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Message from National Journal

Occasion for the Research

First conducted in 2002, Washington in the Information Age explores the media consumption habits of policy professionals
inside the Beltway. This latest edition reveals a much more tech-savvy respondent group, more fragmented, skeptical and
discerning than ever before. Past studies have focused on new information channels and formats, and Washington insiders’
ability to keep pace with such innovations and sift through the (ever-increasing) volume of content available to them.

While much has changed over the past 15 years, when we fielded our research last spring, we could not have imagined the
energetic debate that would emerge around the role of media in Washington and the fundamental question about whom we
trust. To that end, our 2017 work incorporates new questions to capture DC insiders’ shifting attitudes around news and
information, and the subsequent impact on their consumption behavior.

Influential Washington Voices

Over 1,000 senior-level policy professionals participated in this year’s study, including congressional staff members, federal
executives and private sector professionals. Our private sector respondents reflect leaders within government affairs and
communications, representing corporations, associations, nonprofits, think tanks, lobbying and public affairs firms, media
and others. Without the candid feedback from all these research partners, this study simply would not exist.

A Note of Thanks

We are grateful for the participation of numerous individuals within National Journal, Atlantic Media and The
Congressional Management Foundation who generously offered us their insights, support and opinions throughout this
process. For their kind support, we extend our sincere thanks.

These findings offer insight and context for what’s changing in the Washington media landscape. Whether you are
formulating a communications plan, producing content for a policy audience, or targeting a specific demographic with a
particular message, we hope that this research offers you helpful guidance and we look forward to serving you further.

With our continuing appreciation,

Gina Kim

Chief Analytics Officer, National Journal
Washington, DC

2017

© National Journal 2017
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Changing behaviors, changing landscape
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Tradition of in-depth research on Washington influentials
Deep exploration of news and information consumption habits
Robust cross section of policy influentials

Online survey fielded May to June 2017
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Roadmap

Key takeaways in 2017

® Trusted and reliable sources

Resources and decision-
making

Social media

Media brands

o Channel and format
preferences

Information consumption by
time of day

What is the state of trust in media today?
Which sources do insiders trust the most?
How does trust impact what’s consumed?

How do information resources help shape insiders’ opinions on policy issues?
Where and how can one influence policy decisions?
How are preferences for different resources changing over time?

Which social media platforms are used in DC?
What motivates insiders’ use of social media?
How do congressional staff use social media?

Which media outlets are most relied on for Washington news and information?
Which journalists are most widely followed by DC insiders?

How do DC insiders access news and information today?
What channels are insiders gravitating towards?

Which channels do DC insiders rely on for news and information across the day?
How do patterns differ across workplaces?

© National Journal 2017
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A few words on methodology

Combining past approaches with forward-looking perspectives

Narrowing the Field

* Online survey conducted in May

and June 2017

+ Target audiences include Capitol

Hill staff, federal government
executives and private sector
public affairs professionals

* Focused on professionals
within the Washington, D.C.
metropolitan area

Compiling Key Data

Over 1,100 Washington insiders,
including more than 150 Capitol Hill
staff, 400 federal executives and over
600 private sector public affairs
professionals

Leveraged questions from earlier
Washington in the Information Age
surveys, added/updated others to
reflect rapidly changing media
consumption habits

Comparisons to past research (2012,
2015, 2016) available for select 2017
data points

Reflecting Respondent Voices

Respondents encouraged to share
more directed written feedback and
perspectives on select multiple choice
questions

Questions generated compelling
elaborations on key issues and themes
presented, with responses ranging
from one word to several paragraphs
in length

Feedback provided helpful insight into
answer choices and uncovered broader
trends embedded within research
observations/quantitative data
analysis

© National Journal 2017
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A snapshot of Washington insiders

2017 respondents consistent with earlier WIA data

Composition of Survey Respondents
PERCENTAGE OF RESPONDENTS, N=1,190

CAPITOL HILL
N=154

FEDERAL
PRIVATE EXECUTIVES
SECTOR N=401
N=635

REPUBLICAN

INDEPENDENT

Party Breakdown of Survey Respondents

Generational Breakdown of Survey Respondents
PERCENTAGE OF RESPONDENTS

OVER 65 MILLENNIAL

BABY

GENERATION
BOOMER X

DEMOCRAT

OTHER/NOT SAY

Source: Washington in the Information Age 2017; National Journal research and analysis.
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In focus: Capitol Hill

Job Title
PERCENTAGE OF CAPITOL HILL RESPONDENTS

OTHER (FELLOWS,
SPECIALISTS, ISSUE
ADVOCATES)

CHIEF OF STAFF

PROFESSIONAL

STAFF COMMUNICATIONS

DIRECTOR

STAFF ASSISTANT

LEGISLATIVE
CORRESPONDENT
LEGISLATIVE
PRESS SECRETARY DIRECTOR

SENIOR POLICY
ADVISOR

CHIEF COUNSEL OR

LEGISLATIVE
COUNSEL

ASSISTANT

Top 5 Policy-Related Functions

PERCENTAGE OF CAPITOL HILL RESPONDENTS

Analyze, develop, or write legislation 47%
or policy °
Manage staff in a policy, legislative, 459
or communications role °

Write papers, articles, or other
documents related to legislation or 27%
public policy
Directly advise co-workers or clients 279
on legislative regulatory issues °

Directly interface with clients or
public officials and their staff to
discuss/advise on policy

13%

Source: Washington in the Information Age 2017; National Journal research and analysis.
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In focus: Federal Executives

Civil Service GS Level

PERCENTAGE OF FEDERAL EXECUTIVE RESPONDENTS

POLITICAL APPOINTEE OR
OTHER SENIOR EXECUTIVE SERVICE

GS/GM-1-8

GS/GM-9-11

GS/GM-12

GS/GM-15

GS/GM-13

GS/GM-14

Top 5 Policy-Related Functions

PERCENTAGE OF FEDERAL EXECUTIVE RESPONDENTS

Play a role in managing a budget
planning or budget approval process

Manage staff in a policy, legislation,
or communications role

Directly advise co-workers or clients
on legislative or regulatory issues

Analyze, develop, or write legislation
or policy

Write papers, articles, other
documents related to legislation or
public policy

25%

23%

20%

14%

Source: Washington in the Information Age 2017; National Journal research and analysis.

© National Journal 2017
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In focus: Private Sector

Job Title
PERCENTAGE OF PRIVATE SECTOR RESPONDENTS

OTHER PRESIDENT/CEO

ANALYST

ASSOCIATE

REPORTER/
EDITOR

CONSULTANT
EXECUTIVE VP

LOBBYIST

PARTNER/
PRINCIPAL

MANAGER/DIRECTOR

Top 5 Policy-Related Functions

PERCENTAGE OF PRIVATE SECTOR RESPONDENTS

Manage staff in a policy, legislative, 47%
or communications role °
Directly interface with clients or
40%

public officials and their staff to
discuss/advise on policy

Write papers, articles, or other
documents related to legislation or
public policy

28%

Directly advise co-workers or clients 26%

on legislative regulatory issues

Speak on legislative or regulatory

o,
issues 19%

Source: Washington in the Information Age 2017; National Journal research and analysis.
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Key takeaways in 2017 @))))) RELATED STUDY SECTIONS

o)

®
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Norms in Washington have changed from the top down since 2016, disrupting the media landscape. The
2016 election exposed instabilities in the media environment and many trends observed in 2017 are directly related to the
new Administration. From the President’s affinity for social media, to the widening partisan gap in media brand trust and
how news is consumed, leadership’s information consumption habits heavily influence habits inside the Beltway.

“Trust but verify” is back in vogue, with many insiders responding to media instability and partisan bias
by reevaluating their media use and exposure. Insiders have historically consumed media brands across the
political spectrum, but mistrust in media became a campaign issue in 2016, impacting insiders’ reliance on go-to sources
in 2017.

Washington insiders believe their media savviness serves them well and positions them as better
informed than those outside the Beltway. In the face of the fake news phenomenon, insiders are highly confident in
their ability to detect attempts at misinformation. With more time devoted to news consumption, access to multiple
resources and often, first-hand experience with the spin room, this group prizes their ability to tell fact from fiction. They
seek facts, not talking points, and remain open to nuanced arguments and policy details.

While trust remains highest in mainstream sources, we begin to see a major divide by party. Republicans’
trust in their go-to sources declined in 2017, with trust in national and inside-the-Beltway brands dropping by double
digits, while Democrats rallied around a number of major media brands, their confidence in mainstream media is on the
rise. With media brands of choice increasingly divided along party lines, driving a consensus view on an issue may be
more difficult, and taking a tailored approach to policy communications becomes an even greater imperative.

Social media is at a crossroads; for the first time since 2012, insiders express lower confidence in social
platforms as a source for Washington news and information. Despite its declining reputation for accuracy,
insiders continue to recognize social media’s power as an organizing tool for action and peer-to-peer influence. In 2017,
federal executives in particular relied less on social tools for work, whereas Capitol Hill and private sector insiders
increased their usage of specific platforms.

Source: Washington in the Information Age 2017; National Journal research and analysis. 12
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Key takeaways in 2017 @))))) RELATED STUDY SECTIONS

@)

o)

o)

L))

6. Top social media platforms actively imitate each other to build market share and credibility, yet insiders’

utilization patterns suggest they believe clear differences exist. As Twitter reinforces its role as a channel for
unfiltered breaking news, LinkedIn offers opportunities for individual brand building. As a whole, insiders are shying
away from social media’s news discovery capabilities, on Facebook in particular.

7. Content producers must balance insiders’ evolving needs across the decision-making cycle. Compared to

2015, more insiders sought resources that help distill an issue (infographics), as well as offer history and context
(lobbyists), but objective, fact-based content (research reports) remains fundamental. As insiders rely on more sources to
triangulate facts, their trust in primary sources (think tanks, trade publications, associations and nonprofits) remained flat
in 2017, signaling a continued opportunity for the private sector to act as a critical resource in policy formulation.

8. In-person interactions are still critical in Washington. Despite the prevalence of digital tools, half of all insiders

rely on in-person communications to share important news and information, and events and briefings continue to play a
key role in policy formulation. Face-to-face interactions are perhaps more important in Washington during the current
period of retrenchment, with insiders turning to known (trusted) quantities to support decision-making.

9. Insiders disdain online video while podcasts are on the rise. With online video perceived as being more prone to

bias, focused more on emotion and less on facts, many insiders find reading faster and preferable to video for Washington
news and information. Meanwhile, podcasts are earning an increasing share of insiders across all generations (and
particularly among Millennials) as a useful format for absorbing different and new perspectives on politics and policy.

10.There is no one-size-fits-all strategy. Insiders’ media habits are highly diverse, and they enjoy enormous choice in

when, how and what they consume. As the media landscape continues to fragment and trust is redistributed across
channels, content must be differentiated across platforms in line with user needs, and distribution strategies updated to
reach insiders where they are, both within the decision-making cycle and across a given day. Adaptability and specificity
are critical for landing a message in the right place. Accordingly, communications and outreach strategies must be
revisited frequently, to examine what’s working to influence outcomes and what tactics need to be discarded.

Source: Washington in the Information Age 2017; National Journal research and analysis. 13
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Trusted and reliable
sources

— What is the state of trust in media today?
— Which sources do insiders trust the most?
— How does trust impact what’s consumed?
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Respondent view: “fake news”

You can assume that congressional staff
won't get duped by “fake news,” so for
us it's more about wading through talking
points and getting data and facts—on
whoever’s “side” those may come down.

Capitol Hill, Republican, Generation X

I do not just read one source. I
read lots of sources. I fear others do
not have the time to do that.

Private Sector, Independent, Over 65

I trust myself but don't trust
others to recognize fake news.

Federal Executive, Democrat, Baby Boomer

I'm a news and policy junkie and spend ~3
hours a day reading “news.” I'm very confident
and find it easy to spot bias or “fake” news.

Federal Executive, Independent, Generation X

Hill staff know the talking points
and watch the news all day, we have
resources to fact-check a story. The
average person may not have the time or
the resources to do the same.

Capitol Hill, Democrat, Generation X

Source: Washington in the Information Age 2017; National Journal research and analysis.
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Know news is good news

DC insiders are more confident than average Americans ...and much more confident in their own judgment than
in their ability to separate truth from fiction... others’ ability to detect “fake news”
Confidence in Your Own Ability to Confidence in Other People’s Ability to
Recognize News That Has Been Fabricated Recognize News That Has Been Fabricated
PERCENTAGE OF RESPONDENTS, DC INSIDERS VS US ADULTS PERCENTAGE OF RESPONDENTS, DC INSIDERS ONLY
100% 1~ 04% 100% 1
84%
81%
75% A 75% A
50% 1 50%
25% A 25% A
- 17%
5%

0% 0%

VERY OR SOMEWHAT NOT VERY OR NOT AT ALL VERY OR SOMEWHAT NOT VERY OR NOT AT ALL
CONFIDENT IN OWN ABILITY CONFIDENT IN OWN ABILITY CONFIDENT IN OTHERS' ABILITY CONFIDENT IN OTHERS' ABILITY

DC INSIDERS! M US ADULTS?

1 Washington in the Information Age, N=1,190; 2Pew Research Center, N=1,002.

Sources: National Journal research and analysis, Washington in the Information Age 2017; Pew Research Center, “Many Americans Say Fake News is Sowing Confusion,” 2016. 16
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Respondent view: trusted sources

I read more news now, and more across the spectrum
(e.g., Fox to CNN/MSNBC) to put together my own sense of truth.

Federal Executive, Democrat, Baby Boomer

A lot of news feels like gossip. I am more
interested in finding researched news stories.

Private Sector, Democrat, Baby Boomer

Media sources have moved/been allowed to inject
a point of view more than they have historically,
[making] it important to be aware that sources
once viewed as neutral may be biased and
consider the news with that in mind.

Private Sector, Republican, Baby Boomer

The old axiom of trust but verify has
become even more important.

Capitol Hill, Republican, Generation X

It's very hard to find objective, non-anecdotal data anymore
—other than the Congressional Research Service.

The political bias in the news (on all sides) Capitol Hill, Republican, Generation X

has never been more palpable. You have
to read both sides to get any semblance of
what the facts likely are.

Private Sector, Independent, Generation X

No one source provides an accurate picture.
Multiple sources with corroboration must
be used to filter agenda-driven reporting.

Capitol Hill, Independent, Generation X

Source: Washington in the Information Age 2017; National Journal research and analysis.

© National Journal 2017
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Go-to sources: good to go in 2017

Within a fraught media environment, trust in go-to sources is reportedly equal to prior years, but some remain more trusting than others

Compared to Previous Years, How Likely Respondents are to Trust Go-To Sources of News and Information in 2017

PERCENTAGE OF RESPONDENTS

LESS LIKELY

EQUALLY
LIKELY

MORE LIKELY

Source: Washington in the Information Age 2017; National Journal research and analysis. 18
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Trust divide by party lines

More Republicans doubt their go-to sources, while Democrats are equally or more trusting in 2017

Compared to Previous Years, How Likely Respondents Are to Trust Go-To Sources of News and Information in 2017

PERCENTAGE OF REPUBLICANS, 2016 vs 2017 PERCENTAGE OF DEMOCRATS, 2016 vs 2017

750/0 - 720/0

57%

ol N

44%

25% A
0%
LESS LIKELY EQUALLY LIKELY MORE LIKELY LESS LIKELY EQUALLY LIKELY MORE LIKELY
7, 2016 B 2017 7 2016 B 2017
Source: Washington in the Information Age 2017; National Journal research and analysis. 19
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High marks for mainstream sources

Insiders’ trust remains highest in national and inside-the-Beltway brands; greatest declines in digital media sources

Trusted Sources for Washington News and Information

PERCENTAGE OF RESPONDENTS, 2016 VS 2017

...and drops among digital
sources, especially in social
media platforms

0 o, 25%
23%, 24% 24% 2%

20%

15%

11% 11%

0, -
100% While wavering, trust
remains highest in
mainstream news sources...
79%
80% A 76%
60%
43% 43%
0, .
40% 34% 34% 34% 330,
20%
0%
NATIONAL INSIDE-THE- THINK TANKS TRADE LOCAL NEWS
MEDIA BRANDS BELTWAY PUBLICATIONS OUTLETS
MEDIA BRANDS
m2016 =2

ONLINE-ONLY  SOCIAL MEDIA ASSOCIATIONS CURATED NEWS OR
NEWS BRANDS  PLATFORMS OR NONPROFITS NEWS INFORMATION
AGGREGATOR FROM A FRIEND

017

Source: Washington in the Information Age 2017; National Journal research and analysis.
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Below the radar: stealth shifts in trust

cial

and so

urces

media drops among respondents from both parties

...while confidence in online-only news so

clines,

de

Republicans’ trust in mainstream sources

as Democrats’ trust increases...

Trusted Sources for Washington News and Information

N
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New era? Or back to the beginning?

Despite declines in trust in mainstream and new (digital) media, levels remain higher than five years ago

Trusted Sources for Washington News and Information

PERCENTAGE OF RESPONDENTS, 2012-2017

24%

9%
5%

100% -
81% 79%
80% A 239
70% 72% 7
59%
60%
40% A
29%
23% 23%
20% A
10%
0%
NATIONAL INSIDE-THE-BELTWAY ONLINE-ONLY
MEDIA BRANDS MEDIA BRANDS NEWS BRANDS

2012 ~2015 =2016 =2017

SOCIAL MEDIA
PLATFORMS

Source: Washington in the Information Age 2017; National Journal research and analysis.
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Confidence lost: online and social media

Federal executives exhibit greatest loss of trust across all sources of Washington news and information

Trusted Sources for Washington News and Information

PERCENTAGE OF RESPONDENTS, 2016 VS 2017

100% CAPITOL HILL FEDERAL EXECUTIVES PRIVATE SECTOR

777 2016 [ 2017 77 2016 [ 2017 7 2016 [ 2017

@
vl
=

DN £

[e]
o
o~

NN

80% - 77%

60% A

40%

28% 27%

% o 722% ? o
%15/0

20% -

7 i
11

0% -

INSIDE-THE- ONLINE- SOCIAL CURATED NATIONAL LOCAL INSIDE-THE- THINK ONLINE-  ASSOCIATIONS SOCIAL ONLINE- SOCIAL
BELTWAY ONLY MEDIA NEWS MEDIA NEWS BELTWAY TANKS ONLY OR NONPROFITS MEDIA ONLY MEDIA
MEDIA BRANDS NEWS PLATFORMS AGGRE- BRANDS OUTLETS MEDIA BRANDS NEWS PLATFORMS NEWS PLATFORMS
BRANDS GATOR BRANDS BRANDS
Source: Washington in the Information Age 2017; National Journal research and analysis. 23
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Retreat from public communications

Fewer respondents opt to share via social media, but a near doubling in those communicating via text message and private messaging

Channels Most Relied Upon to Share Important Washington-Focused News or Information with Colleagues

PERCENTAGE OF ALL RESPONDENTS, 2015 VS 2017

72015 m2017
100% - 94% o100
. (
7
80% A
60% /
40%
26% /
23% 0%
. ()
20% A Z
12%
6%
7/
0% - Z Z -
EMAIL IN-PERSON TEXT MESSAGING PHONE SOCIAL MEDIA INSTANT PRIVATE MESSAGING
MESSAGING APPS
Source: Washington in the Information Age 2017; National Journal research and analysis. 24
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Can’t kick their media habit

Amid shifting levels of confidence in 2017, majority of insiders report consuming more information compared to previous years

Amount of News and Information Sources Relied Upon, Compared to Previous Years

PERCENTAGE OF RESPONDENTS

FEWER SOURCES

NO CHANGE

MORE SOURCES

Source: Washington in the Information Age 2017; National Journal research and analysis. 25
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Resources and
decision-making

— How do information resources help shape insiders’ opinions on
policy issues?

— Where and how can one influence policy decisions?

— How are preferences for different resources changing over time?

26
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Valuing depth and perspective

Resources Utilized During Three Phases of Preparing for a Critical Vote

PERCENTAGE OF RESPONDENTS

Resources Utilized in
Preparing for a Critical Vote

TO QUICKLY GET UP TO SPEED

TO FORMULATE ONE'S OPINION

TO INFLUENCE OTHERS

News publications / websites

Search engines (e.g., Google)

E-newsletters

Research reports / white papers

Organizational websites

TV

Radio

Congressional Research Service

G} OO} CHCI CHCI CHCIC "] "N

OGO HaO®

OCLOEGO6EOOOLOOO®

e=| ; HIGH
=s| Infographics / charts ®
z o
“#°. Social media
@ M™EDIUM
m .
Even riefin

222 ents / briefings ™

x"x Lobbyists O Low

[>] Online video
Source: Washington in the Information Age 2017; National Journal research and analysis. 27
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Different resources, different needs

Distinct resources have differential impact along the policy and decision-making spectrum, but in general, news publications and
research reports/white papers most critical to policy formulation

Top 5 Resources Utilized During Three Phases of Preparing for a Critical Vote

PERCENTAGE OF RESPONDENTS

TO QUICKLY GET UP TO SPEED TO FORMULATE ONE’S OPINION TO INFLUENCE OTHERS
75%
News publications 0\
Search engines
0L e
News publications
Research reports
E-newsletters /. Social media
Research reports — — —@ Infographics
Organizational websites /
25% | -
0%
@®—® NEWS PUBLICATIONS/WEBSITES @®—® E-NEWSLETTERS ORGANIZATIONAL WEBSITES @—@ SOCIAL MEDIA
SEARCH ENGINES (E.G., GOOGLE) @—® RESEARCH REPORTS/WHITE PAPERS @—@ INFOGRAPHICS/CHARTS EVENTS/BRIEFINGS
Source: Washington in the Information Age 2017; National Journal research and analysis. 28
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What the Hill pays attention to (and when)

Compared to all insiders, Capitol Hill staffers put more emphasis on Congressional Research Service and infographics

Top 5 Resources Utilized During Three Phases of Preparing for a Critical Vote

PERCENTAGE OF RESPONDENTS

TO QUICKLY GET UP TO SPEED TO FORMULATE ONE’S OPINION TO INFLUENCE OTHERS

ALL RESPONDENTS Higher priority across all respondents
News publications / websites Research reports / white papers News publications / websites
Search engines News publications / websites Research reports / white papers
E-newsletters Organizational websites Social media
Research reports / white papers Events / briefings Infographics / charts
Organizational websites Search engines Events / briefings

CAPITOL HILL RESPONDENTS Higher priority among Capitol Hill respondents
News publications / websites Research reports / white papers News publications / websites
Search engines Congressional Research Service Social media
Congressional Research Service News publications / websites Research reports / white papers
Infographics / charts Organizational websites Congressional Research Service
E-newsletters Events / briefings Infographics / charts

Source: Washington in the Information Age 2017; National Journal research and analysis. 29
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Infographics and lobbyists on the rise

Since 2015, infographics and lobbyists increasingly relied upon across all three phases of preparing for a critical vote

PERCENTAGE OF ALL RESPONDENTS, 2015 VS 2017*

— [— -] = ’ ° e
g ] - o |
RESOURCES I = | (& % Y,
UTILIZED... NEWS PUBS./ E-NEWSLETTERS  RESEARCH RPTS./ ORG. Y RADIO INFO- SOCIAL LOBBYISTS
WEBSITES WHITE PAPERS WEBSITES GRAPHICS MEDIA
...TO QUICKLY 69% 71% 72015 ®2017
GET UP-TO-SPEED
37% 37%
319% 33% 32% 32% -
(] 0, 0,
220 25% 5105 25% 0%

...TO FORMULATE
ONE’S OPINIONS

7

10%

.

12%

%,

60%

/
%

26% 27%

62%

47%
41%

AN

24% 23%

20% 22%

23%

9%

21%
15%

v/
50% )
...TO INFLUENCE 45% 41% 42% o
OTHERS . 37% 35% 349 5%
0
24% 7 25% Lo 25%
/ 17% 159 15% 130, Bac .
% Z
NEWS PUBS./ E-NEWSLETTERS RESEARCH RPTS./ ORG. TV RADIO INFO- SOCIAL LOBBYISTS
WEBSITES WHITE PAPERS WEBSITES GRAPHICS MEDIA
1 Changes greater than 5 percentage points highlighted
30

Source: Washington in the Information Age 2017; National Journal research and analysis.
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Social media

— Which social media platforms are used in DC?
— What motivates insiders’ use of social media?
— How do congressional staff use social media?

31
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Big 3 social platforms remain big

Facebook, LinkedIn and Twitter remain insiders’ most popular platforms for work and non-work purposes

Social Media Platform Usage

PERCENTAGE OF RESPONDENTS WHO HAVE USED PLATFORM IN LAST SIX MONTHS, 2015- 2017

100% 1

85%

80% A

60%

39% 39%
40%

19% 19%
20%

0%

FACEBOOK LINKEDIN TWITTER INSTAGRAM SNAPCHAT MEDIUM

2015 =2016 =2017

Source: Washington in the Information Age 2017; National Journal research and analysis. 32
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Social media at a turning point (maybe)

Respondents have an overall lower opinion of social media in 2017 than in 2016; fewer insiders acknowledge its impact on their own
policy activity

Perceptions of Social Media’s Role in Daily Policy Work
PERCENTAGE OF RESPONDENTS, 2016 VS 2017

ACCESSING INFORMATION I RELY ON INFORMATION THE INFORMATION I FIND ON I EXPECT TO RELY MORE
ON SOCIAL MEDIA IS AN I FIND ON SOCIAL MEDIA SOCIAL MEDIA REGULARLY ON SOCIAL MEDIA TO
IMPORTANT PART OF MY TO HELP ME FORMULATE INFLUENCES MY POLICY-RELATED HELP ME DO MY JOB IN

DAILY WORK MY OPINIONS DECISIONS OR ACTIONS THE NEXT 1-2 YEARS

54% 31% 25%
2016 AGREE AGREE AGREE

2017 29% 20%
AGREE AGRE
Source: Washington in the Information Age 2017; National Journal research and analysis. 33
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Perceptions of social media’s utility differ by workplace

In 2017, federal executives consistently down on social media compared to peers on Capitol Hill and in the private sector

Perceptions of Social Media’s Role in Daily Policy Work

PERCENTAGE OF RESPONDENTS, BY WORKPLACE

80% 1
69%
60% A o 57%
>6% 54%
40% A
31% 31%
26%
24% °
20% 21% 21%
20% A
14%
0% -
ACCESSING INFORMATION I RELY ON INFORMATION THE INFORMATION I FIND ON I EXPECT TO RELY MORE
ON SOCIAL MEDIA IS AN I FIND ON SOCIAL MEDIA SOCIAL MEDIA REGULARLY ON SOCIAL MEDIA TO
IMPORTANT PART OF MY TO HELP ME FORMULATE INFLUENCES MY POLICY-RELATED HELP ME DO MY JOB IN
DAILY WORK MY OPINIONS DECISIONS OR ACTIONS THE NEXT 1-2 YEARS
CAPITOL HILL ® PRIVATE SECTOR FEDERAL EXECUTIVE
Source: Washington in the Information Age 2017; National Journal research and analysis. 34
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Leveling the playing ground

LinkedIn and Twitter now roughly even in terms of professional usage by DC insiders; steepest decline in LinkedIn usage

Social Media Platform Usage for Work in Washington

PERCENTAGE OF RESPONDENTS USING PLATFORM IN LAST SIX MONTHS, 2016 VS 2017

75% A
58%
50% -
25% A
0%
LINKEDIN TWITTER FACEBOOK INSTAGRAM MEDIUM SNAPCHAT
n 2016 m2017
Source: Washington in the Information Age 2017; National Journal research and analysis. 35
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Distinct platform shifts by workplace

Congressional staff LinkedIn usage drops
by one-half, but Twitter use rises...

Social Media Platform Usage for Work in Washington

PERCENTAGE OF RESPONDENTS USING PLATFORM IN LAST SIX MONTHS, 2016 VS 2017

CAPITOL HILL

PRIVATE SECTOR

...while private sector peers maintain or
increase professional use of social tools...

...and federal executives withdraw from
using all social platforms in the workplace

FEDERAL EXECUTIVES

75% -
63%
59% 57% 58%
55% 55%
53%
51%
50% - 48%
26%

25% -

LINKEDIN TWITTER FACEBOOK LINKEDIN TWITTER FACEBOOK LINKEDIN TWITTER FACEBOOK

2016 2017 »22016 = 2017 72016 =2017
Source: Washington in the Information Age 2017; National Journal research and analysis. 36
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Platform preferences

Platform-specific changes likely driven by shifts in use case; main motivations differ by platform, with LinkedIn valued for personal

brand building, Facebook for organizational brand building

Primary Purposes for Using Social Media Platforms for Work in Washington!

PERCENTAGE OF RESPONDENTS USING PLATFORM IN LAST SIX MONTHS

DISCOVER NEWS AND
INFORMATION

DISCOVER OTHERS’
OPINIONS OR PERSPECTIVES

BUILD MY OWN BRAND IN
WASHINGTON

BUILD MY ORG. OR OFFICE’S
BRAND IN WASHINGTON

MONITOR CONVERSATIONS
OR TRENDS

MONITOR INDIVIDUALS
OR PERSONALITIES

SHARE NEWS AND INFO.
WITH MY NETWORK

Twitter
The Multipurpose Workhorse

|

|
11

28%

54%

57%

11

I

1 Top five purposes within each platform highlighted.

66%

72%

70%

LinkedIn

Monitoring & Personal Branding

35%

37%

35%

30%

34%

46%

41%

Facebook

Sharing & Discovery

|

41%

48%

14%

46%

!

54%

28%

65%

Source: Washington in the Information Age 2017; National Journal research and analysis.
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Twitter: where news breaks (and policy is made)

Twitter reinforces its role as the channel for unfiltered breaking news; users focus on news discovery and intelligence gathering

EEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEE

78%

DDDDDDDDD
NNNNNNNNNNNNNN

OOOOOOOOOOOOOOOOOOOO

[v)
NNNNNNNNNNNNNNNNNNNNNNN 70%

o,
OOOOOOOOOOOOOOOOOOOOOOO 66%

e Immmmmmiiiikinnn s, ==

IDUALS

e NI~

urce: Washington in the Information Age 2017; National Journal research and analysis
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LinkedIn: mirroring workforce transitions

With fewer government professionals seeking new employment in 2017, main motivations for using LinkedIn shift from individual bra

building to monitoring and information-sharing

EEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEE

0,
IIIIIIIIIIIIIIIIII 46%

41%

NN &=

e I,

o,
R NEWS 35%

I, >

BUILD MY OWN BRAND
IN WASHINGTON

35%

=2017 22016

nd

urce: Washington in the Information Age 2017; National Journal research and analysis
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Facebook: evidence of the fake news problem?

While sharing and monitoring on Facebook remains high, significantly fewer insiders rely on it for news discovery

EEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEE

65%

SSSSSSSSS
RRRRRRRR

o,
OOOOOOOOOOOOOOOOOOOOOOO 48%

]
EEEEEEEEEEEEEE ommmmmmmmmiiiiikink. =

ILD MY ORGANIZATION OR _ 6%

SSSSSSSSSSSS I S

=2017 2016

urce: Washington in the Information Age 2017; National Journal research and analysis
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Capitol Hill respondent view: social media

Good old-fashioned interactions drive
opinions; social media is a check-in to
see how things are playing, but all
too often, not a great gauge of a district.

Capitol Hill, Republican, Generation X

Source: Washington in the Information Age 2017; National Journal research and analysis.
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Capitol Hill to constituents: Can we talk (online)?

Half of Capitol Hill respondents believe social media enables more meaningful interactions with constituents, yet nearly 3-in-4 find posts
lack the detail needed to determine whether it is a constituent communication

Social Media Enables Government Representatives to
have More Meaningful Interactions with Constituents

PERCENTAGE OF CAPITOL HILL RESPONDENTS

STRONGLY
DISAGREE
OR DISAGREE

Most Social Media Postings to Government Representatives'
Platforms Provide Enough Information and Context to Determine
if a Post is from a Constituent

PERCENTAGE OF CAPITOL HILL RESPONDENTS

STRONGLY
DISAGREE
OR DISAGREE

STRONGLY
AGREE
STRONGLY OR AGREE
AGREE
OR AGREE
NEUTRAL
NEUTRAL
Source: Washington in the Information Age 2017; National Journal research and analysis. 42
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Not just size that matters

To persuade legislators with social, aim for a high number of constituents with a clear agenda or tie-in to the district/state; a high volume
of posts from individual supporters is not necessary

For a Member of Congress Who Has Not Arrived at a Firm Decision on an Issue,
Influence of Social Media Posts Directed at their Office on the Member’s Decision

PERCENTAGE OF CAPITOL HILL RESPONDENTS

A LEADER OR REPRESENTATIVE OF A CONSTITUENT GROUP 26%
MULTIPLE CONSTITUENTS AFFILIATED WITH A SPECIFIC GROUP/CAUSE 29%
THE OFFICIAL ACCOUNT OF A GROUP THAT REPRESENTS CONSTITUENTS 20%
MULTIPLE CONSTITUENTS NOT AFFILIATED WITH SPECIFIC GROUP/CAUSE 7%

A SINGLE CONSTITUENT AFFILIATED WITH A SPECIFIC GROUP/CAUSE 6%

A SINGLE CONSTITUENT NOT AFFILIATED WITH SPECIFIC GROUP/CAUSE

SOCIAL MEDIA COMMENTS IN GENERAL

MULTIPLE INDIVIDUALS WITH UNCLEAR CONSTITUENT STATUS

A SINGLE INDIVIDUAL WITH UNCLEAR CONSTITUENT STATUS

= SOME INFLUENCE =A LOT OF INFLUENCE

Source: Washington in the Information Age 2017; National Journal research and analysis. 43
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Face-to-face still relevant

Despite the growth (or hype) around digital communications, in-person interactions still matter; recent meetings with an organization or
representative are most likely to result in social media follows for work purposes

Circumstances that Make Congressional Staff More Likely
to Follow an Organization on Social Media for Work

PERCENTAGE OF CAPITOL HILL RESPONDENTS WHO USE SOCIAL MEDIA FOR WORK

I RECENTLY MET WITH AN EXECUTIVE OR

STATE REPRESENTATIVE/CONSTITUENT ° e
UPCOMING OR PENDING LEGISLATION ON THE FLOOR ° -
OR PENDING LEGISLATION IN A RELEVANT COMMITTEE ° °
THEY HAVE UPCOMING OR PENDING

IN A RELEVANT COMMITTEE

SOMEWHAT OR VERY UNLIKELY

“NEUTRAL = SOMEWHAT OR VERY LIKELY

Source: Washington in the Information Age 2017; National Journal research and analysis.
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Help me, help you

Offering useful content and positive public recognition more likely to drive follows by congressional staffers; negative references on
social and explicit “asks” are unlikely to deliver positive outcomes

Organization-Driven Actions that Make Congressional Staff
More Likely to Follow an Organization on Social Media for Work

PERCENTAGE OF CAPITOL HILL RESPONDENTS WHO USE SOCIAL MEDIA FOR WORK

THE ORGANIZATION RELEASED RESEARCH OF
POTENTIAL INTEREST TO MY MEMBER/SENATOR

THE ORGANIZATION REFERENCED MY MEMBER/

SENATOR IN A POSITIVE WAY ON SOCIAL MEDIA 65%

THE ORGANIZATION USED SOCIAL MEDIA TO

ENCOURAGE CONSTITUENTS TO CONTACT OUR OFFICE 55%

THE ORGANIZATION ANNOUNCED THEIR POSITION

ON LEGISLATION OF INTEREST TO MY MEMBER/SENATOR Tl

THE ORGANIZATION INVITED ME

VIA EMAIL TO FOLLOW THEM ON SOCIAL MEDIA 33%

THE ORGANIZATION REFERENCED MY MEMBER/
SENATOR IN A NEGATIVE WAY ON SOCIAL MEDIA

I

= SOMEWHAT OR VERY LIKELY

Source: Washington in the Information Age 2017; National Journal research and analysis. 45
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Media brands

— Which media outlets are most relied on for Washington news and
information?
— Which journalists are most widely followed by DC insiders?
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2017 top media brands consistent with 2016

Respondents vary across generations in their trust of news sources but share noteworthy overlap

MEDIA BRANDS PRESENT IN THE TOP 10 (OF 40+ TESTED) BY GENERATION?

© ©
MILLENNIALS GENERATION X BABY BOOMERS OVER 65

Washington Post

#1 for all

o e e b

s e e e

f{ff{ff{ff{@*f{fffff{f;’
S S

New York Times

in top 4 for all

i i

‘ .-".-"'f/fffff/fffff/fffff/fff
.r"

NPR

CNN

VW%IILS‘:ZF“‘?éetJO‘:l;II'na;
The Hill
Bloomberg/Businessweek

National Journal

1 Media brands sorted by overall consumption across all generations.

Source: Washington in the Information Age 2017; National Journal research and analysis.
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Choosing sides: Republican picks

Media brands of choice increasingly divided by party lines, Republican reliance on Washington Post, CNN drops steeply

Republicans’ Top 15 Media Brands (of 40+ tested)
PERCENTAGE OF RESPONDENTS BY PARTY

57% POLITICO

7777z
W77 77777/
6% 7/

56% WALL STREET JOURNAL

56% FOX NEWS

Rl 2z St THE WASHINGTON POST === ===== == ”1%’5’;‘;1;8
N7 777/ /7777772 v THEHRILL
0% Y, 39%  NATIONAL JOURNAL
S22 35%  CQ/ROLL CALL
RIRLE 7777777777 31%  C-SPAN
RO 7777777/ zZz7Zzzzz/z2zzzzzzzzz2zz2z2222224 31%  THE NEW YORK TIMES
2% Y 31%  REAL CLEAR POLITICS
07 S N ﬁffggngfgge
SO 777777 7777/ /727224 28%  BLOOMBERG/BUSINESSWEEK
Q7777 /22224 27%  NPR
2% 27%  DRUDGE REPORT
SRR 777724 AXIOS
' Greater than 10 percentage-point change among top brands since 2016 Washington in the Information Age survey.
48

Source: Washington in the Information Age 2017; National Journal research and analysis.
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Choosing sides: Democratic picks

Media brands of choice increasingly divided by party lines, Democrats’ reliance on Washington Post, NYT up dramatically

Democrats’ Top 15 Media Brands (of 40+ tested)
PERCENTAGE OF RESPONDENTS BY PARTY

1Up 12
percentage THE WASHINGTON POST 90%
points

2222228

perentoge R e R o TES o PAPPPPP7PP/1 707, o
i W - POLITICO 735, 777272222z
— PR mmmmmnntt; >
NN o2 2222222
e THEHILL o s
points eNEe . ////M o

BLOOMBERG/BUSINESSWEEK 40%

77777728
7 zz/zzzzzzzzzz/2zZ2Z2E
/2222728

NATIONAL JOURNAL 40%

WALL STREET JOURNAL 39%

THE ATLANTIC 39%

77/ 0
Tz
2788
NN 12
77/

1Up 11 | C-SPAN 37%
percentage
points
CQ/ROLL CALL 36%

NBC NEWS 33%

PBS 33%

1 Greater than 10 percentage-point change among top brands since 2016 Washington in the Information Age survey.

Source: Washington in the Information Age 2017; National Journal research and analysis. 49
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You win some, you lose some

For media outlets in the spotlight in 2017, gains and losses are largely party-specific; TV-oriented media brands see drops in utilization

among both Democrats and Republicans

Selected Media Outlets Relied on for Washington News and Information
PERCENTAGE OF RESPONDENTS, REPUBLICANS VS DEMOCRATS, 2016-2017

THE WASHINGTON POST 90%

THE NEW YORK TIMES 81%

CNN

NBC NEWS

ABC NEWS

CBS NEWS

FOX NEWS

BREITBART

I 4

]
77 ;4444444

51%

31%

30%

I

25% 16%

-

23%

. I

14%

o

1% |- 11%
7

[l 2017 DEMOCRATS [l 2017 REPUBLICANS
7%, 2016 DEMOCRATS 7/ 2016 REPUBLICANS

56%

Source: Washington in the Information Age 2017; National Journal research and analysis.
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Pulling towards the poles

Between 2016 and 2017, a widening partisan readership gap among the most polarized brands, NYT and Fox; Wall Street Journal gains
among Democrats

Most Polarized Readership of Media Outlets Relied on for Washington News and Information
PERCENTAGE OF RESPONDENTS, BY PARTY POLARITY

2016
The
The Washington The

Ne\(v York Post Wall Street

Times CNN National Journal

B /_\ Review Fox News
f/m £ m Daily Caller m
S Y @
MSNB Real Drud
NPR SNBC Clear R;upo?f
Politics
<CTEEmmT DEMOCRAT-FAVORED PARTY-NEUTRAL REPUBLICAN-FAVORED T >
2017
The
The
Washingt The
New York aspo”;? on Wall Street
Times CNN Journal Fox News
Q @ @ Daily Caller C‘L/)%T Er){réup%gr?
National Real
NPR MSNBC Review Clear
Politics

*Size of the bubble reflects the percentage of all insiders relying on the brand for Washington news and information; horizontal placement reflects the media outlet's "polarization score," i.e., the degree to which the brand is relied upon by Democrats
(to the left) or relied upon by Republicans (to the right); the polarization score is calculated as the difference between Republican and Democrat respondents for the brand and the average difference between Republican and Democrat respondents

across all brands, expressed in multiples of the standard deviation of the difference between Republican and Democrat respondents across all brands

Source: Washington in the Information Age 2017; National Journal research and analysis. 51
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Up-and-comers in digital media

Pronounced partisan preferences for digital-only media brands; digital brands Axios and Morning Consult gain traction in 2017,
Breitbart breaks into Republicans’ top 5 digital brands

Digital-Only Media Brands Relied Upon for Washington News and Information

DEMOCRATS’ TOP 5 DIGITAL-ONLY BRANDS

40%
) 29%
S0% 26% 26%
23%
20%
15%
10%
0%
HUFFINGTON FIVE THIRTY VOX AXIOS MORNING
POST EIGHT A CONSULT

REPUBLICANS’ TOP 5 DIGITAL-ONLY BRANDS

40%

30%

20%

10%

0%

25%

31%
27%
REAL CLEAR DRUDGE AXIOS
POLITICS REPORT A

12%

MORNING
CONSULT

11%

BREITBART

Source: Washington in the Information Age 2017; National Journal research and analysis.
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The name game

Insiders rely on a broad mix of editorial and reporting coverage across the political spectrum; more than 600 individual names cited,
with over 200 cited by more than one respondent

Journalists Regularly Followed for Washington-Related Opinions, News or Reporting

MOST FREQUENTLY CITED NAMES AMONG RESPONDENTS (OPEN-ENDED)

___—eCharles Krauthammer Ezra Klein
D e Tucker Carlson  Anderson Cooper
Independents Peggy Noonan Glenn Thrush

Peter Baker Chris Cillizza Matt Fuller
Kim Strassel Paul Krugman  Rush Limbad
orenancammesonera 2 VI1KE ALLET) sy 17 Nicholas Rristof et Baer
and the only names to appear on i D d B
op Republicans, Democrats
' pandp Independent lists ' Thomas Friedman aV]‘ rO S(‘hafhe Cook
Fareed zakaria V1@ Z2@1€ Haberman  David Fahrenthold
R b rt Cost Maureen Dowd Jake Sherman Rachel Maddow
Obert L oS £y Dionnelake Tapper
Joe Scarborough David IgnatiusA o
Dana Milbank Michael Gerson Chuck Todd

: Dan Balz
Sean Hannity Eugene Robinson

Haberman and Klein top names among
Democrats and Independents

Source: Washington in the Information Age 2017; National Journal research and analysis.
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Channel and format
preferences

— How do DC insiders access news and information today?
— What channels are insiders gravitating towards?
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Traditional print now accessed online

Majority of insiders accessing traditional print publications through websites and e-newsletters; print usage continues to decline across

age groups, though still strong with older generations

Methods of Consuming Legacy Print Publications

PERCENTAGE OF RESPONDENTS, BY GENERATION

100%
799, 80%
74%
75% 70%
55%
49% 49%
50%
41%
29% 29%
) 210/QI I
0%
ON THE IN PRINT SUBSCRIBING TO
PUBLICATION’S ONE OR MORE OF ITS
WEBSITE NEWSLETTERS
MILLENNIAL ® GENERATION X

45%

28%

13%

. -

FOLLOWING THE
PUBLICATION ON ITS

SOCIAL MEDIA ACCOUNTS

= BABY BOOMER

41%

25%

14%

l 7%
I

FOLLOWING ITS
REPORTERS/WRITERS
ON SOCIAL MEDIA

m OVER 65

35% 3304 33%

24%

ON THE
PUBLICATION’S
MOBILE APP

Source: Washington in the Information Age 2017; National Journal research and analysis.
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What’s on television?

Beyond general cable programs and Sunday news shows, TV formats relied upon vary widely by workplace: satirical news shows more
popular with Capitol Hill; Federal Executives and Private Sector more likely to watch national nightly news

TV Programs Relied on for Washington-Focused News and Information!
PERCENTAGE OF RESPONDENTS, 2016 VS 2017

CAPITOL HILL FEDERAL EXECUTIVES PRIVATE SECTOR
D e —— 2% %
CENERAL CRSLENEWS iy PPV, 51% vz
SATIRICAL NEWS SHOWS W/////////A i o %
SUNDAY MORNING [ 35% . ae% e 4%
NEWS SHOWS 7727/ 4% PPN 35% TN +2%
INDUSTRY-SPECIFIC 33% 27% 29%,
CABLE NEWS 41% 19% 27%
% I 51 %
NATIONAL NIGHTLY NEWS 2201;0 o e W/////////;S 40%
PUBLIC BROADCASTING 19% 31% 30%
NEWS SHOWS 23% 28% 27%
LOCAL MORNING 15% 30% 25%
OR NIGHTLY NEWS 13% 36% 23%
=2017 72016 2017 72016 2017 #2016

1 Top three choices within each workplace highlighted.

Source: Washington in the Information Age 2017; National Journal research and analysis. 56
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Dems, GOP fight over the clicker

Apart from general cable and Sunday morning shows, Republicans and Democrats prefer different TV for news; Democrats more likely
to rely upon satirical news programs relative to their Republican peers

TV Programs Relied Upon for Washington-Focused News and Information

PERCENTAGE OF RESPONDENTS, 2016 VS 2017

2777

3% TP/ 0%

INDUSTRY-SPECIFIC CABLE NEWS 250 TR

21% YWz 32%

NATIONAL NIGHTLY NEWS 37% [ 30

“% PP 25%

LOCAL MORNING OR NIGHTLY NEWS 2% [ s

2% WA/ 21%

PUBLIC BROADCASTING NEWS SHOWS 38% 13%

—
3% WA, 1%

2017 DEMOCRATS 2017 REPUBLICANS
SATIRICAL NEWS SHOWS 50% B u u

I
as% WA, 18% %, 2016 DEMOCRATS % 2016 REPUBLICANS

Source: Washington in the Information Age 2017; National Journal research and analysis. 57
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Tuning out online video

Use of online video for Washington content continues to lag; insiders have an increasingly negative outlook on the utility of video as a

resource for policy work

Perceptions of Online Video’s Role in Daily Policy Work

PERCENTAGE OF RESPONDENTS

ONLINE VIDEO CONTENT IS A I REGULARLY WATCH ONLINE
RELIABLE SOURCE OF VIDEO CONTENT TO HELP ME
WASHINGTON NEWS AND FORMULATE OPINIONS ON
ANALYSIS POLICY ISSUES

15% 45%

DISAGREE

2016 DISAGREE

22%

52%
2017 DISAGREE

DISAGREE

I EXPECT TO RELY MORE ON
ONLINE VIDEO CONTENT TO HELP
ME DO MY JOB IN THE NEXT 1-2
YEARS

24%
DISAGREE

41%
DISAGREE

Source: Washington in the Information Age 2017; National Journal research and analysis.
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Respondent view: online video

Videos can be helpful to get a quick
overview of a subject, but they tend to
be even more prone to bias than news
articles.

Capitol Hill, Republican, Millennial

Because it requires volume, video content is
mostly inaccessible to me—can't watch it in
meetings or public places, and it's inconsiderate in a
shared office. I find it very frustrating when
content I'm interested in is only available in
video and not in text.

Capitol Hill, Democrat, Generation X

Sound bites do not assist in formulating
policy on complex issues—that is all video offers.

Federal Executive, Republican, Baby Boomer

On-line video takes more time than it's worth.
Please give me a summary paragraph with a
link to more information and I'm much better
off.

Federal Executive, Independent, Over 65

Auto-Play video is the worst feature ever. While
I may watch a video or two on a website, embedded
videos in news articles are terrible and I wish they
were banned.

Private Sector, Republican, Millennial

Source: Washington in the Information Age 2017; National Journal research and analysis.
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Podcasts part of the media diet

Podcast consumption increasingly part of DC insiders’ workday; growth continues to be strongest among Millennials

Listen to Podcasts At Least Once Throughout the Workday

PERCENTAGE OF RESPONDENTS, BY WORKPLACE PERCENTAGE OF RESPONDENTS, BY GENERATION
80% 1 80% -
60% 60% -
47%
43%
40%
40% - 40% A
32%
22%
20% A 20% A
0% - 0%
CAPITOL HILL FEDERAL EXECUTIVES PRIVATE SECTOR MILLENNIALS GENERATION X BABY BOOMERS OVER 65
% 2016 [ 2017 % 2016 | 2017
Source: Washington in the Information Age 2017; National Journal research and analysis. 60
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Terrestrial radio still on top

AM/FM radio remains the most popular method for consuming Washington-focused audio content, though Millennials more likely to
consume audio through podcasts

Methods for Consuming Audio Content for Washington-Focused News and Information

PERCENTAGE OF RESPONDENTS, BY GENERATION

100%
84%
79%
75%
66%
53%
50%
41%
29% 29% 29%
23%
25% 19% °© 22%
150/0 160/0
l. . .
0% -
LISTENING TO AM/FM RADIO LISTENING TO PODCASTS LISTENING TO ONLINE RADIO LISTENING TO SATELLITE RADIO
MILLENNIAL = GENERATION X = BABY BOOMER ® OVER 65
Source: Washington in the Information Age 2017; National Journal research and analysis. 61
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Respondent view: podcasts

Podcasts are a growing source of information for
me. I can download them before my morning and afternoon

Would include podcasts, Pod Save )
commute to stay caught up and hear new perspectives.

America being the main one for helping
to formulate my opinions. I trust them. Generation X

Millennial

I also rely on podcasts
. . ° f NYT, Slate, NPR,
Listentoavdiofrom TV VM ore attention to podcasts  rodsave America.

via podcasts—Sunday

Sows, MomingJoe. would improve this research.  Zaby Boomer

Generation X

Over 65

In previous years I would have gone more to
national cable news agencies, but I no longer

I listen to the Sunday shows either as a podcast trust any of them... I rely more now on NPR—

or sometimes on C-Span radio in the car. including related podcasts—and PBS.

Generation X Baby Boomer
Media organizations still drive what I don't turn to TV at all unless a relevant clip is emailed to
I consume, though it is now me or shows up in a newsletter or my social feed. I listen to
spread around among print, a few policy podcasts to stay on top of things and will
cable, podcasts, etc. tweet about them if I find them interesting.
Baby Boomer Generation X

Source: Washington in the Information Age 2017; National Journal research and analysis. 62
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Information consumption
by time of day

— Which channels do DC insiders rely on for news and information
across the day?
— How do patterns differ across workplaces?
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A Day in the Life of a Washington Insider in 2017

Channels used for Washington news and information throughout the weekday

PERCENTAGE OF RESPONDENTS BY CHANNEL |
\ 1/

® :
+ +
MORNING NV VN + EVENING
~ :/ | | - _2
75% - - e e — - < - - —— ] - - e . - - -~ s
AS SOON AS I DURING MY THROUGHOUT THE AROUND THROUGHOUT THE DURING MY BEFORE I GO
WAKE UP MORNING COMMUTE MORNING AT WORK LUNCHTIME AFTERNOON AT WORK EVENING COMMUTE TO BED
oL T e e Y A e e B N B I
25% [ g N e e g NN N e
\,
=
%/
0%
AS SOON AS DURING MY THROUGHOUT THE AROUND THROUGHOUT THE DURING MY BEFORE
I WAKE UP MORNING COMMUTE MORNING AT WORK LUNCHTIME AFTERNOON AT WORK EVENING COMMUTE I GO TO BED
@ —® E-NEWSLETTERS ON COMPUTER @®—® WEBSITES ON COMPUTER @—® SOCIAL MEDIA ON COMPUTER @—® AM/FM RADIO
E-NEWSLETTERS ON MOBILE WEBSITES ON MOBILE ®—® SOCIAL MEDIA ON MOBILE o—0o TV
PRINT PUBLICATIONS @®—® PODCASTS SATELLITE RADIO ®—® BLOGS

MOBILE APPS

Source: Washington in the Information Age 2017; National Journal research and analysis.
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The shrinking sweet spot

Key consumption channels largely unchanged across all workplaces; hard to target all groups in one place at the same time
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Previously email news-
letters on mobile only
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Source: Washington in the Information Age 2017; National Journal research and analysis. 65
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Rich detail on DC insiders’ information preferences

Media consumption habits cut by workplace, party and generation

Washington in the Information Age >> 2015 Sector Splits
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Graphic appendix

" Data appendices with question-by-question breakouts by demographic group are available as separate files
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for Washington News and Information

PERCENTAGE OF CAPITOL HILL RESPONDENTS, 2016 VS 2017

Trusted Sources
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Capitol Hill reports increased trust in national news brands,

think tanks, local news sources

Trust declined in inside-the-Beltway publications, online-only news sources and social media platforms
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WASHINGTON IN THE INFORMATION AGE

Federal executives report lower trust in national and inside-

the-Beltway media brands

Federal agency respondents place greater trust in associations and nonprofits

Trusted Sources for Washington News and Information

PERCENTAGE OF FEDERAL EXECUTIVE RESPONDENTS, 2016 VS 2017
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Source: Washington in the Information Age 2017; National Journal research and analysis.
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Private sector’s trust levels were the most stable in 2017

and social media plummeted

Still, trust in online-only news sources

for Washington News and Information

Trusted Sources

PERCENTAGE OF PRIVATE SECTOR RESPONDENTS, 2016 VS 2017
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Growth in channel consumption focused on weekends

Insiders are consuming information more selectively on weekdays, returning to 2012 levels

Growth in Number of Channels Used to Consume Washington Information, Weekday vs Weekend

AVERAGE UNIQUE CHANNELS PER RESPONDENT, 2016 VS 2017
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0.0 -
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= 2016 = 2017
Source: Washington in the Information Age 2017; National Journal research and analysis. 71
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News publications and search engines most widely used to get
up to speed; CRS also highly relied upon by Capitol Hill staff

Congressional staff more likely to rely upon infographics, lobbyists and social media in information gathering stage

Resources Used in Preparing for a Critical Vote: To Quickly Get Up to Speed

PERCENTAGE OF RESPONDENTS
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Source: Washington in the Information Age 2017; National Journal research and analysis. 72
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Research reports most critical for helping insiders formulate
opinions; CRS particularly important for Capitol Hill staff

Lobbyists continue to play a more prominent role among congressional staff in formulating views on an issue

Resources Used in Preparing for a Critical Vote: To Formulate Opinions
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Source: Washington in the Information Age 2017; National Journal research and analysis. 73
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Insiders cite news, research, social media as primary
resources relied upon to influence others ahead of a vote

Congressional staff continue to rely on CRS to persuade others

Resources Used in Preparing for a Critical Vote: To Influence Others
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Source: Washington in the Information Age 2017; National Journal research and analysis. 74
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WASHINGTON IN THE INFORMATION AGE

Since 2015, infographics, lobbyists, TV, radio and
e-newsletters gain importance for getting up to speed...

Organizational websites have become less utilized for gathering information

Resources Used in Preparing for a Critical Vote: To Quickly Get Up to Speed
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Source: Washington in the Information Age 2017; National Journal research and analysis.
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...Infographics, lobbyists and research reports also
increasingly relied upon when formulating opinions...

Usage of social media to shape own opinions on the decline

Resources Used in Preparing for a Critical Vote: to Formulate Opinions
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Source: Washington in the Information Age 2017; National Journal research and analysis. 76
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...And infographics, lobbyists and social media increasingly
used to influence others

Organizational websites, e-newsletters and news publications less relied upon to sway others

Resources Used in Preparing for a Critical Vote: To Influence Others
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Source: Washington in the Information Age 2017; National Journal research and analysis. 77
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WASHINGTON IN THE INFORMATION AGE

Usage of specific social platforms varies widely by workplace

Capitol Hill respondents in general use social media more than their counterparts while federal executives use it the least
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WASHINGTON IN THE INFORMATION AGE

For insiders using Twitter for work, three in four access the

platform daily

Twitter and Facebook stand far above other platforms in daily use overall

Frequency of Using Social Media Platforms as Part of Work

FREQUENCY OF RESPONDENTS USING PLATFORM AS PART OF WORK, 2017
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WASHINGTON IN THE INFORMATION AGE

For media outlets in the spotlight in 2017, gains and losses are
largely party-specific

TV-oriented media brands see drops in utilization among both Democrats and Republicans

Selected Media Outlets Relied on for Washington News and Information
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Majority of insiders of all ages still watching TV

t insiders watching television for Washington-focused news and information
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Live television most popular across generations

Younger generations trend toward online options

Methods for Accessing TV Programs for Washington-Focused News and Information

PERCENTAGE OF RESPONDENTS, BY GENERATION
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Source: Washington in the Information Age 2017; National Journal research and analysis. 83
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Where to go for Washington video

Most Washington-focused video content is watched directly on news websites; more insiders opt to consume video on news
websites or apps rather than social media and video content channels

Primary Channels of Online Video Consumption
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