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The media landscape continues to evolve at a rapid pace, driven by the push for 
digital transformation, an ever-growing array of new engagement channels and 
shifting demographics. What’s more, a Gallup Poll found that trust in the media 
continued its downward spiral, at a time when people needed critical news
on the pandemic, protests and politics dominating 2020. Gallup reports that 60% 
of respondents report trust in the media at “not very much” trust or “none at all.”1 
While the industry works to address these ongoing issues, media professionals will 
also need to stay alert to a number of trends set to impact 2021.

What five trends are poised to have an impact?
 
Trend 1: Radically new consumer mindset when evaluating brands. Socially conscious 
consumers are on the rise, as Gen Z moves toward adulthood and millennials expand their 
buying power. Brands that fail to align with key social issues could lose traction with audiences.

Trend 2: Social responsibility picks up momentum. It’s not just consumers that are eyeing how 
organizations address environmental, social and governance (ESG) concerns. Investors have 
upped the pressure on companies to consider sustainability along with profits.

Trend 3: Newspapers struggle to compete in the digital world. Newspapers have struggled for 
the past decade, losing 51% of their staffs between 2008 and 2019.2 The economic fallout of 
the pandemic hastened closures and layoffs, but there are some positive signs on the horizon.

Trend 4: Trust in technology wavers too. It’s not just the media that must manage a trust issue. 
Big players across the tech industry face declining trust. Social media platforms are particularly 
vulnerable after the divisive political campaigns of 2020.

Trend 5: Data democratization creates challenges AND opportunities. Unfettered access to 
data is only as far away as a smartphone, but the rise in misinformation and a lack of media 
literacy sometime creates more harm than good.

Read on for a closer look at these trends and how Nexis® empowers investigative journalists and media 
professionals to meet deadlines and deliver compelling stories that drive engagement and build trust.
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Radically new consumer mindset when evaluating brands
Consumers have toyed with a socially conscious mindset for years, but not to the scale expected for
2021. This leap in socially conscious consumerism is taking place for a number of reasons—from the
pressures of the pandemic, protests and politics to the increased buying power of millennials 
and Gen Z. Vikas Chawla, co-founder of Social Beat, DigiGrad and Influencer.in, notes, “With an 
increased focus on well-being of self and society, the relevance of brands giving back to society 
and environment has never been higher. Audiences are also connecting more with brands that have 
a cause or stand for initiatives that they relate to and this trend is going to grow even further in 
2021.”3

What’s more, brand loyalty is on the line. In the wake of widespread protests supporting the Black 
Lives Matter movement, a consumer survey found that 74% said that the way organizations respond 
to social injustice will influence how much they engage with those brands in the future. One recent 
editorial contends, “Brands need to realize that they need to go well beyond just lip service and do 
the work on creating an honest social impact. Based on a poll conducted by Forbes in 2019, 88% 
of consumers want to support brands that have social causes aligned with their product/service. 
Aside from it just being something ‘nice’ to have on your mission statement, it’s now also incredibly 
profitable.”4 Social injustice isn’t the only issue that will stay top of mind with consumers next year. 

Consumers are likely to praise or criticize brands for their ongoing handling  
of COVID-19, as well as their approach to mental health awareness, racial  
and gender inequality, climate change and more.
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Social responsibility picks up momentum   
Consumers aren’t alone in their push for social responsibility. 
Recognizing the power of a positive reputation, brands 
increasingly establish Environmental, Social and Governance 
(ESG) programs to differentiate themselves from competitors 
and to woo investors and consumers. Kantar’s François Nicolon 
notes, “Our latest BrandZ study finds that acting responsibly is 
the single largest influence on a brand’s reputation (49%). Brands 
see activism as a way of connecting meaningfully with consumers, 
who take an increasingly activist stance when deciding what  
to buy—a trend accelerated by the coronavirus pandemic.”5 
Nicolon warns that authenticity is critical. Organizations that talk 
the talk but don’t walk the walk could see their reputations—and  
the profits that reputations deliver—stumble.

How do you keep up with continuing shifts in consumer and investor expectations? With a 
global database of news, industry and market data, the Nexis® research platform can help you 
identify emerging trends and keep the pulse of key audiences to enable agile, proactive strategies, 
whether you’re an investigative journalist, a media organization, or a content marketing agency.
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Newspapers struggle to compete in the 
digital world  
Newsrooms have been shrinking for more than a 
decade. Analysis by Pew found that between 2008 
and 2019, overall newsroom employment declined 
by 23%—and that was before the economic fallout 
of the pandemic struck.6 Newspapers, in particular, 
have been hard hit. Pew notes that “Among the six 
publicly traded newspaper companies studied—
major chains that own over 300 daily papers—
advertising revenue fell by a median of 42% year 
over year (i.e., comparing the second quarter of 
2020 with the second quarter of 2019).”7

 
Ad revenues aren’t the only issue. News circulation levels are at historic lows as well, 
despite renewed demand for local news since the pandemic began. Where are the 
readers? Many are getting their news from social media platforms. Just over a quarter of 
Americans report getting some of their news from YouTube, for example.8 Smaller papers 
also struggle to compete with newspaper brands that have been household names for 
decades. The most recognizable brands—like The New York Times—have become online 
juggernauts, delivering a steady diet of new and refreshed content across websites and 
social media.

No media organization can escape the pressures of deadlines, however. In fact, the 
way news is consumed now, newspapers face constant demand for content, despite 
declines in resources. Journalists can benefit from a comprehensive research platform 
that combines powerful, AI-enabled technologies with billions of public records to quickly 
narrow search results and surface connections between people, companies and more.
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Trust in technology wavers too   
The decline in trust hasn’t just hit the media industry hard; 
technology companies have been feeling the pressure of 
declining trust too. In July 2020, the CEOs of tech giants 
Amazon, Apple, Facebook, and Google were called to testify 
before the House Judiciary Antitrust Subcommittee about 
competition in the industry. 

Even the users of social media have become disillusioned, in 
large part because of the role platforms like Facebook and 
Twitter have had in the political arena. A Pew Research Center 
survey conducted in June 2020 found that “72% of U.S. adults 
say social media companies have too much power and influence 
in politics today.”9 Skepticism isn’t unique along partisan lines, 
which means news organizations that use social channels to 
engage readers must be ready to counter claims of fake news  
or misinformation with well-researched stories that can hold  
up to scrutiny.
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Depend on Nexis® to help keep pace  
with 24/7 news cycles
Connect to a collection of current and archival 
news, company and executive information, legal 
data, and public records—all in one place. Nexis 
accelerates the pace of research with powerful 
search technologies that help you refine search 
results to what matters most. See for yourself!
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Data democratization creates challenges AND opportunities
The internet has been the great equalizer when it comes to the 
democratization of data. But therein lies the problem. The pervasiveness of 
the Google means that people who in the past looked to experts and research 
specialists for answers to pressing questions now feel empowered to do a 
quick search for themselves.

But without clear source provenance, can that data really be used with 
confidence? Often top results from such searches rely more on successful SEO 
strategies rather than relevance. On YouTube, reputable news organizations 
appear alongside independent producers pushing unfounded conspiracy 
theories—and less media savvy consumers may not see the difference.

Turning this challenge into an opportunity is easier with the right tools. Nexis, 
for instance, makes sharing insights across an organization simple, whether it’s 
delivering an informative newsletter or collaborating with others using shared 
folders, annotated articles, and Alerts.

Get started today!  
Sign up for a Nexis® Instant Free Trial or 
speak to a Nexis® Solutions specialist to 
arrange a personalized demo showing how  
SmartLinx connects the dots between 
people, places, and assets.
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