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Methodology in detail

D:
Online Methodology Representative of Bulgaria Fieldwork in early 2023
Online quantitative survey Sampled and weighted to be representative of 27t February - 13t March 2023
40 questions in total Bulgaria by age, gender, region in line with

census data. Weighting efficiency is 97.71 %
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Research Questions

How do different Which groups are What drives What are their
population currently target media payment? attitudes
segments currently audiences for towards media?

engage with independent media?
media in Bulgaria? What are their
Which platforms expectations for
are they specifically media and how
engaging with? can organisations

gain their trust?

/r N ZINC . - . .
Private and confidential document. All rights reserved zincnetwork.com 6
AN NETWORK d



Key Variables

+ Employment status » European, national and + Attitudes towards polarising
. Gender - Media language regional identity organisations
- Region . Financial status + Religious, political, « Alignment with
linguistic affiliation countries/organisations

Language spoken at home
Educational level

CURRENT MEDIA CONSUMPTION EXPECTATIONS FOR MEDIA

- Conservative/Liberal values

« Access to different media < Awareness of outlets « Willingness to pay for « Performance of outlet on
types - Technology used to access content trust drivers

« Access to TV channels - Social media consumption » Subscription drivers * Media impartiality

« Access to online news « Trust drivers

Type of hews consumed
outlets

Attributes of online outlets
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Sample details

2066 respondents in total
Online quota sampling

Sampled and weighted to be

representative of Bulgaria by
age, gender, region in line
with census data
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52%
48%
23%
47%
30%

30%

Female

Male

18-34 years old

35-54 years old

55+ years old

Live in Southwestern
Bulgaria (Sofia region)



Cluster methodology

Clustering We conducted a k-means cluster analysis using 5 continuous variables, selected based on prior
Methodology research and local expertise
Key Variables Political Views Response type

Bulgaria should accelerate/reverse its integration with the EU Scale 1-7 (1=accelerate;7=reverse)

It is best to have strong leader who can take decisions without interference

from parliament/strong parliament to hold government to account Sl o7/ (L=Slineny (SREET 7 =S Tehng [pRr R,

Influence on the media in Bulgaria

The Bulgarian government has a positive/negative influence on the media

in Bulgaria Scale 1-5 (1= Very positive;5=Very negative)

The EU has a positive/negative influence on the media in Bulgaria Scale 1-5 (1= Very positive;5=Very negative)

Cognitive Openness*

Scale 1-5 (1=strongly disagree;5=strongly

Truth” is just what someone chooses to believe agree)

*Understanding the Cognitive Openness of a cluster is crucial for identifying whether that group is willing to consider
alternative viewpoints. Groups who believe themselves to be better informed than others, or think that truth is relative,
are less likely to accept views that contradict their own.
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Preliminary notes

All numbers are percentages unless otherwise stated. Numbers may not sum to 100 due to rounding; Percentages are based on the
weighted totals.

When we use the term independent, this comprises both commercial and Public Service Broadcasters (PSB), as classified by Zinc
Network based on ownership.

Outlets that have explicit state ownership have been labelled as State-owned

The survey was carried out in early 2023 so all findings reported need to be contextualised within that timeframe, and we are
aware that responses are susceptive to timely events.
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What we’ve learned

We have identified 5 clusters which differ based on their cognitive openness, attitudes towards international
politics and their relationship with media: Within those 5 clusters we have identified 3 target audiences who are more
likely to be receptive of independent media. They are all more likely to trust independent media outlets; two of our target
groups want to consume content that independent media produce, while the third of the target groups is cognitively open and
willing to pay for content.

Bulgarians are more aware of non-independent media: The media landscape in Bulgaria is dominated by non-
independent or state outlets. As a result, exposure to non-independent media organisations is higher across all groups,
compared to independent outlets.

Independent outlets perform better overall on key trust drivers: Independent outlet Bivol.bg in particular
performs well on the most important trust drivers, compared to tested independent and non-independent outlets. Bulgarians
are more likely to trust media with values that align with independent outlets, including honest reporting and political or

financial independence.

Independent media should tap into disillusionment: Bulgarians show low trust in media, with nearly 1 in 2 Bulgarians
stating that they don’t believe their views are reflected in the media. Bulgarians’ distrust in current media gives less well-
known independent media brands the opportunity to connect with new audiences and instil trust by meeting their expectations
for content and values.

Specific factors and content type could drive media payment among Bulgarians: While most Bulgarians don’t
currently hold an online news subscription, nearly 1 in 3 claim that they are open to having one in the future. Key factors
driving media payment include anti-disinformation activity, truthful content and a reputable source. Independent media in
Bulgaria should emphasise these attributes to boost audience engagement. Furthermore, two of our target clusters would like
to see more content on investigative journalism and national news. Independent media outlets should raise the profile of this

type of content on their platforms to engage our target clusters.
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Our 5 groups in a nutshell

Less open to independent media

17%

Conservatives
Youngest of the groups but
mostly middle-aged
Equal Gender Split
Lower Education level

Lowest Income

Identifies with being
Bulgarian more than
anything else

Against EU integration
Socially Conservative

Nearly all view
government influence on
media as negative

Cognitively Closed-off

3D | ¢
29%
Informed
Conservatives

Mostly Middle-aged
Mostly Female
Mid education level
Moderate Income

Identifies with being
Bulgarian more than
anything else

Against EU integration
Socially Conservative

Most view government
influence on media as
negative

Cognitively Closed-off

24%

Open-minded Centrists

Mostly Middle-aged
Equal Gender Split
Lowest Education level
Moderate Income

Identifies with being
Bulgarian, but less than
others

Pro-EU integration
Socially Moderate

Half view government
influence on media as
negative

Cognitively Open

More open to independent media

18%

Middle-aged and Older
Equal Gender Split
High Education level
Higher Income

Most likely to identify with

being Bulgarian, European

and those sharing political
ideals

Pro-EU integration
Socially Conservative

Half view government
influence on media as
negative

Cognitively Closed-off

&
A

12%

Discerning Liberals

Middle-aged and Older
Mostly Male
Highest Education level
Highest Income

Identifies with being
Bulgarian, also strongly
identifies as European

Pro-EU integration
Socially Liberal

Most view government
influence on media as
negative

Cognitively more open

4 A o .
A N ﬁIENr(\:NORK More details in Appendix
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Based on their current relationship with the media and their cognitive
openness, we have identified three clusters as targets for independent

media

High exposure

Awareness of
online news outlets

Higher awareness
of non-independent
than independent

Higher awareness
of non-independent
than independent

Engagement
with online news
outlets

Higher
engagement for
non-independent

Higher
engagement for
non-independent

Trust in media

Low trust overall but
slightly higher
trust for
independent

Low trust overall but
slightly higher
trust for
independent

View on media impartiality

More likely to believe that media
criticism of the government causes
instability. Against foreign
ownership of media companies

Most likely to oppose foreign
ownership of media companies
More likely to believe that media
criticism causes instability

% Willing to pay
for independent
media

41%

43%

to non-
independent
Disengaged
@ Conservatives 78%
(17%)
® Informed 0
bTg Conservatives 74%
(29%)
/ Open-minded
@ Centrists 77%
(24%)
Closed-
minded
73%
ﬁﬂ Liberals °
(18%)
Discerning
¥ Liberals 68%
(12%)

\8

Lowest awareness
for all outlets

Higher awareness
of non-independent
than independent

Highest awareness
for independent

and similar levels for
independent and non

Higher
engagement for
non-independent

Higher
engagement for
independent than
other groups

Highest
engagement of
independent

Low trust overall
Similar levels of
trust for
independent and
non-independent

Higher trust for
independent
Dnevnik the most
trusted

Highest trust for
independent
Bivol the most
trusted

Uncertain on media impartiality,
foreign support or ownership by
politicians
More likely to think that media
should respect the authorities

Strongly believes in media
impartiality and independent
ownership, but that media should
respect the authorities

Strongly believes media should not
be owned by politicians
More likely to think media should
not respect the authorities

51%

42%

44%,
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However, each cluster falls somewhere along a continuum in its attitude
toward independent media and will need its own specific engagement
strategy

More open to independent media

Less open to independent media

® ® @
D | oy

Disengaged Informed Open-minded Closed-minded . . .
. . . . Discerning Liberals
Conservatives Conservatives Centrists Liberals

17% 29% 24% 18% 12%
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Deep dive 1:
Current media
consumption
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Overall, social media and TV are the most popular platforms, while news
sites/apps are most used by target groups....

NB: Online figures may have been
influenced by online methodology

94% 95% 93% 92% 919, 92% 94% 9o, 93% 92% 88%

87%
I I I I 79% 83%80% 0

B O

Soual Media News website or app

m Disengaged Conservatives Informed Conservatives mOpen-minded Centrists Closed-minded Liberals Disceming Liberals

Text in green is statistically higher than
average; text in red is statistically lower

4 X ZINC Q2. Thinking about the past month, on average, how often do you access the following media platforms when consuming all
A Y NETWORK types of media? Base: All (2066), Disengaged Conservatives (375), Informed Conservatives (589), Open-minded Centrists
(498), Closed-minded Liberals (362), Discerning Liberals (242)
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While less popular among Bulgarians overall, streaming sites and
podcasts appeal most to Open-minded Centrists

NB: Online figures may have been
influenced by online methodology

61% o
549%, 55% 56% 53% 55%

47% 48% 0

I I | I . N - I 38% 39%
| ﬁ
7 \[g

¢

m Disengaged Conservatives Informed Conservatives mOpen-minded Centrists Closed-minded Liberals Disceming Liberals

50%

Text in green is statistically higher than
average; text in red is statistically lower

4 X ZINC Q2. Thinking about the past month, on average, how often do you access the following media platforms when consuming all
A Y NETWORK types of media? Base: All (2066), Disengaged Conservatives (375), Informed Conservatives (589), Open-minded Centrists
(498), Closed-minded Liberals (362), Discerning Liberals (242)
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Independent outlets have an opportunity to increase both awareness and

engagement levels in Bulgaria

100% }
Low Awareness High Awareness
90% High Engagement High Engagement

)
g
= 80% BTV News online
© e
E 70% Za Istinata 24 Chasa © WU NEE @
39 ’ Dnevnik onli e e ST

) 600/0 nevnik oniine . News.bg®_ d
< i o Toest N ® Plovdiv24 9% Dne
2 i ® Darik.l
i @ 50% o GOSPOAAN ¢ OFENews
o E Clubz ® Capital Online
9F  40% °
Su Mediapool °

a Bivol.bg
22 30%
= E
3 20%
o
S
5 10% Low Awareness High Awareness
L 0 Low Engagement Low Engagement

(0]
0% 10% 20% 40% 50% 60% 70% 80% 90% 100%
% of those who are aware of outlet
4 X ZINC Q7+8. Thinking about the past month, on average, how often do you access the following media platforms when consuming ) ) ) ) .
A AN NETWORK all types of media? Base: All (2066), Disengaged Conservatives (375), Informed Conservatives (589), Open-minded Centrists Private and confidential document. All rights reserved  zincnetwork.com 21
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Most Bulgarians across all groups are currently highly exposed to non-
independent media

2% m W 3% = 2% m H4% M

(o) (0]
19 /0 230/0 20 /0 230/0
25% 7 5 O/
79 Of all Bulgarians are highly
73% .
exposed to non-independent
media, both on TV and online
Disengaged Informed Open-minded Closed-minded Discerning
Conservatives Conservatives Centrists Liberals Liberals
m High Exposure Medium Exposure ®mLow Exposure Textin green is statistically higher than
average; text in red is statistically lower
[ 4 X ZINC Q4+8. Thinking about the past month, on average, how often do you access the following media platforms when consuming ) ] ) ) .
A AN NETWORK all types of media? Base: All (2066), Disengaged Conservatives (375), Informed Conservatives (589), Open-minded Centrists Private and confidential document. All rights reserved  zincnetwork.com 22
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Awareness of independent news outlets is low across the clusters

Nova TV News online
BTV News online
Dnes.bg

Dir.bg

Darik.bg

Novini.bg

News.bg

BNT News online
Bulgaria ON AIR online
24 Chasa online

e 5 0%

. 49 %
. 4.5 %
. 45 %
e 44.%
. 44 %
. 4 0%
. 39 %
N 38 %
. 5 5%

Bivol.bg I 33 %
PIK.bg I 3 1%
Fakti.bg I 3 1%
Petel.bg I 3 1%
BTA I, 3 0 %0
4 X ZINC Q7. Here is a list of online news outlets. Which of these are you aware of? Base: All (2066), Disengaged Conservatives (375), ) ) ) ) .
A AN NETWORK !nformed Conservatives (589), Open-minded Centrists (498), Closed-minded Liberals (362), Discerning Liberals (242) Private and confidential document. All rights reserved  zincnetwork.com 23



Independent TV1 ranks lowest on awareness compared with other

channels.

Nova |, ©1.%

b [ BTV News | 7/
]

BNT News | 2/
[

= Nova News | 77

N%V'm

=R BNT 2 |, 70%
i BNT 4 | 5%
@ Eurocom | 529%
skAT I, /o

=CKAT >
TV4T vi [ 0%

4 X ZINC Q3. Here is a list of TV channels, which of these TV channels do you access? Base: All (2033), Disengaged Conservatives (370), ) ) ) )
A AN NETWORK !nformed Conservatives (582), Open-minded Centrists (490), Closed-minded Liberals (355), Discerning Liberals (236) Private and confidential document. All rights reserved
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Similarly, engagement for TV1 is the lowest compared with all tested
channels. This holds true for all Bulgarian clusters.

Text in green is statistically higher than
average; text in red is statistically lower

88% 89% 90% 91%

0/, 88%
86% 83% 85% 86% 87% 85% 83% 83% 87% 82% Prominent independent channel
79% 79%
749 75%
68%
43%
0 32%
31% 560,

b [

m Disengaged Conservatives Informed Conservatives mOpen-minded Centrists m Closed-minded Liberals Discerning Liberals
7 ‘ EIIENTI'SVORK Q4. Typically how frequently do you watch these TV channels? Base: Varies by TV channel Private and confidential document. All rights reserved  zincnetwork.com 25



Bulgarians use similar platforms to access both independent and non-
independent media

49% 49%
45%
38% 37% 39%
26% 5404 24%
19%
139, 14%
I I I ]i B B B
Facebook Yandex/Google Outlet’s website Outlet’s YouTube News aggregator Viber Instagram
search mobile/tablet App
®m Non-independent m Independent
Q11. Thinking more about the online news outlets you use at least multiple times a week, which of the following do you
7 ‘ ﬁIENr(\:NORK commonly use to access them? Base: Varies by outlet Private and confidential document. All rights reserved zincnetwork.com 26



Deep dive 2:
Willingness to pay
for media
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Although few Bulgarians currently hold an online news subscription,
nearly 1 in 3 may get one in the future. This is especially true for the Open-
minded Centrists

Disengaged Informed / \ Closed-minded . ...
. . . Discerning Liberals
Conservatives Conservatives Liberals

H 34%
46% 47% 49% 45%
B Currently hold at least one Had a subscription B Never had one but may Never h.:;ld subscription
online news subscription and no longer do consider one in the future and don’t want one

Text in green is statistically higher than
average; text in red is statistically lower

4 X ZINC Q14. Which of the following statements best describes your willingness to pay for content from online news sources? Base: _ _ _ _ _

A k NETWORK All (2066), Disengaged Conservatives (375), Informed Conservatives (589), Open-minded Centrists (498), Closed-minded Private and confidential document. All rights reserved ~ zincnetwork.com 28
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Two of our target groups in particular are looking for truthful content, a
reputable source, and anti-disinformation work in particular

41%
37%

27%269%

21% I

Truthful content

m Disengaged Conservatives

43%

37%

5%
28%
24% 25%

Content is unique

35%

29%
26%

19%

Reputable source

Informed Conservatives

45%

350,30% 35%

34%33%

28%
269277 26% 26%
23%
22% I 21% I 21% I

If I had spare money Support an outlet
working to stop
disinformation

m Open-minded Centrists

interests

Content aligns with

m Closed-minded Liberals

34%34%

28%
26%
24% 24%
o
22% 21%
16% I 17%

Media is editorially
independent

Financial reward for
subscribing

Discerning Liberals
Text in green is statistically higher than

ZINC

77\

Q15. To what extent, if at all, would each of the following affect your willingness to pay for content from online news sources? Base:
NETWORK All (1765), Disengaged Conservatives (318), Informed Conservatives (512), Open-minded Centrists (408), Closed-minded Liberals
(318), Discerning Liberals (209)
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Deep dive 3: Trust
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Measuring organisational trust

To properly contextualise trust, Zinc Network plots familiarity against the trust/salience score. The
trust/salience score is calculated by weighting an organisation’s performance on each trust driver
according to the importance of that driver in forming trust, and then averaging performance across
all the drivers. This ensures that an organisation’s trust performance is not flattered by strong
performance on drivers that are unimportant in forming trust.

A high degree of familiarity combined with a high trust/salience score (e.g. in the top right of the
following quadrants) indicate an organisation that is very well known and very well trusted, and
that is likely to have a high degree of reputational resilience and credibility as a messenger.

By contrast, a high degree of familiarity combined with a low trust/salience score (e.g. in the top
left of the following quadrants) suggests an organisation that is poorly perceived by those who
know it. These organisations will struggle to build trust unless they understand what trust drivers to
focus on — the better known an organisation is, the harder it becomes to change minds.

r N ZINC . - . .
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Overall trust in media is low in Bulgaria, with outlets BTV, NOVA and BNT
particularly struggling to convert familiarity into trust

10 Poorly known WEIR G
High trust High trust

9
O s
(@]
O
v 7
(O]
c
o
©
200 Darik
2 . Bivol.bg ® an
-}
— i __eNovini.b l BNT
= Dnevmk(’apltal ) .g o ‘NOVA

3 Trud BTV

24 Chasa
2
1 Poorly known Well known
Low trust Low trust
0
0 1 2 3 4 5 6 7 8 9 10
Mean Familiarity
4 w4 ZINC Q19. On a scale of zero to ten, how familiar are you with each of the following? Q21. On a scale of zero to ten, how important ) _ _ _ )
A k NETWORK are each of the following to you when deciding if an organisation is trustworthy? Q.20 How would you rate the performance Private and confidential document. All rights reserved ~ zincnetwork.com 32
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Honest reporting, independence from the government, and holding
powerful people to account are key drivers of trust in Bulgaria

6.20
I I I I I I I I ]
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Q21. On a scale of zero to ten, how important are each of the following to you when deciding if an organisation is
v N ZINC Private and confidential document. All rights reserved zincnetwork.com 33
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Deep dive 4: What
content do people
want?
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Education programmes and science and technology are the most
favoured content topics across groups

)

2
3
4.
5.

Education

programmes (52%)
Comedy shows (47%)
Science & tech (44%)
Travel (42%)

Health (42%)

/

[

Education
programmes (50%)
Travel (46%)

Health (44%)
Historical
programmes (43%)
Science & tech (42%)

Health (43%)
Comedy shows (42%)
Education
programmes (41%)
Science & tech (41%)
Travel (41%)

=

W

&

Education
programmes (53%)
Health (49%)
Science & tech (47%)
National news (46%)
Travel (45%)

N

e
A

Science & tech (59%)
Education
programmes (55%)
Travel (51%)
Historical
programmes (51%)
Investigative
journalism (50%)

Text in green is statistically higher than
average; text in red is statistically lower

7

N ZINC

Q1. What types of topics / content would you like to see more of in the media, be it on the radio, TV, online or in

NETWORK publications? Base: All (2066), Disengaged Conservatives (375), Informed Conservatives (589), Open-minded Centrists (498),
Closed-minded Liberals (362), Discerning Liberals (242)
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Deep dive 5:
Attitudes towards
media
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1 in 2 Bulgarians overall
don’t believe their
views are often
reflected in the media

7Z\N

ZINC
NETWORK

Private and confidential document. All rights reserved
zincnetwork.com

60%

Disengaged Informed Open-minded Closed-minded Discerning
Conservatives Conservatives Centrists Liberals Liberals
Q24_4. To what extent do you agree/disagree with the following statements?
Agree | do not often see my views reflected in the media : All (2017), Text in green is statistically higher than

Disengaged Conservatives (375), Informed Conservatives (589), Open-minded average; text in redis statistically lower
Centrists (498), Closed-minded Liberals (362), Discerning Liberals (242)




Most Bulgarians think that media impartiality is important to them,
especially two of our target clusters

Disengaged Informed Closed-minded . ..
. . . Discerning Liberals
Conservatives Conservatives Liberals

81% 85% 72% 91% 89%

Text in green is statistically higher than
average; text in red is statistically lower

4 X ZINC Q24 _1. To what extent do you agree or disagree with each of the following statements? Agree. It is important to me that the
A Y NETWORK news | watch is impartial. Base: All (2066), Disengaged Conservatives (375), Informed Conservatives (589), Open-minded
Centrists (498), Closed-minded Liberals (362), Discerning Liberals (242)
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This study was made possible by the support of the American people through the United States Agency for
International Development (USAID).

The contents of this report are the sole responsibility of Zinc Network and do not necessarily reflect the views of
USAID or the United States Government.
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Discerning Liberals: Full profile
Key Demographics

This is the smallest cluster (12% of total participants). This cluster is well-educated,
with above average completion of higher education (68%). They are financially
comfortable, have a high % over 55 and are either working full-time or retired, living
in southwestern Bulgaria.

Political orientation

They are the most pro-EU and pro-USA group. They strongly support closer
integration with the EU, identify as being European above all other identifiers and are
disproportionately likely to speak English as well as Bulgarian.

Cognitive Openness

This cluster recognises objective truth. They think that they are better informed than
others, making them less open to media that disagrees with their current liberal
political view.

Media Exposure
This cluster shows the highest awareness, engagement and trust in independent

media compared to all other groups. They are the least likely to think that criticism of

the government by the media causes instability, are convinced that media companies
should not be owned by politicians and believe the government has a negative
influence on the media.

This cluster is
disproportionately likely
to speak English as well
as Bulgarian

30% are open to having
an online news
subscription in the
future

7.\ KETwork
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Discerning Liberals and independent outlets

Why they matter

- This group is a key target to increase consumption of
independent media. They are the most aware,
trusting and engaged group with independent
media, but still consume a lot of content from non-
independent sources.

- This cluster is cognitively closed, as they believe
themselves to be more informed than most. However,
none of them think that truth is subjective, making
them more likely to actively seek truth in what they
engage with

«  30% of this group is open to pay for an online news
subscription in the future, especially if they are
contributing to an outlet that is working to stop
the spread of disinformation. 40% are willing to
consider a free trial for online news in future.

How to win them over

Reach them: This cluster are the most frequent users
of news sites or apps. Most of this cluster also watch TV
and engage in social media at least multiple times a
week.

Engage them: This cluster is most interested in light
entertainment followed by informative content
(science, history, investigative journalism). They
describe independent media as informative on Bulgaria
and they believe content to be well produced

Gain their trust: For this cluster, honest reporting,
financial and political independence and a critical
stance on powerful individuals are the most important
factors for increasing trust.

7.\ KETwork
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Closed-minded Liberals: Full profile

Key Demographics
Most respondents in this cluster are aged over 45 (63%) and compared to other clusters, 81% Of thlS Cl uster
this group has a higher amount of people that are retired. They have above average
ducati d high i .
ecucation and high Income want to accelerate EU

Political orientation

81% of this cluster supports further integration with the EU and they disproportionately
identify with being European. They also strongly identify with being Bulgarian and being part
of a group that shares their political ideals. This group holds conservative social values.

Cognitive Openness 85% believe the EU

This group is confident in their views, frequently selecting the extremes of the scales. More h t
than any other cluster they think that ‘truth’ is subjective, and believe that they are better das d pOSl Ive
informed than most, making them cognitively closed to information that contradicts their .

influence on the
Media media

ideas.

While most respondents in this cluster engage with independent media at least multiple
times per week (53%), engagement with non-independent outlets is still slightly higher.
Compared to other clusters, this group views the influences of the EU and the government
on the media more positively.

integration
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Closed-minded Liberals and independent outlets

Why they matter

How to win them over

e This cluster has been identified as a target audience,
given that while awareness of independent media
is low, trust is higher than for non-independent.

e Nearly half (45%) within this cluster currently don’t see
their views represented in the media.

e 91% believe media should be impartial and 83% do not
think it is appropriate for media companies to be
owned by politicians.

e While most respondents in this group do not hold a
subscription, nearly a third say they are open to having
one in the future (29% ) and that they will likely
subscribe to a trial in the future (31%)

Reach them: This group engages with news websites and
apps and music or video streaming at least multiple times
a week. When it comes to consuming news, they prefer
reading articles more than any other format.

Engage them: A variety of content appeals to them, but
they mostly want informative content on investigative
journalism, national news, the economy and social issues.

Gain their trust: They want a lot from outlets, over-
indexing on all subscription drivers and factors that would
increase trust. In particular, they identify independence
from the government and honest reporting as the top two
factors that would increase their trust.
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Open-minded Centrists: Full profile

Key Demographics _ , ,
This cluster is mostly under 54, with a third aged 18-34. They work full time or identify | Alaslld this cluster do not
as a housewife/house husband. They are more likely than most to have dropped out .

before secondary education and have the lowest number of university graduates. know which value SyStem

Bulgaria should align with

Political orientation :
43% of this cluster support further integration with the EU, but half were undecided in future
and did not choose either extreme. This cluster is more likely to answer ‘Don’t know’

for all questions. They are socially conservative, demonstrating disproportionately low
support for equal gender roles. 1in 3 in this cluster are

Cognitive Openness willing to acquire a free

They are very centrist in their views and cognitively open. They are less likely to think trial for paid content in
that they are better informed than others and are also less likely to think that truth is

subjective. This makes them more susceptible to disinformation narratives, but also future
means that they are an important target to engage through independent media.

Media
The least engaged group, they are more exposed to non-independent and state media
than independent media. Trust for all outlets is rather low.
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Open-minded Centrists and independent outlets

Why they matter

How to win them over

Being the most cognitively open makes this cluster
particularly vulnerable to disinformation narratives
while at the same time an optimal target for
independent outlets to change their current media
habits and establish engagement

This cluster has low awareness of all outlets but
especially low awareness of independent outlets. Their
trust for known outlets is relatively low. This gives
independent media outlets the opportunity to establish
trust and awareness with these audiences

While most respondents in this group do not hold a
subscription, a third say they are open to having one in
the future (32%) and that they will likely subscribe to a
trial in the future (34%)

Reach them: This cluster mainly consumes content via
social media and TV, but also over indexes on video and
music streaming services. They are more likely than
any cluster to watch the only independent TV channel
in Bulgaria (TV1).

Engage them: This cluster prefers light
entertainment, but their preferences are not strong in
comparison to other clusters.

Gain their trust: Honest reporting, independence from
the government and a balanced view are the most
important qualities in an outlet to form trust for this
cluster. If independent media can demonstrate these

qualities successfully, while appealing to this cluster’s
preference for lighter, entertaining content, then they
may be more willing to engage.
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Informed Conservatives: Full profile

Key Demographics

This cluster is the largest (29% of the respondents). They are predominantly female,
middle-aged or over 55, work full time and have a moderate/good financial status.
They line up with the rest of the sample in terms of education, with 59% having
completed tertiary education.

Political orientation
This cluster is extremely opposed to the EU and are also more likely to see the

influence of foreign businesspeople and the U.S. government on Bulgarian media as
negative.

Cognitive Openness
Most in this cluster (59%) believe that their views are not represented by the media.

They are cognitively closed, as they believe that they are more informed than others
and that truth is relative.

Media Exposure

Most in this cluster think that the Bulgarian government and the EU have a negative
influence on the media in Bulgaria. They have the highest awareness and engagement
of non-independent outlets. Nevertheless, trust levels are at a similar level for both
independent and non-independent media.

ar

85% of this cluster
believes that the media
they engage with should
be impartial

Most believe the
government and the EU
have a negative influence
on media
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Informed Conservatives and independent outlets

Why they matter

- While this group’s awareness and engagement
independent media is lower than for non-
independent, they are more trusting of independent
media giving outlets the opportunity to build an
audience base in this group if they can raise awareness
and build trust.

« A big part of this group also claims it currently often
doesn’t see their views reflected in the media (59%),
making it more probable for them to seek new media
platforms to engage with.

* Most respondents in this group do not hold a
subscription, although a third say they are open to

having one in the future (30% ) and that they will likely
subscribe to a trial in the future (32%)

How to win them over

- Reach them: This cluster mostly accesses social media

as well as TV. They prefer to read articles, but also
consume short form videos, follow threads and read
articles.

Engage them: This cluster wants content relating to
travel and informative/educational pieces. They also want
to see content that defends traditional values, celebrates
Bulgaria and helps social progress.

Gain their trust: This group believes that honest
reporting, independence from the government and
holding powerful people to account are the most
important factors for organisations to form trust. If
independent outlets can prove themselves to be
trustworthy and reflect this cluster’s traditional, national
values, they can build a solid audience base.
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Disengaged Conservatives: Full profile
Key Demographics

They have disproportionately conservative social attitudes but are economically left-wing
(which reflects the fact that this is the poorest and youngest cluster). A third have low
income and have 45% of this cluster has only completed secondary education.

78% of this cluster is
highly exposed to non-
independent media

Political orientation

63% of this cluster want to reverse integration with the EU. They don’t strongly identify
with any particular group, but they are less likely than other clusters to say that being

European is important to their identity. 60% do not see their
Cognitive Openness views often reflected in
This cluster is cognitively closed-off as most think that they are better informed than

others (58%) and are disproportionately likely to think that ‘truth’ is just what someone the media
chooses to believe (64%).

Media Exposure

They are more likely to regularly access non-independent news outlets. More than any
other group, they think that the current Bulgarian government (84%) has a negative
influence on the media.
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Disengaged Conservatives and independent outlets

Why they matter

How to win them over

This cluster has high engagement with non-independent
media outlets but are more likely to trust independent
outlets than non-independent.

They are motivated to trust outlets that investigate into
powerful individuals, are independent from government and
publish honest reporting.

Just under third in this cluster say they are open to having
an online news subscription in the future (26% ) and that
they will likely subscribe to a trial in the future (26%)

This cluster thinks that they are better informed than most,
and is certain that truth is relative, making this cluster
generally unwilling to engage with content that
challenges their views.

- Reach them: They mostly access content via social media

and TV, but this cluster is the least likely to engage with
news websites or apps. They also prefer to consume news
through video (short form and long form) more than other
clusters.

Engage them: This group is looking for content relating to
comedy, science and education. Although drivers for
subscriptions for this cluster are limited, this cluster could
be encouraged to subscribe to independent outlets that
offer unique and appealing content, as a lack of interesting
content is a key subscription blocker for this cluster.

Gain their trust: This group thinks that holding powerful
people to account, independence from government and
honest reporting are key to forming trust.
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