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Abstract

This study of media consumption in relation to voting decisions during the Australian
2023 Aboriginal and Torres Strait Islander Voice to Parliament referendum contributes to a
complex field of research interested in how media shapes and influences voting behaviour.
Through a two-wave panel survey of 1525 voters a month before and directly after the
referendum, this study found clear differences between voters who were stable—those who
had made up their mind a month before they voted, and voters who were unstable—those
who had uncertain views. Stable voters were found to selectively expose themselves to
media that aligned with their voting intentions and to consume more types of media overall.
Conversely, unstable voters did not selectively expose themselves to media and consumed
fewer types of media than stable voters. These findings demonstrate that the relationship
between media consumption and democratic processes is complex. Media can have a
positive influence on engagement and can present a range of views to help voters make
informed decisions. But media can also contribute to disengagement from democratic
processes, which has concerning implications for the health of democracy.

Keywords: media effects; media consumption; selective exposure; democracy; referendum

1. Introduction
Western news media is idealised as democratically valuable during elections and

referenda because it notionally disseminates useful and diverse information about candi-
dates, values, policies and propositions to inform voters so they can make decisions in their
best interests (Coleman & Blumler, 2012; Dahl, 1998; Young, 2011). In the liberal pluralist
tradition, this democratic role requires journalists to strive for objective, independent and
balanced political coverage without advantaging particular perspectives, candidates or
parties (Schudson & Anderson, 2009; Young, 2011). Yet, due to the digitisation and frag-
mentation of media, including the rise of social media, scholars suggest news media is
increasingly moving away from this ideal and is instead presenting partisan-biased news,
which audiences select because they prefer information aligning with their political views
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(Stroud, 2011). Such ideas give rise to many fields of academic inquiry at the intersection of
media and democratic behaviour, including questions about the types of media utilized,
consumption levels during democratic contests, and what influence this has on voters’
decisions.

The present research contributes to this field through analysis of the relationship
between media use and voting decisions during the Australian 2023 Aboriginal and Torres
Strait Islander Voice to Parliament (the Voice) referendum. The Voice referendum, spon-
sored by the centre-left Labor Party government, asked the Australian public to decide if an
Aboriginal and Torres Strait Islander advisory body should be enshrined in the constitution
as a practical form of recognition for Indigenous peoples. The advisory body would provide
advice to the government to address the structural inequality between Indigenous and
non-Indigenous Australians that has persisted since the British colonisation of Australia
(Davis, 2023; Behrendt, 2003).

When studying the relationship between media consumption and democratic deci-
sions, it can be hard to ascertain if people choose media based on how well it aligns with
how they plan to vote or if the media they consume shapes or even changes how they
vote. In reality, of course, both effects can happen at the same time. The Voice referendum
offers an interesting case to explore this complexity. Firstly, since voting is compulsory in
elections and referenda in Australia, whether engaged or not in the referendum campaign,
the public ultimately had to participate (Hill, 2002). Additionally, most studies of media
use during democratic contests focus on elections, yet Zumofen et al. (2024) suggest media
behaviour during referenda should receive more attention because referendum voting is
potentially less entrenched in partisanship, and therefore citizens’ information-seeking
behaviours are of greater importance.

Voting intentions about the Voice did indeed fluctuate, and thus large numbers of
voters had unstable views and even changed their minds throughout the campaign. This
fluctuation is evident in polling, which found that the year before the referendum, 65%
of Australians supported the Voice (Evershed & Nicholas, 2023). This popularity steadily
declined, particularly after the right-wing Opposition—the Liberal and National Coalition—
opposed the Voice proposal, joining the No campaign characterising the Voice as divisive
(Son et al., 2026). The Voice was eventually defeated, with 60% of Australians opposing the
referendum (Evershed & Nicholas, 2023).

Australia also offers an interesting context for the study of media influence on democ-
racy, because in a highly concentrated industry (Dwyer et al., 2021), there are limited news
media choices available, and most major outlets are centrist to right-leaning. In terms of
print journalism, Rupert Murdoch’s right-wing News Corp Australia owns 60% of print
media (Gaber & Tiffen, 2018; Murdock et al., 2024) and several popular online news sites
(Dwyer & Wilding, 2023). Murdoch also owns right-wing broadcast outlet Sky News
Australia, which is the fourth most consumed offline news channel in Australia (Park et al.,
2025, p. 78) and also has a large social media audience (Copland et al., 2025). While News
Corp Australia is well known for their right-wing partisanship, there is little analysis of the
partisanship of Australia’s non-Murdoch commercial outlets (Esau et al., 2025). Regarding
popular commercial television news, Channel 7 is the most consumed outlet, and Channel
9 is third most consumed (Park et al., 2025, p. 78). Both outlets are more likely to be
consumed by right-leaning audiences than left-leaning audiences (Park et al., 2025, p. 139).
According to Ad Fontes Media ratings, these outlets’ online news websites skew from
centrist to right-leaning (Ad Fontes Media, 2025). Amongst the major commercial radio
outlets, the eighth most popular offline outlets are, collectively, FM radio stations (Park
et al., 2025, p. 78), which tend to be entertainment- rather than news-focused (Griffen-Foley
& Lindgren, 2024). Commercial AM radio stations collectively are the fifteenth most popu-
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lar offline outlets (Park et al., 2025, p. 78), with talk radio stations like popular 2 GB skewed
towards right-wing partisanship (Ward, 2015).

Conversely, left-wing partisans have fewer popular left-leaning media options avail-
able across all types of media. Amongst the 22 most popular online news sites in Australia,
only The Guardian is a progressive or left-wing outlet (Park et al., 2025, p. 78). The public
broadcaster, the Australian Broadcasting Corporation (ABC), with its popular broadcast
channel, local and national radio stations, and highly consumed online news site, is also
more popular amongst left-wing than right-wing audiences (Park et al., 2025, p. 139).
News Corp outlets regularly criticise the ABC for left-wing bias, which is suggested to
be a way to delegitimise the national broadcaster as a News Corp competitor (Fielding
et al., 2025). The ABC should not, however, be considered a partisan outlet, because it is
legislated to provide comprehensive, independent and neutral news across its online, radio
and television platforms (Ricketson & Mullins, 2022). As such, although scholars argue the
media has little influence on voting decisions because audiences self-select the partisan
news they agree with (Bennett & Iyengar, 2008; Stroud, 2011), Australia’s concentrated
news media landscape makes self-selection possible for right-wing partisans but less so for
left-wing voters.

Additionally, there is some evidence that news reporting and social media about the
Voice was influential in voting decisions. Regarding news media, Esau et al. (2025) analysed
354 Voice news reports from 26 outlets and found that, rather than host a debate about the
need for and merits of Indigenous reconciliation, news coverage fitted a horse-race theme
that pitted Labor and Coalition elites against each other in a polarising debate. They suggest
this polarising coverage likely exacerbated the public’s perception of the No campaign’s
claims that the Voice was divisive (Esau et al., 2025). Fielding et al. (2025) also quantitatively
analysed over 1400 News Corp news and commentary pieces about the Voice and found,
consistent with News Corp’s partisanship, that where Voice arguments were presented,
68% supported the No proposition. Fielding et al. (2025) proposed that News Corp acted
as conservative advocates in concert with the No campaign by actively opposing the Voice.
Son et al. (2026) also argued that News Corp’s deliberate characterisation of the Voice as
“divisive” influenced other media to frame it the same way.

Alongside mainstream news media, the unmediated sphere of social media was also
an important source of information for voters during the Voice referendum. Phillips et al.
(2024) analysed over three million pieces of Voice content from mainstream and social
media published in 2023 in the lead-up to the Voice referendum in October. They found
that the Yes campaign used many different messages to promote the benefits of the Voice
and that the No campaign was more focused on three key themes, including the cost of the
proposal, the idea that the Voice created division and was racist, and framing of the Voice
as a risky constitutional proposition (Phillips et al., 2024). Analysis of content about the
Voice on social media platform X also demonstrated that the No campaign characterised
the Voice as lacking detail and as a divisive proposition (Graham, 2026).

The No campaign’s characterisation of the Voice as “divisive” was a particularly
important consideration for No voters. Accent Research’s survey of voters (2023) asked
respondents their reasons for voting and found 82% of No voters believed the Voice “will
divide Australia”. This survey also found differing views about discrimination amongst
different media audiences. Viewers of Murdoch media’s Sky News and The Australian, daily
tabloid newspapers (which are mostly Murdoch-owned), free-to-air commercial television,
commercial radio, and YouTube were less likely to believe Indigenous Australians face
discrimination and thus were more likely to vote No (Accent Research, 2023). Conversely,
Yes voters who read newspapers that were not Murdoch owned, including the left-leaning
The Guardian, centrist Sydney Morning Herald and The Age, and the ABC, were more likely to
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believe that Indigenous Australians face discrimination and, in turn, were more likely to
vote Yes (Accent Research, 2023).

The public form views about issues like discrimination and the Voice from a range of
experiences throughout their lives, including their media consumption. The present study is
interested in the association between voting behaviour and media use, while accepting that
correlational research cannot methodologically establish causality or account for unknown
influences on the patterns of media and voting identified (Knobloch-Westerwick, 2014). In
doing so, the present research avoids simplistic “hypodermic needle” conceptualisations,
which view media as absolutely and directly influential on behaviour (Esser, 2008), while
also not assuming that, via processes of self-selection, media usage has minimal effect
(Bennett & Iyengar, 2008). Through a longitudinal two-wave panel analysis of 1525 voters,
this paper contributes important insights by demonstrating that there were clear partisan
patterns of media use amongst Australians during the Voice referendum and that these
patterns applied predominantly to stable voters—those who made a firm vote choice a
month before they voted. These patterns were not found amongst unstable, less-certain
voters, who were also found to use fewer types of media overall. These findings have
important implications for understanding the positive and negative influences media can
have on democratic processes like elections and referenda as well as beginning to unpack
the roles of media in trajectories of preference stability and change.

2. Literature Review
The question of media’s influence on electoral outcomes is central to a large field of

research interested in how news audiences select media and the influence of these choices
on their voting behaviour. Media effects research is a complex and contested area of
study, with several theories offering different and sometimes conflicting interpretations of
audience behaviour. The present research builds on the literature concerning audiences
selectively exposing themselves to like-minded news media, the influence of political
engagement and voter certainty on media consumption, and theories about why voters
disengage from news media altogether.

2.1. Media Selective Exposure and Reinforcement of Existing Views

As far back as the 1960s, Klapper (1960) argued that the media merely reinforces
existing beliefs. Many scholars agree that today’s fragmented, partisan news media does not
provide audiences with an appropriate diversity of views to use in opinion formation but
rather reinforces existing views. This argument, often referred to as the minimalist influence
thesis (MIT), is offered by Bennett and Iyengar (2008, p. 724), who contend that due to the
internet’s fragmentation of media channels and content, news audiences can select news
with which they agree, and thus media messages are unlikely to do “anything other than
reinforce prior predispositions”. This field thus suggests news media has little influence on
democratic decision making and, in turn, little influence on democratic outcomes.

Other researchers argue that even if media messages do nothing other than reinforce
existing views, such reinforcement is itself an important democratic effect (Gavin, 2018;
Stroud, 2011). Stroud (2011) suggests that the reinforcement of views intensifies existing
opinions, motivates political participation, and alters perceptions of issue valence. Gavin
also argues that a small number of voters not changing their mind through their media
consumption reinforcing their views can influence the outcome of an election (Gavin,
2018). In line with this argument, Levendusky’s study of media effects found that repeated
exposure to like-minded partisan news media makes already extreme partisans even more
extreme and certain in their views (Levendusky, 2024). Furthermore, Gavin (2018) also
proposes that the reinforcement of views on issues that the public may not have direct,
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personal experience with, such as climate change, benefit fraud, and immigration, is
particularly influential because without personal experience, viewers are more reliant on
their news consumption when forming opinions.

Studies regularly find that news audiences indeed do select partisan outlets that align
with their political views (Muise et al., 2022; Peterson et al., 2021; Stroud, 2008, 2011; Van
der Meer et al., 2020). Audience motives for self-selecting partisan-biased news media
include consuming information that aligns with and strengthens existing views, aligning
media consumption with a (sometimes public) expression of their identity, and habitual
consumption of news sources that have in the past consistently confirmed their views
(Hart et al., 2020; Knobloch-Westerwick & Meng, 2011; Van der Meer et al., 2020). Selective
exposure has been found to occur across different channels, including talk radio, cable news,
and online news sites, and to a lesser extent newspapers; newspapers are less available and
thus are more difficult to self-select (Stroud, 2008, 2011). In the US context, research has
shown conservative or right-wing voters prefer conservative news like Fox News while
avoiding left-wing and centrist outlets like CNN and the New York Times, and vice versa
for left-wing or liberal audiences (Iyengar & Hahn, 2009; Peterson et al., 2021).

Selective exposure studies in the context of elections have also found audience political
opinions tend to align with the partisan views of the news media they have selected
(Prior, 2013). For example, Smith and Searles (2014) found Fox News viewers were more
likely to have negative views of Democratic candidate Barack Obama during the 2008
US election, and MSNBC viewers to have negative views of Republican candidate John
McCain. Levendusky (2013) similarly found Fox News and MSNBC attacks on their
political opposition lead their audiences to perceive the opposition more negatively and
to be less trustworthy and less open to bipartisanship. However, whether these views are
formed by news media consumption, media consumption is led by these views, or both
effects occur simultaneously is difficult to ascertain (Prior, 2013).

Building on selective exposure studies, the “reinforcing spirals framework” suggests
that news media choices reinforce existing beliefs, which perpetuates selective exposure
in line with these beliefs, which further strengthens those beliefs (Slater, 2007, 2015).
Feldman et al. (2014) demonstrate the relevance of this framework to the interplay of
news consumption and climate change beliefs. Across two waves of surveys, they found
conservative news audiences were less likely to believe in or support policies to address
climate change as compared to viewers of non-conservative media. These audiences’ media
choices for the first wave and second wave were found to be influenced by their views,
which was theorised to further entrench and polarise climate beliefs (Feldman et al., 2014).
Carmichael and Brulle (2018) also found that consumption of partisan print, radio and web-
based news had significant alignment with audiences’ acceptance or not of anthropogenic
climate change, with conservative news media audiences half as likely to accept the science
as liberal media audiences. In this research, news media consumption was found to have a
significant effect beyond political party identification, age, education and income.

It is important to note, however, that alongside preferences for partisan-aligned news,
balanced news is also valued by news consumers (Dilliplane, 2011; Garrett & Stroud, 2014;
Knobloch-Westerwick & Meng, 2009). As such, where partisan selective exposure occurs
amongst some news consumers, there are also news audiences who consume a diversity
of news sources (Ksiazek et al., 2019). Zumofen et al.’s (2024) study of media use during
a Swedish referendum over energy policy found that when offered balanced or only like-
minded views, the majority of participants chose the balanced options. This study found
those voters most sure about their decision before the referendum campaign were more
likely to choose balanced sources rather than one-sided sources, potentially because those
most sure are more politically engaged and thus more interested in understanding the
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range of arguments. However, at the mid-point of the referendum campaign, those with
strongest views were more likely to choose like-minded news, but only by a narrow margin
(Zumofen et al., 2024).

2.2. News Media Consumption and Political Engagement

Audience engagement in politics is also suggested to influence news media con-
sumption, because those most engaged in politics—those most partisan—are more likely
to selectively expose themselves to like-minded media (Feldman et al., 2013; Knobloch-
Westerwick, 2014; Prior, 2013; Stroud, 2011; Weeks et al., 2017). Conversely, audiences who
are less politically engaged are suggested to be less likely to selectively expose themselves
to news media, potentially because they have less firm political views to direct their choices
(Stroud, 2008). At the same time, partisan selective exposure is also theorised to contribute
to greater political participation (Dilliplane, 2011; Knobloch-Westerwick, 2014; Van der
Meer et al., 2020). The relationship between political interest and engagement in political
news media is thus described as causal and reciprocal because politically interested people
seek out political media, which reinforces their interest in politics (Strömbäck & Shehata,
2010) and their propensity to vote (Ksiazek et al., 2019). Selective exposure is thus consid-
ered in some ways to be democratically problematic by limiting audience consumption of
diverse views but also democratically valuable in encouraging participation.

Studies have also identified differences in news media consumption amongst decided
(those with fixed voting intentions) and undecided voters (who are often referred to as
swing voters). For instance, Ha et al. (2013) found politically decided voters sought
out news media for information, whereas totally undecided voters remained disengaged.
A study based on the 2019 Israeli election campaign found decided voters were more
critical than undecideds about media coverage and showed more doubt in the accuracy
of election news, but they still consumed more news from a greater diversity of sources
than undecideds (Samuel-Azran et al., 2022). Undecideds were also more likely to judge
misinformation shared on social media as credible than decideds, leading Samuel-Azran
et al. (2022) to conclude undecideds were less informed and less critical than decided
voters. Likewise, a study of a New Orleans election found highly partisan decideds were
more likely to seek out voting information than undecideds, but this information was used
less for decision-making (because their decisions were made) than for reinforcement and
surveillance of the political contest (Kitchens et al., 2003).

Voters less certain about their voting decisions have also been found to take longer
to make a decision when they are exposed to cross-cutting news media (Matthes, 2012).
Matthes (2012) acknowledges that this delayed decision making might be democratically
valuable if cross-cutting media informs a slower, more deliberative decision. Or, less
positively, slower decision-making might arise because these audiences are confused about
the conflicting views and find decision-making difficult. Knobloch-Westerwick and Meng
(2009) also found less certain voters were more open to counter-attitudinal news than more
certain voters, suggesting this might be because they are seeking to solidify their views.
These studies agree with research that suggests that audiences who contrast themselves
more against others with different political views—a factor of social comparison but also
potentially a sign of higher political engagement—tend to have stronger confirmation bias
in selecting news media that conforms with their existing views (Knobloch-Westerwick
et al., 2020; Van der Meer et al., 2020).

2.3. Disengaging from News Media

Amongst studies of news choices, it is also important to consider the option to disen-
gage from news media altogether. Arceneaux et al. (2013) point out that the proliferation of
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media options has provided partisans greater opportunity to not just selectively expose
themselves to news but also disengage completely. Their study found that exposure to
partisan cable television did indeed polarise audiences by reinforcing their views and mak-
ing them resistant to opposing arguments. However, they suggest that although partisan
news could potentially polarise mass audiences, it is unlikely to, because when participants
were given the option of watching either partisan news or an entertainment program, most
viewers chose entertainment options (Arceneaux et al., 2013). Likewise, Feldman et al.
(2013) suggests that studies that force a choice between partisan news options without
an option to disengage from news media altogether, over-estimate the level of selective
exposure by almost 12%.

The media malaise theory helps to explain why voters may be turned off by political
news. This theory posits that news media exposure can increase cynicism and disengage-
ment in politics, with television historically found to have such an effect (Ha et al., 2013).
In recent years, media malaise theories have been tied to concerns about news negativity
and news avoidance. For instance, Boukes and Vliegenthart (2017) found that audiences
exposed to hard news about topics like politics, the economy, and crime, had worse mental
wellbeing than audiences exposed to soft news such as lifestyle and entertainment, which
is argued to be because hard news is more negative and disempowering. Hard news’ nega-
tivity bias is also regularly attributed to news avoidance trends, with long-term intentional
news avoidance raising concerns that citizens will be ill-equipped to make democratic
decisions in their best interests (Skovsgaard & Andersen, 2020). Furthermore, tying to Arce-
neaux et al.’s (2013) study, which found audiences would prefer to watch entertainment
media than polarising cable news programs, 37% of Australians surveyed suggest they
avoid news because it is “untrustworthy or biased” (Park et al., 2025, p. 11). Media avoid-
ance is also linked to disengagement from politics; in the US context, Ksiazek et al. (2019)
found those most likely to avoid news are also least likely to vote. At the same time, studies
find that public service television news—non-partisan and balanced media—increases
democratically positive outcomes such as political knowledge, efficacy, participation, trust
in news, and news engagement, where commercial television has negative effects (Aarts
& Semetko, 2003; Chan & Yi, 2024). As such, Curran et al. (2014) encourage researchers
to accept that some news media may be democratically productive in encouraging more
political engagement, where other media may be turning people off politics.

In summary, although no one theory or methodological approach can entirely explain
the complex dynamic between media use and democratic decisions, each study contributes
insights that help interpret the subtle yet powerful ways that news media consumption
influences voting behaviour and, in turn, contributes to democratic outcomes.

3. Method
This research is part of a longitudinal survey examining psychological and intergroup

processes surrounding the Voice referendum. A total of 2467 Australian adults, after
exclusions,1 participated via an online commercial panel, the Online Research Unit (ORU).

At Time 1 (3–13 September 2023), the sample was 51.5% female and 48.2% male (<1%
non-binary or preferred not to say) and aged between 18 and 93 years old (M = 54.81,
SD = 16.85). Consistent with the distribution of the Australian population, participants
were mostly from Eastern states and territories (78.1%) and living in capital cities and
suburbs (69.2%). Most participants identified as non-Indigenous (98.6%). The sample
reported mostly centrist political views (40.6%), followed by left-wing (33.5%) then right-
wing (25.9%) views. Over half of the sample (58.6%) had a bachelor’s degree or higher. The
sample is thus more likely to be university educated than the Australian population, where
34% in 2025 had a bachelor’s degree or higher (ABS, 2026).
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A sub-set of participants who completed the survey at Time 1 (n = 2467) participated
at Times 2 (2–15 October 2023, prior to the vote, n = 1482) and 3 (22–30 October 2023, after
the vote n = 1409). At Time 1, participants were asked about their position in relation to the
Voice, and between 5 and 6 weeks later at Time 3, they were asked about their actual vote
in the referendum as well as their media consumption, with 1525 participating across these
two waves.

To assess media consumption, participants were first asked where they obtained in-
formation about the Voice. They could indicate whether they used newspapers (either
online or print), television, radio or social media platforms. Based on these selections,
participants were then shown follow-up questions asking which specific outlets they con-
sumed, where multiple options could be selected. These items included a short list of
options of major and widely consumed national and state based Australian news organisa-
tions for each type of media (e.g., The Australian, The Daily Telegraph, The Sydney Morning
Herald for newspapers). To capture as many different media organisations as possible,
participants were also given open-ended options to enter additional outlets that were not
included in the pre-defined choices. This approach allowed the capture of both structured
responses from closed categories and the full range of media sources identified through
open-ended entries. The questions about voting intentions asked at Time 1 are available
via OSF at https://osf.io/3q7j2/files/osfstorage/6a3c950ca8c95e63b3dfdfee (accessed on
23 July 2026) and questions asked at Time 3, including voting outcomes and media use, are
available at https://osf.io/3q7j2/files/osfstorage/6a375d91c6be10b07e1667c4 (accessed
on 23 July 2026).

Analytical Approaches

First, participants were classified as stable or unstable voters based on whether their
reported voting intention changed between Time 1 (their self-reported positioning on the
Voice) and Time 3 (their self-reported actual vote). Those who consistently selected “Yes”
or “No” were coded as stable voters (n = 1175, 77%), while those who changed position or
began as “unknown” were coded as unstable voters (n = 350, 23%). Unstable voters were
found to have a similar average ideological self-placement to stable voters (on a scale from
1–7, left to right, stable M = 3.90, unstable M = 3.91).

Second, based on participants’ answers to the media consumption questions, newspa-
per consumption was categorised into Murdoch-only, non-Murdoch-only, mixed, and none.
Television consumption was categorised into public-only, commercial-only, mixed, and none.
Radio consumption was categorised into public-only,2 commercial-only, mixed, and none.
Social media use was dichotomised as users and non-users. Each variable was coded as 1 if
respondents reported consuming that category of media and 0 otherwise. Missing values
were treated as 0 to capture the absence of reported use. The coding of each media outlet is
available via OSF at https://osf.io/3q7j2/files/osfstorage/6a3b585c2b79b2d5b2b0daa6
(accessed on 23 July 2026).

Third, frequency distributions and cross-tabulations were generated to examine asso-
ciations between media consumption and voting behaviour. Percentages were calculated
based on number of participants to assess relative differences across groups. Chi-squared
testing was performed to analyse the strength or weakness of data correlations. Visualisa-
tions were produced using bar charts showing proportions of voting categories for each
media type and subgroup.

Fourth, patterns were interpreted considering existing theories and concepts identified
in the literature, to draw conclusions about the association between media usage and voting
intention for Yes and No voters and for those whose views were stable or unstable.
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4. Discussion
This research contributes to the complex and often contradictory literature exploring

the relationship between media consumption and democratic behaviour through analysis
of the media consumption choices and voting behaviour during the Australian Voice
referendum. This referendum provides an interesting case study because Australia’s
compulsory voting system requires voters to participate in the democratic process, whether
engaged in the debate or not. As a national referendum, a democratic contest of the sort
that has occurred only 44 times in Australia’s history (AHRC, 2023), the Voice could also
be considered one of the big stories that does not fit Bennett and Iyengar’s (2008) minimal
influence thesis, because it saturates media and thus has an influence on inattentive voters.
Furthermore, Australia’s concentrated news media landscape leaves limited opportunity
to self-select only attitude-consistent media, particularly for left-wing voters. Lastly, due to
the Australian public’s low knowledge about Aboriginal and Torres Strait Islander history
and culture (Nelson, 2022), Australian voters can be considered to be highly dependent on
media for understanding the arguments for and against the Voice constitutional change
(Gavin, 2018; Zumofen et al., 2024). The results of this study therefore provide useful
real-world insights by highlighting discernible patterns in news media selection during the
Voice referendum. Two distinct trajectories of voting preference have been identified, each
associated with distinct news media consumption patterns. Selective exposure is observed
in line with voting preferences for stable voters. At the same time, unstable voters do not
selectively expose themselves to news media that aligns with their voting behaviour and
use fewer types of media overall.

4.1. Stable Voting, Selective Exposure and Reinforcement of Existing Beliefs

This study found that Australian voters during the Voice referendum sought out
information from traditional news sources including television (70%) and print or online
newspapers (47%), more so than social media (33%). About one quarter of respondents
used radio news (24%). As per Table 1, approximately 19% of voters consumed only
Murdoch’s News Corp newspapers, 19% consumed only non-Murdoch newspapers, and
9% consumed a mixture of both, suggesting some level of polarisation between Murdoch
and non-Murdoch news audiences. A similar divide was identified between audiences
who consumed only public television news, including the ABC and Special Broadcasting
Service (SBS) (19%) and those who consumed only commercial television (25%), with 27%
using a mixture of public and commercial television. Radio listeners were similarly split
between public ABC radio (13%) and commercial radio only (8%).

When this media usage is mapped onto voting choices, there is evidence that voters
selected their news media in line with their existing voting intentions. However, although
this media and voting behaviour appears to correspond with the whole sample of voters,
closer analysis reveals that it is only stable voters—those who had chosen how they would
vote at Time 1 and voted this way in the referendum—whose news media usage correlates
with their voting choice. Most survey respondents were stable voters, with 32% a stable
Yes, 45% a stable No and 77% stable overall (n = 1175). Twenty-three percent were unstable
(n = 350), with 2% moving from Yes to No (n = 29), 5% from No to Yes (n = 82), 8% from
unsure to Yes (n = 115), and 8% from unsure to No (n = 124). Amongst stable voters, 59%
were No voters (n = 688) and 41% Yes (n = 487).

The analysis of stable voters demonstrated clear patterns of selective exposure aligning
with voting preferences. Regarding online and offline newspaper consumption by stable
voters (Figure 1), 74.6% (n = 173) of those who only consumed Murdoch news were No
voters. Amongst stable voters, 66.7% (n = 74) who consumed a mix of Murdoch and non-
Murdoch news were No voters. On the other hand, 68.2% (n = 159) of non-Murdoch-only
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consumers were stable Yes voters. A Chi-squared test result of 93.02, p < 0.001 (where a
lower p-value demonstrates a closer correlation), shows that among stable voters, there
is a strong association between the types of newspaper outlets they consumed and their
stable vote.

Table 1. News sources from which voters obtained information about Voice referendum.

Print or Online Newspapers Number Percentage

Murdoch only 293 19%

Non-Murdoch only 292 19%

Mix of Murdoch and Non-Murdoch 135 9%

Total newspapers 720 47%

Television

Public TV only 293 19%

Commercial TV only 359 24%

Mix of Public and Commercial TV 411 27%

Total television 1063 70%

Radio

Public Radio only 204 13%

Commercial Radio only 119 8%

Mix of Public and Commercial Radio 36 2%

Total radio 359 24%

Social media

Social media user 509 33%

Total respondents 1525

Figure 1. Newspaper readers (print and online) by voting behaviour, stable voters only (N = 576).
Dashed line = total stable Yes% (41%).

A similar pattern occurs with television (Figure 2). Those viewing only commercial
television news comprised 82.7% No voters (n = 235). Those with a mix of commercial
and public television news were close to the percentage of total stable voters—61.1% No
(n = 193) as compared to the total average of 59%. Conversely, those who viewed only public
television news comprised 67.5% Yes voters (n = 160). A Chi-squared test result of 136.46,
p < 0.001, demonstrates a strong association between the type of television news outlets the
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participants consumed and their stable vote. Those who consumed commercial television
only had a significantly greater chance of voting No than those who consumed public
television only, mixed commercial and public, or even those who did not use television
news as a source of Voice information.

Figure 2. Television audiences by voting behaviour, stable voters only (N = 837). Dashed line = total
stable Yes% (41%).

The same pattern is found in radio usage amongst stable voters (Figure 3). Those who
only sought commercial radio news were 87.1% No voters (n = 88). A mix of commercial
and public radio were closer to the total average of stable voters, with 61.3% No (n = 19).
On the other hand, those only seeking ABC radio news were 57% Yes voters (n = 89). The
Chi-squared result for these relationships is 50.05, p < 0.001 and thus there is a significant
association between the type of radio channel consumed and voting outcomes for stable
voters. Those who consumed only commercial radio news had a significantly greater
chance to vote No than those who consumed public channels only, mixed channels or even
those who did not source information from radio.

Figure 3. Radio listeners by voting behaviour, stable voters only (N = 288). Dashed line = total stable
Yes% (41%).

Regarding social media users, there was not a noteworthy relationship between differ-
ent voting behaviour, with 45.5% of social media users being stable Yes voters (n = 182),
as compared to 41% in the total population (Chi-square = 4.11, p = 0.043, demonstrating
a weak relationship) (Figure 4). Since this study did not ask respondents which types of
content they sought on social media due to the diverse content available, a limitation of
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this study is that conclusions cannot be drawn about which social media content interplays
with voting decisions. This is potentially a fruitful line of inquiry for future research. It
should be noted, however, that the 2025 Australian Digital News Report found that tra-
ditional or mainstream news receives the most attention on social media platforms (Park
et al., 2025, p. 98). Thus, the news produced by traditional outlets, which is consumed
in print, television and radio formats, is also being consumed on social media, alongside
information produced by non-traditional news outlets, influencers and creators, politicians
and activists, and ordinary social media users (Park et al., 2025, p. 98).

Figure 4. Social media users by voting behaviour, stable voters only (N = 1175). Dashed line = total
stable Yes% (41%).

These findings could be interpreted as showing symmetrical, polarised patterns of
selective exposure amongst Yes and No voters. No voters were more likely to consume
Murdoch and commercial print, radio and television news. Yes voters were more likely to
consume non-Murdoch print and online media (including ABC online news content) as
well as public broadcaster television and radio. This finding aligns with a wealth of other
research that shows news audiences selectively expose themselves to news that aligns with
their existing political views (Muise et al., 2022; Peterson et al., 2021; Stroud, 2008, 2011;
Van der Meer et al., 2020).

However, although News Corp is partisan news (Fielding et al., 2025), other major
commercial television and radio news outlets also skew rightwards (Ad Fontes Media, 2025;
Ward, 2015), and both mainstream and social media content contributed to the collective
media coverage that presented the Voice in a polarising and divisive style (Esau et al., 2025;
Graham, 2026; Phillips et al., 2024), the ABC is not partisan in the same way. The ABC is leg-
islated to produce neutral news that contains diverse perspectives and is held accountable
in doing so (Australian Broadcasting Corporation, 2023; Ricketson & Mullins, 2022). The
ABC’s own Election Review Committee found the public broadcaster “included diverse
voices and opinions” in their referendum coverage (Australian Broadcasting Corporation,
2023). Although audiences do selectively expose themselves to news media that aligns
with their existing views, studies have shown audiences also choose news that includes a
diversity of perspectives when it is available (Dilliplane, 2011; Garrett & Stroud, 2014; Hol-
bert et al., 2010; Knobloch-Westerwick & Meng, 2009; Zumofen et al., 2024). Furthermore,
49 respondents identified that they consumed left-leaning outlet The Guardian, with 84%
(n = 41) of these respondents stable Yes voters. Thus, while Yes voters may have selected
other major left-wing partisan media outlets, including major television and radio outlets if
available to them, they nevertheless were most likely to choose ABC news, which includes
a diversity of perspectives. As such, Voice media consumption does not neatly reflect
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symmetrical partisan selective exposure and polarisation; rather, No voters turned to more
partisan content, and Yes voters to more balanced, neutral news.

Nevertheless, whether public and balanced, or commercial and imbalanced, the am-
plification of elite conflict by all types of media may have reproduced polarised narratives,
including negative and emotional claims about opposing sides. This news coverage pre-
sented the Voice as a divisive concept in line with the No campaign’s claims (Esau et al.,
2025; Fielding et al., 2025; Son et al., 2026). Indeed, Fielding et al. (2025) found that one of
the strategies of News Corp’s conservative advocacy against the Voice was to attack Yes
advocates. Other studies demonstrate that partisan media audiences have more negative
views of their opposition (Levendusky, 2013; Smith & Searles, 2014). Social media content
was similarly polarised, with No campaign messaging emphasising the accusation that the
Voice was “divisive” (Graham, 2026; Phillips et al., 2024). Esau et al. (2025) suggest the
polarising Voice news media dynamic may have intensified audiences’ attachment to their
own side and opposition to the other’s. This divisive horse-race style of news coverage
may also have driven audiences into more self-selecting and polarised media use; stable
Yes voters turned away from media they perceived to be biased against Yes, and No voters
turned away from media they perceived to be biased against No, an observation regularly
platformed by News Corp (Fielding et al., 2025). As per the idea, selective exposure is
driven not just by confirmation bias but also identity expression (Hart et al., 2020); this
finding raises interesting questions about how media choices may be influenced by voters
selecting news media that aligns with their pre-existing political views and preferences and
also reinforced by an aversion to what is framed as negative media about their side.

The potential for reinforcement of selective exposure and, in turn, news media polari-
sation amongst different types of voters through a process of both exposure to consonant
media and avoidance of discordant media aligns with the reinforcing spirals framework
(Carmichael & Brulle, 2018; Feldman et al., 2014; Slater, 2007, 2015). Such news media
consumption habits have been suggested to strengthen existing attitudes, leaving people
less open to changing their mind (Levendusky, 2024). As per Gavin’s (2018) challenge to the
minimal influence theory, the reinforcement of existing views is an important democratic
effect; when voters are less open to changing their mind no matter what information they
access, this can influence the result of an election. This is particularly true in a context like
Australia, where compulsory voting means voters cannot opt out altogether. While we
cannot rule out that participants may have changed their views or their media coverage
during the Voice campaign prior to the survey, we can confirm that within the time frame
of the survey, stable voting patterns were associated with more differentiated partisan news
media consumption.

Gavin’s (2018) suggestion that the public are more dependent on news media coverage
about issues unrelated to their personal experience is also relevant to the Voice referendum.
In 2022, only 45% of Australians had good knowledge of Indigenous histories, and 33%
of Indigenous cultures (Nelson, 2022). Thus, it could be assumed that many Australians
are unaware of the drivers and consequences of structural inequality the Voice aimed to
help address. Arguments such as Klapper’s (1960) and Bennett and Iyengar’s (2008), which
suggest media have little effect beyond reinforcement of views, also tend not to explain
how news media use interacts with voters’ initial formation of policy views. In the present
data, the Voice referendum represented a voting issue for which the Australian public had
never been asked to make a decision before. It can, however, be assumed that in making
their decision, voters were informed by their existing views on other related issues, such
as their views about whether Indigenous Australians are discriminated against (Accent
Research, 2023), and these views may have been influenced by their historic consumption
of news media.
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4.2. Unstable Voters and Disengagement from Media

Where stable voters were found to have distinct patterns of news media usage aligning
with their voting behaviours, unstable voters—the 23% who had unknown voting intention
at Time 1 or switched from one side to the other—did not exhibit recognisable patterns of
selective exposure in line with their voting. This study thus offers useful insights to help
understand how uncertain voters have less predictable media habits than those who are
more decided about their voting intentions. Less-certain voters are often deemed to be
most democratically important because they switch or swing as the campaign unfolds and
ultimately decide the outcome of close contests. Although it may seem positive that this
group is not selectively exposing themselves to news media, but are instead consuming a
diverse range of media seemingly unaligned with their voting behaviours, this study also
finds that unstable voters use fewer types of media overall as compared to stable voters,
which could have troubling ramifications for their democratic knowledge.

Figure 5 compares unstable voters’ newspaper choices to unstable voters overall (44%
(n = 153) No voters and 56% (n = 197) Yes voters). Unlike stable voters, the group of
unstable voters most likely to vote No used a mix of Murdoch and non-Murdoch news
(50%, n = 12), followed by those who only consumed non-Murdoch media (47.5%, n = 28),
with Murdoch-only audiences the least likely to move to No (45.9%, n = 28). A Chi-squared
result of 0.12, p = 0.943, demonstrates that among non-stable voters, there is no association
between the type of media they consumed and their vote preference, noting the small
sample sizes.

Figure 5. Newspaper readers by voting behaviour, unstable voters only, N = 144. Dashed lines = unstable
voter averages (44% No, 56% Yes).

The same lack of patterned media usage is evident in unstable voters’ television
choices when compared to the 44% of unstable voters voting No (Figure 6). Contradicting
the trend amongst stable voters, unstable public television voters had a higher percentage
of No voters (39.3%, n = 22) than unstable commercial television viewers (36%, n = 27). The
most likely No voters amongst unstable television audiences were those consuming a mix
of public and commercial television (53.7%, n = 51). This lack of pattern is evidenced in Chi-
squared analysis, with the result of 6.06, p = 0.048, revealing a weak association between the
type of television channels the participants consumed and their vote preference. However,
unlike stable voters, the difference is not between commercial and public channels; rather,
television viewers who consumed a mixture of commercial and public channels were more
likely to vote No compared to commercial only and public only.
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Figure 6. Television audiences by voting behaviour, unstable voters only, N = 226. Dashed lines = unstable
voter averages (44% No, 56% Yes).

Amongst unstable radio listeners, public radio listeners were more likely to vote
Yes (64.6%, n = 31), with commercial radio listeners split evenly between Yes and No
(Figure 7). This lack of correlation between voting and media usage is demonstrated by a
Chi-square analysis result of 3.54, p = 0.060 (p > 0.05). Thus, amongst unstable voters, there
is no association between the type of radio channels the participants consumed and their
Voice vote.

Unstable Voters: Radio Type and Vote Outcome 

Figure 7. Radio audiences by voting behaviour, unstable voters only, N = 66. Dashed lines = unstable
voter averages (44% No, 56% Yes). Note, mixed public and commercial excluded due to small sample
size (n = 5).

Finally, there was no difference identified in social media usage between those using
social media and all unstable voters (Figure 8, both approximately 44% No; social media
user No voters, n = 48). The Chi-square result of 0.01, p = 0.935, reveals this lack of
a relationship.

The lack of pattern of voting decisions aligning with news media usage amongst
unstable voters fits with the idea that less politically engaged people are less likely to
selectively expose themselves to like-minded news media (Stroud, 2008). Although, no-
tionally, it is positive for democracy that unstable voters use more diverse sources of news
media than stable voters, potentially because they are looking for information to make
their decision (Knobloch-Westerwick & Meng, 2009), research also suggests that selective
exposure motivates participation in politics (Dilliplane, 2011; Knobloch-Westerwick, 2014).
From this perspective, when audiences are not self-selecting they are potentially reducing
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their participation in political processes. Additionally, access to cross-cutting perspectives
has been proposed to delay voting decisions, either through confusion or contradictory
information making their decision harder (Matthes, 2012). Media patterns for unstable
voters thus can be interpreted as more beneficial (if more informed) or less beneficial (if
less engaged) for democracies.

Figure 8. Social media audiences by voting behaviour, unstable voters only, N = 350. Dashed
lines = unstable voter averages (44% No, 56% Yes). Note, mixed public and commercial excluded due
to small sample size (n = 5).

Taken together, the democratic impact of unstable voters’ media consumption here
is argued to be less positive when coupled with the finding that this cohort was found to
use fewer types of media overall as compared to stable voters. As Figure 9 shows, the four
categories of respondents who selected that they were non-users of newspaper, television,
radio and social media are disproportionately more likely to be unstable voters as compared
to stable voters. The relationship between unstable voters and non-users of newspaper and
television is found to be particularly significant, with a Chi-square result of 7.67, p = 0.006,
for non-use of newspapers and Chi-square = 6.71, p = 0.009, for non-use of television.

Figure 9. Use of media by stable and unstable voters, Dashed line = overall % unstable (23%).
* denotes significant, ns denotes not significant.

Another way to view this finding is by comparing the number of media types used
amongst stable and unstable voters (Table 2). This analysis demonstrates that 43% of
unstable voters used two, three or four types of media, compared to 58% of stable voters
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who used two, three or four media types. Additionally, 47% of unstable voters used only
one type of media.

Table 2. Comparing number of type of media used by stable versus unstable voters.

Number of
Media Types Stable (n) Stable (%) Unstable (n) Unstable (%) Total (N)

Four 63 5% 20 6% 83

Three 214 18% 44 13% 258

Two 400 34% 87 25% 487

One 407 35% 164 47% 571

No media 91 8% 35 10% 126

TOTAL 1175 100% 350 100% 1525

Although it might seem rational that in a democratic system with compulsory voting,
unstable users would be more likely than stable voters to seek out information about
the Voice from different types of media to help make up their minds, unstable voters are
suggested to be less engaged in the democratic process and thus less likely to actively
seek out information. This finding fits with studies finding political media exposure
contributes to greater political participation (Ha et al., 2013; Strömbäck & Shehata, 2010).
The relationship between the non-use of newspapers, television and, to a lesser extent, radio
news and unstable voters also agrees with Strömbäck et al.’s (2013) study, which found
that interest in politics increased engagement with all types of media, with this correlation
particularly strong for print and online morning newspapers (less so for tabloids), television
news, and public service radio. These results also align with Ksiazek et al.’s (2019) study, which
found that those who use less media are less likely to vote; those with less political participation
are also suggested to use fewer types of media to inform their decision. Additionally, although
it seems counterintuitive that stable voters consumed more types of media about the Voice,
considering their minds were made up, this finding fits with other studies that found that
partisan voters who have made their decision continue to follow news media coverage to
reinforce their existing views and to observe the contest (Kitchens et al., 2003).

It should be noted that unstable voters included a mixture of those who changed
their position (n = 110, 7%) and those who were undecided at Time 1 (n = 239, 16%), with
differences between these cohorts difficult to ascertain with small sample sizes. Thus,
amongst the different types of unstable voters, there may also be differences in engagement
that are not captured here. For instance, Ha et al. (2013) found partially decided voters
engaged in social and online media, whereas totally undecided voters were disengaged.
Furthermore, Samuel-Azran et al.’s (2022) finding that decided voters were more critical
of media coverage, but nonetheless consumed more of it than undecided voters, adds
weight to the idea that undecided voters are less invested in the process. As such, where
the divisive, polarising coverage of the Voice referendum is proposed to have helped push
stable voters into a reinforcing spiral, so too may it have deterred less-engaged unstable
voters from consuming media about the Voice. From this perspective, the present finding
of unstable voters using fewer types of media could be a case of media malaise, where
media increases cynicism and disengagement from politics (Ha et al., 2013), with news
avoidance linked with news negativity, disempowerment (Boukes & Vliegenthart, 2017;
Skovsgaard & Andersen, 2020), concerns about trustworthiness and bias (Park et al., 2025),
and commercial media having a more negative effect than public service media (Aarts &
Semetko, 2003).
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That unstable voters used fewer types of media about the Voice also fits with other
studies that have found that rather than selectively choosing partisan news, audiences
would prefer to tune out altogether and watch entertainment media (Arceneaux et al.,
2013; Feldman et al., 2014). Synthesising these ideas, it is possible the divisive, polarising
nature of Voice media coverage was associated with those without firm voting views opting
out of the political debate and disengaging with the process. Although voters cannot
opt out of voting altogether in the Australian system, they can opt out of news media
coverage, leaving themselves less informed when casting their vote. Furthermore, in the
majority of democracies, those turned off by the tenor of the political debate can opt out
altogether, which is not a positive outcome for individual citizens and the collective health
of democracy.

4.3. Strengths and Limitations

The strength of this research lies in its longitudinal measurement of voting intentions
at two points in a democratic contest, in comparison to types of media consumption.
Future studies could strengthen this approach through more regular surveys about voting
intentions as well as media usage across a democratic cycle rather than only surveying
media usage after voting is complete. Furthermore, where this study measured only which
types of media and outlets Voice voters used, other studies could gather more detailed
data about media consumption habits, such as how regularly voters use different types of
media and for how long. Additionally, although surveys of media consumption have been
criticised as over-estimating levels of selective exposure, potentially due to failure to recall
media usage in detail (Prior, 2013), by asking respondents which media they used to source
information about the Voice, conclusions can be drawn about which types of media and
which media organisations are most valued and trusted by Australian audiences during
democratic contests, with these judgements of source credibility argued to have a large
influence on which media audiences are indeed exposed to, whether selectively, routinely
or incidentally (Heiss & Matthes, 2019; Van der Meer et al., 2020). That is, audiences are
suggested to prefer some media sources over others, and these sources are those they are
both more likely to consume and more likely to choose amongst survey options, including
as an expression of their self-identity (Hart et al., 2020).

5. Conclusions
News media’s idealised role in a democracy is as facilitator of diverse and balanced

information to help voters deliberate effectively. The model voter is assumed to be one that
does not make up their mind during democratic contests until they have weighed diverse
and balanced information sourced from news media. This study demonstrates that not
only are these ideals not reflected in practice, they are also difficult to empirically analyse
because of the diverse array of complex variables at play regarding democratic decisions,
audience preference for diverse formats and types of media, and the influence of this media
on decision-making. Coupled with this complexity are conflicting ideas in the field about
the extent of self-selection and polarisation, the influence of self-selection and its potential
to reinforce existing views, whether any media has the potential to reinforce or change
people’s minds, and where historic media exposure has shaped contemporary decisions.

This study contributes insights to help understand how different types of news media
are used by voters during democratic contests through finding that stable and unstable
voters during the Voice referendum exhibited potentially positive democratic attributes
and problematic ones. Stable voters who had made up their mind early in the referendum
campaign were found to seek out more types of media overall, which is argued to be a
positive sign of democratic engagement.
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Regarding their levels of selective exposure, which is viewed in scholarship as demo-
cratically mixed due to its reinforcement of existing views but also a motivator of political
engagement, Yes and No voters were not found to have the same experience. Due to the
complexity of Australia’s concentrated media system, Yes voters were more likely to be
exposed to diverse and balanced views about the Voice via the public broadcaster. No
voters were more likely exposed to News Corp’s pro-No partisan coverage and more
polarising and sensationalist commercial media content, where major outlets also lean to
the right. This coverage potentially made their No choices more concrete and extreme and
less open to Yes arguments as the campaign unfolded (Gavin, 2018; Levendusky, 2024).

Although it could be argued that news media coverage and social media contestation
during the referendum mirrored the conflict-driven nature of the referendum itself, News
Corp’s advocacy coverage has also been argued to have emphasised the No campaign’s
claims of the divisive nature of the Voice (Fielding et al., 2025), which influenced other media
coverage and, in turn, the political and public agenda (Son et al., 2026). It is possible that
the polarising coverage may also have contributed to greater selective exposure amongst
stable voters, who turned towards sources more positive about their side and away from
sources more negative. This may have resulted in stable voters being less open to changing
their minds and, particularly for No voters, less likely to be exposed to Yes arguments, a
result that is not positive for democratic deliberation.

The democratic consequence of media choices amongst unstable voters is also mixed.
Unstable voters did not have clear patterns of selective exposure aligning with their ulti-
mate voting decisions, which could have exposed them to more diverse views. Yet, this
23% of voters was also found to use fewer types of media overall as compared to stable
voters. The lower engagement in different types of media is proposed to reflect this cohort’s
lesser engagement with the referendum process, which may have resulted in lesser interest
in news media and led to less information-seeking to inform their decisions. The pattern
is consistent with a media malaise effect (Ha et al., 2013), whereby voters would prefer
to turn off news rather than selectively expose themselves (Arceneaux et al., 2013). In the
present data, the divisive, polarising media coverage about the Voice potentially led to
news avoidance rather than information seeking among some respondents, contributing
to a disengagement from the democratic process. In non-mandatory democracies, many
unstable voters who do not have firm views on questions such as a referendum are likely
to not only disengage from media but to not vote at all, which is a negative democratic
outcome. Even in the context of the Australian compulsory voting system, it is not con-
sidered democratically beneficial for voters to make their decisions without informing
themselves of competing arguments, particularly on an issue for which they have no lived
experience, such as Indigenous peoples’ experience of colonisation, discrimination and
structural inequality.
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Notes
1 Participants were excluded if they did not complete the survey, completed it in under five minutes (interpreted as insufficient

engagement), were flagged by Qualtrics as bots or duplicate respondents, failed one or more attention-check items, or did not
provide consent for their data to be used.

2 Non-commercial community and not-for-profit radio stations were coded as “public” to differentiate them from commercial sta-
tions.
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