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NON-NEWS MOTIVATIONS

NEWS MOTIVATIONS

75% 69% 68% 

84% 77% 74% 
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 WHAT’S HAPPENING
 WHEN WE CONSUME

NEWS?

A DIFFERENT
MOTIVATION
NEWS VS. NON-NEWS

OUR MOTIVATIONS
TO CONSUME NEWS
ARE DIFFERENT

SOCIAL
EMOTIONAL
QUESTIONING
INFORMED
ALERT
ACTION-ORIENTED

PEOPLE
REPORTED
THEY ARE

 NEWS CONSUMPTION

IS PERSONAL

OUR MINDSET
WHEN CONSUMING NEWS

IS DIFFERENT

NEWS PRIMES 
THE MIND FOR
PERFORMANCE AND

ACTION

WHEN CONSUMING

NEWS


