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METHODOLOGY 

• The survey was conducted via telephone 
interviews 

• Fieldwork: 7 February- 9 February 2018  

• Population: General population 15+  

• Coverage: EU28  

• Number of interviews: 26,576  
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Key Findings 
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• Respondents perceive traditional media as the most trusted 
source of news: radio (70%), television (66%) and printed 
newspapers and news magazines (63%). Trust among users 
is higher for each media or channel.  

• Respondents with a higher level of education tend to trust 
more the various sources, while younger respondents (15 to 
24 years old) are more likely to trust news and information 
they access online 

• 37% of the respondents come across fake news every day or 
almost everyday and 71% feel confident on identifying them 

• Respondents with a higher level of education say they come 
across fake news more often and they feel more confident 
identifying it 
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• 85% of respondents perceive fake news as a problem in their 
country and 83% perceive it as a problem for democracy in 
general 

• In respondents’ view, journalists (45%), national authorities 
(39%) and the press and broadcasting management (36%) 
should be the main responsible for stopping the spread of 
fake news 

• Respondents who use online social networks daily and 
respondents with a high level of education tend to expect 
more from the different media actors 

Key Findings 



I. TRUST IN NEWS SOURCES 
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Respondents perceive traditional media as the most trusted 
source of news 
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Base: All respondents (N=26,576) 



Trust among users is higher for each media or channel  
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Base: Respondents who use the media or channel (N = 26,374) 



Younger respondents (15 to 24 years old) are more likely to 
trust news and information they access online 
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Base: All respondents (N=26,576) 



But there is no strong age pattern for trust, among the media 
or channel users 
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Base: Respondents who use the media or channel (N = 26,374) 



Respondents with a higher level of education tend to trust 
more the various sources 
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Base: All respondents (N=26,576) 



But among online social networks users, respondents with a 
higher level of education tend to trust it less 
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Base: Respondents who use the media or channel (N = 26,374) 



Media users - Age and level of education  
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Base: Respondents who use the media or channel (N = 26,394) 

 
 
 
 
Respondents between 15 and 39 years old tend to use more online social networks and video 

hosting websites; while older respondents (55+) tend to use more traditional media. 
 
Respondents with a high level of education tend to use more online newspapers and news 

magazines, news agencies and news aggregators 



Online media users tend to use more other online platforms 
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Base: Respondents who use the media or channel (N = 26,394) 



In all 28 EU Member States, at least half of respondents trust 
the news and information aired on the radio 
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Base: All respondents (N=26,576) 



In all Member States, trust is higher among those who listen 
to the radio 
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Base: Respondents who listen to radio (N = 19,861) 
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Base: All respondents (N=26,576) 

In 15 EU Member States, at least seven in ten respondents 
trust the news and information aired on the television 
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Base: Respondents who watch television (N = 23,572) 

In all 28 EU Member States, trust is higher among those who 
watch television 



In 23 EU Member States, at least half of respondents trust 
the news and information provided in printed newspapers 
and news magazines 

17 

Base: All respondents (N=26,576) 
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Base: Respondents who read printed newspapers and news magazines  
(N=14,641) 

Trust is higher among those who read printed newspapers 
and news magazines 



In 12 EU Member States at least half of respondents trust the 
news and information provided in online newspapers and 
news magazines 

19 

Base: All respondents (N=26,576) 



In all 28 Member States, trust is much higher among those 
who read these sources of news 
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Base: Respondents who read online newspapers and news magazines 
 (N=12,509) 



Respondents in Germany and Hungary (both 20%) are the 
least likely to trust the news and information provided 
by video hosting websites and podcasts; while 58% of the 
respondents do not use these platforms 
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Base: All respondents (N=26,576) 



Users of video hosting websites in Portugal (63%) and 
Lithuania (61%) are more likely to trust these platforms 
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Base: Respondents who use video hosting websites (N=11,242) 



Respondents in Italy (19%), Germany and Austria (both 17%) 
are least likely to trust news and information available 
on online social networks and messaging apps; while 38% 
of the respondents do not use these platforms 

23 

Base: All respondents (N=26,576) 



Among those who use online social networks and messaging 
apps, respondents in Romania (59%) are most likely to 
trust the news and information they access through these 
platforms 
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Base: Respondents who use online social networks and messaging apps 
 (N=16,538) 



II. FAKE NEWS AWARENESS 
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Almost four in ten respondents (37%) come across fake news 
every day or almost everyday 
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Base: All respondents (N=26,576) 



At least half of respondents in all 28 EU Member States come 
across fake news at least once a week 
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Base: All respondents (N=26,576) 



Respondents with a higher level of education say they come 
across fake news more often 
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Base: All respondents (N=26,576) 



Online media users say they come across fake news more 
often than traditional media users 
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Base: Respondents who use the media or channel (N = 26,394) 



Over seven in ten respondents (71%) feel confident 
identifying fake news 
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Base: All respondents (N=26,576) 



Respondents who left education at a later age tend to be 
more confident identifying fake news 
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Base: All respondents (N=26,576) 



Confidence is higher in Denmark (87%), Ireland (84%), Finland 
(82%) and Croatia (82%) 
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Base: All respondents (N=26,576) 
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Base: All respondents (N=26,576) 

Frequency of exposure to fake news and the level of 
confidence in identifying it vary among countries 
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Online social networks users - Trust in media, exposure to 
fake news and confidence in identifying it 

Base: Respondents who use online social networks and messaging apps 
 (N=16,538) 

Students tend to trust more online 
newspapers and news magazines and 
video hosting websites.  

 
Younger users (15-24) tend to trust more 

video hosting websites and printed 
newspapers and news magazines. 

 
Users with a lower level of education tend 

to trust less online and printed 
newspapers and news magazines. 

 
Users with a lower level of education are 

more likely to say they come across 
fake news seldom or never; while they 
are also less confident identifying it. 



III. THE IMPACT OF FAKE 
NEWS 
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85% of the respondents perceive fake news to be a problem 
in their country 
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Base: All respondents (N=26,576) 



In all 28 Member States, at least seven in ten respondents 
perceive fake news to be a problem in their country 

37 

Base: All respondents (N=26,576) 



83% of respondents perceive fake news to be a problem for 
democracy in general 
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Base: All respondents (N=26,576) 
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Base: All respondents (N=26,576) 

In all 28 Member States, at least seven in ten respondents 
perceive fake news to be a problem for democracy in 
general 



Journalists (45%), national authorities (39%) and the press 
and broadcasting management (36%) are the three most 
designated actors to act to stop the spread of fake news 
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Base: All respondents (N=26,576) 



Respondents who use online social networks daily tend to 
expect more from the different media actors, especially 
online social networks 
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Base: All respondents (N=26,576) 
 Respondents who use online social networks every day or almost every day 

(N=13,451) 



 
Journalists are the most 

mentioned in 22 EU 
Member States, 

especially in France 
(56%) 

 

42 Base: All respondents (N=26,576) 



 
  
There is a general 
tendency for more highly 
educated respondents to 
mention the various 
institutions and media 
actors 
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Base: All respondents (N=26,576) 


