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1. Introduction
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Declining coverage for Norwegian editorial media, 

increasing use of global platforms and media

Daily reach 1995 - 2024 98 % Internet

53 % TV

52 % Radio 

23 % Newspapers

15 % Magazines

95% Mobile

content

Kilde:  Daglig oppslutning om papiravis og nettaviser 1961-2022/2023. Det har vært metodiske endringer de siste årene, og mer info om dette ligger her:

Data fra Forbruker & Media fra 1994. Flerkanalsamfunnet (Lundby & Futsæter, 1993). Fragmentering av medielandskapet og oppsplitting av publikum (Futsæter 1998).      

Nettavisene gjelder MBLs nettaviser som også utgir papiraviser og som blir målt i F&M, og fra 2021 inngår også rene digitale aviser som  E24 og Nettavisen.

Fra 2018 er alle digitaltallene kalibrert i forhold til de offisielle onlinemålingene. Fra 2018 inngår også eAviser. eAviser inngår i «Totalt» og i «Nettaviser».       
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https://kantar.no/medier/qa-for-de-nye-malingene-for-avis-magasin-og-online/


The global tech companies are the most used media companies
Daily reach of media companies and platforms
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▪ Alphabet (Google & YouTube) and Meta 

(Facebook, Instagram, Messenger, 

WhatsApp) have a daily reach of 85%.

▪ Four of the top media companies are from 

US.

▪ Then comes the public broadcaster NRK 

with 73%.

▪ The largest commercial Norwegian media 

is Schibsted with 61 %.

Source: Consumer & Media 2024. Total net reach for all the companies' media.5



The global media brands are the most used media, but …
Daily reach of media brands 

    All (12+ years)        12-19 years
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Source: Consumer & Media 2024. 6
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Big Tech grabs 50% of Norway’s ad market – 

sparking political backlash

Source: IRM, Digital advertising revenue by platform type in Norway (MNOK)

Headlines in the media in May

  Big Tech boosts ad sales by almost 1 billion –

       Norwegian newspapers drop by 300 million 

 We acknowledge the seriousness of Big

      Tech – and refuse to act as if everything is fine

 EU President threatens to tax Google and   

      Meta
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Source: Medietilsynet: Norsk medieøkonomi 2019–2023  
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As ad income stagnates, Norwegian newspapers and 

TV increasingly rely on user payments for sustainability

User revenues by type of media company (figures in million NOK)  
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https://www.medietilsynet.no/fakta/rapporter/medieokonomi/


2. Why trust matters now – more than ever



The Trust Gap: 

Norwegians trust traditional, editor-led media - but not social media

80
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Trust Do NOT trust

Source: Kantar Media Interbuss Q4 2024 

Nordmenn bruker mindre tid og har lav tillit til sosiale medier – likevel øker annonsekronene til tech-gigantene  
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https://kampanje.com/medier/2025/04/--nordmenn-bruker-mindre-tid-og-har-lav-tillit-til-sosiale-medier--likevel-oker-annonsekronene-til-tech-gigantene/


Trust in media is important — both editorially and commercially

The drop in trust among youngster 

must be taken seriously
Trust is now seen as one of the 

most valuable currencies 
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Norwegian surveys and findings about trust and media

▪ Trust in traditional media remains high, while trust in social media is notably low (Kampanje).

▪ 61% of Norwegians express trust in news from editor-led media—among the highest levels internationally
(Reuters).

▪ Trust in editor-led media remains high, but is slightly declining (Mediemangfold i et bruksperspektiv).

▪ 20% of young people have low trust in Norwegian media (Medieundersøkelsen).

▪ Individuals tend to trust the news sources they use themselves more than news in general (Moe & Bjørgan).

▪ Strategic investment in trust is seen as a key driver of paid content from user’s growth (Schibsted). Trust in 

editorial media is shaped by four core factors: credibility of process, content reliability, impartiality, and 

selectivity.

▪ Two-thirds report encountering online news they suspected to be false. AI generated content is difficult to 

detect, raising concerns about the impact of misinformation on public trust (Medietilsynet).
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Kampanje
https://nyhetsbruk.w.uib.no/
https://www.medietilsynet.no/globalassets/publikasjoner/mediemangfoldsregnskap/250505_bruksmangfaldsrapporten_2025.pdf
https://nordiskemediedager.no/sesjoner/medieundersokelsen-2025-ungdom-og-valg
https://nyhetsbruk.w.uib.no/rapport-2024/tillit-til-nyheter/
https://schibstedmedia.com/news/brukernes-tillit-til-redaktorstyrte-medier-pavirkes-av-fire-nokkelfaktorer/
https://www.medietilsynet.no/fakta/rapporter/kritisk-medieforstaelse/


Key findings on global trust in media

▪ Global trust in news remains low. In the United States, trust in news stands at 32%, reflecting a highly 

polarised media environment (Reuters, 2024). Reuters identifies key foundations of trust in news: accuracy, 

transparency, impartiality, and reliability.

▪ In Europe, traditional media such as television and radio continue to be more trusted than social media 

platforms EBU Trust in Media. 

▪ In the US, young adults under 30 are almost as likely to trust information from social media (52%) as from 

national news outlets (56%) (Pew Research Center).

Trust as a critical driver of advertising effectiveness

▪ Consumers are more receptive to advertising placed within trusted media environments, with campaigns 

being up to seven times more effective among audiences who trust the medium (Kantar Media Reactions 2024).

▪ Brands are encouraged to invest in high-trust environments rather than focusing only on reach via low-trust 

platforms like social media. (Where Should Brands Turn When Trust is in Short Supply? MarketingWeekly)

▪ Trust significantly influences advertising impact (Journal of Consumer Behaviour – Towards the Measurement of Consumer Trust in Media Brands)

▪ Trust has risen from the seventh to the second most important driver (IBA, 2024).

▪ Advertising in trusted news brands significantly enhances ad effectiveness (WARC, 2024)

▪ Trust has become a more prominent objective in brand communications ( ipa.co.uk)
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https://reutersinstitute.politics.ox.ac.uk/digital-news-report/2024/dnr-executive-summary
https://reutersinstitute.politics.ox.ac.uk/digital-news-report/2024/dnr-executive-summary
https://www.ebu.ch/files/live/sites/ebu/files/embed/MIS-infographic/trust-in-media/index.html
https://www.pewresearch.org/short-reads/2024/10/16/republicans-young-adults-now-nearly-as-likely-to-trust-info-from-social-media-as-from-national-news-outlets/
https://www.kantar.com/inspiration/advertising-media/the-top-ranking-advertising-channels-and-brands-for-2024
https://www.marketingweek.com/where-should-brands-turn-when-trust-is-in-short-supply/
https://onlinelibrary.wiley.com/doi/10.1002/cb.2108
https://www.isba.org.uk/article/trust-advertising-rise?utm_source=chatgpt.com
https://www.theaustralian.com.au/subscribe/news/1/?sourceCode=TAWEB_WRE170_a&dest=https%3A%2F%2Fwww.theaustralian.com.au%2Fbusiness%2Fmedia%2Fthinknewsbrands-research-finds-brand-suitability-is-a-myth%2Fnews-story%2F66b4fd97f5458827fd2d22b5dd3173a7&memtype=anonymous&mode=premium&v21=HIGH-Segment-1-SCORE&V21spcbehaviour=append
https://ipa.co.uk/knowledge/ipa-blog/in-brand-we-trust?utm_source=chatgpt.com


Trust in media matters now

Media usage User-paid content 

Trust in media

Advertising impact
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3. A framework for measuring media trust



Towards a consistent method for tracking trust in media

▪ Develop a research design for measuring trust in media across the entire media industry

▪ Distinguish between editorial and advertising content

▪ Enable trust measurement at multiple levels (e.g. media groups, specific content types)

▪ Place special focus on news media as a whole

▪ Include the option to measure different dimensions of trust through targeted questions

▪ Offer a modular and flexible structure – combining fixed questions in the multimedia survey 

(C&M) with optional custom (ad hoc) modules
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Conceptualising media trust at different levels of analysis

News media trust and its impact on media use: toward a framework for future research  (Strömbäck et al., 2020) 

1. Trust in the media as an institution

2. Trust in different types of media (TV, radio, print)

3. Trust in specific media brands

4. Trust in individuals (journalists, influencers)

5. Trust in specific pieces of media content
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https://www.tandfonline.com/doi/full/10.1080/23808985.2020.1755338#abstract


Dimensions of media trust: Six analytical levels

1. Media as an institution: Government, parliament, courts, media

2. Media groups: TV, digital newspapers, social media, etc.

3. Media brands: Facebook, YouTube, VG, NRK, etc.

4. Individuals: Journalists, influencers, etc.

5. General content: News articles, debate programmes, etc.

6. Specific situations & content: War in Gaza, elections, etc.
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Questions for measuring trust at six levels:

Measuring trust broadly – and benchmarking for deeper insight

Level of 

analysis

Questions

1. Public

    institutions

How high or low is your trust in the following public institutions

The government, the courts, the police, Norwegian media

2. Media types How high or low is your trust in the following media types

Print newspapers, online newspapers, magazines, TV/streaming, radio, social media

3. News media How high or low is your trust in the following news media

NRK, TV 2, P4, VG, Dagbladet, Aftenposten, local and regional newspapers, local radio

4. Journalists How high or low is your trust in the following professions

Journalists, influencers, politicians, researchers

5. Media 

   content

How high or low is your trust in the following content

Advertising, the environment, crime 

6. Specific    

    content

How high or low is your trust in ….

Specific topics such as the war in Gaza, nation election, specific article or programs
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Key attributes defining trust in the media 

a) Strömbäck

1. … are fair when covering the news

2. … are unbiased when covering the news

3. … tell the whole story when covering the news

4. … are accurate when covering the news

5. … separate facts from opinions when covering the news

c) Reuters
1. Whether they have a long history

2. Whether they have high journalistic standards 

3. Whether they are too negative 

4. Whether they are biased 

5. Whether they exaggerate or sensationalise – 

6. Whether they are transparent about the journalistic process

7. Whether their values are the same as mine 

8. Whether they represent people like me fairly 

b) Knudsen
1. … are truthful

2. … show professionalism and thoroughness

3. … are free from bias

4. … show independence and objectivity

a) News media trust and its impact on media use: toward a framework for future research  (Strömbäck et al., 2020).

b) How the public understands news media trust: An open-ended approach (Knudsen et al., 2021).

c) Digital News Report 2024 (Reuters, 2024)

Common attributes

1. Unbiased

2. Free from political or ideological bias

3. Accurate and thorough

4. Tell the whole story

5. Separate facts from opinions

6. High professional and journalistic standards
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https://www.tandfonline.com/doi/full/10.1080/23808985.2020.1755338#abstract
https://journals.sagepub.com/doi/10.1177/14648849211005892
https://reutersinstitute.politics.ox.ac.uk/digital-news-report/2024


Operationalising the attributes into questions on trust in the media 

– general and specific

Overall, how much do you agree or disagree with the following statements about Norwegian media?
▪   Strongly agree Somewhat agree          Neither agree nor disagree     Somewhat disagree  Strongly disagree

1. Presents news in a fair and balanced manner

2. Is politically and ideologically neutral

3. Reports accurately and based on facts

4. Communicates the full story, rather than selectively reporting parts

5. Clearly distinguishes between facts and opinions

6. Upholds high professional and journalistic standards

  This question can be adapted to specific brands or used to track general media trust.
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Research design for measuring trust in media:

Levels of trust and core trust attributes

…
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4. Conclusions and implications



Next steps: Implementing trust as a media metric

▪ Measure trust systematically and regularly

▪ Link trust to commercial impact and value

▪ Implement trust metrics in Consumer & Media 

▪ Enable modular, timely trust metrics (e.g. elections)

▪ Collaborate with media, authorities and advertisers

▪ Explore trust as a potential media planning currency
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