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Abstract

This study aims to determine whether news consumption, media trust, in-
terest in news, and political affinity are correlated with the generational
segment of the market, measured by the age of the digital audience. Fur-
thermore, this study seeks to verify whether age is associated with digital
audiences’ paying attention to journalists or news brands. This research
is based on a survey of 2,005 people in Mexico by YouGov in 2022, com-
missioned by the Reuters Institute for the Study of Journalism at the Uni-
versity of Oxford as part of its annual Digital News Report. The statistical
method used was the chi-square test of independence between qualitative
variables. The results showed that age correlates with consumption habits,
media trust, interest in news, and citizens’ political affinity for digital au-
diences in Mexico. Moreover, age relates to whether digital audiences fo-
cus on journalists or news brands in Latin America. This study delves into
the characteristics of digital audiences in Mexico and contributes from a
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media economics, media management, and media marketing perspective.
It also helps media organizations assess their market strategy, market seg-
mentation, and target markets based on the characteristics of digital news
audiences in Mexico.

Keywords
Interest in news; digital audience; age; media industry; political affinity;
media trust.
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Las audiencias de las noticias digitales en
Mexico: analisis del segmento de edad

Resumen

Este estudio tiene como objetivo determinar si el consumo de noticias, la
confianza en los medios, el interés por las noticias y la afinidad politica estin
correlacionados con el segmento generacional del mercado, el cual se mide
por la edad de la audiencia digital. Ademds, se busca verificar sila edad est4
asociada con la atencién que las audiencias digitales prestan a los periodis-
tas y a las marcas de noticias. La investigacion se basa en una encuesta rea-
lizada por YouGov a 20085 personas en México en el ano 2022 por encargo
del Instituto Reuters para el Estudio del Periodismo de la Universidad de
Oxford como parte de su Informe de Noticias Digitales anual. Para esto, el
método estadistico utilizado fue la prueba de independencia chi-cuadra-
do entre variables cualitativas. Los resultados demostraron que la edad se
correlaciona con los hdbitos de consumo, la confianza en los medios, el in-
terés por las noticias yla afinidad politica de las audiencias digitales en Mé-
xico. Por otra parte, la edad se relaciona con el hecho de que las audiencias
digitales se centren en los periodistas o en las marcas de noticias en Amé-
rica Latina. Este estudio profundiza en las caracteristicas de las audiencias
digitales de México y hace un aporte desde una perspectiva de economia,
gestion y marketing de medios. También ayuda alas organizaciones de me-
dios a evaluar la estrategia de mercado, la segmentacién del mercado y los
mercados objetivo en funcidn de las caracteristicas de las audiencias de no-
ticias digitales en México.

Palabras clave
Interés por las noticias; audiencia digital; edad; sector de los medios; afini-
dad politica; confianza en los medios.
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Audiencias de noticias digitais no
México: analise por segmento de idade

Resumo

Este estudo tem como objetivo determinar se o consumo de noticias, a
conflan¢a na midia, o interesse por noticias e a afinidade politica estao cor-
relacionados com o segmento geracional do mercado, que é medido pela
idade do publico digital. Além disso, busca verificar se a idade estd associa-
daaatencgao que o publico digital d aos jornalistas e as marcas de noticias.
A pesquisa se baseia em uma pesquisa realizada pela YouGov com 2.005
pessoas no México em 2022, encomendada pelo Instituto Reuters para o
Estudo do Jornalismo da Universidade de Oxford como parte de seu Rela-
torio de Noticias Digitais anual. Para isso, 0 método estatistico usado foi o
teste qui-quadrado de independéncia entre varidveis qualitativas. Os resul-
tados mostraram que a idade se correlaciona com os habitos de consumo,
com a confian¢a na midia, com o interesse em noticias e com a afinidade
politica do publico digital no México. Por sua vez, a idade estd relacionada
ao fato de as audiéncias digitais se concentrarem em jornalistas ou marcas
de noticias na América Latina. Este estudo aprofunda nas caracteristicas
das audiéncias digitais no México e faz uma contribuigao a partir de uma
perspectiva de economia, gestao e marketing da midia. Ele também ajuda
as organizagdes de midia a avaliar a estratégia de mercado, a segmentagao
de mercado e os mercados-alvo com base nas caracteristicas das audiéncias
de noticias digitais no México.

Palavras-chave
Interesse em noticias; publico digital; idade; setor de midia; afinidade po-
litica; confianga na midia.
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Introduction

The Mexican news industry faces macro- and micro-environment challeng-
es similar to those of other countries. This encourages scholars and media
outlets to delve into the profile of audiences accustomed to the consump-
tion of digital news because of the possibilities oftered by the Internet, such
as various platforms, social media, and news content aggregators typical of
the current media industry environment (Kauthold, 2021; Newman et al,,
2021; Powers & Zhao, 2018).

Based on the Digital News Report survey conducted annually by the
Reuters Institute for the Study of Journalism at the University of Oxford
(Newman etal., 2021), this study compiles contributions from a media eco-
nomics perspective, from which media management and media marketing
emerge. It also helps media outlets assess their market strategy, market seg-
mentation, and target market based on the characteristics of the audienc-
es that consume digital news in an economy open to the global market
(Albarran, 2017; Ha, 2021; Zheng et al., 2021).

The development of digital technologies in the media industry hasled
to significant changes in audiences’ news and entertainment consumption
habits (Arrese et al., 2019; Doyle, 2020; Ha, 2021). The removal of barri-
ers to entry for new competitors has significantly increased the content sup-
ply, transforming how audiences consume news and entertainment (Doyle,
2020; Mitchelstein & Boczkowski, 2009; Picard, 2014 ). The new media mar-
ket is characterized by more fragmented audiences (Olsen et al., 2021), the
emergence of new alternative channels (Andersen etal.,2023), and new for-
mats, such as streaming and podcasts (Aufderheide et al., 2020). Currently,
audiences influence the media’s news supply because of their multiple ways
of accessing information on digital platforms in a place and at a time most
convenient for them (Bachmann et al.,, 2012; Bakshy et al., 2015; Barnidge,
2015; Gil de Zuiiga et al., 2014). Paradoxically, the increase in the supply
of content by both traditional and new media has been paralleled by a wor-
rying loss of trust in news and an increase in information apathy or disin-
terest, especially in countries characterized by greater social and political
polarization (Newman et al., 2023; Park et al., 2020).
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From a business standpoint, some media outlets have seen a reduc-
tion in their traditional advertising revenue and have opted to diversify their
revenue streams to achieve financial sustainability (Olsen et al., 2021). As
readership continues to decline, media outlets are compelled to explore
innovative revenue-generating strategies to ensure their survival (Kaye &
Quinn, 2010; Nel, 2010). Traditional advertising revenue is insufficient to
sustain news organizations in the digital age, and new business models have
emerged (Berger et al., 2015; Casero-Ripollés & Izquierdo-Castillo, 2013;
Medina et al., 2021). Mexico is no exception, and media outlets are trying
to survive the decline in advertising revenue (Soto, 2020). They also seek to
know, understand, and identify national audiences’ profiles and digital in-
formation consumption habits due to the current environment in which
the news industry participates.

In 2022, the COVID-19 pandemic accelerated some of the problems
faced by Mexican media outlets over several years. On the one hand, the
media faced a further drop in advertising revenue because audiences now
access news content for free on various digital platforms and because of the
adverse economic environment. However, news legacy brands face the ac-
celeration of an open digital economy, which forces some to be disruptive
and innovative in their business models (Wirtz, 2019).

Mexican media outlets have also suffered from reduced consumer in-
terest in news and decreased media trust for various reasons. Among these
are information fatigue (Groot & Klein, 2022; Schumann, 2022), politi-
cal polarization (Tong et al., 2021), audience fragmentation (Peng & Tang,
2022), and false news information distributed through social media (Fletch-
er & Nielsen, 2017; Fletcher & Park, 2017; Galarza Molina, 2021; Galarza-
Molina & Muniz, 2021; Newman et al., 2023).

Most news consumption in this domestic market is still in the hands of
the leading media companies with a historical share in the industry (Gutiérrez-
Renterfa & Lépez Hernandez, 2021). Television, commercial radio, and
the press are traditional media with the highest penetration rates in the in-
formation market, with audiences’ offline and digital presence. However,
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native digital media and social media on the Internet play a relevant role in
the news market.

The adverse macroeconomic environment of the national news in-
dustry for many companies is also due to aggression against some news
brands and prominent journalists who have been constantly exposed to at-
tacks and discredit by Mexican President Andrés Manuel Lopez Obrador
(Abril & Reina, 2022).

The primary objective of this study is to identify whether age is relat-
ed to the consumption habits of news content, interest in the news, trust in
the news, and political affinity among audiences that consume digital news.

Literature

Numerous academic studies have shown a close relationship between media
outlets and political parties (Albarran, 2017,2019; Fletcher & Nielsen, 2017;
Havens & Lotz, 2012; Holmes, 2021). Editorial information seems to reflect
a close link between news companies and certain political parties. In other
words, media owners seem more interested in showing political affinity in
their editorial content than in presenting news objectively. Nonetheless, the
target audience remains the primary objective (Albarran, 2017; Doyle, 2013a,
2013b; Gimpel, 2015; Ha, 2021; McDowell, 2006; Mierzejewska & Kolo,
2019; Picard, 2014; Rinsdorf, 2017; Sanchez-Garcia, 2016; Sylvie, 2008).

Some authors point out that personal motivators may drive the lev-
el of trust and interest in the news because of the audience’s social identi-
ty (Seifert et al., 2020), while Gil de Zusiga et al. (2010) and Markov and
Min (2020) affirm that they depend more on political affinity. Thus, audi-
ences tend to select information that is consistent with their own beliefs,
and they are exposed to content that influences their behavior regardless
of the veracity of the facts presented through professional journalism (Di
Domenico et al., 2021; Holmes, 2021; Park et al., 2020).

Scholars Gimpel (2015) and Picard (2014) agree with Albarran
(2019) that news media outlets should address the target audience accord-
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ing to the market for which they have been designed, primarily due to the
current competitive environment of the industry. Audience fragmentation
has also modified the types of interaction between supply and demand for
information content. According to Doyle (2020), the consolidation of the
competitive advantage of news organizations focuses on identifying the au-
dience’s characteristics according to market segmentation criteria and the
profile of content consumer audiences.

In this regard, other authors, such as Goyanes (2020), Martinez-
Torres and Gdmez (2019), Park et al. (2020), and Vazquez (2002), point
out that the various algorithms used to deliver news to citizens work accord-
ing to the sociodemographic characteristics and information consumption
habits of the population.

Some authors have devoted their efforts to understanding audience
profiles according to age segment and region in various countries. Examples
of this can be found in the works by De Coninck et al. (2019) and Fletch-
erand Nielsen (2017). Thus, demographics, socioeconomic segments, and
attitudes regarding political affinity may influence audience trust and inter-
est in news.

Few studies have been conducted in Mexico to reflect the profiles of
digital news consumers (Gutiérrez-Renterfa, 2020). Most studies address
civic and political participation through social media, as well as the pro-
file and involvement of audiences on various digital platforms (Benavides
Almarza & Garcia-Béjar, 2021; Cornelio-Mari, 2022; Gonzalez Macias &
Garcia, 2019; Gutiérrez-Renteria et al., 2018; Rebolledo, 2018; Reguillo,
2012; Rivera-Pesquera etal., 2021; Sanchez-Garcia, 2016; Sdnchez-Nuevo
et al., 2022; Sued, 2022). However, few scientific contributions deal with
variables that correlate with audiences’ interest in news oftered by media
outlets in the country.

Therefore, identifying news consumers’ consumption habits and be-
havior according to the characteristics of audience segments by age group
becomes a crucial task for those interested in this industry in Mexico.
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This research aims to identify whether there is evidence on how dif-
ferent segments of digital audiences by age group influence interest in news,
consumption habits, and political affinity regarding the people surveyed
who access news content in digital format in the domestic market at least
three times a week.

Methodology

Sample

This research is based on a survey of 2,005 people conducted in Mexico by
YouGov. It was commissioned by the Reuters Institute for the Study of Jour-
nalism of the University of Oxford for its annual research project, the Dig-
ital News Report (Newman et al., 2021). One of the authors of this study
participated as an academic partner in the project, specifically in selecting
the topics to be explored in the questionnaire design and the data analysis.

The survey was conducted during the last week of January and the first
week of February 2022. The filter for conducting the surveys is that the peo-
ple surveyed in this country state that they consume news on the Internet at
least three times a week. The population used for statistical analysis consist-
ed of a random, non-stratified sample of people aged >18 years.

The Mexican audiences surveyed comprised 48 % males and 52 % fe-
males; 45 % of this population belongs to the low-income segment, followed
by 44 % with medium income and 11 % with high income.

The people surveyed stated that they had an affinity with the center’s
political parties in each age group. However, the percentage of political af-
finity varies among the left, center, and right wings. The rate of people who
do not know how they identify politically also varies by age.

Variables

The independent variable considered in this study is age, represented by
various segments of digital news consumer audiences. The dependent vari-
ables were media trust, interest in news, and frequency of news consump-
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tion. Media trust and interest in the news were measured at low and high
levels. The frequency of news consumption was measured using the follow-
ing question: Typically, how often do you access news? By news, we mean na-
tional, international, regional/local news, and other topical events accessed via
any platform (radio, TV, newspaper, or online). Possible answers were more
than ten times a day, 6—10 times a day, 2S5 times a day, once a day, 4-6 days
aweek, 2-3 days a week, once a week, less often than once a week, less of-
ten than once a month, and never.

We have combined these variables to segment them into three dif-
ferent groups: news lovers—people who access the news several times a
day and say they are highly interested in the news; daily briefer consum-
ers—people who also access the news several times a day but are slightly
less interested in the news; and casual or passive consumers—people who
consume less frequently (between once a day and once a month) and they
also tend to be less interested in the news.

Political affinity and trust in journalists and media outlets are depen-
dent variables. The first one was measured through the question. Some talk
about ‘left,” right,” and ‘center’ to describe parties and politicians. (Generally,
socialist parties would be considered ‘left-wing’ while conservative parties would
be considered ‘right-wing’). With this in mind, where would you place yourself
on the following scale? The scale ranged from left to right wing. Finally, we
measured trust in journalists or media outlets by asking, Which of the fol-
lowing do you tend to pay the most attention to when looking for news online?
Possible answers were specific news brands, journalists, or commentators.

Data analysis

The statistical method used in this study was the chi-square test of indepen-
dence between qualitative variables. Using this methodology, the observed
frequencies (fo) and expected frequencies (fe) were compared for the two
qualitative characteristics (De la Fuente-Fernandez, 2016). The variables
are more likely to be independent if the observed frequencies are similar
to the expected frequencies. However, the more significant the difference
between the observed and expected frequencies, the more likely the vari-
ables are independent.
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The X3 is a free distribution test (non-parametric) that measures the
discrepancy between the distribution of the observed and expected fre-
quencies (Mendivelso & Rodriguez, 2018). This chi-square test is used to
analyze research data for various studies in the social sciences.

=3 m;mz

HO is rejected if X §>Xj ,or if p value < a

Normality tests were not performed. Given its non-parametric na-
ture, the chi-square test eliminates the need to assume a normal distribu-
tion, a typical prerequisite of parametric tests. This decision aligns with the
study’s objective of exploring how the different age groups that consume
digital news correlate with other segments of the audience market in Mex-
ico in 2022 without assuming a normal data distribution.

This study hypothesizes that the segmentation of digital news con-
sumers by age group serves as a significant indicator for delineating dis-
tinct audience market segments, each with its own characteristics of news
consumption and behaviors of the people surveyed via digital platforms in
Mexico during 2022.

This study explored the following questions and hypotheses:

Question 1: Is the classification of news consumers (news lovers, dai-
ly consumers, and casual news consumers) independent of the age-based
segmentation of the digital audience?

Hypothesis 1: There is a correlation between age and an increased
propensity for news consumption, suggesting that older people are likeli-
er to be news lovers.

Question 2: Do trust in and interest in the Mexican media industry
vary independently across different age segments of the audience?
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Hypothesis 2: A relationship exists between age and elevated levels
of trust and interest in the Mexican media industry, with the expectation
that older people are likelier to have high trust and interest.

Question 3: Is there independence between the political afhinities of
the audience and their age segments?

Hypothesis 3: No significant correlation exists between age and po-
litical afhinities in Mexico.

Question 4: Is the audience’s attention to journalists and news brands
independent of their age segmentation?

Hypothesis 4: A correlation is anticipated between the age segment of
the audience and their attention toward journalists and news brands, indi-
cating that the age group relates to media outlets’ engagement preferences.

Results

Result 1. Audience members were classified as news lovers, daily consum-
ers, and casual or passive consumers according to the number of times they
accessed the news during the day and their interest in it. These were related
to the digital audience segment according to age (Table 1).

Table 1. News Consumption Habits by Age. Mexico, 2022

18-24 25-34 35-44 45-54 55+
News lovers 11% (23%) 21% (23%) 27% (23%) 24% (23%) 28% (23%)
Daily users 40% (52%) 51% (52%) 52% (52%) 58% (52%) 58% (52%)
Casual consumers 49% (25%) 29% (25%) 21% (25%) 18% (25%) 14% (25%)

¢ = 160.9; p-value = 1.03E-30. The values in parentheses represent the expected frequencies.

Source: Own elaboration.

The chi-square test yielded a value of x*(160.9), p <.001, showing a
statistically significant association between age group and the digital news
consumption category. These results reject the null hypothesis of indepen-
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dence between age and news consumption habits, which suggests that age
is significantly related to news engagement.

According to the findings (Table 1), the percentage of news lovers
increased with age, ranging from 11 % in the youngest group (18-24) to
28 % in the oldest group (55+). Conversely, casual consumers decreased
from 49 % in the 18-24 age group to 14 % in the 55+ age group. Daily us-
ers consistently increased from 40 % among the youngest to 58 % among
the oldest age cohorts.

Otherwise, evidence shows that the segment over SS reflects a high-
er percentage (28 %) than expected (23 %). This audience represented a
group in Mexico that considered themselves news lovers. The 45-54-year-
old segment also reflects higher rates (24 %) than expected (23 %). Daily
news content consumers were represented in both audience segments by
age. Finally, casual or passive consumers are located at a higher percentage
(49 %) than expected (25 %) in those segments belonging to 18-24-year-
old respondents.

Result 2. Trust and interest in the media depend on the segment of
the digital audience according to age.

Table 2. Interest in News and Media Trust by Age Group.
Mexico, 2022

18-24 25-34 35-44 45-54 S5+

High trust, highinterest | 10% (25%) | 21% (25%) 26%(25%) | 31%(25%) | 32%(25%)

High trust, low interest 18% (12%) 13% (12 %) 12% (12%) 9% (12%) 9% (12%)

Low trust, high interest 19% (29%) 25% (29%) 33% (29%) 29% (29%) 38% (29%)

Low trust, low interest 53% (34%) 40% (34 %) 29% (34%) 30% (34%) 21% (34%)

¢ = 156.3; p-value = 2.91E-27. The values in parentheses represent the expected frequencies.

Source: Own elaboration.

A chi-square test was conducted to examine the independence of these
variables, resulting in x*(156.3) with a p-value <.001, indicating a statisti-
cally significant association between age groups and their patterns of trust
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and interest in the news. This analysis challenges the null hypothesis of in-
dependence between variables, suggesting that age is significantly related
to the level of trust and interest in news.

As shown in Table 2, the analysis of news consumption and media
trust across different age groups in Mexico in 2022 revealed particularly
notable findings among the youngest (18-24 years old) and oldest (55+
years) cohorts. The youngest group exhibited a lower (10 %) than expect-
ed (25 %) frequency in the high trust and interest category, aligning with
their unique digital news consumption pattern. This group also tended to-
ward low trust and high interest in news, deviating from the expected levels.

Conversely, the segment over 55 showed a 7 % higher observed rate
than anticipated for high trust and interest in news, suggesting a distinct
contrast in news consumption behavior compared to younger audiences.
Additionally, this older cohort recorded higher than expected percentag-
es in the low-trust, high-interest category, indicating nuanced engagement
with the news media.

Furthermore, the analysis identified that the 18-24 and 25-34 age
groups are mainly characterized by low trust in the media and low interest in
news, underscoring a significant challenge for news organizations in engag-
ing younger audiences. In contrast, the audience segment of the 45-54 age
group reflects a higher percentage observed (31 %) than expected (25 %)
in the category of high trust in the industry and interest in the news.

Result 3. The political affinity of an audience depends on the seg-
ment of the digital audience by age.

Table 3. Political Affinity by Age. Mexico, 2022

18-24 25-34 35-44 45-54 55+
Left 24% (23 %) 23% (23 %) 27% (23 %) 25% (23 %) 18% (23%)
Center 69% (64 %) 66% (64%) 62% (64%) 599% (64%) 64% (64%)
Right 7% (13 %) 11% (13%) 12% (13%) 16% (13%) 18% (13 %)

2

Source: Own elaboration.

X* = 28.7; p-value = .0003. The values in parentheses represent the expected frequencies.
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The survey illustrated distinctive patterns in political orientation
among the age segments of 18-24, 45-54, and over 55 years. According
to Table 3, there is apparent variation in political preferences with age. The
chi-square test resulted in x*(28.7) and p <.001, indicating a statistical-
ly significant association between age and political affinity. Young adults
aged 18-24 preferred the left with 24 %, slightly above the expected 23 %.
This age group showed a significantly high inclination toward the center,
with 69 % identifying with centrist politics, notably higher than the expect-
ed 64 %. Conversely, only 7 % of this group aligned to the right, markedly
lower than the expected 13 %.

The middle-aged group (45-54) and the older cohort (55+ years)
demonstrated a gradual increase in right-leaning affinity, with percentages
rising to 16 % and 18 %, respectively, more than expected in this age seg-
ment. These two groups exceeded the expected rate by 13 %. Interestingly,
these age groups showed a decrease in center-aligned preferences compared
to younger age groups, with 59 % more than expected, for the 45-54 age
group more than expected, and 64 % for those aged 55 and over, indicating
a divergent political engagement pattern compared to the youngest cohort.

Result 4. Audience attention toward journalists and news brands is
associated with the digital audience segment by age.

Significant evidence shows that digital audiences in Mexico, according
to their age segment, pay more attention to media outlets and journalists.

Table 4. Attention to Journalists or Journalistic Brands by
Age. Mexico, 2022

18-24 25-34 35-44 45-54 55+
Specific journalistic brands 48% (52%) 53% (52%) 59% (52%) 50% (52%) 48% (52%)
Specific journalists or

23% (29 %) 23 % (29 %) 25% (29%) 32% (29%) 41% (29%)
commentators
Don’t know 20% (12%) 17% (12%) 11% (12%) 10% (12%) 6% (12%)

x* = 87.54; p-value = 1.47E-13. The values in parentheses represent the expected frequencies.

Source: Own elaboration.
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The findings (Table 4) indicate a nuanced pattern of media engage-
ment across segments by age. A chi-square test analysis (x> = 87.54, p =
1.47E-13) confirmed the statistically significant differences between the
observed and expected frequencies, strongly suggesting an association be-
tween age and media engagement patterns, contrary to the null hypothe-
sis, positing independent variables.

Analysis of the data revealed distinct engagement patterns across
age segments. Individuals in the 18-24 age group exhibited notably low-
er engagement with journalists, commentators, and journalistic brands.
This trend is consistent with the broader disengagement observed within
younger demographic groups in media consumption. For the 25-34 age,
the data showed a deviation from expected patterns, with only 23 % dis-
playing heightened attention to journalists, a figure below anticipated lev-
els (29 %). Concurrently, an unexpected 17 % of this age group reported
uncertainty in their media preferences, indicating a higher-than-predicted
level of indecision (12 %). The 35-44 age group demonstrates a particular
affinity toward specific news brands, surpassing expected engagement lev-
els of 59 %. This suggests stronger brand loyalty or preference within this
generational segment, highlighting a distinct trend in how middle-aged au-
diences interact with the media.

Conversely, the audience segment exceeding S5 years old is distin-
guished by its considerable attention to individual journalists and commen-
tators, with 41 % reporting higher engagement than expected. This finding
indicates a preference for established journalistic personalities over broad-
er brands. Additionally, a smaller-than-expected portion of this group ex-
pressed uncertainty regarding their preferences, pointing to increased
decisiveness in media consumption among older adults.

Conclusions

This investigation delineates the intricate relationship between various seg-
ments of the audience market by age that consume digital news content and
their distinct behaviors concerning news consumption habits, trust with-
in the news industry, interest levels in journalistic content, and political
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leanings in Mexico. It seeks to understand how age relates to digital audi-
ences’ focus on journalists and media brands, with findings affirming that
age is a pivotal factor in shaping perceptions and evaluations of the Mexi-
can news industry.

This study underscores the significance of news media entities grasp-
ing generational nuances within market segments, aligning with insights
from Albarran (2017,2019), Fletcher and Nielsen (2017), Havens and Lotz
(2012), and Holmes (2021). Furthermore, the study corroborates Havens
and Lotz’s (2012) observations on the connection between digital news
consumers’ age and their political affiliations, which in turn may be associ-
ated with their news interests based on the editorial slants of various outlets.

Seifert et al. (2020) outlined the motivational drivers behind news
interest, which are linked to each audience segment’s social identities and
political affiliations. Gil de Zuiga et al. (2010) suggest this, and Markov
and Min (2020) further explore it.

Through the lens of segmentation by age, two distinct consumer pro-
files emerge: younger audiences (18~24 years) exhibit more casual con-
sumption patterns than anticipated, demonstrate lower trust and interest in
the news, and show an unexpected diminution in right-wing political affin-
ity, alongside skepticism toward journalists or commentators. Conversely,
those 55+ years old display a greater affinity for news, higher industry trust,
and increased interest in journalistic content. This group also includes indi-
viduals with low industry trust, heightened content interest, and exceeding
expectations. Their political leanings deviate from predictions, with fewer
left-wing and more right-wing identifiers than foreseen and pronounced
trust in specific journalists or commentators.

This study notes a decline in trust in the Mexican news industry, sug-
gesting a comparative analysis with parallel markets, such as the Hispanic
media industry. The onset of the COVID-19 pandemic in early 2022 sig-
nificantly impacted Mexico, influencing news consumption patterns and
prioritizing pandemic-related content, possibly leading to information fa-
tigue affecting news interest.
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Understanding age-specific news consumption patterns is crucial for
Mexican media companies to develop strategic approaches to market po-
sitioning, editorial design, marketing, and revenue generation (Albarran,
2017, 2019; Doyle, 2020; Gimpel, 2015; Picard, 2014).

Limitations and future lines of research

This pioneering study is the first comprehensive examination of digital
news consumption patterns in Mexico. It focuses on variations in interest
in news, journalists, and news brands across different age groups. By delin-
eating audience profiles within diverse population segments, this research
contributes significantly to our understanding of digital news consumer be-
haviors in Mexico’s digital economy.

However, the scope of the study could have been expanded by explor-
ing the qualitative aspects that elucidate the reasons behind news content
interest or the factors influencing trust levels within the news industry. Thus,
this study presents an opportunity for future research to delve into the qual-
itative attributes of news and entertainment audience profiles in Mexico’s
digital environment, further enriching our understanding of these dynamics.

An additional limitation of this study, as outlined in the methodolo-
gy section, is its reliance on a panel survey conducted among internet us-
ers. Consequently, these findings may only partially represent a part of the
Mexican population. Internet users typically exhibit profiles with slight-
ly higher income levels, education, and interest in public affairs than the
general population. This suggests that the results might overemphasize
the perspectives and news consumption behaviors of a more affluent and
educated segment of society, potentially overlooking the nuances and vari-
ations among broader and more diverse audience groups. This gap under-
scores the need for future research to adopt a more inclusive sample that
captures the full spectrum of news consumption patterns across all socie-
tal strata, thus providing a more comprehensive understanding of digital
news consumption in Mexico.

Additionally, this investigation highlights potential avenues for infor-
mation entrepreneurs within the domestic market to leverage the opportu-
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nities presented by the digital economy, particularly within the information
industry’s competitive landscape. This underscores the need to explore fur-
ther how market structures and competitive strategies influence companies’
engagement with audience segments, including the language and narratives
employed to appeal to diverse groups.

Accordingly, future research should clarify the communication strat-
egies of Mexican journalists and media outlets, aiming to decode the in-
tricate relationship between market competition, audience segmentation,
and the efficacy of various narrative approaches in capturing distinct au-
dience demographics. Therefore, this study sheds light on current digital
news consumption trends in Mexico and sets the stage for a deeper inves-
tigation into the qualitative nuances of audience engagement and strategic
implications for media practitioners in the digital age.
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