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In 2009, an online local news source called DNAInfo launched in New York. At 

the time, DNAInfo comprised a group of websites, each with its own individual focus on 

a specific neighborhood in Manhattan. Taking up local news as its focus meant that 

DNAInfo competed with New York’s ample supply of news media for an audience 

limited by geography. Yet, rather than turn into another casualty in the disheartening 

narrative of journalism in the digital age, DNAInfo grew. First, it tripled its full-time 

editorial staff and expanded to all five boroughs (Pompeo, 2012). Then it expanded its 

operation to Chicago, where it currently covers about forty neighborhoods on twenty 

distinct websites. 

To those who have been paying attention to news audiences, the success of 

DNAInfo isn’t surprising. Local news has been the most popular form of news 

consumption in America for some time. In 2011, 74% of Americans got news from a 

local television broadcast at least weekly (Rostentiel, Mitchell, Purcell, & Rainie, 2011). 

While media audiences continue to divert their attention from news toward more 

entertaining fare, those local television news broadcasts remain the primary place most 

American adults turn to for news (Eva Matsa, 2014). For now, local news outlets are 

bucking the trend of dwindling consumers that has besieged the world of journalism for 

decades. Other types of news outlets continue to lose advertisers, gut their staffs, and 

shed subscribers. Local news outlets, on the other hand, are expanding. Of the 450 digital 

news companies that sprang up in 2013, more than half of them are focused on reporting 

on local or hyperlocal topics (Jurkowitz, 2014). Local news is unquestionably more 

popular than any kind of news: so why has it been all but left out of the important 

conversation taking place around news audience preferences? 
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Since Lazarsfeld and Merton (1948), scholars have debated the effects that news 

has on the public. More recently, as the availability and options of media have exploded, 

that discourse has broadened to include the effects that increased media choice has on 

news consumption. Researchers wonder if people will grow more politically partisan as a 

result of audience polarization (Gentzkow & Shapiro, 2011; LaCour, 2012), or they 

lament the loss democracy is sure to suffer as a result of audience fragmentation (Prior, 

2005; Katz, 1996). Unfortunately, this debate has been framed almost entirely around 

national news outlets, despite the fact that Americans consume more local news than any 

other kind (Prior, 2003). What makes this framing around national news even more 

bewildering is that while some scholars have found that people tend to prefer 

entertainment to public affairs news (Boczkowski & Mitchelstein, 2013), others have 

found that people have a palpable interest in what is happening near where they live 

(Hecht & Moxley., 2009; Lin, 1992; LaCour, 2012; Mutz & Young, 2012).  

Could this mean that news consumers have a passion for local politics that has not 

yet been fully explored? If people’s interest in the local trumps efforts to seek out news 

that reinforces their political ideology or to avoid political news altogether, could this 

also mean that local news outlets are offering the “central civic space” for individuals 

from differing political ideologies that Katz feared was lost forever (Katz, 1996)? More 

broadly, what predicts local news consumption? Could those predictions reveal 

preferences that complicate or challenge prevailing audience theory? What follows is a 

review of the literature surrounding news audiences that points to where increased 

analysis of local news could shed valuable light on the conversation, or change its 

direction altogether. After pushing for the debate around audience polarization and 
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fragmentation to place more emphasis on local news, I present a case for an increase in 

content analysis of local news, so that scholars interested in media effects can have a 

better idea of what the news so many Americans regularly receive actually looks like. I 

conclude with an ordinal logistic regression analysis of Pew Research Center survey data 

about local news consumption to illustrate, among other things, that an interest in local 

news drives news consumption regardless of other geographic factors or political 

preferences.  

Background 

Since the early 20th century, scholars have expressed concern about how 

expanded media choice would affect democracy. Katz (1996) wrote that an increase in 

television channels in Israel meant the end of the nightly newscast’s role as a central civic 

space for the country’s citizens. He reasoned that additional media options meant that if a 

family turned on the television in the evening, they could now flip to something else 

besides the news that would more closely align with what they actually wanted to watch. 

He also predicted that if people were no longer sure that the news program they had 

previously been watching was what everyone else was watching, they would lose the 

motivation to watch it at all. The social pressure to keep up on public affairs would 

evaporate as more entertaining media options became available. “The here-and-now of 

current affairs is being minimized and ghettoized and overwhelmed by entertainment” 

(Katz, 1996, p. 24). Things only got bleaker from there. Once citizens lost television 

news as the common cultural ground, Katz feared they would also lose the communal 

space they once shared with people of opposing political perspectives. People across 

ideological divides who had once been able to discuss the same news stories they saw 
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while watching the same program would no longer do so. “We have all but lost television 

as the medium of national political integration” (Katz, 1996, p. 23). Katz concluded his 

litany of tragedies with an ominous forecast: no matter how devastating expanded media 

choice turned out to be for democracy, there could be no going back. Once society lost its 

central civic space, nothing could be done to replace it. Audiences would continue 

watching less news and growing more polarized in their media choices. The quality of 

democracy would continue to drop.  

Katz was just one of many scholars to express concern about the threat that the 

expansion of media choice posed to civic engagement. These concerns stemmed from 

fears of the effects of audience fragmentation and audience polarization, the leading 

theories for what occurs when there is an increase in media choice. Webster (2005) 

described audience fragmentation as what happens when a population’s media exposure 

is no longer concentrated in a few outlets but is instead spread across a large number of 

channels, each with a very small market share. Audience polarization, a related 

phenomenon, occurs when individuals choose the media they prefer and avoid the media 

they disagree with, which results in a separation of media audiences according to their 

preferences (Webster, 2005). Both concepts are extensions of selective exposure theory, 

which states that individuals choose media that reinforce their existing attitudes and 

interests (Lazarsfeld & Merton, 1948; Klapper, 1960). More recently, Mutz and Young 

have suggested that selective exposure should be further broken down into active and 

passive (2012). Active selective exposure is when an individual “actively chooses among 

alternative sources of news and information on the basis of a psychological preference” 

and passive selective exposure is when “factors other than individual choice lead to the 
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same pattern of likeminded exposure” (Mutz & Young, 2012, p. 1027). So, active 

selective exposure occurs when a person channel surfs, and passive selective exposure 

occurs when a person uses a recommender system on a website like Amazon or Netflix, 

or clicks on a link to a news article that they find on their Facebook newsfeed. Scholars 

fear that both are problematic for democracy. A person who exclusively watches 

MSNBC or Fox because they only want news that reflects their political party affiliation 

is getting biased information and is also making it impossible interact with people who 

hold opposing views. Similarly, a person who only clicks on news stories on Facebook or 

Google that reflect a liberal or conservative bias may soon see more stories that are 

similarly biased and fewer that are opposing, as the algorithms that curate the links that 

person sees may change to reflect those preferences (Pariser, 2011). 

Scholars have often used these theories to explore audience preferences, 

especially during media transitions. For example, Webster described how audience 

fragmentation and polarization played out among television audiences as the medium 

changed from single- to multichannel (Webster, 2005). Recently, scholars have applied 

the same theories to the advent of digital media. Many believed that the huge influx of 

media choices the Internet created would lead to extreme political polarization, as 

audiences could now much more easily only choose news media that would align with 

their beliefs and could avoid anything that did not reinforce them. Equally worrisome was 

the fear that, as people actively chose media that reinforced their beliefs, the systems that 

deliver their search results or social network feeds would tweak their algorithms to only 

deliver likeminded media. Either way, in this worst-case scenario, selective exposure 

would lead people into echo chambers where their perspectives would grow hardened and 
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more extreme (Jamieson & Cappella, 2010). Discussion across ideologies would cease to 

occur, and democracy as a whole would suffer the consequences of a polarized and 

uncooperative public. Another fate that worried scholars was that, with the advent of so 

many easily accessible entertainment media options, people would decide not to bother 

with political news at all (Prior, 2005; Katz, 1996; Mutz & Young, 2012). Instead of 

reading a news article about a crisis in a faraway country, more and more people would 

choose to play another round of Candy Crush. This would lead to a less-informed public, 

which would be less motivated to participate civically. Again, democracy would suffer. 

Soon, the Internet had been around long enough that scholars could test 

empirically whether or not society was heading down any of these problematic paths. The 

results indicated that, while far from perfect, things were not as dire as what many feared. 

To be sure, some concerns were confirmed: in an analysis of twenty news websites in 

seven countries, Boczkowski and Mitchelstein (2013) found that news consumers more 

often chose to read stories about entertainment, crime, and sports than stories about 

politics. In a separate analysis of people’s media preferences, Prior (2005) found the 

existence of a knowledge gap between people who prefer reading political news and 

people who do not. He described a phenomenon in which political knowledge rises 

among those who seek political news and falls among those who avoid it. This 

corroborates the fear shared by many that, as media options increase, so does the ease in 

which people avoid media they’re not interested in. For many, that includes political 

news (Prior, 2005, p. 583). Those who avoid political news also vote less than they did 

before the Internet. It’s worth noting, however, that the Internet is allowing those who 

prefer political news to get more of it than they were could before, which Prior finds 
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actually leads them vote more. Though it’s not exactly a glowing prognosis, this finding 

complicates Katz’s fear that a growth in entertainment media choices would do nothing 

but harm civic engagement in a democratic society. 

The findings are more clear-cut – and perhaps more surprising – when it comes to 

the question of ideology-based audience polarization. Scholars have found little evidence 

that individuals are increasingly choosing more ideologically driven news media over 

more general news (Prior, 2013; Gentzkow & Shapiro, 2011; Garrett, 2013). In his 

analysis of the television viewing habits of Americans, LaCour (2012) found that most 

people simply tune out news from ideological news sources altogether. Prior found “no 

firm evidence that partisan media are making ordinary Americans more partisan” (p. 1). 

And in a study of online news consumption, Gentzkow and Shapiro (2011) found that 

most online news consumption is concentrated in a small number of relatively centrist 

sites, rather than fragmented over a larger variety of extremist ones. What’s more, they 

found that people who do visit more extreme news websites are actually more likely to 

also visit sites associated with opposing ideologies (Gentzkow & Shapiro, 2011). They 

concluded that people who seek news from extremist news sources are heavy news 

seekers in general, which means they are more likely to seek out news from ideologically 

opposed news sources than people who simply spend less time consuming news.  

While these findings go a long way in presenting the current world of media and 

media effects as one slightly less fraught than previously assumed, they do nothing to 

address the question of how local news fits in. In The News Gap, Boczkowski and 

Mitchelstein (2013) analyzed the websites of national news sources; in his study of 

political polarization, Prior (2013) looked at national partisan media like Fox News and 



 9 

MSNBC; and the data Gentzkow and Shapiro (2011) used for their analysis of online 

news consumption excluded sites of local newspapers and television stations, as well as 

other local news and opinion sites. Considering that local news plays a larger role in the 

news diets of most Americans than any other kinds of news, this is a pretty glaring 

omission. “Although much attention has been focused in the literature on national sources 

of news such as network broadcasts and cable news channels, audience studies show that 

a majority of Americans report getting most of their news through local rather than 

national media systems” (Althaus, Cizmar, & Gimpel, 2009, p. 252). A 2013 Pew survey 

revealed that local television news reaches about nine in ten U.S. adults (Jurkowitz, 

2014), a majority no other kind of news comes close to reaching. Local news outlets are 

expanding: more than half of Americans say it is easier today to get the local information 

they want than it was five years ago (Jurkowitz, 2014) and its audience is growing with it. 

“Increasing the complexity of local media markets can be associated both with lower 

levels of exposure to non-local news media and with increased interest in locally 

produced news broadcasts” (Althaus, Cizmar, & Gimpel, 2009, p. 269). When it comes to 

local news, it seems that increasing supply also increases demand. 

Not only are most of Americans going to local sources for news, but they’re 

overwhelmingly doing so because they want news about local politics. According to Pew, 

the most popular local news topics are weather (89% of respondents reported getting it), 

breaking news (80%); local politics (67%) and crime (66%) (Rostentiel, Mitchell, 

Purcell, & Rainie, 2011). In his study of political polarization of news audiences, LaCour 

(2012) found that, regardless of their political affiliation, most people get political news 

from local televisions broadcasts. “Indeed, for the vast majority of individuals, local news 
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is their primary source of political information” (p. 33). In a media climate where news is 

constantly losing out to other options, local news has demonstrated genuine “staying 

power” (Althaus, Cizmar, & Gimpel, 2009, p. 269). Yet, little has been done to 

understand how its popularity has been able to withstand the explosion of so many other 

kinds of competing media. More importantly, it remains unknown how this huge piece of 

the news market figures into the established theoretical frameworks that have been 

driving media effects discourse for years. 

At this point it’s worth exploring the theoretical reasons local news holds such an 

enviable place in what Webster refers to as the “marketplace of attention” (2008). Waldo 

Tobler’s First Law of Cognitive Geography is a useful place to begin understanding what 

makes local news so appealing. The law states that everything is related to everything 

else, but near things are more related than distant things (Hecht & Moxley, 2009). 

Running an analysis of Wikipedia, Hecht and Moxley found that “nearby spatial entities 

in this knowledge repository have a much higher probability of having relations than 

entities that are farther apart” (2009, p. 16). Facebook creator Mark Zuckerberg explained 

this phenomenon more succinctly (though perhaps at the expense of some of Tobler’s 

charm): “A squirrel dying in front of your house may be more relevant to your interests 

right now than people dying in Africa” (D'Onfro, 2014). By this logic, local news is more 

appealing than national or international news because the events described in local news 

stories play a more direct role in the lives of its readers. In her analysis of the process by 

which audiences choose among a selection of local television news broadcasts, Lin found 

support for this conclusion. “Although viewers consider that a good local newscast 

should be ‘comprehensive’ in scope (i.e., to include state, national and world wide news), 
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they tend to only seek quality reporting in content categories more directly relevant to 

their immediate environment” [emphasis added] (1992, p. 382). 

Media audiences also appear to perceive local news differently from other kinds, 

which may mean they are inclined to consume more of it. Heider, McCombs, and 

Poindexter analyzed a survey that asked people what role they expected their local news 

sources to fill, and found that a majority reported that they wanted their local news source 

to be “a good neighbor” more then they wanted the source to be “a watchdog, unbiased 

and accurate, or fast,” which are traits commonly associated with journalism (2005, p. 

962). “Being a good neighbor included caring about your community, highlighting 

interesting people and groups in the community, understanding the local community, and 

offering solutions to community problems” (Heider, Mccombs, & Poindexter, 2005, p. 

963). Based on these findings, it might be assumed that media audiences prefer more 

“soft news” to “hard news” when it comes to local news. As Boczkowski (2008) 

explains, this distinction refers to the kinds of stories produced by journalists, where 

“hard news” stories are typically serious, political stories, and “soft news” stories are 

lighter and more entertaining. Soft news stories that highlight what’s going on in a local 

community or cast a positive spotlight on a community member are inexpensive to 

produce with modest resources compared to more investigative stories (Jurkowitz, 2014). 

So, the popularity of local news might be explained in part by a fortunate coincidence in 

which it is cheap and easy for local news outlets to produce exactly the kind of stories 

their audiences want.  

Unfortunately, it is difficult to make many general claims explain the popularity 

local news because, simply by virtue of being local, it is a kind of news that defies broad 
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characterizations. This presents a challenge when it comes to conducting a 

comprehensive analysis of local news audiences. Whereas discussions about news 

consumption in the aggregate are appropriate when the objects of investigation are 

audiences for national news outlets, once the focus shifts to local news it becomes 

necessary to place more consideration on the structural factors that play a role in 

determining news audience preferences. Some scholars are already doing this, and what 

they have found complicates prevailing ideas on the way people choose media (Althaus, 

Cizmar, & Gimpel, 2009; Trilling & Schoenbach, 2013; Webster, 2011). Althaus, 

Cizmar, and Gimpel (2009) found that geographic factors play a role in determining the 

news medium people prefer. Within the United States, they found that newspaper 

exposure is higher in northern states, cable news exposure is higher in the South, local 

and network television news is more popular in the East, and online news is more popular 

on the coasts. “News consumption,” they found, “has a distinctive geographic structure” 

(p. 263). Trilling and Schoenbach (2013) conducted a similar analysis of Austrian local 

news consumption, and found that “situational and contextual factors” specific to the 

region of residence play a significant role in determining news diets (p. 929). These are 

important first steps to understanding what motivates audiences to choose how they get 

local news, and how structural factors play into that decision. 

The geographic factors especially are worth examining more closely, as they call 

into question the oft-cited argument that it is in the best interest for all local news outlets 

to withhold an ideological slant when it comes to political news. Gentzkow found that 

news sources maintain a certain political bias only if that bias “maximizes economic 

welfare” (2010, p. 27). This economic incentive to vie for the largest possible audience 
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has led some to believe that local news sources will attempt to produce unbiased news to 

appeal to an already limited potential audience (Trilling & Schoenbach, 2013). This 

argument sounds persuasive until one considers that people frequently try to surround 

themselves with others that share their beliefs (Klapper, 1960). That means that, when 

they can make the choice themselves, people will settle in places where they can be near 

others like them. Gentzkow (2011) found that political polarization occurrs significantly 

more often within zip codes than it did online. He also found that the highest amount of 

polarization occurs within neighborhoods, families, and networks of work associations. 

“Most of what is known about face-to-face social networks suggests that networks are 

highly politically homogenous, even more so than the media that individuals consume” 

(Mutz & Young, 2012, p. 1039). Whether they are aware of it nor not, people try to 

surround themselves with others that share their views, which means a local newspaper 

could have more to gain by reporting news with a political slant than by attempting to be 

unbiased. 

On the other hand, because it is so popular, local news might attract audiences 

with opposing ideologies and a shared interest in what is happening around them. If this 

is the case, then scholars should consider collecting data on the local news these 

audiences are consuming and on the audiences themselves. If the shared interest that local 

news consumers have in their communities outweighs the passion of their differing 

ideologies, then local news may be an untapped resource for political conversation 

among people with opposing views. That’s a big “if,” but it’s also an exciting prospect. 

Perhaps people’s interest in what’s happening around them means that Katz’s central 

civic space has not been lost after all. 
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 In summary, previous studies of news audience preferences have focused mostly 

on national news, despite the fact that local news has been and continues to be the most 

widely consumed kind of news in the United States. As a result, these studies have 

addressed questions about audience interest in political news while all but excluding 

interest in local political news. Because local news is so popular, and because people 

have a demonstrated preference for knowing about things that are happening closer to 

where they are, it is important to begin learning more about what motivates local news 

consumption to better understand how or even if local news consumers are interacting 

with one another. Based on Tobler’s First Law of Cognitive Geography, I hypothesize 

that an interest in local news will predict news consumption. I also hypothesize that an 

interest in local political news will predict an increase in news consumption. Last, 

consistent with what has been observed among national news audiences, I hypothesize 

that political party affiliation and ideological perspectives will not be significant 

predictors of local news consumption. 

Data and Methods 

 The data source is the 2011 Local News Survey, sponsored by Pew Research 

Center’s Internet & American Life Project, the Project for Excellence in Journalism, and 

the John S. and James L. Knight Foundation. Data were collected in January 2011, from a 

nationally representative sample of American adults using landline telephone and cellular 

phones. The response rate was 13.4% for the landline sample and 15.5% for the cellular 

sample, so the results come from a total of 2,251 adults ages 18 and over. 

 The dependent variable is news consumption, measured with a single-item 

question. Respondents were asked, “In general, how much do you enjoy keeping up with 
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the news?” Responses ranged from 1 (a lot) to 4 (not at all). The scale was reversed so 

that a higher score would indicate greater news consumption. 

 The main independent variables are interest in local, national, and international 

news, interest in different local news story topics, and a series of geographic and 

individual factors. Local, national, and international news interest are binary variables 

(for example, 0 = “I follow local news closely only when something important is 

happening” and 1 = “I follow local news closely most of the time, whether or not 

something important is happening”). Respondent interest in different local news topics is 

also measured with a series of binary variables (0 = “not interested” and 1 = 

“interested”). For example, respondents were asked, “Do you ever get information about 

the weather?” and gave “yes” or “no” answers. Respondents were asked whether they 

live in a suburb, city, small town, or rural area. These were coded into binary variables (0 

= “no” and 1 = “yes”). Last, political party affiliation and political ideology are included, 

again as individual binary variables for each political party and ideology (Republican, 

Democrat, or Independent; conservative, liberal, or moderate).   

 Age, education, and income are included as controls, since each of these have 

expected links to news consumption. Age especially is a variable strongly related to news 

avoidance (Trilling & Schoenbach, 2013). Each is measured as an ordinal variable. 

Education is coded on a seven-point scale (1 = none, or through junior high school, 2 = 

some high school, 3 = high school graduate, 4 = technical, trade, or vocational school, 5 = 

some college, but no degree, 6 = college graduate, and 7 = post-graduate training). 

Income is coded on a nine-point scale (1 = less than $10,000; 2 = $10,000 to $20,000; 3 = 
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$20,000 to $30,000; 4 = $30,000 to $40,000; 5 = $40,000 to $50,000; 6 = $50,000 to 

$75,000; 7 = $75,000 to $100,000; 8 = $100,000 to $150,000; and 9 = $150,000 or more).  

 I estimate generalized ordered logit models to examine the effects of interest in 

kinds of news, interest in kinds of local news story topics, geographic factors, political 

preferences, and other variables on the level of news consumption since the dependent 

variable takes on four discrete ordinal values. I ran specification tests and did not find any 

violation of the parallel slope assumption. 

Results 

Table 1 shows the descriptive statistics for the main dependent and independent 

variables. More than half of the respondents say they follow national news, international 

news, and local news closely all of the time; however, slightly more respondents report 

following local news than national news or international news, which is by far the least 

popular kind of news to follow closely. While local political news is notably more 

popular than arts and entertainment news, it is still a less popular topic of local news than 

breaking news or weather. Republicans, Democrats, and Independents are split fairly 

evenly, but there are nearly twice as many conservatives as there are liberals when it 

comes to political ideology. The mean amount of education for respondents is high 

school and some sort of vocational or trade schooling, and the mean income for 

respondents is between $40,000 and $50,000. The number of observations drops for the 

interest in local news story topic variables because there were two forms of the survey, 

one with one batch of story topics and one with another. 

 
 

Table 1: Descriptive Statistics 
Variables Obs. Mean Std. Dev. Percentages 
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Table 2 shows the ordered logit models. The first model includes local news, 

national news, and international news, as well as the local news story topics, and the 

controls. The second and third models add the geographic and individual factors. Overall, 

an interest in local news increases news consumption, as does an interest in both national 

and international news. Respondent interest in specific local news story topics has no 

significant effect on news consumption. 

News consumption [1,4] 2233 3.423 0.807  
News interest      

  Local news [0,1] 2181 0.76 0.427 75.97% 
  National news [0,1] 2191 0.734 0.442 73.44% 
  International news [0,1] 2122 0.604 0.489 60.44% 

Local news story topic interest     
  Politics [0,1] 1158 0.717 0.451 71.68% 
  Breaking [0,1] 1160 0.816 0.387 81.64% 
  Weather [0,1] 1163 0.91 0.287 90.97% 
  Arts and entertainment [0,1] 1162 0.633 0.482 63.34% 

Political party affiliation     
  Democrat [0,1] 2005 0.332 0.471 33.27% 
  Republican [0,1] 2005 0.316 0.465 31.62% 
  Independent [0,1] 2005 0.351 0.477 35.11% 

Political ideology     
  Liberal [0,1] 2039 0.221 0.415 22.12% 
  Conservative [0,1] 2039 0.422 0.494 42.28% 
  Moderate [0,1] 2039 0.356 0.489 35.61% 

Geographic characteristics     
  Large city [0,1] 2233 0.18 0.385 18.05% 
  Suburb near a large city [0,1] 2233 0.213 0.409 21.27% 
  Small city or town 2233 0.387 0.487 38.74% 
  Rural area 2233 0.219 0.414 21.94% 

Control variables     
Education [1,7] 2232 4.516 1.678  
Income [1,9] 1778 4.88 2.429  
Age [18,97] 2193 50.634 18.515  
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Table 2: Ordered logistic regression results 

 
Model 1 Model 2 Model 3 

News Interest 
  

 
Local News 0.756*** (3.99) 0.742*** (3.9) 0.759*** (3.97) 
International News 0.793*** (4.34) 0.809*** (4.4) 0.806*** (4.35) 
National News 1.325*** (6.38) 1.31*** (6.28) 1.301*** (6.22) 
Local news story topic interest 

  
 

Politics -0.0383 (-0.19) -0.0487 (-0.24) -0.0416 (-0.21) 
Breaking 0.120 (0.51) 0.1104 (0.47) 0.12 (0.51) 
Weather 0.550 (1.75) 0.558 (1.77) 0.538 (1.69) 
Arts -0.156 (-0.83) -0.189 (-0.76) -0.136 (-0.72) 
Political party affiliation 

  
 

Democrat 
 

0.168 (0.87) 0.141 (0.73) 
Republican 

 
0.287 (1.34) 0.269 (1.25) 

Independent 
 

= = 

Political ideology 
  

 
Liberal 

 
0.148 (0.70) 0.156 (0.74) 

Conservative 
 

0.015 (0.08) 0.0124 (0.06) 
Moderate 

 
= = 

Geography 
  

 
City 

  
0.121 (0.46) 

Small town 
  

-0.113 (-0.50) 
Suburb 

  
0.0259 (0.10) 

Rural area 
  

= 

Control variables 
  

 
Age 0.0321*** (6.73) 0.032*** (6.62) 0.0324*** (6.66) 
Education -0.0306 (-0.52) -0.034 (-0.57) -0.0318 (-0.53) 
Income 0.0342 (0.88) 0.032 (0.82) 0.031 (0.78) 
Cut 1 Constant -0.389 (-0.88) -0.256 (-0.56) -0.247 (-0.50) 
Cut 2 Constant 1.415*** (3.44) 1.542*** (3.59) 1.550*** (3.36) 
Cut 3 Constant 3.646*** (8.38) 3.792*** (8.38) 3.800*** (7.84) 
n 759 759 759 
Pseudo r-squared 0.165 0.167 0.168 
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Bic 1286.4 1310.4 1329.4 
Log-likelihood -600.11 -598.928   -598.36 
 
p<0.05, ** p<0.01, *** p<0.001; t statistics in parentheses. 

 
 Political party affiliation and political ideology also do not significantly impact 

news consumption habit, nor do geographic factors. The only variable that significantly 

predicts news consumption is age, and it does so in all three models. This might simply 

be a reflection of the relatively small number of observations, or it might be a reflection 

of how large age looms as a predictor of news consumption habits. 

Discussion 

 In general, it seems as though age is an incredibly important variable when it 

comes to predicting news consumption. In each model, an increase in one year of 

respondent age indicated an increase in news consumption of about 0.03 logged odds; 

however, it seems as though the other factors of predicting news consumption are less 

powerful than originally suspected. While an interest in different kinds of news – 

including local – predicts an increase in news consumption generally, an interest in 

specific kinds of local news stories appears to have no significant effect in this regard. 

Political party affiliation and political ideology are also not significant predictors of news 

consumption, which I hypothesized, would be the case. And geography seems not to play 

a role in motivating an interest in following the news as well. Based on these findings, it 

sees that the factors that influence news consumption may have less to do with news 

interest, political values, and geography, and more to do with age and other structural 

factors not considered in this survey.  

 Though these findings do not confirm that an interest in local politics predicts 

news consumption, they do support the claim that an interest in local news is a powerful 
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piece of people’s news diets. Why that is the case remains unknown. Yet, the fact that 

local news plays a pivotal role in motivating news consumption, combined with the fact 

that it appears to attract readers regardless of their geography or political values, is all the 

more reason to begin more closely examining it. Local news is an important piece of 

people’s news diets. It’s time to make it an important part of the conversation about news 

audiences.     
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