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On behalf of Civic News, Embold research 
surveyed registered voters nationwide to better 
understand information needs and media 
consumption habits.

METHODOLOGY
Survey of n=1,765 registered voters 
nationwide, from December 15-21, 
2025

Respondents were recruited via 
dynamic online sampling to obtain a 
sample reflective of the population. 

Post-stratification weighting was 
performed on age, gender, 
race/ethnicity, education, and 2020 
presidential vote. 

The modeled margin of error is 2.4%
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SAMPLE OVERVIEW

52% Women
47% Men
1% Other identity

26% 18-34
24% 35-49
23% 50-64
27% 65+

63% White 
12% Black
13% Hispanic
8% AAPI  
1% Native
4% Other

22% Midwest
17% Northeast
38% South
23% West
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16% High school or less
27% Some college, no degree
15% Associate’s degree
27% Bachelor's degree
16% Graduate degree

42% Democrat
43% Republican
15% Independent



KEY FINDINGS
01

03 04

02Nearly half of voters find it 
difficult to access 
information about their 
neighborhoods, at much 
higher rates than when 
accessing national or 
international  news.

There are concerning gaps 
between how voters assess 
the importance of key news 
topics and their 
satisfaction with accessing 
information on those 
topics, indicating  
substantial unmet local 
needs.

When seeking local news, 
word of mouth channels and 
interpersonal 
communications take 
precedence, with Facebook 
playing a particularly 
prominent role.

One quarter of voters 
self-identify as civic 
catalysts, and 36% express 
interest in working to 
improve local institutions 
and systems.
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On behalf of Civic News, Embold research 
surveyed registered voters nationwide to 
better understand information needs and 
media consumption habits.



INFORMATION ACCESS 
AND SATISFACTION
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2 in 3 voters see it as very important to stay informed about 
what’s happening locally, regionally, and nationally
Half say the same about international events



The more local the information, the harder it is to find
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Young voters are 
particularly 
disconnected from their 
communities, with over 
half (52%) saying it’s 
difficult to access 
information about their 
neighborhood.
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One in three respondents (32%) get information about 
their neighborhood, city, or town each day
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Local 
emergencies 
and weather 
lead the list of 
topics voters 
most want 
information 
about
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The importance of 
most information is 
fairly stable since 
August 2024
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While most voters are satisfied with the quality of 
information about local weather and emergencies, fewer 
than half are satisfied with other key information areas
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Forcing a more 
granular picture of 
satisfaction shows 
that minorities of 
voters are satisfied 
with the local 
information they are 
able to access
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There are large gaps 
between the importance of 
and satisfaction with local 
information regardless of 
partisan identity
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Types of information sought: Local Community
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Types of information sought: Local Politics
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Types of information sought: Local Economy
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Types of information sought: Local Health
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Types of information sought: Local Education
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Types of information sought: Local Sports



SEEKING NEWS
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Voters tend to actively seek out local information rather 
than have it delivered to them passively
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Hyper local 
news is most 
commonly 
distributed by 
word of mouth 
(either online or 
in person), and 
by local TV 
programs



Voters have 
deprioritized online 
search as a key 
newsource from 
2024 to 2025.
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Except in weather emergencies, fewer than half of voters 
are satisfied with their access to information in various 
important situations
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In these same situations, fewer than half of voters are 
satisfied with the information provided by their local 
government (again, except in weather emergencies) 
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Voters are most 
satisfied with their 
local governments 
on public safety, 
disaster 
management, and 
infrastructure
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Voters are more than twice as likely to trust local businesses 
and business owners (77%) as local politicians (32%) 
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About half of voters 
agree that they 
have trusted news 
sources in their 
community and 
that they can 
personally make a 
difference in their 
community
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Despite having the hardest time accessing local news, 
the youngest voters are most likely to have a trusted local 
news source
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IN THEIR WORDS
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SEEKING INFORMATION: 



When asking voters where they turn to for local news, 
Facebook dominates the field
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With over 130 unique sources mentioned, voters still gravitate toward similar central 
sources. Respondents often mentioned multiple sources in their responses.

Top sources mentioned % of coded qualitative responses

Facebook 18%

Local newspapers  13%

Local TV stations 10%

Radio 7%

The internet 6%



When asked what makes a source trustworthy, voters 
overwhelmingly focus on accuracy and objectivity.
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Notably, responses are much more concerned with unbiased news over news that may offer 
multiple perspectives.

Common Themes % of coded qualitative responses

Unbiased/No agenda 30%

Accurate and Fact-based  26%

Honest/Truthful 21%

Objective, without opinions 9%

Researchable/Verifiable 8%



IDENTIFYING

CIVIC CATALYSTS
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One quarter of voters identify themselves as civic catalysts
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Voters report 
slight 
increases in 
civic 
engagement 
from August 
2024.
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Even if people are not overtly civic catalysts, just over a 
third want to advocate or work on positive change



37

A plurality of civic catalysts are not satisfied with the 
info and tools they have to make positive change.



CONCLUSION AND NEXT STEPS
Trend data shows continued gaps in a fast-shifting information environment: When making 
comparisons between a similar poll conducted in August of 2024, voters maintain similar 
valuations of key topics, with levels of satisfaction trailing behind the importance of those same 
topics. At the same time, local news sources have shifted: while online search is still a common 
tool, other sources such as word of mouth and social media are more prominent in most recent 
polling.

Acute needs in hyper-local information: Data show a “proximity paradox” when it comes to 
information access; as information becomes more localized, it becomes harder to access. 
Moreover, minorities of voters are dissatisfied with the local news they are able to receive on 
almost all key topics tested.

Moving forward with a localized approach: While this research shows at a national scale the gaps 
in local information, it will be crucial to ask these questions of specific local audiences to parse the 
needs of neighborhoods, towns, and cities across the U.S. to understand the unique barriers to 
local information that is being experienced nationwide.
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APPENDIX
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MAGNIFY AI 
TARGETING

Magnify AI Targeting allows you to 
turn the results from this poll into 
action. 

Avoid wasting money and time 

trying to target the wrong people

Target voters in both big and small 

geographies

Find the exact individuals who belong to 

your target audience

Maximize Resources In Reach

Identify

Magnify AI Targeting combines the latest AI 
and Change’s database of 250M data points to 
build custom targeting scores with as few as 
500 survey responses. Magnify achieves better 
accuracy polling 500 respondents than the 
industry standard of 1,500 respondents. 

Target your ads, mail and field to 

your target audience

Contact
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https://www.canva.com/design/DAFrt5rpnnA/qeWxUMMRAQsRb5ofhbp0GQ/watch?utm_content=DAFrt5rpnnA&utm_campaign=designshare&utm_medium=link&utm_source=publishsharelink


THANK YOU
QUESTIONS?
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