
Research Question
Is Partisan News Consumption driven by consumers' perceptions of news 

brands, independent of worldview-confirming news content?

The Effect of Brand Attribution on Partisan News Consumption

Ty Longmire-Monford, CU - Boulder; Chuck Howard, UVA - Darden

Background 

• Partisan News Consumption (PNC) is a rapidly growing 

global phenomenon (e.g., Reissman, 2022)

• In the US, liberals choose outlets like CNN and 

conservatives pick outlets like Fox News (e.g., 

Jurkowitz, et al., 2020)

• PNC is concerning because it leads to political 

polarization (e.g., Martin & Yurukoglu, 2017; Stroud, 

2010) 

• It is widely believed that PNC occurs because of 

confirmation bias (e.g., Iyengar & Hahn, 2009)

5 Pre-Registered Experiments

• Experiments 1 & 2: Removing brand attribution from real 

Fox & CNN headlines eliminates PNC

• Experiment 3: Conservatives (Liberals) are more likely to 

consume counter-ideological news stories when presented 

by Fox (CNN)

• Experiments 4 & 5: Effect mediated by perceived source 

credibility

• DV: Consequential headline choice (Experiments 1-4); 7-

point Intention to read scale (Experiments 5)

Conclusion
• PNC is not a simple case of confirmation bias

• Consumers choose news from the brand they perceive to be 

more credible, independent of content

Experiment 1: Removing Source Attribution

Attribution Condition Example No Attribution Condition Example

• N = 409

• Design: 2 (Attribution: Yes vs No) x Political Orientation

• Real pairs of headlines from 5 distinct news stories

• Example Stimuli:
• N = 358

• Design: Similar to Experiment 1 but also measures source 

credibility
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• N = 1600

• Design: 3 (Attribution: Congruent vs Incongruent vs None) x 

Political Orientation

• Fictional headlines (Gay Rights, Immigration, Election Integrity, 

Abortion) presented in randomized pairs (one conservative, 

one liberal)

• Example Stimuli from Incongruent Condition:

Experiment 3: Manufactured Headlines
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Experiment 5: Mediation by Source Credibility
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