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Survey Overview

Welcome

In 2022, Colorado Media Project retained Corona Insights to conduct
research to develop a deeper understanding of how residents
consume, evaluate, and trust state and local media.

Corona Insights worked with Colorado Media Project to design a
questionnaire that collected the most relevant data with question
language from previous statewide surveys and other national
benchmarks where appropriate.

Colorado residents were recruited to take the survey through an online
panel. Residents could take the survey in English or Spanish. In total,
1,814 residents submitted a completed survey that was included in
analysis. The resulting data were weighted to better represent the state
on key demographic and geographic characteristics.

More details about the methodology can be found in the Appendix.

CORONAINSIGHTS
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Estimate the addressable and target market for state and
local media among Colorado residents

Understand patterns in consumption by source, mode,
and content

Assess what residents want from state and local media
and how they evaluate the performance of news
organizations in Colorado and their communities

Understand barriers to trust of state and local media and
potential mitigating strategies for lack of trust

Assess key demographic and geographic differences in
how Coloradans engage with state and local media
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Survey Geography CORONAINSIGHTS

The map on the left presents the Colorado regions referenced in
this report. At times, the report will refer to three larger regions:
Mountain West (comprised of the Northwest, West Central, and
Southwest regions), the Front Range (comprised of the Denver
Metro, Pikes Peak, and North Central regions) and the East
(comprised of the Eastern Plains). Response data were weighted
to be representative of the state by region. Unweighted counts of

B Denver Metro completed responses can be found in the table below:
B Pikes Peak

W North Central Region Unweighted Count

! Northwest

B West Central

Pikes Peak 339

1 Southwest

M Eastern Plains

Northwest 81

Southwest 90

Total 1,814

Powere d by Bing
© GeoNames, TomTom

Colorado Media Project 2022 | 3|



Executive Summary: Key Findings CORONAINSIGHTS

Nearly half of Coloradans were in the addressable market
for state and local media. Coloradans are becoming
increasingly digitally savvy. Four out of five residents
consume information on their phone at least daily
compared to just 10% in print. By expressing interest in state
and/or local news, being digitally savvy, and engaging in
news beyond headlines, 47% of the state fell in the
addressable market. However, the target market contained
only 13% of residents who met these qualifications and
currently paid for at least one source of news. As such, the
state had an estimated addressable market of 2.2 million
and an estimated target market of around 600,000 adults.
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In 2022, Colorado’s addressable market for state and local media CORONAINSIGHTS
was about 2.2 million adults with about 600,000 willing to pay

Defining the Addressable and Target Markets From the Adult Colorado The graph on the left presents addressable and

Population Overall (2078 Percentages Shown in Parentheses) target market estimates based on a series of
criteria established in CMP’s 2018 survey.

~ 4.6 Million . .
oM > In order to be considered in the target

o market, respondents needed to:

1. Rank state, local, or neighborhood news in
their top two interests

14% (18%)
---------- 2. Use a tablet or mobile phone to consume

information at least daily
20%  (23%)

~ 2.2 Million 3. Move beyond skimming headlines to at least
reading short summaries of stories
4. Currently pay for news of some kind
34%  (26%)
(44%) pmmmmm e ;

> While the addressable market grew slightly
i from 2018 to 2022, the target market shrank
.(18%) i from 18% to 13% due to a decreased share

of Coloradans paying for news. Some of this
difference may be attributed to a difference
in question wording between surveys.*

All Coloradans No interest in CO Not digitally savvy  Skims headlines  Addressable market Unwilling to pay Target market

news

* The 2022 unwilling to pay estimate is taken from the following question: Do you currently pay for at least one source of news or information
in any of the following areas? Please select all that apply. Alternatively, the 2018 question was taken from this question: Of the information Colorado Media Project 2022 | 5 |
outlets you are aware of, what is your level of consumption for each?



Coloradans most frequently consume information on mobile CORONAINSIGHTS
phones

Modes Coloradans Consume Information at Least Once a Day

79%

On a mobile phone

On a television (TV) 59%

46%

On a computer

On radio

24%

On a tablet

19%

In print 10%

None of the above 1%

Q8. Which of the following ways do you consume information at least once

a day? Please select all that apply Colorado Media Project 2022 | 6 |



Executive Summary: Key Findings CORONAINSIGHTS

Coloradans said the most important purpose of state and
local media was to inform about emergencies, hold
leaders accountable, and inform residents about public
affairs. About three out of four residents said state and
local media did a good or excellent job at providing
emergency information (80%) and keeping Coloradans
informed about public affairs (72%). However, nearly half
of residents (48%) described state and local media’s
ability to hold leaders accountable as fair or poor.
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Coloradans see an opportunity for meaningful improvement in

CORONAINSIGHTS

state and local media holding powerful actors accountable

Importance by State and Local Media Performance

= Quadrant 2 Quadrant 1
S
5 Emergency
8_ Holds the powerful Informs about information
ublic affairs
§ accountable Representative of P °
£ \. Colorado
= -
Presents differing g  Connects me to l Informs me abogt.
Y perspectives my community state and local politics
C ‘ [}
fg Gives local context to
o national stories
Q. e
g Provides facts ®
[ ] . .
IS | db ° Find things
S s created by Is entertaining to do
g people like me
o
Q.
§ Takes a
a position
g
Quadrant 3 Quadrant 4

: Media Performance : :
Lower Ratings Higher Ratings

The graph on the left plots average ratings of attribute
Importance on the vertical axis with average ratings of state
and local media performance on the horizontal axis. The
quadrants of the plot help determine relative differences in
Importance and performance even those these differences are
often substantively small.

> Quadrant 1is populated with items that Coloradans thought were
highly important and were believed to be provided relatively well
by state and local media. Note that emergency information was
both the most important role of media and also the area of best
performance.

> Quadrant 2 is populated with areas that residents thought were
highly important but gave lower ratings to the media. These are
areas where state and local media could improve in ways that
provide high impact to residents.

> Quadrant 3 holds areas of relatively low importance and
performance. While Coloradans might not rate state and local
media particularly well here, residents find other items to be of
greater importance on the top half of the graph.

Q16. Thinking specifically about the role of the news in Colorado and your local community, how important

is it that state and local media...

Q18. How well do you think the media in Colorado and your community performs in the following areas?
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Executive Summary: Key Findings CORONAINSIGHTS

Coloradans who paid for state and local news did so
because the information was trustworthy, the outlet
offered relevant information to their community, and
covered a topic/issue they cared about. About one in four
residents said they financially supported a state or local
news in the past year. The most common means of
support was a paid, monthly subscription (11% of all
residents). Overall, residents were most likely to say they
supported an advertising-funding model for state and
local news where content was free to access.

Colorado Media Project 2022 19|



Residents most frequently said they supported state and local news  CORONAINSIGHTS
because it was trustworthy, offered relevant community
information, and coved a topic/issue they cared about

Main Reasons Coloradans Financially Support State and Local News

The information is trustworthy* 33%

Offered information relevant to my community W 32%
Covers a topic/issue | care about W 31%

| feel good about contributing to the organization _23%/0

It helps me find places to see or things to do ' EG—_—G—T-—_——————————————-—21%

My friends or family used it ~EGCG_GT--——STI————-—=——SS———=5% 19,

Was bundled with other content | enjoy —EG—SS——————— 3 249% m 2022

| got a discount/promotion —ECG_—G-—_—_——————— (7 20% 2018
It helps me talk to my friends and family about news _11% 15%
| noticed it on social media  EG—_—_—S—————— 5%
| hit the maximum amount of free content EG_—_—_—————— 12
Exclusive benefits to subscribers —TEG_—-———————1 0, 26%
Other please describe ™ .2%, o

None of the above ™ 2% 5%

Q11 For the state and/or local news outlets you pay for, what are the main
reasons you pay for them? Please select all that apply. * The information is Colorado Media Project 2022 | 10 |
trustworthy was added to the 2022 survey



Coloradans were most likely to rank an advertising funded CORONAINSIGHTS
approach as the most desirable model for state and local news

Probability of Ranking Each Funding Model as the Most Desired

State and local news should be free to access and funded through advertising 36%

State and local news should be free to access and funded by donations by those

0,
who read, watch, or listen to it 20%

State and local news should be free to access and funded through philanthropic

. - 18%
and community organizations

16%

State and local news should be free to access and funded by the government

State and local news should be purchased and funded by those who read,

0,
watch, or listen to it 10%

Q12. There are many different ways state and local news organizations can
earn money or receive funding. Please rank the ways you think state and
local news should be funded. Rank the way you think is the best as number
1, the second best as number 2, and so on.

Colorado Media Project 2022 | 11 |



Executive Summary: Key Findings CORONAINSIGHTS

While most Coloradans said they trusted local news
organizations to report the news fully, accurately, and
fairly, fewer residents said this in 2022 than in 2018. The
share of residents who said they were not very, or not at
all, confident in “trusting local news organizations to
report the news fully, accurately, and fairly” nearly doubled
from 16% in 2018 to 32% in 2022. Republican residents
were twice as likely to say they were not confident (40%)
than Democrats (20%). North Central residents expressed
lower levels of trust while those in the Denver Metro
expressed more trust in local media on average.

Colorado Media Project 2022 | 12 |



While most Coloradans were at least somewhat confident in trusting CORONAINSIGHTS
local news organizations in 2022, trust decreased since 2019

Confidence in Local News Organizations Reporting the News Fully, Accurately, and Fairly

2019

2022

W Very confident ~ B Somewhat confident B Not very confident Not confident at all

Q19. How much trust do you have in your local news organizations when it

comes to reporting the news fully, accurately, and fairly? Colorado Media Project 2022 | 13 |



Executive Summary: Key Findings CORONAINSIGHTS

Residents most frequently said increasing accuracy and

reducing bias in reporting were the most important actions
local news organizations could take to increase trust. Most
verbatim responses (57%) to an open-ended question about
Increasing trust were captured in the above statement. However,
when presented with specific scenarios, Coloradans were most
likely to say that seeing the following would increase trust:

1. A story that presents both sides of an issue side-by-side
2. Anorganization issuing a retraction or correction after an inaccurate story

3. A media organization correcting online disinformation

Colorado Media Project 2022 | 14 |



Coloradans said seeing stories presenting both sides of an issue or

retractions/corrections would increase trust in news organizations

Impacts on Trust in State and Local News Organizations

To see a story present both sides of an issue side by side

To see a media organization make a retraction or correction if a previous story turned
out to be inaccurate

To see a media organization correct online disinformation

To see statistics or data in a news story

To see that news is reported by professional journalists with credentials
To see reporters active in my local community

To see news reported by a member of my local community

To recognize the name of the journalist reporting a story

To know a media organization was funded publicly by tax dollars

To see a story cite or reference an unnamed source

To see advertisements next to stories

B Significantly increase trust

i Slightly increase trust

44% 34% 18%
44% 33% 17% 5%
39% 37% 19% 4%

29% 43% 24%
27% 38%
20% 41% 35%
15% 38% 42%
16% 34% 45%

13% 23% 45% 11% 8%

11% 21% 37% 21% 1%
6% 12% 50% 19% 13%
1 No change  m Slightly decrease trust B Significantly decrease trust

Q25. How would the following change your trust in state and local news
organizations, if at all?

Colorado Media Project 2022
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Executive Summary: Key Findings CORONAINSIGHTS

Coloradans had a strong preference for state and local
media to report facts without taking positions on issues.
When asked what they wanted to see more from state and
local media, most residents (58%) said they desired a
reporting of facts without taking positions compared to 22%
that wanted to see outlets take clear positions. A strong
majority of residents (86%) said news sources reporting from
a particular point of view was a problem in state and local
news coverage with 49% describing this as a major problem.

Colorado Media Project 2022 | 16 |



Most residents said they wanted to see state and local media report CORONAINSIGHTS
facts without taking positions on issues

What Coloradans Want to See More of in State and Local Media

Reporting facts without taking positions on issues | NG N NGERNEE. o
Explanations of complicated state and local issues (water, healthcare, etc.) | HE N RN
Explanations of what ballot measures mean in plain language | N NNHIIE />
Introducing points of view that might be different than your own | N RRNHDHHIH -
Journalists who have training and/or education in professional journalism | N RRNRHRIIIIIII : >
Providing a moderated space for local residents to voice their opinion D 9%
More in-person engagement with my local community [ N RNARNRNEGEGEEEEEEEE 0o
Journalists who are everyday people | R NRIDIEEE 5
Taking clear positions on issues | N NN 2%
Communications designed for a specific lingual, ethnic, or cultural group | N R RGN 5%

None of the above | IINEIN °%

Q28. Which of the following would you like to see more of in state and local

media? Please select all that apply Colorado Media Project 2022 | 17 |



Executive Summary: Key Findings CORONAINSIGHTS

Most Spanish speakers agreed that they could access
news about the state and their community in Spanish. The
survey collected over 100 responses from Spanish
speakers. Most residents who spoke Spanish at home
agreed that they could access news about Colorado (71%)
and their community (61%) in Spanish. When compared to
English speakers, Spanish speaking residents were more
likely to say they used their mobile phone to consume
information and that they relied on social media to verify
the veracity of local media claims.

Colorado Media Project 2022 | 18 |



Most Spanish speakers said they could access news about the state CORONAINSIGHTS
and their community in Spanish

Agreement With Ability to Access News in Spanish and Other Residents who said they spoke a language other
Languages than English when at home were asked if they

could access news about Colorado and their
| can access news about Colorado in Spanish 37%
> Most Spanish speakers agreed they could

community in those languages.
access news about Colorado (71%) and their
| can access news about my community in Spanish . o/ : .
community (61%) in Spanish

> Fewer residents who spoke other languages
said they could access news about Colorado
| can access news about Colorado in Other Languages 8% 43% (24?) or their Community (,I 60/) in those
(6} o
languages. It is important to note that only 28
residents responded to these questions about
| can access news about my community in Other Languages spea |<|ng a |anguage other than Enghsh or
Spanish at home. This small sample size
decreases confidence in these estimates.

W Strongly agree ™ Somewhat agree ™ Neither agree nor disagree M Somewhat disagree M Strongly disagree

Q30. To what extent do you agree or disagree with the following

statements? Colorado Media Project 2022 | 19 |



Executive Summary: Key Findings CORONAINSIGHTS

When asked to provide the names of sources they
typically use to stay up-to-date on Colorado and
community information, residents most frequently
mentioned local TV, newspapers, and friends/family.
Denver Metro residents were especially likely to mention
TV (in general and specific stations/programs) while those
in the Mountain West were much more likely to mention
newspapers (in general and specific outlets).

Colorado Media Project 2022 | 20 |



When asked how they typically get news about the state or their CORONAINSIGHTS
community, one in five Coloradans mentioned a specific newspaper

Mentioned in Top Three Sources for State and Local News

22%

Specific Newspaper
Friends . 3%,
Family . 3%
TV (Generic) . 17 Y,
Denver Post I 159,
Coworkers I |49
Facebook N 4%
Online/Internet (Generic) NN 3%
Local News (Generic) I 139
Specific Television Channel/Program IS 2%,
9 News NI 0%
Fox News (General or Specific) I —_——— 07/,
Phone/Mobile Apps I ———— 37,
Specific Radio Station I ————— Y,
Social Media (Generic) I 7%
Radio (Generic) NI 79,
Newspaper (Generic) I (7,
Google NEEEEE——— (Y,
Specific Website n—— %
NextDoor = 3%
Specific Magazine m—m 39,
NBC (Generic or Specific) i 39,

Residents were asked for the three most frequent sources they
use to get information about Colorado or their community.
Those open-ended responses were coded into the categories
presented on this slide. The graph presents the percentage of
residents who mentioned these sources in at least one of the

three provided boxes.

Twitter

CBS (Generic or Specific)
The Gazette

ABC (Generic or Specific)
KKTV

Colorado Public Radio
CNN

Neighbors

Instagram

NPR

TikToc

YouTube
Other

I 3%
2%

.
. 2%
. 2%
. 0%
. 2%

. 0%

. 0%

. 2%

. 2%

. 2%

. 0%
I——— 1%

Q15. Thinking about how you typically get information about what is happening in Colorado
or your community, what are the three most frequent sources you use? Please list either
formal sources like “The Colorado Tribune” or informal sources like “my coworkers.”

Colorado Media Project 2022 | 21 |



When aggregated across general and specific mentions, Coloradans CORONAINSIGHTS
most frequently mentioned TV as a source for state and local news

Categories of Top Three Sources Mentioned

v [, 6%
Newspaper or Magazine _ 41%
Friends/Family/Others _ 39%
social Media || N T 25
online (Not Social Media) || HE T />
rRadio [ 5%
Local News (Generic) _ 13%
Phone/Mobile Apps - 8%
other |G %

Q15. Thinking about how you typically get information about what is happening in Colorado
or your community, what are the three most frequent sources you use? Please list either Colorado Media Project 2022 | 22 |
formal sources like “The Colorado Tribune” or informal sources like “my coworkers.”



Executive Summary: Key Findings CORONAINSIGHTS

While residents were most likely to say they were currently
paying a great deal of attention to national news,
Coloradans said they were most interested in consuming
information about their city and state. A third of
Coloradans said they were paying a great deal of attention
to national news, compared to a quarter toward local
news, and a fifth to state news. However, when asked to
rank types of content by level of interest, Coloradans gave
the highest rankings to city and state information.
Rankings of national and neighborhood news followed
with international information being the least desired.

Colorado Media Project 2022 | 23 |



Coloradans were most likely to say they paid a great deal of CORONAINSIGHTS
attention to national news

How Much Attention Coloradans are Currently Paying to...

National News 33% 40% 21%
Local News
State News

International News

W Agreatdeal ™ A moderate amount ™ Not much None at all

Q6. How much attention are you currently paying to each of the following? Colorado Media Project 2022 | 24 |



Residents were most likely to rank information about their city as CORONAINSIGHTS
the most interesting

Probability of Ranking Each Type of Information as the Most Interesting

City 29%

State 26%

National 19%

Neighborhood 19%

International 7%

Q7. Please rank the types of information you're most interested in
consuming. Rank the type of information you are most interested in as 1, the Colorado Media Project 2022 | 25 |
type of information you are second most interested in as 2, and so on.



Executive Summary: Key Findings CORONAINSIGHTS

Most Coloradans were satisfied with their ability to get
news about the state and their community. Residents
were asked, on a scale from 0 to 10, how satisfied they
were with their ability to get news about what happens in
the state and their community. Most rated both with
scores of 6 and above. The ability to get state news
received an average score of 6.9 while community news
received an average score of 6.4. Residents gave slightly
lower average ratings to the quality of news
organizations that report information about Colorado
(6.4) and their community (6.1).

Colorado Media Project 2022 | 26 |



Coloradans were slightly more satisfied with state news than CORONAINSIGHTS
community news

Coloradans’ Satisfaction With ...

4 or Lower Average

My ability to get news about what happens in Colorado - 4% 14% 9% 18% 20% 9% 16% 6.9

l_'_l
13%

. 7% 16% 12% 17% 9% 6.4

—
20%

- 6% 17% 13% 16% 8% 10% [N

I_'_l
18%

. 7% 18% 14% 15% 7% 10% 6.1

22%

W 0 (extremely unsatisfied) m u?2 m3 4 5 6 7 m3 m9 B 10 (extremely satisfied)

My ability to get news about what happens in my community

The quality of news organizations that report information about Colorado

The quality of news organizations that report information about my community

Q17. On a scale of 0 to 10, 0 being extremely unsatisfied and 10 being

extremely satisfied, how satisfied are you overall with the following? Colorado Media Project 2022 | 27 |
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mailto:Jim@CoronaInsights.com
mailto:Maria@CoronaInsights.com

Colorado Media Project 2022
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Summary of Respondents CORONAINSIGHTS

Below we summarize key demographics of the population represented by these results. This summary provides overall context for
interpreting results herein. In total, the survey was completed by 1,814 Colorado residents. The figures below (and all others in this
report) have been weighted by educational attainment, gender, and region to more effectively represent the population of the state.

Weighted Totals

Age Language Spoken at Home Partisanship Gender

Under 35 36% English 98% Democrat 56% Female 49%
35-54 35% Spanish 7% Independent 2% Male 50%
55+ 29% Other(s) please describe 2% Republican 42% Prefer to self-describe 1%

Region Race/Ethnicity Household Income Educational Attainment

Denver Metro 54% érml\elzgtcisg Lnrﬁ:]r?c’aArJaSka Native, 4% $0 to $24,999 19% High school diploma/GED or less 30%
Pikes Peak 20% Asian or Asian American 3% $25,000 to $49,999 25% Some college, but no degree 23%
North Central 1% Black or African American 9% $50,000 to $74,999 19% Associate degree 10%
West Central 6% Hispanic, Latino, or Spanish origin 20% $75,000 to $99,999 15% Four-year college degree 23%
Eastern Plains 3% Native Hawaiian or Other Pacific Islander 1% $100,000 to $149,999 12% Graduate or professional degree 14%
Southwest 3% White or European American 71% $150,000 or more 9%

Northwest 2% Some other race 2%

Language Spoken at Home and Race/Ethnicity are check all that apply
questions and can sum to more than 100%. Throughout this report, other Colorado Media Project 2022 | 30 |

percentages may not add to 100% due to rounding.



Methodology CORONAINSIGHTS
SURVEY INSTRUMENT

- Corona Insights developed this survey instrument in tandem with Colorado Media Project. Corona solicited feedback from CMP’s stakeholders
and developed the survey through multiple iterations of drafts and discussion with CMP. The survey instrument drew inspiration from:

e Gallup/Knight Foundation (2020). American Views 2020: Trust, Media, and Democracy.
e Corona Insights/Colorado Media Project (2019). Survey of Arts Access and News Media.
e Boston Consulting Group/Colorado Media Project (2018). Colorado Media Project Detailed Survey Analysis.

- The survey was designed to require no more than 15 minutes to complete, and the actual median time was 13.6 minutes
RESEARCH MODE & SAMPLING

- This survey was conducted online, and respondents were drawn from an online research panel. Respondents were sampled in such a way as
to be reflective (though not technically representative) of the general population ages 18 or older of the state of Colorado. Respondents were
screened in order to ensure that they met the survey’s age and location criteria. Respondents could take the survey in English or Spanish.
Additional quality control checks were used to identify poor quality responses (i.e., a red herring question and review of completed surveys for
speed and out of geography IP addresses, and nonsense responses.)

- In total, 1,814 surveys were collected for analysis. Margins of error technically do not apply to panel surveys given that this approach does not
use a truly random sample for obtaining respondents. However, readers can generally assume that findings for the total in this report are very
strong (with margins of error that would be roughly +2.4% had a probability sample been used), while findings for individual segments are
more moderate in their reliability. This margin of error reflects the effective sample size from the adjustments of the weighted data.

- Corona Insights employed statistical weights to make results more representative of the state’s population. Data were weighted to reflect the
adult population of Colorado in terms of age, gender, and region based on the most recent data from the US Census’ American Community
Survey. With these weights, the data also reflect the state’s population in terms of race/ethnicity, partisanship, and other key demographics.

EXECUTION

- Surveys were completed between July 7t and 29t, 2022.
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https://knightfoundation.org/wp-content/uploads/2020/08/American-Views-2020-Trust-Media-and-Democracy.pdf
https://static1.squarespace.com/static/5b48d905c258b4f9cb79f8d3/t/5db8bc23e7c94a29941191da/1572387878797/CMP+%2B+Corona+Insights+-+2019+Survey+of+Arts+Access+and+News+Media.pdf
https://static1.squarespace.com/static/5b48d905c258b4f9cb79f8d3/t/5ba9323aec212d6ae1ac3580/1537815099487/Detailed+Survey+Output.pdf
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