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Data: 

Figures are compiled from 

responses to an online 

survey designed by the 

Reuters Institute and 

conducted by YouGov

About the research
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Coverage: 

48 countries are covered by 

this report (25 in Europe, 11 

in Asia-Pacific, 8 in the 

Americas and 4 in Africa)

Respondents: 

97,520 respondents in total 

with ~2,000 in each 

market so that results are  

nationally representative, 

except in India and sub-

Saharan Africa where they 

represent the English-

speaking population

Survey period: 

Respondents took the 

survey during January and 

early February 2026
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Audiences drifting away from 
traditional sources to a more 
‘platformised’ news 
experience

News is becoming more 
platform-based, more video-
led, more creator-shaped, and 
starting to be more 
intermediated by AI

But journalism is far from 
irrelevant. 
Trust in news brands is holding 
up. People still believe in 
impartiality, most audiences 
value public service news, and 
a durable core audience is 
willing to pay

At the same time news is less 
trusted, less central to 
people’s daily lives, and 
harder to monetise

Previous years have seen 
relative stability in the data. 
2026 is very different
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Recent years have seen 
relative stability in the data. 
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The Independent (UK), 
January 22, 2026
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Previous years have seen 
relative stability in the data. 
2026 is very different

Audiences drifting away from 
traditional sources to a more 
‘platformised’ news experience

News is becoming more video-led, more 
creator-shaped, and starting to be more 
intermediated by AI

But journalism is far from 
irrelevant. 
Trust in news brands is holding 
up. People still believe in 
impartiality, most audiences 
value public service news, and 
a durable core audience is 
willing to pay

At the same time news & information 
is less trusted, less central to 
people’s daily lives, and harder to 
monetise
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Previous years have seen 
relative stability in the data. 
2026 is very different

Audiences drifting away from 
traditional sources to a decisively 
more ‘platformised’ news experience

News is becoming more video-led, more 
creator-shaped, and starting to be more 
intermediated by AI

But journalism is far from irrelevant. 
Trust in news brands is holding up. 
People still believe in impartiality, most 
audiences value public service news, and a 
durable core audience is willing to pay

At the same time news is generally 
less trusted, less central to people’s 
daily lives, and harder to monetise
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monetise



Where are people 
getting their news?
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Where do people get their news?
Social media and video networks now the most widely used source of news globally
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None of these (=)

(-1pp)Radio news

(-2pp)Print

(-2pp)News websites & apps

TV (-2pp)

Also:

AI chatbots: 10% (+3pp)

News podcasts: 11% (=)

(+3pp)Social and video networks

Q3. Which, if any, of the following have you used in the last week as a source of news? (Please select all that apply)



Main source of news by age, 2021-2026
All growth of online news has been to social media and video networks, and more recently AI. 

Not just for young people, across all age groups. No age group prefers news websites & apps

11Q4. You say you’ve used these sources of news in the last week, which would you say is your MAIN source of news?
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AI chatbot use for news, selected markets
Use of AI chatbots as a source of news up globally from 7% to 10% this year 

Under 35: 16%
35+: 7%

12Q3 Which, if any, of the following have you used in the last week as a source of news? Please select all that apply. AI chatbots
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KOR BRA GRE IDN MYS PER CHE BGR JPN AUS ARG ESP SWE BEL TWN USA ITA DEU DNK GBR
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I can ask follow-up questions

AI is faster than other ways of

getting news

AI summarises complicated stories

I know I will get an answer to any

question I have

AI compiles storiesinto a single

response

AI can translate news from other

languages

Chatbots are the first place I go for

most things these days

I just prefer interacting with a

chatbot
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48%

28%

33%

29%

35%

23%

16%

17%

I can ask follow-up questions

AI is faster than other ways of

getting news

AI summarises complicated stories

I know I will get an answer to any

question I have

AI compiles stories from different

news outlets into a single response

AI can translate news from other

languages

Chatbots are the first place I go for

most things these days

I just prefer interacting with a

chatbot

Why people are using AI chatbots for news, selected markets
No single motivation. Depth, speed, and summarisation/simplification are among the most prominent reasons

43%

36%

39%

32%

22%

10%

13%

14%

I can ask follow-up questions

AI is faster than other ways of

getting news

AI summarises complicated stories

I know I will get an answer to any

question I have

AI compiles stories into a single

response

AI can translate news from other

languages

Chatbots are the first place I go for

most things these days

I just prefer interacting with a

chatbot

UK US Argentina Philippines Switzerland

13Q_AI_newstype. You said you have used a generative AI chatbot (e.g. ChatGPT) for getting news in the last week...  Which, if any, of the following did you do? Please select all 
that apply



Trust in news
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Change in trust in news, year-on-year
Trust in news down in 29 markets by 3pp or more

37%
(-3pp)

global avg

15Q6_2016_1. Thinking about news in general , do you agree or disagree with the following statements? - I think you can trust most news most of the time
* Indicates predominantly English-speaking sample rather than nationally representative sample



Changing trust in news, selected markets
Changes in trust in individual news brands do not appear to explain drops in trust overall

PHILIPPINES

IRELAND

POLAND

THAILAND

PERU

-10pp

Change in trust in news overall

-9pp

-8pp

-8pp

-8pp

Change in trust in news brands (range)

-4pp to +3pp

-3pp to no change

-1pp to +2pp

-5pp to +1pp

-2pp to +4pp

16Q6_2016_1. Thinking about news in general , do you agree or disagree with the following statements? - I think you can trust most news most of the time
Q6_2018_trust. How trustworthy would you say news from the following brands is? 
Please use the scale below, where 0 is ‘not at all trustworthy’ and 10 is ‘completely trustworthy’.



The trust gap

Trust in news overall 

is likely to drop….

…as usage of less trusted 

sources of news like social 
media goes up

I think you can trust news most of the time

17Q6_2016_1. I think you can trust most news most of the time . Q6_2018_2. Thinking about news in general , do you agree or disagree with the following statements? - I think 
you can trust news in [search engines / social media / AI chatbots] most of the time

37%

22%

Net: Agree

20%

News overall News on social media News on AI chatbots

As mix of news consumption changes, trust overall likely to go down



The continued 
growth of video 
networks



29% 30% 30% 31% 30%
34%

2021 2022 2023 2024 2025 2026

15% 17% 18% 18% 19%
26%

2021 2022 2023 2024 2025 2026

Social media & video networks for news 2021-2026
TikTok and Instagram main growth platforms for news consumption since 2021

+11pp

+16pp

19Q12B. Which, if any, of the following have you used for news in the last week? Please select all that apply

23% 22% 21% 21% 19%
26%

2021 2022 2023 2024 2025 2026

44% 44% 41%
37% 36%

43%

2021 2022 2023 2024 2025 2026

12% 11% 10% 9% 8% 11%

2021 2022 2023 2024 2025 2026

6% 6% 6% 6% 7% 7%

2021 2022 2023 2024 2025 2026

13% 13% 12% 10% 12% 11%

2021 2022 2023 2024 2025 2026

4% 7%
11%

13%
16% 20%

2021 2022 2023 2024 2025 2026



Growth of online video on- and off-platform
All the growth in online news video consumption since 2021 has been on social & video networks

20Q11_VIDEO_2018a. Thinking about when you used online news-related video (a short clip, a live stream, or a full episode) over the last week, which of the following did you do? 
Please select all that apply.
* question not asked in 2022 or 2024

69%
72%

75% 77%

55%

62% 63%
69%

33%
28% 28%

23%

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

2021 2022* 2023 2024* 2025 2026

Any video Social media or video networks News sites or apps



37%

55%

44% 43%

35%

18%

23%

12%

21%

14%

0%

10%

20%

30%

40%

50%

60%

YouTube TikTok

Under 2 minutes 2-5 minutes 6-20 minutes Longer than 20 minutes Live news

Is online video all about short-form for mobiles?
YouTube audiences watch a wider mix of news video lengths, while TikTok users tend towards short-form

21Q11_VIDEO_2026. You say you access news videos on […]... Which of the following have you accessed in the last week?



Creators



Consumption of news creator content – selected markets

23Q_Creators1_2026. In the last week, have you consumed news from any of the following? This could be on social and video networks (e.g. TikTok, Instagram, YouTube), web 
portal (e.g. Substack), or podcast, etc. Please select all that apply.
* Indicates predominantly English-speaking sample rather than nationally representative sample

47%

41%
39%

33%
32%

26% 26% 25%
23% 23%

18% 17%
14% 13%

9%

0%
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10%
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20%
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35%

40%

45%

50%

Thailand South
Africa*

Mexico Brazil USA Taiwan Canada Argentina Spain Poland UK Finland Japan Denmark Netherlands

HIGHER CREATOR USE MEDIUM CREATOR USE LOWER CREATOR USE

27% of respondents globally get content from news-focused creators
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Countries with heavy 
social media/video network use 

How much impact are creators having?
13% globally say most or all their news needs are met by creators who focus on news

Countries with lighter
social media/video network use

13%

24Q_Creators3_2026. You said that you have consumed news from one or more creators or influencers who mainly focus on news in the last week. How much of your information 
needs are met by these creators or influencers? 
* Indicates predominantly English-speaking sample rather than nationally representative sample

Share of people 
who say all news 
needs met by 
news creators

3%



Comparing news creators with traditional news brands
Among respondents in general, news creators outdo traditional news brands on some attributes but  not others; among people wh o 

consume content from news creators, they are typically seen as better across the board.

25

All respondents
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Q_Creators4_2026_1. Comparing content from news creators or news influencers with traditional news brands and outlets, would you say that news creators or news 
influencers are more or less of the following. Figures calculated as difference between percentage saying 'more' and 'less'
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Views on 
impartiality and 
effect of PSM



Impartiality, 2026 vs 2020

Narrower trust gap Wider trust gap

27Q5c_2013. Thinking about the different kinds of news available to you, do you prefer…

51%

48%

11%

13%

24%

20%

14%

19%

2020

2026

News that doesn't have a particular point of view News that challenges your point of view

News that shares your point of view Don't know

Almost half of respondents still prefer news that doesn’t have a particular point of view; % who prefer news that shares thei r point of 

view has slightly declined
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35%

14%
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Very positive Somewhat positive Neither positive nor

negative

Somewhat negative Very negative Don’t know

Positive
37% 

Negative
22% 

Across 26 markets, +15pp net difference in support for social role of PSM news

‘Do you think news provided by public service broadcasters has a 
positive or negative effect on life in your country?’

28Q_PSM_Attitude. Overall, do you think that news provided by public service broadcasters (e.g. XXX) has a positive or negative effect on life in your country?



Attitudes towards social impact of PSM news
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Q_PSM_Attitude. Overall, do you think that news provided by public service broadcasters (e.g. XXX) has a positive or negative effect on life in your country?

Net positive attitude in 18 of 26 markets. Mixed views in three. Net view negative in five markets



Attitudes towards social impact of PSM news by political leaning

30

In many countries, PSM attitudes are strongly split along political lines
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Q_PSM_Attitude. Overall, do you think that news provided by public service broadcasters (e.g. XXX) has a positive or negative effect on life in your country?



Paying for online news



17%

Paying for online news, ‘pay basket’ of 20 markets
Average across ‘pay basket’ largely unchanged (-1pp) at 17%

32Q7a. Have you paid for ONLINE news content, or accessed a paid for ONLINE news service in the last year ? (This could be digital subscription, combined digital/print subscription or one-off payment 
for an article or app or e-edition)
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Payment for news by organisation type
More than half of paying readers support traditional news outlets, but a mix of other organisations now generate revenue

Percentage of people paying for news who have 

paid money to each type of organisation in the past 

year (respondents asked to select all that apply)

33Q7_2026_type. You said that you have paid for access to online news in the last year... Which of the following types of news organisations or individuals have you paid money to? 
Please select all that apply.
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43%

30%

28%

27%

22%

18%

14%

11%

To get useful content I can’t access any other way

To support journalism because I think it is important to society

To have access to content I like to consume as a pastime (similar to paying for

movies or music)

To access news without ads

To take advantage of a temporary offer or discount

I identify with what the news organisation stands for

To make sure news content is available free of charge for others in society

To help with my career or studies

Net: Direct 

benefits 

81% 
Net: Social 
motives 

46% 

Motivations for paying for news
People pay for news for a mix of direct, personal benefits and social, values-based reasons. Nordic markets are much less likely to 

cite social motives and more likely to cite direct benefits (86% cite direct benefits in Finland).

34Q7_2026_motivation1. You said that you have paid for access to online news in the last year... Which of the following, if any, describes why you pay for online news? Please 
select all that apply.



Recap: 
what is 2026 telling us?

35

Discovery

Creators

Formats

Trust

News attitudes

Pay

Social media & video networks 
displace traditional sources

AI chatbots growing fast for 
news but not yet mainstream

Consumption of creator 
content increasingly widespread 

So far creators are complementary, 
not displacing other sources

Video wave continues, but 
established news providers not capitalising

Video not all about short-form 
and it’s not all mobile

Audiences increasingly distrustful 
of news & information environment

But news brands remain trusted, 
even if more distant

Impartiality lives on as an ideal, PSM 
news mostly considered positive for national life

Political polarisation increasingly shaping attitudes in 
many places

Most pay markets 
now ex-growth

But diversity remains in why audiences 
pay and who they will support

Headline Reflection





Reuters Institute 
Digital News Report
2026

Finland launch
June 16, 2026 

Amy Ross Arguedas,
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