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Despite ample room for debate over the role of the media in shaping political behavior,
one important premise emerges: for any tangible media effects to surface, the audience must be
“treated” by the media (lZalleIL |199j; Blateﬂ, b004l)ﬂ Yet determining whether citizens are in

fact receiving this “treatment” has long posed serious challenges. Measuring news exposure was

difficult even in the broadcast era of print newspapers and three evening television channels;
as Slater (, p. 168) observed, media measurement has always been a “messy business.” In
today’s high-choice information environment, however, these challenges have multiplied dra-
matically (|Chadwick|, l2017|; lDe Vreese and Neijenﬂ, lZOld; IFishbein and Hornikl, l2008|).

These measurement challenges have not gone unresolved so much as they have been cir-
cumvented. Experimental designs can directly assign news consumption, compelling one group
to consume the news and then estimating its causal effect on political attitudes under this
forced exposure. Others have sought to sidestep the measurement problem differently, using

geographic proxies for exposure that compare attitudes in areas where a particular channel is

available to otherwise similar areas where it is not (blinton and Enamoradd, l2014|; tDellaVi—I

Ena and Kaplan|, lZOO?I). However, these designs typically estimate intent-to-treat effects and

often lack individual-level data. While these approaches have generated an impressive body
of knowledge, the designs that offer the strongest causal identification often tell us the least
about how citizens actually encounter news.E Meanwhile, the measurement strategy that does
attempt to capture real-world consumption—self-reported exposure—remains pervasive across

the literature (e.g., k}il de Zuhiga et al.| l20241, |201ﬂ; lZOZﬂ; tHollandeI{ l2018|; bamieson and|
|A1barracin| l202d; lLicariI l202d) despite well-documented tendencies toward over-reporting (,

20094 H).

Crucially, the problem today is not merely that exposure is difficult to measure; it is

that the structure of media consumption has fundamentally changed. Fragmentation across
platforms introduces a challenge that earlier scholarship could scarcely anticipate. Even if
exposure were measured perfectly on any single platform, the resulting picture would still be

incomplete. Recent research shows that engagement with partisan and low-quality news varies

LOr as Prior (EOOQ;_)], p. 130) put it, “the causal chain starts with exposure.”
’Indeed, when news preferences are incorporated into experimental designs, treatment effects on

political attitudes sometimes disappear (|Arceneaux et al], lZOlQI; |de Benedictis-Kessner et alL lzowl;

lEgami et all, Iminé).
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substantially across platforms (Mosleh et al|, 2025) and that ideological fragmentation now
occurs across platforms rather than within them (Di Martino et all, 2025). Studying any single

platform, then, is unlikely to capture the full scope of a news outlet’s reach.

Building on a body of existing research that has highlighted the pitfalls of studying
any single platform in isolation ([Tufekci, 2014; Matassi and Boczkowski, 2021; Muise et all,
2022) and early efforts to compile cross-platform data (Kniipfer and Hoffmann, 2025; Yarchi
et al), 2024; Zhang and Lian, 2025), we systematically assemble consumption data for a single
partisan outlet across every major platform to construct a more complete picture of cross-
platform exposure. Specifically, we focus on Fox News—the most widely studied partisan news
source in American politics, with over 148,000 articles referencing it on Google Scholara—
and compile all data we were able to obtain on its consumption across television, its website
(foxnews.com), and four major social media platforms (X, YouTube, Facebook, and Instagram)
over a one-month period (April 2022). We complement these observational data with the
American Media Exposure Survey (AMES), a nationally diverse survey fielded by YouGov
that includes both self-reported consumption measures and passive web-tracking data at the
individual level. Together, these data sources allow us to construct a descriptive mapping of

Fox News’s reach across the contemporary media landscape.

This exercise reveals important insights about partisan media consumption in a multi-
platform environment. Consistent with a long line of research documenting limited news con-
sumption among the general public (Kim|, 2025; Priot], 2007; [Toff et all, 2023; Wojcieszak et all,
2021), we find that direct engagement with Fox News is concentrated among a small subset
of the audience across every platform we examine. Television remains the dominant mode
of consumption, yet top programs attract fewer than 3 million average viewers. Online and
social media engagement distributions are heavily skewed toward zero. But among the roughly
one-quarter of Americans who report any Fox News consumption, multi-platform access is the
norm: approximately half access Fox News through more than one mode. The demographic
profile of consumers varies meaningfully by platform—younger Americans are more likely to
encounter Fox News on YouTube, older Americans on television, and app-only users skew sig-
nificantly younger even compared to other multi-modal consumers. These patterns highlight a

limitation of unimodal media studies, particularly those focused exclusively on television, which

3This result is from a search on March 15, 2026.
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may systematically under-represent how younger Americans encounter partisan news content

(see also Munger, 2022).

We also identify one important reason to consider the multi-platform media environ-
ment, beyond the fact that some people are consuming news across platforms. We show that
content produced by the same outlet varies across platforms. Using Fox News television tran-
scripts matched to social media content, we show that opinion and primetime programming is
disproportionately represented in the content posted to YouTube and X relative to its share of
total broadcast airtime. This means that multi-platform consumers are not merely receiving
a higher dose of the same content—they are encountering a systematically different mix, one
that is skewed toward the more opinionated and partisan segments of Fox News programming.
This selection effect has implications for how we interpret the divergent findings from media
effects studies conducted on different platforms (e.g., Broockman and Kalla, 2025a; Bail et all,

2018), as the content available to consumers may itself vary by medium.

Together, these findings suggest that the field’s portrait of partisan media exposure is
more fragmented, more concentrated, and less well understood than typically assumed. Direct
engagement with Fox News reaches only a small slice of the American public, yet those who
do consume it often do so across multiple platforms, encountering systematically different
content depending on the medium. Meanwhile, in our supplementary analyses, we find that
both individuals and the public at large misperceive the extent of this consumption (Appendix
7). Studies focusing on a single mode, then, may not reflect how citizens actually encounter
partisan media in their daily lives nor how they understand its place in the broader information

environment.

We are upfront about the boundaries of this exercise: our observational window covers a
single month, some platforms yield only aggregate engagement data rather than individual-level
exposure, and we cannot capture indirect or incidental exposure. We revisit these limitations
in detail as we present our results. We are also far from the first to highlight the measurement
challenges of media exposure or to document that most Americans consume relatively little
news. QOur contribution is to show what a cross-platform descriptive exercise reveals about
multi-modal consumption patterns and about the content pipeline from television to social

media—and to draw out the implications for a literature that has understandably prioritized
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causal identification over the careful measurement of its core independent variable. We offer
this paper as a benchmark against which the assumptions embedded in past and future media

effects research can be examined.
Partisan Media Consumption: Challenges and Context

Media consumption is a key construct that serves as the foundation for the study of media
effects (blatel{, b004l; hallel{, |199ﬂ). But measuring media consumption has long presented
significant challenges (lBartelsl, |1993|; lPrice and Zallet{, |1993|; lPriorL l2009b|), including unresolved
debates regarding the discrepancies between self-reported and behavioral measures of media
consumption (lDilliplane et al], lZOlSRI; lPrioﬂ, |20133]; tKonitzer et al.|, |202]J). Self-reported measures
tend to be inflated, and the correlation between what people say they consume and what they
actually consume is often modest (|GuessL lZOld; tParry et al.|, lZOQ]J; IPI‘iOIL 1‘200931; IScharkowl,
)—a problem that is particularly pronounced for partisan media (t[(onitzer et alJ, bOQ]J).

At the same time, there is little agreement on what “exposure” itself means in a multi-platform

media environment. As |Gonzélez—Bail(’)n and Xenosl (fZOQﬂ) note, “one difficulty in the current

media landscape is that there are different ways of making the concept of ‘exposure’ operational”
(p. 7).

But these measurement difficulties have not prevented the field from accumulating a
large body of research on partisan media. The expansion of media choices through the Internet
and cable TV coincided with increasing polarization in nearly all facets of American politics,
prompting scholars to scrutinize the potential influence of selective exposure on polarization
and how biased media diets may contribute to these trends (broeliné, l2013|; |Guess et al.|, bOld;
IHobolt et alJ, |202i; lHopkins and Ladd|, |2014|; IStroudL l201]b. The study of partisan media
emerged as the predominant research agenda within political communication around the early

2000s (t[yengar et al.|, l2019‘; lLevenduskyI, l2017|), and remains a vibrant area of research today.

Yet despite the extensive scholarly attention directed toward partisan news, our understanding
of the actual extent of exposure remains limited. We attribute this to two key features of how

the field has studied partisan media effects.

First, although the media landscape has evolved to be primarily characterized by the

abundance of choices, the causal inference revolution in political science has led to a growing
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reliance on experimental methodologies that, by design, eliminate choice altogether. In a
forced-choice experiment, the researcher administers exposure directly, assessing media effects
conditional on a treatment that sidesteps the very measurement problems outlined above. This
approach is invaluable for isolating causal mechanisms, but it does so by bracketing the question
of real-world exposure rather than answering it. The result is a literature that can speak with
increasing precision about what happens if people consume partisan news, but that tells us

relatively little about whether and how they encounter it in prauctice.E

Studies leveraging natural experiments do not fully address the problem either. Influen-
tial studies that credibly identify the causal effect of partisan media use geography as a proxy
for the likelihood of exposure to Fox News (DellaVigna and Kaplan, 2007; Arceneaux et all,
2020; Clinton and Enamorado, 2014); due to the quasi-random geographic rollout of Fox News
Channel or differences in its channel positioning, people in some towns were more likely to be
exposed to partisan media than their counterparts in other towns. But this feature means that
the analyses are constrained by geography itself. These studies assume, but do not measure,
individual-level exposure. Since they all estimate average intent-to-treat effects within a geo-
graphic unit, our understanding of partisan media effects could be modified depending on the
proportion of compliers—those who opt into watching Fox News given its availability. Such a
quantity is largely unknown, which means that these studies once again reveal little about who

is actually tuning into Fox News and how often.

Second, the persisting gap in our understanding of exposure is exacerbated by the
fact that the majority of partisan media studies narrowly concentrate on one specific medium,
failing to account for the diversified nature of modern news consumption. Many studies focus
solely on television (Arceneaux and Johnson, 2013; Levendusky, 2013; Martin and Yurukoglu,
2017; Broockman and Kalla, 2025a), while a growing trend in computational social science
explores either traffic to media outlets’ own websites (Guess, 2021; Heseltine et al), 2024) or
user engagement with such content on social media platforms such as Facebook or X (Nyhan
et al), 2023; Wihbey et all, 2019). Each of these strands has generated important insights

within its respective platform, but they operate largely in isolation.

4As Fiorina (2024) puts it, “no matter how large a treatment effect in the laboratory, if no one gets

treated in the real world, the experiment is unilluminating.”
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Recent multi-platform work suggests that this isolation is consequential. Mosleh et al
() demonstrate that engagement with partisan and low-quality news varies substantially

across seven social media platforms, meaning that findings from one platform may not generalize

to others. h)i Martino et alJ (b025|) document ideological fragmentation not just within plat-

forms, but across the platform ecosystem itself, with different platforms attracting ideologically
distinct user bases. These findings reinforce the concern that studying any single platform in
isolation provides an incomplete, and potentially misleading, picture of how citizens encounter
partisan media (see also bottfriedL b024l; Btocking et zaull7 fZOQﬂ; rfufekciL l2014l).

Though these challenges are not unique to Fox News alone, we use it as a case study to
illustrate the broader difficulty of measuring media exposure across platforms. Fox News is the

most widely studied partisan news source in American politics and serves as a central informa-

tion provider for conservative elites and voters (|Arceneaux et all, l202d; lPeW Research Center{,

l202d; |Yg1esiasj, l2018|). Its effects on mass political attitudes, electoral outcomes, and elite be-

haviors have figured prominently in our understanding of partisan media (e.g., |Arceneaux et al.|,
lZOld, |202d; |Clinton and Enamoradol, b014|; |de Benedictis-Kessner et aLlj7 b019|; tDellaVigna and|
lKaplali, |2007|; IMartin and Yurukogld, |2017|). The large body of existing research on Fox News—

combined with the availability of data across television, its website, and multiple social media

platforms—makes it a particularly tractable case for the kind of cross-platform descriptive ex-
ercise we undertake here. The patterns we document highlight measurement challenges that
extend beyond this single outlet, but Fox News provides a useful setting in which to examine

them in detail.
Data and Measurement

We compile proprietary and publicly available data sources that include both individual- and
aggregate-level observations for a one-month period (April 2022).H Our data, summarized

in Table EI, include traditional TV viewership, online news consumption (individual-level web-

5In the appendix, we examine additional data at other points in time, where available. Specifically, we
extend the survey data to February 2026, and the Facebook and Instagram data to six months following
the results presented in the manuscript. As described in more detail in Appendix 5, the results presented
in the manuscript are very similar to those observed at other points in time. Although we do not have
full cross-platform coverage for other time periods, the data that we do have appear similar to April

2022, suggesting that it was not a unique time period to evaluate.
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traffic data to foxnews.com), engagement with Fox News on four popular social media platforms
(X, YouTube, Facebook, and Instagram), and self-reported survey measures from the American
Media Exposure Survey (AMES). We supplement these data focused on exposure with television

transcripts and social media posts to evaluate the content of such exposure.

Because these data sources capture fundamentally different aspects of how people en-
counter news, we first clarify the key constructs that organize our analysis. In this paper, we
use media consumption to refer to individuals reading, watching, or listening to content pro-
duced by a news outlet—Fox News in our case—across its various platforms. We use the terms
media consumption and media exposure interchangeably. Consumption requires contact with
the content, which can be passive, such as when a television is tuned to a channel in the back-
ground, or active, such as someone directly navigating to a news website. Engagement refers to
interacting with content in a way that goes a step beyond consumption—Iliking, commenting,
sharing, quote tweeting, or otherwise responding to it. Although platform affordances such
as auto-play may increase consumption without additional intentional effort, engaging with

content typically requires a deliberate action.

These distinctions matter because the metrics available on each platform map onto
different constructs. Nielsen ratings approximate consumption (and reach); YouTube view
counts capture a mix of passive and active consumption; likes and retweets on X capture
engagement but miss the larger audience that was exposed without interacting. We describe

each data source in turn and then discuss these differences in detail.

Table 1: Data Overview

Media Platform Data Source Unit of Analysis

Television Nielsen Program-level metrics (total and unique viewers)
Internet AMES (YouGov Pulse) Individual-level web-traffic to www.foxnews.com
X (formerly Twitter) Twitter API Tweet-level engagement metrics

YouTube YouTube API Video-level engagement metrics

Facebook CrowdTangle Post-level engagement metrics

Instagram CrowdTangle Post-level engagement metrics

Survey AMES (YouGov) Individual-level self-reported consumption
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Television

For traditional TV viewership, we rely on Nielsen’s people meter data collected via small
“meters” installed in a random sample of American households. This device automatically
records what is being watched by any member of the panelist’s household. The Nielsen ratings
are considered the industry’s gold standard for televised media consumption data, and are often
used for academic research (e.g., Broockman and Kalla, 2025b; Stroud, 2011; Prion, 2009h).

However, Nielsen’s proprietary nature often makes access cost—prohibitive.E

Given budgetary constraints, we purchased Nielsen’s program-level rating data for all
news shows on Fox News Channel. We obtained two measures of media consumption: the
ratings, which reflect the estimated number of viewers on average, and the audience reach,
which reflects the number of unique viewers, for each news program. These data capture how
many people tuned in, but not how closely they paid attention or what they retained from the

broadcast.
Internet (foxnews.com)

To measure online news consumption, we turned to the American Media Exposure Survey,
described in detail below and in Appendix 4, which included web-tracking data for a nationally
diverse sample of U.S. adults. We had 979 panelists whose web-traffic data are available for
the full month of April 2022, who visited a total of 2,435,873 unique web pages. These data
capture individual-level browsing behavior—specifically, how often each respondent navigated
to foxnews.com—providing a behavioral measure of online news consumption that does not

rely on self-reports.
X (formerly Twitter)

We used Twitter’s API to scrape every tweet and its engagement statistics that Fox News’s

official Twitter account (@FoxNews) published every hour during April 2022. We collected these

6Nielsen’s aggregate-level metrics are cheaper than more granular metrics. But still, Nielsen does
not provide researchers with direct access to its individual- or household-level microdata. Instead,
researchers must submit specific data requests, which Nielsen analyzes internally before returning ag-

gregated outputs.
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data in real-time, which allowed us to have cleaner estimates of engagement than we would
have obtained if we had collected the data retroactively. At the time of our data collection,
Twitter users could engage with tweets by liking, replying, retweeting, or quote tweeting. All
of these behaviors require some degree of direct engagement with the tweet, but they do not
capture how many people saw the tweet (i.e., impressions). Our data are restricted to the
official @FoxNews account and do not capture engagement with Fox News content shared by

individual users or other accounts.
YouTube

We scraped Fox News’s YouTube channel every hour for the entire month of April 2022 to
crawl and extract data such as video hashtags, titles, descriptions, video ID, and the number
of views for every video. View counts on YouTube represent a direct measure of how many
times a video was played, though we cannot determine how many unique viewers watched, how

much of each video was watched, or how closely viewers paid attention to the content.
Facebook and Instagram

We collected data on user engagement with Fox News posts on Facebook and Instagram using
CrowdTangle, a tool owned by Meta that allowed users to analyze publicly available posts
on social media pla‘cforms.B We pulled all metadata from posts made on the official Fox News
Facebook page and Instagram account in April 2022. The data include the text of each post, the
type of post, the number of page likes and followers at the time of each post, and numerical data
on user interactions with each post. Because we collected data retroactively from CrowdTangle
instead of in real time via an API, it is possible that interaction estimates shifted over time.
We account for this by collecting the same data at multiple points in time (June 2022, October
2022, March 2023) and find no statistically significant differences in the interaction statistics

across exports.E

"CrowdTangle was closed by Meta on August 14, 2024.
8The numbers are not identical, and typically decrease over time, which could reflect users “unliking”

posts or deleting their comments. The data available to us from CrowdTangle does not allow us to

differentiate this variation, but we note that the values are not statistically distinguishable.
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What These Metrics Capture and What They Do Not

The metrics available across our data sources do not measure the same underlying construct.
Table E summarizes the primary metric available for each platform and situates it relative to
three related constructs often discussed in the media exposure literature—reach (the number
of unique individuals exposed to a given program, webpage, or post), consumption (reading,
watching, or listening to content, whether passively or actively), and engagement (interacting
with content through actions such as liking, sharing, or commenting). Reach therefore captures
how many people are exposed to content, whereas consumption and engagement capture ways
in which those people might interact with that content. The goal is not to treat these metrics
as direct measures of these constructs, but to clarify the dimension of interaction each metric
most closely reflects and the key inferential gap that remains. As the table illustrates, these
metrics capture different aspects of how audiences interact with Fox News content, and each

leaves important uncertainty about whether and how exposure actually occurs.

Table 2: What Each Platform’s Metrics Capture

Platform Available Metric Consumption Engagement
TV (Nielsen) Average viewership; unique viewers v X
Internet (AMES) foxnews.com visits v X
X (formerly Twitter) Likes, retweets, replies, quote tweets X v
YouTube View counts v X
Facebook Likes, shares, comments X v
Instagram Likes, comments X v

We highlight three implications of these differences. First, the metrics are not directly
commensurable across platforms—and the reason is not merely that they differ in scale, but
that they are measuring fundamentally different things. A Nielsen rating approximates how
many people tuned in to a broadcast and how many unique viewers did so; a YouTube view
count captures that a video was played but cannot distinguish unique viewers from repeat
views; a Facebook “like” records active engagement but misses the much larger audience that
encountered the content without interacting. For this reason, we present within-platform distri-

butions and patterns rather than making direct cross-platform comparisons. When we display
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these data side by side (see Figure m), it is to illustrate the overall landscape of Fox News

consumption across platforms, not to suggest the numbers can be placed on a common scale.

Second, our social media engagement metrics systematically undercount the number
of people exposed to Fox News content. On every platform, many users encounter content
without interacting with it—scrolling past a tweet, watching a video that autoplays in their
feed, or seeing a Fox News post shared by a friend. Algorithmic amplification further compli-
cates the assumption that engagement implies intentional exposure (see also Tufekci, 2014).
Our engagement data therefore represent a lower bound on exposure but an upper bound on

intentional, active engagement with Fox News content on these platforms.

Third, there are two additional asymmetries in what our data capture that cut in
opposite directions. On the one hand, platform affordances create systematic differences in
coverage: on X (formerly Twitter), all posts on public accounts are publicly available, whereas
on Facebook and Instagram, only data from public pages and groups were accessible through
CrowdTangle. Our Facebook and Instagram data therefore do not capture engagement with Fox
News content shared by individual users in private groups or on personal timelines, likely leading
us to underestimate exposure on these platforms (see Gottfried, 2024; Stocking et all, 2022). On
the other hand, our social media data are not restricted to U.S. users. Unlike our web-tracking
data, which is limited to U.S. participants, the engagement statistics from X (formerly Twitter),
YouTube, Facebook, and Instagram include interactions from users worldwide, meaning our
social media estimates likely overestimate the extent of Americans’ exposure to Fox News on
these platforms. These two biases work in opposite directions, and we flag both throughout

the analysis as we discuss what each platform’s data can and cannot tell us.
The American Media Exposure Survey (AMES)

In an effort to complement the aggregate-level observational data described above with individual-
level measures, we collected survey data on media exposure with the American Media Exposure
Survey (AMES). The AMES is a national survey fielded by YouGov between April 22 and May

2, QOQZ.E In this survey, we asked respondents a series of questions about their Fox News

9 Although YouGov does not maintain a probability sample, they outperform other non-probability

opt-in panels. See YouGov’s discussion and Pew’s evaluation of online nonprobability surveys.


https://yougov.com/en-us/articles/15393-pew-research-yougov
https://www.pewresearch.org/methods/2016/05/02/evaluating-online-nonprobability-surveys/
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consumption across different modes, their perceptions of other Americans’ news consumption,

and their media habits more broadly (see Appendix 4 for question wording).

Critically, the AMES sample was drawn from YouGov’s Pulse panel, in which par-
ticipants have opted into using a web-tracking app that passively tracks their web-browsing
behavior on mobile and desktop devices. This design allows us to pair respondents’ self-reported
consumption with their actual web-browsing behavior at the individual level—a rare combina-
tion that enables direct validation of self-reports against behavioral data. We collected four

weeks of web-tracking data to cover the full month of April 2022.

We contracted with YouGov to deliver a nationally representative sample of 1,000 Amer-
ican adults, along with 200 self-reported “regular” Fox News viewers. YouGov interviewed 1,786
respondents who were then matched down to a sample of 1,564 to produce the final dataset.
The respondents were matched to a sampling frame on gender, age, race, and education, con-
structed by stratified sampling from the full 2019 American Community Survey (ACS) 1-year
sample. The matched cases were weighted to the sampling frame using propensity scores (es-
timated via logistic regression including age, gender, race/ethnicity, years of education, and
region), grouped into deciles, and post-stratified on 2016 and 2020 Presidential vote choice and

a four-way stratification of gender, age, race, and education to produce the final weights.

Several features of this sample merit discussion. The Pulse panel requires participants
to opt into web-tracking, which introduces potential selection effects: people who consent to
having their browsing monitored may differ systematically from the broader population in their
comfort with technology, their privacy preferences, or their media habits. While YouGov’s
matching and weighting procedures are designed to mitigate these differences on observable
characteristics, we cannot rule out selection on unobservable dimensions. Additionally, the
web-tracking data capture visits to websites but do not capture consumption via apps or in-
app browsers, which may undercount mobile news consumption. Despite these limitations, the
combination of self-reported and behavioral data at the individual level is a distinctive strength
of the AMES for our study, and one that has been used in several social science studies (Guess,
2021; Guess et al), 2020b; Peterson and Iyengan, 2021; Guess et al), 2020a).

The AMES provides three types of data that are central to our analysis. First, it
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provides individual-level self-reported consumption of Fox News across platforms (TV, online,
X, Facebook, YouTube, app, radio/podcast), allowing us to examine multi-modal consumption
patterns. Specifically, participants were asked: “What news source do you turn to most often
for political news? Please select all that apply. Also tell us how you consume the news as
well.” Participants were presented with a list of news sources, including Fox News, as rows,
and columns included ways in which participants could access the source, including on TV, in
Print, Online, on Twitter, on Facebook, on YouTube, on an App, on the radio or via Podcast,
and “other.” Participants who indicated that they access news online, on Twitter, on Facebook,
or on YouTube, were then presented with a list of news websites, including foxnews.com, and
were asked to report how often they visit them. The response options included multiple times
a day, once a day, a few times a week, once a week, a few times a month, once a month, and

never.

Second, the AMES provides passive web-tracking data that serve as a behavioral bench-
mark against which self-reports can be validated. Third, it includes questions about respon-
dents’ perceptions of other Americans’ Fox News consumption, enabling us to document the
gap between perceived and actual exposure. Specifically, participants were asked: “We are
interested in how much news you think Americans consume on a regular basis. Below, you will
see a randomly selected news outlet and be asked to guess how many Americans consume it in
a variety of ways. What percentage of Americans do you think regularly...” Participants were
then randomly assigned to consider Fox News or MSNBC for the following prompts: “Watch
[Fox News or MSNBC] on TV?” “Read the news on [foxnews.com or msnbc.com|” “Follow [Fox
News or MSNBC] on Twitter?” and “Watch [Fox News or MSNBC] on YouTube?” All response
options were presented on a 0-100 scale and the response options were randomized. This ques-
tion was then repeated asking specifically about perceptions of the percentage of Republicans

and percentage of Democrats consuming each news source and mode.

Because self-reported measures of news consumption are likely to be inflated (Prio,
2009h), these results—or any other statistics that use them as a benchmark—Ilikely overesti-
mate American exposure to Fox News. When we validate self-reported consumption against
behavioral web-tracking data in Appendix 6, we find that the majority of respondents with any

online Fox News consumption overstate their exposure—a pattern that extends to co-partisan
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news outlets more broadly (see Figure ??).E Despite these limitations, self-reported mea-
sures remain useful for understanding the relative differences in consumption across modes and
for identifying who consumes Fox News through multiple platforms—questions for which the

direction of bias matters less than the comparative structure of the data.
How Much Fox News Do People Consume?

Figure m Panel A shows the average audience ratings and monthly reach for the ten most popular
Fox News TV programs; Panel B shows the individual-level web traffic to foxnews.com with two
different measures; Panel C shows the engagement statistics across four different social media
platforms. As shown, Fox News on TV attracts fewer than 3 million viewers, even on its more
popular programs. Online, the bulk of the distribution of frequency of visiting foxnews.com
is centered around 0. Similarly, on social media, the distributions for direct engagement with
content (tweets, posts, videos) are heavily skewed, again centering near 0. As we describe the
results for each platform, it is helpful to refer back to Figure m (for full summary statistics, see
Appendix 3). The metrics presented in Figure m are not directly comparable across platforms.
While there may be similarities in ”liking” posts on X, Facebook, and Instagram, the platforms
themselves vary in the ways in which users can engage with them, their user-bases, and overall
platform affordances. These distributions highlight engagement within each platform, but it
would not be appropriate to conclude, for example, that there is more engagement on one

platform over amother.EI
Television

Panel A in Figure 1 displays Nielsen’s estimates for the Top 10 most popular news programs on
Fox News, with a black dot indicating the monthly average viewership and a red dot indicating
the monthly average reach, both of which are measures of consumption. As shown, they all

attract less than 3 million viewers on average. The Five and Tucker Carlson Tonight, for

10We acknowledge that we do not have any credible evidence to confirm whether people over-report
media consumption consistently across modes. Over-reporting could vary by mode and across demo-

graphic groups. This presents another challenge in measuring media exposure.
1 These metrics are not standardized because each form of engagement is conceptually distinct. As

such, readers should focus their attention within a platform rather than directly comparing across

platforms.
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instance, attracted around 2.37 million and 1.63 million viewers on average, respectively. We
cannot distinguish whether 1.63 million viewers watch Tucker Carlson Tonight every night, or
whether it attracts a wider audience who only tunes in occasionally. The monthly audience
reach@—the number of unique viewers— helps us address this problem to a certain extent.
For instance, Tucker Carlson Tonight has the highest monthly average reach of around 21.5
million viewers. If we hypothesize that the program attracts a new set of 1.63 million viewers
(the average viewership) every day for a month, then the average reach will be around 48.9
(=1.63x30) million viewers. Yet if the same set of people watched Tucker Carlson Tonight
repeatedly, then the monthly average viewership and monthly average reach would be identical,
which would be 1.63 million viewers. Tucker Carlson Tonight has the highest monthly reach
of around 21.5 million viewers—which is around 8.3% of the U.S. adult population. The vast
discrepancy between the average viewership and reach, however, means that the majority of
Fox News viewers are intermittently exposed to the content while a small subset of viewers are

avid Consumelrs.E

This interpretation is consistent with the TV viewership estimates from previous re-
search. Using more granular Nielsen data from a similar time period we examine, Broockman
and Kalla (2025b) find that around 5% of the sample watch around 1-8 hours of Fox News, and
around 7% watch over 8 hours of Fox News per month.@ Although some may fixate on the 12%

12The monthly audience reach is an estimate of the number of unique people who watch a particular
program or channel for more than a certain number of minutes in a specified period. Using the cumulative
audience data, Prior (20134) finds that around 6.1-7.9% of Americans watch Fox for an average daily
minimum of 8.5 minutes per day. He writes: “By any reasonable definition of heavy news viewing, then,
audiences for FNC, CNN, and MSNBC are small. The share of Americans who watch cable news at a
rate of 10 minutes or more per day is probably no larger than 10-15% of the voting-age population and

rises modestly when an exciting election approaches.”
13We note that the program-level media consumption measures from the 2020 American National

Election Studies indicate that, on average, Americans report watching one news program from Fox

News.
14Using another source of smart TV data during the early stage of the Covid-19 pandemic, the authors

find that around 10% of their Bully Pulpit Interactive (BPI) sample watched around 4 hours of Fox
News per month. However, comparing this estimate to ours is difficult because their data were collected
during widespread quarantines when TV consumption increased overall. We also note that their Nielsen

analysis is limited to 86 media markets (markets within party registration states).
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of Americans who do tune in to Fox News, the other interpretation is that the vast majority
of Americans (88%) are not consuming Fox News at all. Similarly, Muise et al, (2022) esti-
mate that around 90% of American adults did not tune into Fox News between 2016 and 2019.
Given these numbers across two studies, if we assume that around 10% of American adults
can be classified as Fox News viewers, then the program-level monthly reach estimates shown
in Figure 1 Panel A indicate that there is a small proportion of voracious viewers who watch
multiple news programs on Fox News. This relatively small subset of avid news consumers
plays an outsized role in shaping national discourse (Krupnikov and Ryan, 2022). Hence, we
see a continued need for research on partisan media effects on various outcomes ranging from

political violence to radicalization.E
Internet (www.fornews.com)

Though television’s importance in the American media environment cannot be understated,
Americans consume news in several other ways. Indeed, some survey evidence suggests that
many Americans get news from their digital devices today.E How much are Americans con-
suming news from Fox News’s website (foxnews.com)? To answer this question, we turned
to the American Media Exposure Survey, which included web-tracking data for a nationally
diverse sample of U.S. adults.@ We had 979 panelists whose web-traffic data are available for
the full month of April 2022 who visited a total of 2,435,873 unique web pages.

Across the full sample, Americans went to foxnews.com an average of 9.44 times over the
month, yet both the median and 3rd quartile values of the total number of visits to foxnews.com

are zero. Figure 1, Panel B shows that Fox News consumption online is heavily concentrated

15Ultimately, the key aspect to examine moving forward would be not just about the percentage of
Americans engaging with partisan media, but the implications of the duration of this engagement. For
instance, is 8 hours per month sufficient to make a discernible impact on political behavior? Or is there
a ‘ceiling effect’?

16pew Research Center reported that in 2020 52% of Americans prefer to get news on digi-
tal platforms, while only 35% prefer to get news on television. https://www.pewresearch.org/fact-
tank/2021/01/12/more-than-eight-in-ten-americans-get-news-from-digital-devices/

1"We recruited this sample via YouGov’s Pulse panel in which participants have opted into using a
web-tracking app that passively tracks their web visits. Please see Appendix 4.1 for its sampling frame.

Post-stratification weights approximate national representativeness.
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among a small subset of respondents. We find that 82.8% of Americans (811 panelists) have
never visited foxnews.com. Around 12.6% (123 panelists) visited it around twice a week. The
remaining 4.6% of the panelists, however, were avid visitors to foxnews.com — on average 200
times for the entire month. As top outliers in our dataset, three panelists visited foxnews.com
1,101, 1,419, and 1,901 times, driving the average up. The raw number of visits are interesting,
but it is arguably more important to consider them relative to individuals’ overall web traffic.
We find that on average, only 0.21% of individuals’ web-traffic goes to foxnews.com. This is
consistent with existing evidence, also based on web-traffic data, that less than 4% of all internet
traffic goes to news sites, let alone foxnews.com (Peterson and Iyengar, 2021; Wojcieszak et all,

2021; Hindman, 2008).

It is important to contextualize these numbers. The internet provides, perhaps, the
highest choice media environment, meaning that web traffic to any given website could be low
- not just foxnews.com. We found that 16.56% of the total web traffic in our sample went
to Google, with respondents visiting the site 396.8 times on average. Facebook, YouTube,
and Amazon also dominated the web traffic in our sample, with 6.16% of all web traffic in our
sample going to Facebook, 3.02% going to YouTube, and 2% going to Amazon. Perhaps a more
meaningful comparison for Fox News would be another news outlet. We found that 0.17% of
web traffic in our sample went to the New York Times (nytimes.com), an amount comparable

to Fox News web traffic, but substantially smaller than social media websites.
X (Formerly Twitter)

Fox News has around 23.8 million followers from X Worldwide.@ However, just because someone
follows an account on X does not necessarily mean that they were directly exposed to its content.
By the same token, people who do not directly follow Fox News on X can still be exposed to
its content if other accounts they follow engage with Fox content, leading it to appear in their
feeds. To investigate the extent to which people were directly exposed to Fox News content on
X, we analyze direct engagement with Fox News’s Tweets via likes, replies, retweets, and quote

tweets.

During a one-month period, Fox News published a total of 5,570 tweets and accumulated

18This number is from the time of data collection.
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a total of approximately 2.9 million likes across these tweets. The average number of likes on
tweets published by the Fox News X profile is 525.4. One-half of its tweets received 123 or fewer
likes. But as Figure 1 Panel C demonstrates, the overwhelming majority of tweets attract
limited audience engagement. (See Appendix Table A2).@ These measures of engagement
could overestimate American engagement with Fox News on X because they are not restricted

to U.S. users.
YouTube

Another social media platform on which people could engage with Fox News content is YouTube.
Fox News’s YouTube channel had 9.2 million subscribers at the time of data collection. When
Fox News posts new videos on YouTube, all of its subscribers can see that video in their
Subscription Feed and some may get notifications depending on their settings. On YouTube,
people can engage with videos by watching, liking, and commenting. All of these behaviors rep-
resent direct engagement with the content, requiring some degree of intention and an increased

likelihood of viewing the content itself.

For the month of April 2022, Fox News’s YouTube channel published 833 videos. Each
video attracted an average of 344,281 views, with a total accumulated view count of 286,785,991.
Although we cannot measure how closely people paid attention to these videos, this represents

direct exposure to Fox News content on YouTube in a way that is similar to TV viewership.

Because it is aggregate-level data, we similarly cannot discern if this is simply one
person watching one video millions of times or millions of people watching one video each. One
way to think about this number is a hypothetical situation where each of Fox’s 9.2 million
subscribers watched every released video once. In that scenario, the accumulated view counts
would be roughly around 7 billion. If we assume that people in general spend around 19
minutes per day on YouTube@—and watch 5 videos on average per day, that would mean that

the total viewership will still be more than 1 billion, a number four times greater than the total

YEach tweet (n = 5,570) was hand-coded by two research assistants for whether the content was
political or not (see Appendix 8 for coding instructions). The majority (58.1%) of Fox News’s tweets were
political (Cronbach’s Alpha = .94, Percent Agreement = 94.5). Political tweets received significantly

more likes, replies, quotes, and retweets than non-political tweets (p < .001).
20https://techjury.net /blog/time-spent-on-social-media/#gref
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accumulated view count we have (around 287 million).

We also note that neither the Top 100 most influential US channels on YouTube based
on view counts nor the Top 500 channels with the most number of subscribers include Fox
News. Indeed, neither of these lists includes news channels. Instead, the most popular YouTube
channels are World Wrestling Entertainment, Fandango’s Movieclips, 5-Minute Crafts, Justin

Bieber, and many channels devoted to children, such as Cocomelon (Social Blade, 2022).
Facebook

In April 2022, the official Fox News Facebook page had over 23 million followers (about 6.9%
of the U.S. population and 0.78% of Facebook accounts) and nearly 19 million Likes. During
that month, the page created 1,935 posts, including links (1,180), Live videos (148), native
videos (67), and photos (540). Combining across all of the different ways in which users can
interact with content on Facebook (Liking, Commenting on, Sharing posts, or “reacting” with
emotions), Fox News Facebook posts received an average of 8,701 interactions in April 2022,
but the range was quite dramatic.@ For example, one post only received 255 interactions, but
another received over 223,000. Neither of these posts was political. The post with the fewest
interactions was about a college football player, and the post with the most interactions was
about Naomi Judd’s death.@

Summing across these interactions, Fox News Facebook posts received 16.8 million
interactions in April 2022. Granted, we do not know how many of these interactions are from
unique users. If each interaction came from a unique user, that would mean that about 5% of
the U.S. population interacted with Fox News content once in April 2022. If a small subset of
users (i.e. around 8,700 people) interacted with every Fox News post, that would also generate
the same number of total interactions (16.8 million). In that scenario, that would be less than
0.01% of the U.S. population. Yet we can imagine another scenario in which a single user
could Like, Comment on, Share, and react to one post, which would count as four interactions,

even though only one person was “exposed.” This means that if we consider the number of

21 As detailed in Appendix 5.1, these numbers are similar to what we observed in May - October 2022.
22 According to hand-coded data on the political nature of the content of each post (see Appendix 8),

82.9% of posts were deemed political. Political posts received fewer interactions than non-political posts

(p < .01), which stands in contrast to tweets.
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interactions to be comparable to the number of people exposed to the content, we could be

overestimating the number of unique users who were exposed.
Instagram

In April 2022, Fox News’s Instagram account created 675 posts, including 28 albums, 591
photos, and 56 videos. These posts received an average of 24,871 total interactions, primarily
in the form of Likes.E However, consistent with the Facebook data, the distribution is wide,
ranging from 2,844 interactions to 170,418 interactions.@ Over the entire month, Fox News
accrued 16.8 million total interactions across all of its posts on Instagram—the same total
interactions as it received on Facebook. Instagram posts received many more interactions per
post, on average, than did Facebook posts, despite the fact that there are fewer ways in which

people can interact with content on Instagram.
Multi-Modal Consumption

The data presented in the previous sections describes the landscape of Fox News engagement
across platforms, but they are largely aggregate-level. This means that we can observe how
many likes a tweet received or how many times a video was viewed, but we cannot trace
individual-level consumption across platforms or assess how accurately people report their
own media diets. In this section, we turn to the American Media Exposure Survey (AMES) to
address these gaps. We begin by examining who consumes Fox News across multiple platforms,
deepening the first set of findings with individual-level data that the aggregate metrics cannot

provide.

Figure B displays the platform combinations through which Americans report consuming
Fox News. Each bar represents a distinct combination of platforms—a single dot indicates con-
sumption on one platform alone, while connected dots indicate multi-platform combinations—

ordered from most to least common.@ Two key patterns emerge.

23 As described in Appendix 5.1, these numbers are very similar to those observed in May-October

2022.
24The post with 170,418 interactions was about actor Matthew McConaughey moving from Hollywood

to Texas.
25We replicate this figure using data from a 2026 survey in Appendix 5.3. The overall patterns are
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Figure 2. Self-Reported Fox News Consumption Across Platforms. Vertical
bars represent the percentage of respondents in each unique combination of
platforms. Connected dots indicate the specific platforms included in each
combination, and horizontal bars display the total share of respondents con-
suming Fox News on each platform (including overlapping users). Data are
from AMES (April 2022, N = 1,564) and reflect weighted frequencies. Plat-
form combinations with fewer than two respondents are omitted. There were
six respondents who indicated that they consume Fox News but did not se-

lect any particular mode, and they are displayed in the figure as well.

First, summing across all platforms, the vast majority of Americans—77.50%—simply
do not report consuming Fox News on any platform. Given that self-reported measures of
media consumption are likely inflated (Prioz, 2009a), the true proportion of non-consumers is

almost certainly higher. Second, while the single most common mode of Fox News consumption

consistent, with the exception that in 2026, the second most common way of consuming Fox News
content was through the combination of TV and online, and the third most common way of consuming
Fox News content was online alone. In 2022, these two were reversed. In both cases, however, the overall

percentages of respondents consuming Fox News this way remains similar.
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is television alone—with 8.85% of Americans reporting exposure to Fox on TV and only on
TV—the figure reveals that over two in five Fox News consumers (43.03%) access the content
via more than one platform. The second- and third-largest bars, representing online-only
(3.17%) and TV-plus-online consumption (2.85%), respectively, underscore the centrality of
digital access even among an audience often characterized as television-centric. Multi-platform
consumption involving two or three modes is common—together accounting for over 37% of
Fox News consumers—even as consumption across all seven available platforms remains rare
(0.73%). This prevalence of multi-platform exposure suggests that some people are receiving
multiple doses of Fox News from different platforms, and that studies investigating the effects of
only one platform are overlooking an important component of how people are actually receiving

the “treatment” of exposure to Fox News.

Table 3: Weighted Demographics of Fox News Consumers by Platform

N % Sample Party ID Age Education Pol. Interest Income

Aggregate
All Fox consumers 364 22.50 5.50 54.9 3.50 4.52 6.45
Single-platform 212 12.82 5.34 55.1 3.55 4.55 6.52
Multi-platform 152 9.68 5.71 54.6 3.44 4.47 6.36
By platform (all consumers)
TV 274 17.47 5.55 56.1T 3.33%** 4.52 6.41
Online 152 9.01 5.81% 52.4 3.74% 4.49 6.49
X (formerly Twitter) 16 1.41 5.31 38.9%* 3.02 4.84%* 5.44%*
Facebook 40 3.02 5.74  46.7F 3.24 4.48 6.55
YouTube 39 2.35 5.83 49.1 3.19 4.72 6.08
App 32 2.67 5.86 48.1 3.18 4.57 6.16
Radio/Podcast 33 2.43 6.25%* 52.1 3.23 487K 6.68

Note: Data from the American Media Exposure Survey (April 2022, N = 1,564). All statistics are survey-weighted.
Party ID: 7-point scale (1 = Strong Democrat, 7 = Strong Republican). Education: 6-point scale (1 = No high school, 6
= Postgraduate). Political Interest: 5-point scale (higher = more interest). Income: 16-point scale. Platform rows are
not mutually exclusive. Stars on the multi-platform row indicate significance relative to single-platform consumers; stars

on platform rows indicate significance relative to all other Fox consumers. Tp < .10; *p < .05; **p < .01; ***p < .001.
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The demographic profile of Fox News consumers also varies across platforms in ways
that carry implications for the study of partisan media effects (Table E) While single- and
multi-platform Fox consumers do not differ significantly on any measured demographic, the
audiences of individual platforms diverge from one another on several dimensions. Television-
based Fox consumers—the population on which most existing studies are based—are signifi-
cantly less educated than Fox consumers on other platforms (p < .001), while online consumers
are both more Republican (p < .05) and more educated (p < .05). At the other end of the
platform spectrum, Radio/Podcast consumers are the most distinctly partisan, scoring signifi-
cantly higher on party identification (p < .01) and political interest (p < .001) than other Fox

consumers.

The starkest demographic contrasts emerge around X: Fox News consumers who en-
counter the content on X are substantially younger than those on any other platform (average
age 38.9 vs. 56.1 for TV; p < .01), report significantly higher political interest (p < .01), and
have lower income (p < .05). These patterns suggest that the X-based Fox audience—though
small—is a qualitatively different population from the television audience that dominates the

literature: younger, more politically engaged, and less affluent.

These findings highlight important limitations of unimodal Fox News studies. Because
most studies of partisan media effects focus exclusively on exposure to Fox News on televi-
sion, they are effectively studying an audience that is less educated than the broader set of
Americans who encounter Fox News content across platforms. Younger, more politically en-
gaged Americans—who are more likely to encounter Fox News on X—are largely absent from
this literature. Meanwhile, the most ideologically committed Fox consumers appear concen-
trated on radio and podcasts, a platform that has received little attention in the partisan
media effects literature (but see Jamieson and Cappella (2008) on ideological talk radio). This
gap is consequential: if the effects of partisan media depend on the characteristics of the
audience—as studies using PICA (Preference-Incorporating Choice and Assignment) designs
suggest (de Benedictis-Kessner et al), 2019; Arceneaux and Johnson, 2013)—then our under-
standing of these effects may be systematically skewed by the demographics of the platform we

study (see also Munger 2022 on the generational divide in media consumption).

The oversight of multi-modal consumption in partisan media research carries high stakes
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by muddying our understanding of critical questions in the field. The ongoing debate over the
impact of exposure to cross-cutting partisan perspectives on polarization illustrates this point.
One well-known field experiment, focusing on television, reports that when partisans reduced
their exposure to like-minded media, replacing it with more moderate, disagreeable media, their
attitudes became less extreme (Broockman and Kalla, 2025a). In contrast, another experiment,
conducted on X, observed that exposure to opposing viewpoints led to increased polarization
among Republicans (Bail et al), 2018; Bail, 2022). While there are several factors that might
explain these divergent findings, such as differences in participant demographics or the time
periods of the studies, the medium itself might be an under-appreciated explanatory variable.
Each medium delivers content in distinct ways, even when the content is similar. Television
offers a more passive, curated experience, whereas social media provides a dynamic, interactive
environment. As we documented in the previous section, social media also selectively amplifies
certain types of Fox News content relative to the full broadcast schedule, meaning that the
“treatment” itself may differ across platforms. These differences in both the mode and content
of consumption could influence how individuals process and react to cross-cutting political
messages, and understanding this role is crucial in interpreting these conflicting results (see
also Muise et all, 2022).

What Content Reaches Consumers Across Platforms?

Fox News’s social media accounts on X and YouTube draw their content directly from the
network’s television broadcasts. This creates a natural opportunity to examine how content is
filtered as it moves from one medium to another. If social media simply reproduced television
programming proportionally, the share of social media posts originating from each program
type would mirror that type’s share of total airtime. Departures from proportionality reveal
the editorial logic—whether deliberate or algorithmic—that governs what television content is

selected for digital distribution.

To test this, we obtained closed-captioning transcripts of Fox News broadcasts from
the Internet Archive’s TV News Archive, made available via Harvard Dataverse (Sood, 2022).
These transcripts allow us to identify the topics and segments that aired on Fox News during
April 2022 and to compare them with the content posted on Fox News’s social media accounts

during the same period. We matched Fox News social media posts from April 2022 to their
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source television segments using a TF-IDF cosine similarity approach—a standard method in
computational text analysis for identifying content overlap across document collections (Ju-
rafsky and Martin 2008; see also Dujeancourt and Garz 2023). We chunked each program’s
transcript into overlapping 250-word windows, vectorized all text in a shared vocabulary space,
and identified the best-matching TV segment for each social media post within a +2-day win-
dow. We selected a similarity threshold of 0.15 after inspecting the distribution of similarity
scores and manually reviewing matches near the threshold boundary, retaining 3,699 matched
tweets (out of 5,526 total unique tweets, 67%) and 779 matched YouTube videos (out of 833
total, 94%).@

We then classified each program into five categories reflecting the broadcast sched-
ule: morning (the Fox & Friends franchise), daytime news (America’s Newsroom, Faulkner
Focus, America Reports, Outnumbered), evening news (Special Report, Fox Report), opin-
ion/primetime (Hannity, Tucker Carlson Tonight, The Ingraham Angle, Jesse Watters Prime-
time, The Five), and weekend programming. For each category, we computed an over-representation
ratio: the category’s share of social media posts divided by its share of total TV airtime. A
ratio above 1.0 indicates that social media selects content from that category more than its

airtime would predict; below 1.0 indicates under-selection.

Figure B presents the results. Panel (a) reports over-representation ratios by program
type for each platform. Two findings stand out. First, social media does not simply replicate
the television schedule—certain program types are systematically amplified while others are
suppressed. Second, and more striking, the two platforms amplify different content. X dra-
matically over-selects morning programming (1.53x) while under-selecting opinion/primetime
content (0.80x). YouTube exhibits a different pattern: opinion/primetime shows are overrep-
resented (1.25x), while morning content is only modestly amplified (1.19%). Evening news
and weekend programming are under-selected on both platforms, though the gap is larger on

YouTube (0.65% for evening news) than on X (1.05x).

26The higher match rate for YouTube reflects the platform’s clip-based format: YouTube posts typ-
ically reproduce segment titles and descriptions verbatim, while tweets more frequently paraphrase or
editorialize broadcast content. Unmatched tweets were disproportionately breaking news updates, pro-
motional content, and cross-references to other Fox News programming that did not correspond to

specific broadcast segments.
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Figure 3. Fox News from TV to Social Media: Selective Amplification. Panel
(a) shows over-representation ratios (social media share divided by TV air-
time share) by program type for X and YouTube. Values above 1.0 indicate
over-selection; below 1.0 indicate under-selection. Panel (b) shows the share
of social media posts (filled markers) versus share of TV airtime (open cir-
cles) for individual programs, sorted by social media share. Marker shapes

denote program type.

Panel (b) reveals the program-level detail underlying these category patterns. On X,
the two most prominent programs by social media share are both morning shows—Fox and
Friends and Fox & Friends First—consistent with X’s role as a real-time news distribution
platform where morning content sets the daily agenda. On YouTube, the top programs by
share include Fox and Friends but also Jesse Watters Primetime, Hannity, and Tucker Carlson
Tonight—personality-driven opinion shows whose self-contained monologues translate naturally

into standalone video clips.

These results suggest that multi-platform distribution does not simply mean “more of

the same.” Social media acts as a selective amplifier, and the selection logic differs by platform.
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A viewer who encounters Fox News through YouTube is exposed to a content diet tilted toward
opinion and primetime commentary; one who encounters Fox News through X receives a diet
skewed toward morning programming and breaking news. Both diets diverge from the on-air
schedule, where daytime and evening news account for substantial airtime but receive roughly
proportional or diminished representation on social media. The implication is that the platform
matters not merely as a delivery mechanism but as a filter that reshapes the substantive content

audiences encounter—even when the source material is identical.
Rethinking Exposure in a Multi-Platform Media System

Many ills of American democracy are often attributed to the media Americans consume, from
partisan news outlets and conspiratorial content to social media postings. The growing body
of research on media effects over the past two decades reflects how central these concerns have
become in contemporary politics. Yet in the rush to estimate media’s political effects—and amid
the measurement difficulties posed by a fragmented, multi-platform media system—scholars
have paid surprisingly little attention to the prior question of exposure: who encounters which
content, on what platform, and how often. In this paper, we use Fox News as a case study not
because this measurement problem is unique to it, but because the depth of prior scholarship
and the availability of cross-platform data make it an especially tractable case for the exercise

we undertake.

That body of scholarship, however, also obscures a structural limitation. Each subfield
that studies Fox News tends to follow its own methodological tradition. Scholars of politi-
cal economy examine Fox News television broadcasts, often from the network’s earlier years,
exploiting geographic variation in channel availability that has since become less distinct. Po-
litical psychologists analyze the impact of print articles or brief video clips, constrained by
the format and duration of online survey experiments. Computational social scientists tend to
focus on social media platforms like X because its API has historically been more accessible.
Across these approaches, a central issue often recedes from view: exposure itself. Because
most studies isolate a single platform, and even those that do compare across platforms tend
to characterize the overall news ecosystem rather than trace how a specific outlet reaches and
is consumed across modes (Muise et all, 2022), assembling a complete picture of how citizens

actually encounter a given partisan media source has remained out of reach.
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By systematically compiling data on the consumption of Fox News across television,
its website, and four social media platforms, supplemented by individual-level survey and web-
tracking data, we have constructed a more complete portrait of what it means to be exposed to
a partisan media source in a hybrid information environment. The portrait that emerges is one
of limited reach. The top 10 most popular news programs on Fox News all attract fewer than 3
million viewers on average. Both the median and third-quartile values of individual-level visits
to foxnews.com are zero. On social media, engagement distributions are heavily skewed across
every platform we examine. While we recognize the limitations of these data—particularly the
aggregate-level nature of social media engagement statistics—we interpret these patterns as
evidence that direct, intentional, and regular exposure to Fox News is far more concentrated

than the volume of research devoted to its effects would suggest.

Our findings also reveal that the content of Fox News varies depending on the plat-
form through which it is encountered. Our analysis of the content pipeline from television to
social media reveals that social media does not simply mirror the broadcast schedule. Rather,
it acts as a selective filter, and the selection logic differs by platform. X dramatically over-
selects morning programming (1.53x) while under-selecting opinion and primetime content
(0.80%). YouTube exhibits the reverse pattern: opinion and primetime shows are overrepre-
sented (1.25x), while morning content is only modestly amplified. These patterns mean that
multi-platform consumers are not merely receiving a higher dose of the same content; they are
encountering a systematically different mix, one that is skewed toward different ideological and

stylistic registers depending on the platform.

This content selection effect provides a potentially important explanation for why TV-
based and social-media-based effects studies sometimes diverge. When Broockman and Kalla
(2025a) find that reducing like-minded television exposure moderates attitudes, and Bail et al.
(2018) find that exposure to opposing viewpoints on X increases polarization among Repub-
licans, these studies are not only examining different audiences on different platforms. They
may also be studying the effects of substantively different treatments. Recognizing this dis-
tinction is essential for interpreting the conflicting results that have characterized the partisan
media effects literature, and it underscores that the platform matters not merely as a delivery

mechanism but as a filter that reshapes what content audiences actually receive.
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But the platform shapes not only what content is available; it also shapes how people
come to encounter it. Each social media platform employs distinct algorithms and amplification
strategies that determine whether a user sees Fox News content because they actively sought
it out, because a friend shared it, or because the platform’s recommendation system surfaced
it. An individual actively following Fox News on Facebook is making a conscious decision
to be exposed, reflecting existing content preferences. A person who encounters the same
content through a friend’s share or an algorithmic recommendation is experiencing something
qualitatively different. Both people are “treated” with exposure to Fox News, but that exposure
would likely have different effects on their political attitudes (Arceneaux et all, 2012). Our
data capture direct engagement but not these incidental pathways—which means that the
limited reach we document may coexist with a much wider footprint of indirect exposure.
Understanding this distinction could help explain how partisan media, despite a limited direct
audience, still meaningfully shapes public opinion and political behavior (see also Druckman
et all, 201&; Carlson, 2024).

Our data cannot address this direct-versus-indirect distinction, but two emerging method-
ological frontiers offer promising paths forward. The first is passive screen-capture technology,
exemplified by the “screenomics” framework (Reeves et al), 2021) and deployed in recent work
by Aridor et al! (2025), in which participants install applications on their devices that record
screenshots at fixed intervals. Unlike web-tracking data, which captures only the sites a person
actively navigates to, screen capture records everything that appears on a person’s screen, in-
cluding content that scrolls past in a social media feed, headlines shared by friends, and push
notifications from news apps. This technology could enable researchers to measure indirect
and incidental exposure to partisan media at scale, addressing the very gap we have empha-
sized throughout this paper. Notably, |Aridor et all’s findings reinforce rather than complicate
the portrait we have drawn: even when incidental exposure is captured alongside active con-
sumption, election-related news exposure for the median American remains strikingly low and
heavily concentrated among a small subset of users. The inclusion of indirect pathways, in
other words, does not appear to overrun the basic finding of limited reach—though it does
reveal that much of what exposure exists comes through non-traditional sources such as social

media and video apps rather than news outlets directly.

A second frontier involves platform-side data and user-donated digital traces. Platforms
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increasingly offer researcher access through tools like the Meta Content Library or TikTok’s
research API, and the unprecedented platform-side experiments conducted during the 2020
U.S. election (Guess et al), 2023; Nyhan et al), 2023) represent important steps forward. Yet
aggregate impression data—i.e., counts of how many times Fox News content appeared in users’
feeds—are of limited value unless paired with individual-level information about who saw what
and in what context. Without that link, impression counts face the same interpretive challenges
as the engagement metrics we have documented throughout this paper: they tell us something
was served, but not to whom or with what consequence. Data donation approaches, in which
participants export their own platform histories (e.g., YouTube watch history, Instagram ac-
tivity logs), offer a complementary path that preserves individual-level granularity@, though

these too capture only active consumption and cannot resolve the indirect exposure problem.

The broader point is that progress will require combining these demand-side and supply-
side observations—ideally at the individual level and across the platforms where news consump-
tion increasingly takes place. And this is not merely a methodological aspiration. It carries
substantive stakes. If actual exposure to partisan media is as limited and concentrated as our
data suggest—and early screenomics evidence points in the same direction—then the field’s
extensive catalog of news media effects may rest on a narrower empirical foundation than typ-
ically assumed. Conversely, if indirect and incidental exposure proves to be widespread, then
the mechanisms through which partisan media shapes attitudes may be fundamentally different
from what forced-exposure experiments have led us to believe. Either way, the answer begins
with taking exposure seriously, not as a nuisance to be sidestepped through experimental de-
sign, but as a phenomenon worthy of study in its own right. We offer this paper as one step
toward that goal: a cross-platform benchmark against which the assumptions embedded in

past and future media effects research can be examined.
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