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Today’s agenda

1. The young audience imperative 5 minutes

2. Project overview 20 minutes
○ What did we research?

○ What were the most important findings?

  
3. Q&A 10 minutes

Introduction
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The young audience imperative
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Young people are actively avoiding the news across the globe - including in 
Belgium - and this trend is on the rise

Introduction
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When they do come across the news it is incidental, via social media 
platforms, and in an atomised form

Introduction
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The consequence of these trends is that younger people are increasingly 
uncertainty over who and what to believe

Introduction
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Project overview
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What is Next Gen News?

8

Project overview

Our research aims to 
better understand the 

future of news 
consumption 

in 2030
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Project overview

Our research aims to 
better understand the 

future of news 
consumption 

in 2030

by uncovering the 
emerging behaviours and 

modes of consumption 
for the next generation 

of news consumers
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What is Next Gen News?
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Project overview

Our research aims to 
better understand the 

future of news 
consumption 

in 2030

by uncovering the 
emerging behaviours and 

modes of consumption 
for the next generation 

of news consumers

in the hope that news 
producers can use these 
insights to bridge what 
we call the Ideal News 

Experience gap
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Our research approach

To complement our field research, we completed a thorough 
literature review of leading secondary research to distil 
critical themes and factors that have and are expected to 
continue shaping the news industry.

We conducted 45 in-depth interviews with 18-25-year olds 
in India, Nigeria and the United States. We used a 
human-centred design approach to unearth unarticulated 
needs and desires that can unlock new opportunities for 
innovation.

Our research involved 2-3 hour long interviews where we ran exercises with young people. 
The research phase  concluded with a week-long team-wide synthesis in Evanston.

Project overview
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To complement our research, we convened the Next Gen Advisory Board 
who participated in 1:1 interviews and group working sessions throughout

Chanpreet Arora
Business Head AVOD,  
Viacom18 Digital Ventures 

Jodie Jackson
Director,
News Literacy Lab

Justin Arenstein
Founder & CEO,
Code For Africa

Mohit Jain
Board Member & Executive 
Director, Times India Group

Kamal Ahmed
Editor-in-Chief & 
Co-founder,
The News Movement

Chris Krewson
Executive Director,
LION Publishers

Olivia Ma
Former Senior Director of 
News Partnerships,  
Google News Initiative

Jack Kelly
Founder & Content Creator,
TLDR News

Pradeep Gairola
VP & Digital Business Head,
The Hindu Group

Yvette Uloma Dimiri
Director, 
Stears Insights

Jocelyne 
Muhutu-Remy
Managing Director 
Sub-Saharan Africa, Spotify 

Ruona Meyer
Freelance Media Trainer 
& Researcher

Bayo Olupohunda
Editor-in-Chief,
Opera 

Carolyn Powers
Director for US Programs, 
Internews

Kirsten Eddy
Senior Researcher, 
Pew Research Center

Trei Brundrett
Non-Exec Board Member, 
The Guardian

Jeff Yang
Research Direction & 
Head of Digital intelligence 
Lab, IFTF

Joseph Teasdale
Head of Tech, 
Enders Analysis

Lucky Gunasekara
Co-Founder & CEO, 
Miso AI

Project overview
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Our most important finding:

There is a gap between the news 
experience the next generation wants 
and what they're currently being 
provided with
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The Ideal News Experience
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Credibility Affinity
Transparency

of 
intention

Trusted Source

“I want information from a 
source that I know and trust.”

Key findings
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“I trust the people who lived through that 
experience over those that were reporting on the 
experience.”

Faith, 24, Female, Lagos

Research participant

Key findings

Trusted Source

Credibility used to mean: 
Awards, degrees, track 

record

Now it means:
Lived experiences
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News producers are showcasing staff experience and 
contributors to fill the Credibility gap
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Key findings

Trusted Source

Introduced enhanced bios that 
“highlights the experience, 
expertise and ethics” of staff to 
“bolster trust with readers” 

Bios are written by a colleague 
to explain why they cover 
migration, and what makes 
them qualified to do so (right)

Tangle Newsletter Exerpt
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“I don’t trust traditional news sources, I
have people for that. That’s what Hasan
Abi is for. Besides, I don’t want to hear
[traditional news sources] analyse
information.

Trevor, 21, Chicago

Research participant

Key findings

Affinity used to mean: 
A sense of connection to 

familiar brands

Now it means:
A sense of connection to 

individuals and influencers

Trusted Source
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News producers are hiring and putting young journalists 
centre stage to addres the Affinity gap

18

Key findings

Trusted Source

Focus on… Hiring and 
empowering talent from 
non-traditional pipeline

Eg Vice - mental health 
fellowship

Texas Tribune - report for 
America internship, reporter 
embedded in region
 

Creates documentary-style 
videos from young reporters 
on personal topics impacting 
their lives - e.g. fertility 
concerns

Hire bilingual multimedia 
reporters from rural parts of 
Texas to develop “strong ties 
with local residents”

https://www.journalism.co.uk/news/earn-while-you-learn-vice-media-fellowship-pays-us-journalism-students-for-their-mental-health-story-pitches/s2/a733280/
https://www.journalism.co.uk/news/earn-while-you-learn-vice-media-fellowship-pays-us-journalism-students-for-their-mental-health-story-pitches/s2/a733280/
https://www.reportforamerica.org/newsrooms/the-texas-tribune/
https://www.reportforamerica.org/newsrooms/the-texas-tribune/
https://www.reportforamerica.org/newsrooms/the-texas-tribune/
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Key findings

Transparency used to mean: 
An expectation that the news 

is serving the audience interest

Now it means:
A need to understand 

underlying motives and bias

“Sharing unverified content or something [the 
organisation] is not sure of - maybe for the 
engagement sake -  [is] something that makes me 
lose trust.”

Faith, 24, Female, Lagos

Research participant

Trusted Source
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News producers are opening up about their funding 
structures and inherent biases to fill the Transparency gap

20

Key findings

Trusted Source

Focus on… explaining how you 
fund and sustain your journalism 

Eg Jack Kelly’s video on 
ownership and funding 

 Eg Guardian’s resources on 
funding 
- Video on ownership
- Guide to supporting
- Glossary of terms
- Cookie consent changes 

Founder Jack Kelly explains its 
monthly income breakdown 
and often answers reader 
questions on ownership

Presenters acknowledge 
political bias and explain what 
events may influence their 
judgement whilst ‘disagreeing 
agreeably’ on topics

“To truly tackle the competence issue requires a rethinking 
of the antiquated journalistic notion of “objectivity” which 
has somehow evolved into a competition for journalists to 
prove their ideological emptiness.”

https://www.theguardian.com/membership/video/2016/nov/11/who-owns-the-guardian-and-how-is-it-funded
https://www.theguardian.com/media/2022/dec/09/what-do-you-get-when-you-support-the-guardian-supporter-subscribe-contribute
https://www.theguardian.com/info/2016/jan/25/content-funding
https://www.theguardian.com/help/insideguardian/2024/apr/23/what-rejecting-all-means-for-funding-open-journalism
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The Ideal News Experience

21

Credibility Affinity
Transparency

of 
intention

Trusted Source

“I want information from a 
source that I know and trust.”

Topic Actionability
Personal Significance

“I want information that is significant 
to me and those I care about.”

Key findings
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Key findings

Topic used to mean: 
A standard definition of the 

news as current events

Now it means:
An almost limitless definition 

of news

“There will be more diverse coverage as people 
are moving away from pure politics which has 
dominated Indian society. It’s not just about 
politics, but about many other things, and 
ultimately it's about curiosity.”

Mohit Jain, Board Member & Executive Director, 
Times India Group

Advisory Board

Personal Significance
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News producers are listening to audience feedback and 
signals to shape their editorial agenda

23

Key findings

Personal Significance

Focus on… mixing traditional 
news topics with entertainment 
to create accessible entry points

Eg John Oliver’s Last Week 
Tonight

Eg  The Pudding using data and 
video to explore childhood 
outcomes 

Created ‘conversation cycles' 
that unfold over a month and 
create space for audiences to 
input and difficult stories

Put readers’ needs at the heart 
of strategy & editorial 
commissioning via internal ‘Key 
Themes’ workshops 

“To find information gaps, we analyze public data 
ranging from 911 calls, to property tax data, to calls to 
United Way’s 211 service. We also ask Detroiters 
directly about their challenges and what kind of 
information they need, using a short, 
text-message-based survey.” – Outlier Media

https://pudding.cool/2024/03/teenagers/
https://pudding.cool/2024/03/teenagers/
https://pudding.cool/2024/03/teenagers/
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Key findings

Actionability used to mean: 
The news is there to keep me 

informed

Now it means:
The news needs to make a 

positive contribution to my life

Personal Significance

“What does this [piece of news] mean for me? 
What does this mean for the person who this 
article affects? What should we do about it? 
What's the call to action for it?”

Gavin, 21, Male, Birmingham

Research participant
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News producers are focusing on utility, constructive 
stories and building manageable products

25

Key findings

Personal Significance

Highlights stories of positive
collective action to inspire 
audiences to “explore the many 
ways we bridge our divides”

Two in-depth features a day 
with daily audio and 
newsletter briefings - tagline: 
“read less, know more”
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The Ideal News Experience

26

Credibility Affinity
Transparency

of 
intention

Trusted Source

“I want information from a 
source that I know and trust.”

Topic Actionability

Personal Significance

“I want information that is significant 
to me and those I care about.”

Desired Storytelling
“I want information presented 
in a way that works best for 
me.”

Key findings
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Key findings

Convenience used to mean: 
The news is a structured part 

of daily life

Now it means:
The news needs to fit around 

people’s real and digital lives 

Desired Storytelling

“On the whole this generation is just out of the habit 
of intentional, traditional news consumption. There 
definitely is some intentionality, as people are still 
choosing to watch our videos, but I think there's an 
expectation that the news comes to you.”

Advisory Board

Jack Kelly, Founder & Creator,
TLDR News
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News producers are making it quick and easy to filter content, 
providing summary versions and showing up on socials
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Key findings

Desired Storytelling

Focus on… quick and easy 
navigation to content 

Eg Will Media OR Ac2ality

Eg Axios app topic onboarding 
and subsequent personalisation 

All content is social-first; its 
website is a database of tagged 
archive content that core users 
can filter by ‘choosing a theme’

App onboarding include topic 
preferences and personalised 
feed to get users to relevant 
content, faster (right)
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Key findings

Language used to mean: 
The news is serious, objective 

and tells you what to think

Now it means:
The news should be 

conversational, informal, 

relatable and opinionated

Desired Storytelling

“Things are written in a really complicated way 
where I feel like I need to be more educated or 
literate… I have a degree [from Northwestern 
University], and I am still like, ‘I don’t know that 
I’m smart enough to be intaking this 
information.”

Research participant

Hope, 23, Female, Chicago
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News producers are using simpler language, providing additional 
context and adopting new tones to close the language gap
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Key findings

Desired Storytelling

Focus on… simplifying language 
to make it easy to understand 

Eg BBC Newsbeat - 15 min radio 
segments for 15-29 year olds OR 
Ros Atkins

Eg Brut clear, concise language 
in social videos

Record of producing videos that 
“explains something very 
simply and answers a question” 
that aren’t being answered 

Ros Atkins’ analysis uses clear, 
‘sparse’ language and does not 
expect listeners to know the 
backstory

“When you speak to your viewers with 
intelligence and provide a new point of view, 
that's what people share. All our videos are 
original with a cool use of graphics. They're 
clear, direct, and make sense.” 

Guillaume Lacroix, CEO 
Brut 

https://www.bbc.co.uk/sounds/play/m00235fx
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Key findings

Format used to mean: 
The news producer determines 

the format

Now it means:
The consumer wants to decide 

the format that works for their 

situation

“[Young people’s] platform preferences rarely 
regress… there are no reasonable grounds for 
expecting that those born in the 2000s will 
suddenly come to prefer old-fashioned websites, 
let alone broadcast and print, simply because they 
grow older.”

Industry leader

Rasmus Kleis Nielsen, Director, 
Reuters Institute for the Study of Journalism

Desired Storytelling
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News producers are experimenting new formats and offering AI 
powered multi-format options to readers

32

Key findings

Desired Storytelling

Incorporated vertical video on 
the homepage as creating a 
‘Prestige TikTok’ experience

Pivoting its strategy to focusing 
on audio content which 
reached profitability in 12 
months and recently posted 
63% revenue growth
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The Ideal News Experience

33

Credibility Affinity
Transparency

of 
intention

Trusted Source

“I want information from a 
source that I know and trust.”

Topic Actionability
Personal Significance

“I want information that is significant 
to me and those I care about.”

Desired Storytelling
“I want information presented 
in a way that works best for 
me.”

Key findings
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Explore design toolkit

Learn more by reading our 
full report that is hosted on 

the Next Gen News 
website

Use the Next Gen News 
Design Toolkit to workshop 

changes in your 
organisation

Reach out to the research 
team to explore 

opportunities for future 
collaboration

There are many ways you can turn this research into action…

Research into action

Some members of our research team
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Any questions?


