Appendix I
Figure I. Perceived ideological placement of the average reader/listener/viewer of the own

medium (N=140)
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Appendix II

Table I. Independent samples t-test of source ranks between 2018 and 2022

2018-M(SD) 2022-M(SD) t p-value
Social platforms as 6.1(2.6) 7.0(2.3) -3.5 0.000
source (ranking)
Direct contact with 7.0(2.7) 6.2(2.7) 2.3 0.012
citizens as source
(ranking)
Contact with 5.6(3.0) 6.3(3.0) -1.9 0.028
politicians as source
(ranking)
Traditional media as 6.9(2.5) 7.6(2.3) 2.4 0.010
source (ranking)
Social movements as 6.1(2.5) 6.4(2.5) -1.0 0.169
source (ranking)
Own polls as source 4.9(2.8) 4.5(2.6) 1.4 0.086
(ranking)
Other polls as source 4.9(2.6) 3.92.4) 33 0.001
(ranking)
Analytics as source 3.2(2.2) 3.3(2.0) -0.6 0.270
(ranking)
Journalists as source 4.4(2.4) 4.3(2.4) 0.4 0.341
(ranking)
Contact with 5.9(3.0) 5.4(2.9) 1.5 0.071
acquaintances as
source (ranking)




