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Media Usage Update
July 2024

 Platforms Used

 Percentage of Time Spent by Device

 Sources for Local News

 Trust in Media

 Value Proposition for LOCAL

Gen Z ● Millennials ● Gen X ● Boomers

Presenter Notes
Presentation Notes
Platforms – how they’re getting TV/Video or Radio/Audio contentPercent of Time Spent – Smartphone vs other devicesSources for Local News – Go-to’s; primary sourceTrust in Media – Level of trustValue Proposition – Importance of LOCAL providers and local sources



3 Key Insights

Survey Methodology: Vetted, Online Panel Sample

Sample Size: 500 Completed Surveys

Data Collection: July 18-22, 2024

Sample Target: Adults 18-64 (Stratified by Generational Group, Gender, Area, and Ethnicity)

4 Key Generational Groups

Gen Z Millennials Gen X Boomers

30%
23% 26%

22%

(18-27) (28-43) (44-59) (60-64)

© 2024 AR&D Confidential and Proprietary

Who We Targeted

254 
Counties

Presenter Notes
Presentation Notes
Gen Z: 12-27Boomers: 60-78Good mix: Urban, Suburban, RuralCan segment by Hispanic/Latino respondents



TV / Video Content: Devices Used
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36%
42%

52% 52%

13%
16% 14%

20%
24%

20%
17%

14%

27%
22%

17%
14%

Gen Z Millennials Gen X Boomers

Internet-Connected TV TV Computer/Tablet Smartphone

Percent of Time
Spent Watching Via…

45%

16%

19%

20%

Internet-connected

NOT 
Internet-connected

 84% of all viewing is via “connected” device

“When you watch TV or video content, what percentage of the 
time do you spend watching on these devices?”

Presenter Notes
Presentation Notes
Not too long ago, traditional TVs dominated household viewing. Rise of smart TVs and streaming devices has led to a notable increase in internet-connected TV usage across all generations.Preference for On-demand content over scheduled linear programming.Rise of Mobile Viewing: Today, Gen Z and Millennials, spend  particular, spend 7-10 hours on their smartphonesStreaming Services Growth: The proliferation of streaming services like Netflix, Hulu, and Disney+ has fundamentally changed viewing habits. Consumers now prefer the flexibility of streaming over traditional cable or satellite TV as we’ll see in the next slide.
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Streaming
Content

Social
Media

Live TV
Streaming

Cable TV

OTA

Satellite TV

Gen Z Millennials Gen X Boomers

Platforms Used to Watch TV / Video Content
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80%

64%

43%

29%

16%

14%

 Invest in Streaming Content / Leverage Social Media

“Which of the following methods do you use to watch TV or video content?

Presenter Notes
Presentation Notes
No surprise…Shift to Streaming/Digital: There is a clear shift towards digital and streaming platforms, especially among younger generations. Decline of Traditional TV: Traditional TV methods like cable and satellite are less popular among younger generations, though still relevant for older groups.Social Media Importance: Social media is a key platform for video content consumption among younger generations but less so for older.TakeawaysExpand Live Streaming, On-demand Offerings: Local news, sports, special events, music, and interactive live shows.Leverage Social Media: Engaging short-form, snackable content. Short attention spans, on-the-go. Brief news updates/highlights, calls to action, interactive polls, visually appealing graphics. They seek instant gratification. Use to drive traffic to your main broadcasts.Promote Hybrid Viewing Options: For instance, additional content, behind-the-scenes footage, or interactive features online to complement your traditional broadcasts.
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Streaming Music
Services

Traditional
AM/FM Radio

Podcasts

Internet Radio

Satellite Radio

Audiobooks

Gen Z Millennials Gen X Boomers

Platforms Used to Listen to Radio / Audio Content
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72%

59%

36%

36%

24%

17%

 Enhance Streaming Offerings / Optimize Mobile

“Which of the following methods do you use to listen to the radio or audio content?”

Presenter Notes
Presentation Notes
A similar shift in Radio…Generational Divide: There's a clear generational divide in audio content consumption, with younger generations favoring modern, flexible options and older generations sticking more to traditional formats.Digital Dominates: Younger generations are more inclined towards digital platforms like streaming services, podcasts, and internet radio.Traditional vs. Digital: Older generations still rely significantly on traditional AM/FM radio, though there's an evident adoption of digital platforms as well.Takeaways:Mobile OptimizationLive Stream Radio content on website and apps.Expand Podcast Offerings / Align with Local InfluencersSocial Media Integration: Behind-the-scenes content, live interaction during shows, live polls



30%
28%

33%
46%

0% 10% 20% 30% 40% 50%

Television

Social Media

Websites

Aggregators

Apps

Radio

Newspapers

Gen Z Millennials Gen X Boomers

Sources for News: Percent of Time You Seek News from…
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29%

23%

14%

11%

10%

9%

The Great Divide

4%

“What percentage of time do you seek news information from the following sources?” 

Presenter Notes
Presentation Notes
The age divide is quite pronounced when it comes to platforms used for news. Similar to a year ago; TV and social media have flip-flopped.Social Media has become a big source for news for the younger generation.Traditional broadcast methods are still highly relevant among older consumers.The use of apps among younger generations suggests an affinity for mobile-first news consumption.Radio news maintains relatively even usage across generations, suggesting it remains a stable channel for news despite the growth of digital platforms.Newspapers have minimal impact on all generational groups, with only 5% or less of each group using them as a news source.�*Aggregators: Google News, Reddit, Flipboard*National Providers: AP, The Guardian, HuffPost, USA Today, WSJ, etc.



Specific Sources for News
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Top 7 Go-To Sources for News

Gen Z

58%

55%

52%

Local TV News 46%

Broadcast News 44%

Local News/Talk 
Radio

42%

38%

Millennials

Local TV News 64%

60%

58%

57%

52%

50%

Broadcast News 47%

Gen X

Local TV News 70%

60%

53%

53%

Cable News 47%

Broadcast News 43%

Local News/Talk 
Radio

43%

Boomers

Local TV News 76%

Broadcast News 50%

Local News/Talk 
Radio

38%

36%

34%

33%

Cable News 33%

20%

Local TV News 12%
Local Radio 3%

Local TV News 24%

15%
Local Radio 4%

Local TV News 34%

Cable News 12%
Local Radio 2%

Local TV News 36%

Cable News 14%
Local Radio 5%

8 Executive Summary

Primary Source for News

Presenter Notes
Presentation Notes
This is the harsh reality local news organizations face!The top 3 go-to sources for news for Gen Z are social media channels - NOT local TV news, NOT broadcast news, NOT radio.Millennials are a quite a bit more engaged with local TV news but social also makes 5 of the top-7 slots for news. That’s the future folks!Local TV News is still a go-to source for all generationsYouTube has come on strong. Facebook has been pulling back from news while YouTube has been prioritizing news on the platform. YouTube is also a faster way to monetize with short and long-form videos. And, it’s more evergreen content that won’t be lost in news feeds. You can also take shorter, snackable content on TikTok and Instagram and funnel back to longer YouTube videos.YouTube Content: Debates, panels, live events, in-depth contentLocal news/talk radio is a consistent news source across all generations but does not top the list for any, suggesting it is a supplementary source rather than a primary one for most.Primary Source: So we tried to get to the bottom line. You have your go-to’s but what is your PRIMARY source for news? TikTok once again for Gen Z. Facebook was primary for Millennials last year, but has slipped likely for reasons mentioned earlier.The good news is that local TV news is the top go-to as well as primary source for those in their late 20s and older*Aggregators: Google News, Reddit, Flipboard*National Providers: AP, The Guardian, HuffPost, USA Today, WSJ, etc.



Does LOCAL Have Value?
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33%
41% 43%

49% 50% 52%
56%

61% 63%

72%

13% 10%
14% 15% 14% 15% 18% 16%

23% 24%

Social
Media

Local
Newsletters

Local
Govt

National
Newspapers

Local
Newspapers

National
Radio

Broadcast/
Cable News

Local Radio
Stations

Friends/
Family

Local TV
News

Trust Mostly Trust a Lot

“How much do you trust the news and information that you get from the following sources?”

Trusted Sources

 Trust Local!

Presenter Notes
Presentation Notes
Does LOCAL have value?High Trust in LOCAL Media: Local TV News enjoys the highest trust among viewers, with 72% trusting mostly and 24% trusting a lot. Local radio stations also score high in trust, with 61% trusting mostly and 16% trusting a lot. This underscores the significant credibility local media holds over national outlets, and especially social media.Takeaways:Emphasize credibility through transparent reporting: Clear sourcing, fact-checking, and open correction policies.Promote Local Journalism: Showcase behind-the-scenes efforts to get the story and humanize the news. This can help demystify the journalistic process and foster greater trust.Actively combat misinformation. Quick, accurate, and clear fact-checking can position local stations as reliable alternatives to the often-polarized national media and social media.Digital spaces adhere to same high standards: While digital platforms like social media have lower trust levels, they remain crucial for reaching broader audiences, especially younger demographics.
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“How important is it to have LOCAL providers and LOCAL sources
 you can turn to for news and information?”

The Value of LOCAL

41% 43%
58%

68%

37% 33%

33%
21%

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

Gen Z Millennials Gen X Boomers

Somewhat
Very Important

Very 
Important…

Somewhat
31%

Neutral
12%

Presenter Notes
Presentation Notes
Strong Preference for Local Among Older Generations:Gen X and Boomers: a deep trust and reliance on local sources for news and information. This trend underscores the importance of local media as a trusted resource in an age of skepticism towards broader media.Significant Appreciation Among Younger Generations.Overall Positive Perception of Local Media: Combining the percentages, better than 70% say local providers and sources are important.Takeaways:Expand credibility and value through multi-platform strategies: This includes social media, podcasts, and mobile apps, ensuring that local news is accessible in the formats that these generations use most.Promote the unique benefits of Local news: Being first, trusted provider, trusted sources, accountability, providing exclusivity, in touch with the community and changes happening locally, and on top of IMPACT news that directly affects viewers' daily lives.
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THE PATH FORWARD

42%

23%

8%

7%

7%

4%

TRUST 
is your greatest asset.
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THE PATH FORWARD

42%

23%

8%

7%

7%

4%

LOCAL CONTENT 
is your greatest opportunity.
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THE PATH FORWARD

42%

23%

8%

7%

7%

4%

MARKETING 
is your greatest advantage.
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THE PATH FORWARD

42%

23%

8%

7%

7%

4%

Millennials and Gen Zers
are your most critical targets.
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THE PATH FORWARD

42%

23%

8%

7%

7%

4%

• Broadcasters must accelerate their transformation
to being local programming producers.

• They must be producers and distributors of 
highly “targeted” content.

• The overarching strategy is to develop a “portfolio 
of content products.”
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THE PATH FORWARD

42%

23%

8%

7%

7%

4%
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THE HEADWINDS -- 2025

42%

23%

8%

7%

7%

4%

• Next year will be a very challenging year for 
revenue.

• Most analysts believe every year after will be 
even more challenging.

• Audiences will continue to fragment and new
product offerings (competitors) will be introduced.
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THE CHALLENGES

42%

23%

8%

7%

7%

4%

Why consolidation has been a double-edge sword.

1. “Efficiencies” are local expense reductions and 
fewer people.

2. “Content Sharing” replaces local content.

3. The volume and quality of local content declines.
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2005:  LESSONS FROM THE PAST

42%

23%

8%

7%

7%

4%

NEWSPAPER NEXT:
The Transformation Project
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2005:  LESSONS FROM THE PAST

42%

23%

8%

7%

7%

4%

NEWSPAPER NEXT: The Transformation Project

“A project strategy to encourage newspapers to 
experiment outside of their “core news product” 
to compete with cheaper alternatives, disruptive 
products, that are proliferating online and as niche 
publications.”
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2005:  LESSONS FROM THE PAST

42%

23%

8%

7%

7%

4%CLAYTON CHRISTENSEN
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2005:  LESSONS FROM THE PAST

42%

23%

8%

7%

7%

4%



24 Executive Summary © 2024 AR&D, Confidential and Proprietary

2005:  LESSONS FROM THE PAST

42%

23%

8%

7%

7%

4%

1. Arrogancy.  

NEWSPAPER NEXT: Why It Failed?

Publishers believed newspapers were too big 
and too important to fail. 
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2005:  LESSONS FROM THE PAST

42%

23%

8%

7%

7%

4%

2. Risk Adverse.  

NEWSPAPER NEXT: Why It Failed?

There was a strong reluctance to invest in new
products that could fail, or would compete
with the current newspaper business. 
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2005:  LESSONS FROM THE PAST

42%

23%

8%

7%

7%

4%

3. Unrealistic ROI.  

NEWSPAPER NEXT: Why It Failed?

The metrics for financial success were based
on the current newspaper model – not a 
“start up” or new development initiative.
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2005:  LESSONS FROM THE PAST

42%

23%

8%

7%

7%

4%

4. Culture Killed The Canary.  

NEWSPAPER NEXT: Why It Failed?

Newspapers were not fleet-of-foot, flexible 
and adaptable. Comfort was their oxygen.
Employees sought stability and comfort over 
transformative change.
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2005:  LESSONS FROM THE PAST

42%

23%

8%

7%

7%

4%

5. Leadership.  

NEWSPAPER NEXT: Why It Failed?

Ninety percent of change initiatives fail.
Lack of leadership is the overwhelming reason
for failure.  Successful innovation and change 
management always starts at the top. 
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2005:  LESSONS FROM THE PAST

42%

23%

8%

7%

7%

4%

6. Fear.  

NEWSPAPER NEXT: Why It Failed?

Most people fear change. The notion of rethinking
the monolithic newspaper model and focusing 
on a portfolio of new products scared the hell 
out of the them.
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LOCAL BROADCASTER CONTENT MODEL

42%

23%

8%

7%

7%

4%

SOCIAL MEDIA

• Facebook
• Instagram
• Tik Tok
• Snap
• X

APPS
• News
• Weather
• TAR-1
• TAR-2

STREAMING

PODCASTS

EMAIL CONTENT 

• Local Newsletter
• Community Events
• TAR-1
• TAR-2

• D-1
• D-2
• D-3

LEGACY BROADCAST

WEBSITE

• TAR-3
• TAR-4
• TAR-5

• 24-Hour News
• 24-Hour Weather
• Breaking News
• Live Events
• Fast Channels
• On-Demand

YOUTUBE
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TARGETED CONTENT VIA EMAIL

42%

23%

8%

7%

7%

4%

1440

https://join1440.com/newsletter/market-meltdown-google-verdict-and-the-best-romance-novels

The most impactful stories of the day, distilled to deepen your 
understanding of the world and save you time. By humans, for humans.

https://join1440.com/newsletter/market-meltdown-google-verdict-and-the-best-romance-novels
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TARGETED CONTENT VIA EMAIL

42%

23%

8%

7%

7%

4%

FTW Today is a hyper-local media company, focused on 
activating communities through daily email newsletters that 
aggregate the most positive, impactful local news + events.

https://ftwtoday.6amcity.com/newsletter/00000190-c235-d615-a993-ceb530550027

https://ftwtoday.6amcity.com/newsletter/00000190-c235-d615-a993-ceb530550027
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PODCASTS

42%

23%

8%

7%

7%

4%
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PODCASTS

42%

23%

8%

7%

7%

4%

• Driven by personality and high 
interest content 

• Engaging conversation and
substantive topics

• Target specific audience

WHAT WORKS?

• Dramatic and emotional

• Typical length: 20 – 45 minutes
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WFAA, DALLAS:  Jason Wheeler and Jason Whitely

42%

23%

8%

7%

7%

4%

* More than 1,000,000 downloads
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PORTFOLIO CASE STUDY:  KLTV, TYLER

42%

23%

8%

7%

7%

4%



37 Executive Summary © 2024 AR&D, Confidential and Proprietary

A PORTFOLIO OF APPS

42%

23%

8%

7%

7%

4%
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A PORTFOLIO OF PRODUCTS
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23%

8%

7%
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4%
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A PORFOLIO OF PRODUCTS
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A PORTFOLIO OF PRODUCTS
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A PORTFOLIO OF PRODUCTS

42%

23%

8%

7%
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WHAT YOU CAN DO

42%

23%

8%

7%

7%

4%

• How do you get started?
      JUST START

A LEAP OF FAITH

• If you wait until you figure it
all out, you will never begin. 

• Choose one product, put your
heart in it, and don’t give up.
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WHAT YOU CAN DO

42%

23%

8%

7%

7%

4%

• Legacy priorities prevent new
development projects from
gaining traction and on-time 
completion.

THE REALITY CHECK

• Formally track KPIs and
metrics weekly. Development
teams need encouragement
and feedback. 
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WHAT YOU CAN DO

42%

23%

8%

7%

7%

4%

• Most organizations cannot
hire additional staff. So, it
must reposition or replace
current staff.

STAFF REALIGNMENT

• Personnel must be aligned
based on new priorities –
not legacy positions. 
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WHAT YOU CAN DO

42%

23%

8%

7%

7%

4%

• Revenue is a “slow burn.”

TYPICAL R.O.I

• Year 1: Breakeven
• Year 2:  2-to-1 Return
• Year 3: 4-to-1 Return
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LOCAL BROADCASTER CONTENT MODEL

42%

23%

8%

7%

7%

4%

SOCIAL MEDIA

• Facebook
• Instagram
• Tik Tok
• Snap
• X

APPS
• News
• Weather
• TAR-1
• TAR-2

STREAMING

PODCASTS

EMAIL CONTENT 

• Local Newsletter
• Community Events
• TAR-1
• TAR-2

• D-1
• D-2
• D-3

LEGACY BROADCAST

WEBSITE

• TAR-3
• TAR-4
• TAR-5

• 24-Hour News
• 24-Hour Weather
• Breaking News
• Live Events
• Fast Channels
• On-Demand

YOUTUBE
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