988273]Other demographic differences in consumption of news sources
Women are more likely to watch news or current affairs daily on television (women 56 per cent; men 49 per cent). Men are more likely to read or watch the news daily online or on social media (men 54 per cent; women 48 per cent).  
Those in regional areas have slightly higher rates of daily consumption of news than those in capital cities—for all news sources except online/social media. Capital city dwellers are slightly more likely to consume news online or on social media daily than those in regional areas (53 per cent versus 46 per cent). 
However, for all other sources of news, those in regional areas tend to have slightly higher rates of daily news consumption. The biggest gap between regional and capital city dwellers was for talkback and radio news consumption (44 per cent versus 36 per cent), with similar differences for television news (57 per cent versus 50 per cent) and hardcopy newspapers (14 per cent versus nine per cent).   
Higher levels of education correlate with higher rates of daily consumption of online/social media news. Forty-four per cent of those whose highest level of education is high school consume news daily either online or on social media, rising to 50 per cent of those with a trade certificate or diploma, and rising again for those with a tertiary qualification (60 per cent). Daily television news consumption has the opposite education trend—the higher the education level, the less likely Australians are to be consuming television news or current affairs daily (38 per cent for those with a tertiary degree, rising to 52 per cent for those with a trade certificate or diploma and 61 per cent for those with a high school education). Those with a trade certificate or diploma are the most likely to be daily consumers of radio news or talkback (43 per cent, versus 37 per cent for those who finished at high school and 35 per cent of those with a tertiary degree or higher). 
News consumption also varies across different household structures.
Those living alone are the least likely to watch or read news daily either online or on social media (34 per cent versus an average of 54 for other groups).
Those living alone or as a couple household are the most likely to read a hardcopy newspaper daily (18 per cent versus an average of six per cent for other groups).
Those living in households with dependent children are:
less likely to watch daily news or current affairs on television than most other household groups (39 per cent compared with an average of 59 per cent for all other household types)
the most likely to watch or read news daily either online or on social media (59 per cent compared with an average of 47 per cent for other groups)
more likely to never read news in a hardcopy newspaper (45 per cent compared with an average of 32 per cent for all other groups).
[bookmark: _Toc29988274]Attitudes of Australian news consumers
The rest of this report looks at the attitudes of adults who have seen or listened to at least one type of news.
[bookmark: _Toc29988275]Concern about aspects of impartiality in news
Those being surveyed were read five statements and asked to what extent, if at all, they are concerned about each potential issue. The highest levels of concern were found for the following statements:
‘news is made more dramatic or sensational to attract more readers or viewers’ (total concerned—88 per cent)
‘news is reported from a particular point of view rather than being balanced or impartial’ (total concerned—85 per cent)
‘journalists do not take enough care to check their facts or report stories accurately’ (total concerned—83 per cent).
Figure 6 shows the rate of concern across each of the issues.  

Level of concern with impartiality issues (%)
[image: ]
Base: Respondents who have seen or listened to at least one type of news or current affairs from Q1 (n=2,016).
Q2: To what extent, if at all, are you concerned that…? Would you say you are (order alternated between starting at each end of the scale) Not at all concerned, not very concerned, a little concerned, very concerned?
Note: Calculated totals may not equal the sum of the rounded percentages shown for the individual responses. The totals are calculated on the unrounded data.

When ‘very concerned’ and ‘a little concerned’ are combined to create a total of ‘concerned’, overall, nearly all Australian adult news consumers (96 per cent) are concerned to some degree about at least one of the five impartiality issues, and 59 per cent are concerned about all five issues.  
Men are more likely than women to be ‘very concerned’ that ‘news is reported from a particular point of view rather than being balanced or impartial’ (47 per cent versus 38 per cent for women). The statement that ‘it is hard to tell when a journalist is expressing an opinion rather than reporting the facts’ has the lowest rates of those ‘very concerned’, though men are more likely to be ‘very concerned’ than women (35 per cent versus 26 per cent).
There are differences in levels of concern depending on how often each type of news is being consumed. Those getting their news daily either online or on social media are more likely to be ‘very concerned’ than those reading online news less frequently. However, the reverse is true for traditional news media—less frequent consumption often means higher rates of being ‘very concerned’. 
Table 2 shows the issues of concern to particular groups and the proportion that is ‘very concerned’, according to those who consume each news source often or less often.  
Concern about impartiality issues, by how often news sources are consumed (%)
[image: ]
Base: Respondents who have seen or listened to at least one type of news or current affairs from Q1 (n=2,016), and have consumed the relevant news source: TV daily (n=1,220); TV less often than daily (n=796); radio daily (n=919); radio less often than daily (n=1,097); hardcopy newspapers at least weekly (n=808); hardcopy newspapers less often (n=1,208); online/social media news daily (n=1,121); online/social media news less often (n=895).
Q1. How often do you…? 
Q2: To what extent, if at all, are you concerned that…? Would you say you are (order alternated between starting at each end of the scale) Not at all concerned, not very concerned, a little concerned, very concerned?
Note: ‘Less often’ includes never for all sources and one respondent who was unable to respond to how often they read hardcopy newspapers.

Those who read the newspaper less often than weekly are more likely to be concerned that ‘news does not provide enough coverage of important issues’ (total concern 81 per cent) than those who are weekly newspaper readers (69 per cent). 
Those who read hardcopy newspapers less often than weekly or not at all are also more likely to be ‘very concerned’ that ‘news does not provide enough coverage of important issues’ than those who read hardcopy newspapers at least weekly (35 per cent versus 23 per cent). 
These findings correspond as those reading hardcopy newspapers less often than weekly or not at all are much more likely to be younger, with 84 per cent of those aged 18–39 reading newspapers less often than weekly or not at all, compared with 31 per cent for those aged 70 and over. 
[bookmark: _Toc29988276]Concern about issues of commercial influence in news
Those surveyed who consumed at least one source of news were read six statements to measure levels of concern, if at all concerned over various aspects of potential commercial influence in news. The highest levels of concern were for:
‘news being influenced by large advertisers’ (total concerned—83 per cent)
‘commercial businesses paying to have their products or services featured in the news, but not disclosing this payment to viewers/listeners/readers’ (total concerned—77 per cent)
‘media companies using the news to promote businesses they own or have a commercial interest in’ (total concerned—76 per cent).
The level of concern across all statements is shown in Figure 7.
Level of concern with commercial influence issues (%)
[image: ]
Base: Respondents who have seen or listened to at least one type of news or current affairs from Q1 (n=2,016).
Q3. To what extent, if at all, are you concerned with…? Would you say you were (order alternated between starting at each end of the scale) Not at all concerned, not very concerned, a little concerned, very concerned?
Note: Figure 7 does not show the very small proportion who were unable to categorise their level of concern—less than one per cent for any statement.
Note: Calculated totals may not equal the sum of the rounded percentages shown for the individual responses. The totals are calculated on the unrounded data. 

There are a number of demographic differences across the commercialisation statements.  
Men are more likely than women to be very concerned about:
‘media companies using the news to promote businesses they own or have a commercial interest in’ (41 per cent versus 35 per cent)
‘commercial businesses paying to have their products or services featured in the news, but not disclosing this payment to viewers/listeners/readers’ (46 per cent versus 40 per cent)
‘news segments such as the weather or finance being sponsored by commercial businesses e.g., ‘This segment was brought to you by...’ (19 per cent versus 14 per cent). 

Attitudes vary by age. Of the six statements, the top three issues of concern are the same for all age groups. However, those aged 70 and over have notably lower rates of being very concerned compared with those aged 18–69 for the following issues:
‘news being influenced by large advertisers’ (30 per cent versus 50 per cent)
‘commercial businesses paying to have their products or services featured in the news, but not disclosing this payment to viewers/listeners/readers’ (36 per cent versus 45 per cent) 
‘media companies using the news to promote businesses they own or have a commercial interest in’ (31 per cent versus 39 per cent).  
News being influenced by large advertisers is the issue that has the biggest difference in attitude according to where people live—those who live in capital cities are more likely to be very concerned than those in regional areas (50 per cent versus 41 per cent).  
[bookmark: _Toc29988277]Levels of commercial influence noticed in news sources
Those surveyed were asked how much commercial influence they noticed in seven different news sources. There is a high level of awareness of commercial influence across all sources of news, with nearly all Australian news consumers (97 per cent) noticing it in at least one news source.  
Of those who consume each news source, at least eight in 10 noticed commercial influence. The highest rates are noticed in news on social media, online news, on television news and in hardcopy newspapers—all with around nine in 10 noticing it on those sources (Table 3).
Rates of noticing any level of commercial influence (%)
	News source
	Total noticed
(‘some’ plus ‘a lot’)

	News on social media
	92

	Online news websites
	91

	[bookmark: _Hlk17725391]Television news
	89

	Hardcopy newspapers
	89

	[bookmark: _Hlk17725427]Television current affairs programs
	84

	Radio news
	80

	Radio talkback programs
	79


Base: Respondents who have seen or listened to the relevant type of news or current affairs from Q1: watched news online or on social media (n=1,714); watched news or current affairs on TV (n=1,841); read news in hardcopy newspaper (n=1,428); listened to news or talkback on radio (n=1,650).
Q4. How much commercial influence have you noticed in…? Would you say there is (order alternated between starting at each end of the scale) A lot of commercial influence, some commercial influence, no commercial influence?

Around half of Australian adults who consume news on social media and online news sites reported noticing a lot of commercial influence (53 per cent and 47 per cent). For both of those sources, a higher proportion consider there is ‘a lot’ of commercial influence than ‘some’.
Australians consuming news on all other news sources are more likely to have noticed ‘some’ commercial influence rather than ‘a lot’ (Figure 8).
Amount of commercial influence noticed (%)
[image: ]
Base: Respondents who have seen or listened to the relevant type of news or current affairs from Q1: watched news online or on social media (n=1,714); watched news or current affairs on TV (n=1,841); read news in hardcopy newspaper (n=1,428); listened to news or talkback on radio (n=1,650).
Q4. How much commercial influence have you noticed in…? Would you say there is (order alternated between starting at each end of the scale) A lot of commercial influence, some commercial influence, no commercial influence? 
Note: The data shown does not sum to 100 per cent due to the small proportion of those who responded ‘don’t know’ to how much commercial influence they noticed in the news sources—less than four per cent for any one news source—so it is not shown in this figure.

The age breakdown for those noticing any commercial influence is fairly even across most news sources—however, for those aged 70 and over there is a lower rate of noticing commercial influence in radio news and talkback, and in online news (Figure 9).  

Noticed any commercial influence (%)
[image: ]
Base: Respondents who have seen or listened to the relevant type of news or current affairs from Q1 and age of the respondent was known: watched news online or on social media (n=1,708); watched news or current affairs on TV (n=1,835); read news in hardcopy newspaper (n=1,424); listened to news or talkback on radio (n=1,644).
Q4. How much commercial influence have you noticed in…? Would you say there is (order alternated between starting at each end of the scale) A lot of commercial influence, some commercial influence, no commercial influence?
Note: ‘Any’ is the sum of ‘some’ plus ‘a lot’ of commercial influence.

Those aged 70 and over are more likely to have noticed ‘some’ commercial influence in most news sources, and the least likely to have noticed ‘a lot’. As that age group has a lower rate of daily consumption of online or social media news, where the highest rates of commercial influence are noticed, this finding corresponds with that age group having lower rates of noticing ‘a lot’ of commercial influence in those sources (Figure 10). 

Noticed a lot of commercial influence (%)
[image: ]
Base: Respondents who have seen or listened to the relevant type of news or current affairs from Q1 and age of the respondent was known: watched news online or on social media (n=1,708); watched news or current affairs on TV (n=1,835); read news in hardcopy newspaper (n=1,424); listened to news or talkback on radio (n=1,644).
Q4. How much commercial influence have you noticed in…? Would you say there is (order alternated between starting at each end of the scale) A lot of commercial influence, some commercial influence, no commercial influence?

While the rates of noticing any (‘some’ plus ‘a lot’ of) commercial influence are very similar for men and women, there is a difference in how much they notice in individual news sources. Men are more likely than women to have noticed ‘a lot’ of commercial influence in radio talkback programs (29 per cent versus 22 per cent), with women more likely to report noticing ‘some’ (57 per cent versus 50 per cent). The same is true for hardcopy newspapers, with 32 per cent of men noticing ‘a lot’, compared with 26 per cent for women; and 64 per cent of women noticing ‘some’ compared with 55 per cent of men. 

[bookmark: _Toc29988278]Interaction between noticing commercial influence and being concerned
Those concerned about at least one of the commercial influence issues are more likely than those who are not concerned to have noticed a lot of commercial influence in the news sources.  

The biggest difference between those concerned and not concerned is for television current affairs—those concerned about commercial influence are four times more likely to notice ‘a lot’ of commercial influence on television current affairs (39 per cent for those concerned versus nine per cent for those not concerned). Those concerned about commercial influence have more than double the rate of noticing ‘a lot’ of it in television news (36 per cent of those concerned versus 15 per cent of those not concerned) (Figure 11). 

Impact of being concerned or not concerned on noticing a lot of commercial influence (%)
[image: ]
Base: Respondents who have seen or listened to the relevant type of news or current affairs from Q1 and age of the respondent was known: watched news online or on social media (n=1,708); watched news or current affairs on TV (n=1,835); read news in hardcopy newspaper (n=1,424); listened to news or talkback on radio (n=1,644).
Q3. To what extent, if at all, are you concerned with…? Would you say you were (order alternated between starting at each end of the scale) Not at all concerned, not very concerned, a little concerned, very concerned?
Q4. How much commercial influence have you noticed in…? Would you say there is (order alternated between starting at each end of the scale) A lot of commercial influence, some commercial influence, no commercial influence?
Note 1: ‘Concerned’ is the sum of ‘a little concerned’ and ‘very concerned’. ‘Not concerned’ is the sum of ‘not very concerned’ and ‘not at all concerned’.
Note 2: This figure has been updated from the original version published 17 January 2020.

Across television, newspapers and online there is around double the rate of concern from those who have noticed commercial influence in those news sources compared with those who have not noticed commercial influence in those sources. Those who have not noticed commercial influences on radio have only slightly lower levels of concern (or no statistically significant difference) compared with those who have noticed those influences on radio (Table 4).  

Rate of concern, comparing those who did and did not notice commercial influence (%)
	
	Television
	Hardcopy newspapers
	Online or 
social media
	Radio

	Statement
	Noticed 
	Did not notice 
	Noticed 
	Did not notice
	Noticed 
	Did not notice   
	Noticed 
	Did not notice 

	News segments such as the weather or finance being sponsored by commercial businesses (e.g., This segment was brought to you by...)
	50
	22
	52
	26
	50
	18
	49
	45

	Commercial businesses paying to have their products or services featured in the news, but not disclosing this payment to viewers/listeners/readers
	80
	40
	82
	50
	80
	38
	77
	70

	Commercial businesses paying to have their products or services featured in the news, when this payment is disclosed to viewers/listeners/readers
	58
	26
	58
	38
	57
	17
	55
	54

	Commercial businesses offering products or services for free to be shown or promoted on the news
	68
	29
	70
	32
	67
	25
	69
	58

	News being influenced by large advertisers
	86
	50
	86
	56
	87
	59
	84
	80

	Media companies using the news to promote businesses they own or have a commercial interest in
	79
	36
	79
	47
	81
	43
	78
	70


Base: Respondents who have seen or listened to the relevant type of news or current affairs from Q1 and age of the respondent was known: watched news online or on social media (n=1,708); watched news or current affairs on TV (n=1,835); read news in hardcopy newspaper (n=1,424); listened to news or talkback on radio (n=1,644).
Q3. To what extent, if at all, are you concerned with…? Would you say you were (order alternated between starting at each end of the scale) Not at all concerned, not very concerned, a little concerned, very concerned?
Q4. How much commercial influence have you noticed in…? Would you say there is (order alternated between starting at each end of the scale) A lot of commercial influence, some commercial influence, no commercial influence?
Note: ‘Concerned’ is the sum of ‘a little concerned’ and ‘very concerned’.

[bookmark: _Toc29988279]Perception of change to levels of commercial influence compared with three years ago
Overall, nearly six in 10 Australian adult news consumers (58 per cent) consider there is now ‘more commercial influence’ in Australian news today than three years ago. A further third (36 per cent) believe there is about the ‘same’ level. Only three per cent consider there to be ‘less commercial influence’ now and two per cent are unsure (Figure 12).
Change in commercial influence compared with three years ago (%)
[image: ]
Base: Respondents who have seen or listened to at least one type of news or current affairs from Q1 (n=2,016).
Q5. Compared with three years ago, do you think Australian news overall now has ...? (order alternated between starting at each end of the scale) More commercial influence, about the same commercial influence, less commercial influence?

Those aged 18–69 are the most likely to consider there is more commercial influence compared with three years ago (61 per cent versus 44 per cent for those aged 70 and over). Those aged 70 and over are more likely to consider that commercial influence is about the same level than younger people (50 per cent versus 34 per cent for those aged 18–69).   
Those who have noticed commercial influence in at least one news source are five times more likely to consider there is now more commercial influence than three years ago than those who have not noticed any (60 per cent versus 11 per cent).  


[bookmark: _Toc29988280]Data tables



[bookmark: _Toc29988281]Weighted data tables 
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	[bookmark: _Hlk15377244]
Q1
	Total
	Total
‘daily’ + ‘at
least weekly’ 

	Q1a. How often do you read the news in a hardcopy newspaper?
	Daily
	11
	32

	
	Weekly
	21
	

	
	Fortnightly
	4
	

	
	Monthly
	6
	

	
	Less often than once a month
	22
	

	
	Never
	36
	

	
	Don't know
	0
	

	
	Refused
	0
	

	Q1b. How often do you watch the news or current affairs on TV?

	Daily
	52
	71

	
	Weekly
	19
	

	
	Fortnightly
	4
	

	
	Monthly
	3
	

	
	Less often than once a month
	10
	

	
	Never
	11
	

	
	Don't know
	0
	

	
	Refused
	0
	

	Q1c. How often do you listen to the news or talkback on the radio?

	Daily
	39
	59

	
	Weekly
	20
	

	
	Fortnightly
	4
	

	
	Monthly
	4
	

	
	Less often than once a month
	11
	

	
	Never
	22
	

	
	Don't know
	0
	

	
	Refused
	0
	

	Q1d. How often do you read or watch the news online or on social media?

	Daily
	51
	67

	
	Weekly
	16
	

	
	Fortnightly
	3
	

	
	Monthly
	4
	

	
	Less often than once a month
	7
	

	
	Never
	19
	

	
	Don't know
	0
	

	
	Refused
	0
	




	Q2
	Total
	Total concerned
(‘a little’+ ‘very concerned’)

	Q2a. To what extent, if at all, are you concerned that news is reported from a particular point of view rather than being balanced or impartial?

	Not at all concerned
	3
	

	
	Not very concerned
	12
	

	
	A little concerned
	43
	85

	
	Very concerned
	43
	

	
	Don't know
	0
	

	
	Refused
	0
	

	Q2b. To what extent, if at all, are you concerned that it is hard to tell when a journalist is expressing an opinion rather than reporting the facts?

	Not at all concerned
	4
	

	
	Not very concerned
	17
	

	
	A little concerned
	48
	79

	
	Very concerned
	30
	

	
	Don't know
	0
	

	
	Refused
	0
	

	Q2c. To what extent, if at all, are you concerned that news is made more dramatic or sensational to attract more readers or viewers? 

	Not at all concerned
	2
	

	
	Not very concerned
	10
	

	
	A little concerned
	35
	88

	
	Very concerned
	52
	

	
	Don't know
	0
	

	
	Refused
	0
	

	Q2d. To what extent, if at all, are you concerned that journalists do not take enough care to check their facts or report stories accurately?

	Not at all concerned
	3
	

	
	Not very concerned
	14
	

	
	A little concerned
	48
	83

	
	Very concerned
	36
	

	
	Don't know
	0
	

	
	Refused
	0
	

	Q2e. To what extent, if at all, are you concerned that news does not provide enough coverage of important issues?

	Not at all concerned
	4
	

	
	Not very concerned
	19
	

	
	A little concerned
	46
	77

	
	Very concerned
	31
	

	
	Don't know
	0
	

	
	Refused
	0
	





	Q3
	Total
	Total concerned (‘a little’ + ‘very concerned’)

	Q3a. To what extent, if at all, are you concerned with news segments such as the weather or finance being sponsored by commercial businesses (e.g. ‘This segment was brought to you by ...’)?

	Not at all concerned
	15
	

	
	Not very concerned
	37
	

	
	A little concerned
	31
	47

	
	Very concerned
	17
	

	
	Don't know
	0
	

	
	Refused
	0
	

	Q3b. To what extent, if at all, are you concerned with commercial businesses paying to have their products or services featured in the news, but not disclosing this payment to viewers/listeners/readers?

	Not at all concerned
	5
	

	
	Not very concerned
	18
	

	
	A little concerned
	33
	77

	
	Very concerned
	43
	

	
	Don't know
	0
	

	
	Refused
	0
	

	Q3c. To what extent, if at all, are you concerned with commercial businesses paying to have their products or services featured in the news, when this payment is disclosed to viewers/listeners/readers?

	Not at all concerned
	12
	

	
	Not very concerned
	33
	

	
	A little concerned
	36
	55

	
	Very concerned
	19
	

	
	Don't know
	0
	

	
	Refused
	0
	

	Q3d. To what extent, if at all, are you concerned with commercial businesses offering products or services for free to be shown or promoted on the news?

	Not at all concerned
	9
	

	
	Not very concerned
	26
	

	
	A little concerned
	39
	65

	
	Very concerned
	26
	

	
	Don't know
	1
	

	
	Refused
	0
	

	Q3e. To what extent, if at all, are you concerned with news being influenced by large advertisers?

	Not at all concerned
	5
	

	
	Not very concerned
	12
	

	
	A little concerned
	36
	83

	
	Very concerned
	47
	

	
	Don't know
	0
	

	
	Refused
	0
	

	Q3f. To what extent, if at all, are you concerned with media companies using the news to promote businesses they own or have a commercial interest in?

	Not at all concerned
	5
	

	
	Not very concerned
	18
	

	
	A little concerned
	38
	76

	
	Very concerned
	38
	

	
	Don't know
	0
	

	
	Refused
	0
	




	Q4
	Total
	Total commercial influence (‘some’ + 
‘a lot’)

	[bookmark: _Hlk15293994]Q4a. How much commercial influence have you noticed in television news?

	No commercial influence
	10
	

	
	Some commercial influence
	55
	89

	
	A lot of commercial influence
	34
	

	
	Don't know
	1
	

	
	Refused
	0
	

	Q4b. How much commercial influence have you noticed in television current affairs programs?

	No commercial influence
	14
	

	
	Some commercial influence
	48
	84

	
	A lot of commercial influence
	36
	

	
	Don't know
	1
	

	
	Refused
	0
	

	Q4c. How much commercial influence have you noticed in hardcopy newspapers?

	No commercial influence
	9
	

	
	Some commercial influence
	59
	89

	
	A lot of commercial influence
	29
	

	
	Don't know
	2
	

	
	Refused
	0
	

	Q4d. How much commercial influence have you noticed in radio news?

	No commercial influence
	18
	

	
	Some commercial influence
	56
	80

	
	A lot of commercial influence
	24
	

	
	Don't know
	1
	

	
	Refused
	0
	

	Q4e. How much commercial influence have you noticed in radio talkback programs?

	No commercial influence
	17
	

	
	Some commercial influence
	54
	79

	
	A lot of commercial influence
	25
	

	
	Don't know
	4
	

	
	Refused
	0
	

	Q4f. How much commercial influence have you noticed in online news websites?

	No commercial influence
	8
	

	
	Some commercial influence
	44
	91

	
	A lot of commercial influence
	47
	

	
	Don't know
	2
	

	
	Refused
	0
	

	Q4g. How much commercial influence have you noticed in news on social media?

	No commercial influence
	5
	

	
	Some commercial influence
	40
	92

	
	A lot of commercial influence
	53
	

	
	Don't know
	3
	

	
	Refused
	0
	




	Q5
	Total

	[bookmark: _Hlk15294747][bookmark: _Hlk15294723]Q5. Compared with three years ago, do you think Australian news overall now has...?
	Less commercial influence
	3

	
	About the same commercial influence
	36

	
	More commercial influence
	58

	
	Don't know
	2

	
	Refused
	0


Note: The calculated total in the right-hand column of following tables may not equal the sum of the rounded percentages shown for the individual responses. The totals are calculated on the unrounded data.  

[bookmark: _Sample_achieved][bookmark: _Toc29988282]Sample achieved
	
	Unweighted percentage of respondents who completed the survey

	Base 
	(N=2,033)

	 
	%

	Gender 

	Male
	47.0

	Female
	52.7

	Age
	 

	18–24 years
	4.2

	25–34 years
	12.2

	35–44 years
	14.5

	45–54 years
	17.9

	55–64 years
	19

	65–74 years
	21

	75+ years
	11

	Location 

	Sydney
	16.3

	Rest of NSW
	12.8

	Melbourne
	17.2

	Rest of Victoria
	7.4

	Brisbane
	11.9

	Rest of Queensland
	8

	Adelaide
	7.8

	Rest of SA
	1.7

	Perth
	9.2

	Rest of WA
	1.7

	Hobart
	1.2

	Rest of Tasmania
	1.2

	Darwin
	0.5

	Rest of NT
	0.1

	ACT
	2.8

	Mode of survey completion 

	Online
	89

	Phone
	11


[bookmark: _Appendix][bookmark: _Toc29988283]Appendix
[bookmark: _Toc29988284]Research methodology notes
Life in AustraliaTM is a national online panel recruited and maintained using random probability-based sampling methods. It also includes a portion of people without internet access or those not comfortable completing surveys online—these surveys are conducted by telephone. Panel members receive a small payment for joining the panel and for each survey they complete. Methods used to recruit, conduct and maintain the panel, as well as techniques used in data processing and the production of survey estimates are publicly available and open to scrutiny.
Results from Life in AustraliaTM surveys are generalisable to the adult population living in Australia with a sampling approach that ensures sampling errors and confidence intervals can be calculated. By comparison, non-probability ‘opt-in’ online panels do not have these statistical properties. Studies show that estimates from well-executed probability-based surveys are more accurate than estimates from surveys that use non-probability methods.
The completion rate for this survey was 77.6 per cent of panellists who were invited to participate. 
In order to minimise various potential biases that can occur in surveys, a number of techniques were used for this survey, including:
The order of code frames was alternated, with half of the respondents being read the code fame from one end of the scale, and the other half being read in the reverse order. This minimises potential bias where some respondents may be more likely to select the first, or in some cases the last response of a list.  
Asking respondents, for example, ‘to what extent, if at all…’ within both the question and the responses offered. This allows them to respond that they are not concerned rather than alternative code frames that may measure just the extent of concern, which may be more likely to overestimate levels of concern. Providing a ‘not at all’, a ‘not very’ and then two levels of concern provides a logical and well-spaced scale for respondents to report their views.   
Allowing a ‘don’t know/not sure’ response to all questions, which allows those respondents who do not hold a view on that question to not be forced into selecting a response. Also having a ‘refused/prefer not to say’ response to all questions allows respondents who do not feel comfortable answering that question for whatever reason to not be forced into selecting a response. The level of response to each of these responses was monitored throughout fieldwork and was very low or nil across all questions in the completed survey. The report notes where there was a low level of these categories in particular figures.
The ACMA is confident the omnibus results are of high quality to inform our activities. 
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