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EXECUTIVE
SUMMARY




Summary (1) - News Habits and Attitudes

Most respondents claim that they pay a good level of attention to news, no matter
whether have a regular news habit or not.

The peak of news awareness was during the social unrests in 2014 and 20109.
Attentiveness declined since then and has now been stabilized.

People are interested to stay informed because it helps them make better decisions
in daily life and at work. It also has important social functions as a conversation
starter and to demonstrate care.

Mobile phone allows people to get immediate news update anytime and anywhere,
particularly via mobile news apps and social media.

People are most concerned on societal news in Hong Kong. Interest to get updated
on global news and mainland news are relatively lower.
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Summary (2) - Preference and Trust Drivers on News Media

« While news in Hong Kong are relatively accurate in facts, it is not quite trustworthy due
to bias or hidden agenda by the news agencies.

« TVB and HKO1 are the leading channels in penetration, but some less popular
channels are performing better in terms of viewer engagement. The success on neither
are directly related to channels’ trustworthiness.

 Trustworthiness is a mix of timeliness, approachability, accuracy and broad coverage.
Among them, timeliness is the most important one.

« Approachability includes accessibility and easiness to digest. Online channels are
particularly performing well in being approachable.

« Given speedy delivery and political concerns, people can tolerate small bias. However,
some channels are screened out for too biased and insulting.

« Broad coverage on news topics provide users an impression of less biased standpoints
as well as an easier way to connect with relevant topics.
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Summary (3) - Perspectives on Misinformation

Regular news users are more aware of misinformation available while also more
confidence in being able to identify them.

Misleading content is the most common form of misinformation, triggered by biased
content rooted at news agencies’ political standpoints.

Mistakes on facts happen when news agencies or individuals on social media failed at
fact-check or intentionally distorted facts to attract views.

Rumors are often spread on messaging apps or sometimes social media. Many find
them originate in mainland China.

False news are commonly found on discussion forums or sometimes social media.
Many people believe the credibility of channels is a key hint.

Most respondents do not want to take more formal actions into addressing the issues of
misinformation. Exit is the most common reaction.
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Summary (4) - Reaction on New Tech Trends

Most respondents pay little attention on the impact of Al technology on news reporting
and the media industry.

Mature respondents adopted a more open-mind towards Al news technology as
compared to young respondents.

We

leveraged OpenAl to create a news tech trend list to investigate on people’s

perspective on the adoption of Al in news reporting. While there is a correlation on
perceived tech readiness and preference, impact on trustworthiness on news is an
iImportant consideration factor.

7 — © Ipsos

Blockchain is the most well liked technology as it safeguards news accuracy and records.

Current dissatisfaction on chatbot usage experience reduces interest to adopt the technology.
Respondents find that emotional analysis is widely used by social media with both pros and cons.
While automated writing increases the efficiency on news generation, there are concerns on algorithms
Current bad experience in animated figure and voice effect are key reasons for dislikes.

The potential confusion of reality and virtual world by AR/VR brings concern to the audience.
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DETAILED FINDINGS

PART 1:
NEWS HABITS
AND ATTITUDES




Importance of News
Most respondents claim that they pay a good level of attention to news,
no matter whether have a regular news habit or not.

Q: How attentive are you on news? 823 / 10

People feel that they are giving a good level of attention to news. Evidences include
* News takes up quite a significant portion of their leisure time
* News becomes a regular habits, or even a must-do in everyday life

» They literally feel concerned about some news and actively seek more information or follow its progress

As compared to the young respondents, mature ones gave a slightly higher score on their attentiveness on news.

Mature (N=15) S 54 / 10 Young (N=16)  7.94 [/ 10

» Professional workers and senior leaders have a higher
need to stay informed about market trends and global news.
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Intensity in News Consumption

Most

respondents believe that they have reached the peak of news

awareness during the social unrests in 2014 and 2019.

News

Consumption While people’s current news consumption (in terms

of frequency, time spent and the depth of content)
2020 (Covid) is significantly lower than 2014 & 2019, many find
that they have become more attentive on news
after the series of critical social incidents.

“2018- 1945 E L ) X EHE - HSFApps & © BHE
BERIEE 7 - AT &G - Social Media st a//X -
LEEEHIEEZ—EApps K& -7 Group 2

2023

2019

News habits have now stabilized. Most people do not envision a
strong upward or downward shift in news usage in the near future.

10 - © Ipsos

“BEREAFRL BTN | FITE SR
DE 7 SFEEWEELZ -7 Group 3

EEE%%@k%

v HONG KONG BAPTIST UNIVERSITY




The Roles of News - Personal

People are interested to stay informed because it helps them make better

decisions in dalily life and at work.

&,
Personal Needs

« Decision on Daily Life: help personal growth and
better decision making in daily life, e.g. avoid traffic jam,
identify dangerous areas or choose food

« Business relevant: understand industry developments
and market trends for work or investment

« Entertainment: help pass time or even get excitement

« (few mentioned) Gaining knowledge: learn about
Important topics from news documentaries

11 - © Ipsos
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The Roles of News - Social

For most respondents, staying updated on news has important social
functions. It IS a conversation starter and a means to demonstrate care.

R

Social Needs

« Conversation starter: provide topics to chat with
friends and colleagues to foster connections

« Demonstrate care: share news that may be strongly
relevant to the recipients or bring shared memories

* (for parents) Education: use news to educate kids on

moral values and fulfill curriculum requirement on
current affairs

12 - © Ipsos
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News Habits - Channel
Mobile phone allows people to get immediate news update anytime and
anywhere, particularly via mobile news apps and social media.

Q: What are your key iha””e'; In receiving news? « Apps by news agencies are the most commonly used way to
IEREIEN TR receive news. With notifications, these apps can drive usage
Channel Usage by both active news seekers and passive news receivers.

are relatively lower in usage (but still higher than
newspaper and radio)

N 1) « Social media include FB/IG posts by news agencies, YouTube
Traditional :
. channels and online forums.
offline channels : . .
o5 504 * Young people are particularly likely to get news via
25.2% social media posts by news agencies (12%).
* Posts on social media by non-news pages and individuals

6.0%
22.3%

6.8% * TV news is still a critical news channel and works well to
maintain a regular news routine.

 Consolidated news platforms like Google, Yahoo and Line

News App Social Media Channels = News Platforms are more commonly used by mature respondents.
» Messaging Apps News Web TV news
= Newspaper & Radio « Those who do not have a regular news habit have slightly
13- ©Ipsos higher ratio of getting news from messaging apps.
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What People Say...

Apps by news agencies

gy g e AL BESF A Ep B - D81 S HEHA
el il N o @ F feinotiication 47 - E AR click A

Group 1 AZEZE -7 Group 4

Social media

“B W T Zsource EIG - BATERENG - BT [ t15HSHE 24 - AIAELFE Eshare K /aHI#T
LA A Epost - ... BEHFZEHIFE - MEFIGKE - BNE CHUERTELE - #5514 52 follow —£&
page - /6& /7RZ News page - ALY EE 1 KFT 17 ZE News page -~ Group 2

TV news « Consolidated news platforms

“BFAXFPRIES, BhiZEEHIEE, =X & “Yahoo Z#EHR [ ENE - FTLREILEE G » AR
WEMEIFIER EETVB, AT, BAFEEZ EEEHR - BEXEARE - (BEFFE o TER —ERESE
FEFITVBAI#TE -7 Group 1 EHTELER - B #3Yahoo E#7& B2 MIREHIRTY - 1t

HIEE 4 O/55E20EHT © 7 Group 4
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News Habits - News Topics
People are most concerned on societal news in Hong Kong. Interest to
get updated on global news and mainland news are relatively lower.

Q: What kinds of news do you pay more attention on? . . . . . .
IR B BT L 2R 2 » High interest in Hong Kong news is a direct result on its
N Tobi strong relevance to personal life or social discussion.
EWS 10pICS « Societal news mainly refers to incidents and social

policies that affect the community.

» Less attention to international and mainland news is a result of
both a lower interest and some barriers of news access.
* Many find that there is a lack of coverage on such news
in local news channels.
» Language barrier prevents many to get such information
from international media.
Hong Kong « Skepticism towards t_h_e reporting on mainland news due
to concerns over political standpoints and censorship also

News )
reduce interest to engage.

HK Social News HK Economic News = HK Political News

m [nternational News = China News
15 - © Ipsos ﬁ%i‘%@j{%
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What People Say...

Local news
“BROTIEHT - AT E kil ~ 1267 ~ B imia Ll T -
YIRE1T/FER S - JBEEET/EE - [EZERES
#? FIEXm - KR~ 1 fE - AEHEEEKE -
FIEEX A5 K IER] - BZHE ) VIIRERE - U A0 - 1%

ZFEELE -7 Group 2

International news

“ERAT—IF, iEH AL EHIE G EEHER - KEE
F - FEIEAXNEEHAE R EF  EEXEX -
MmAX R —IgAXL] -” Group 1

Mainland news

“UIREHBAM K EITEE - BEREMA - BINZEFRIE
X BABIEAREGER T - FAHAEFYEERE - BLOE
KEE - HEHE LR REELERFIRES  (BENEZFHE
ERIFIRIEE - BEE - TN BREIAMN - BITE R
KRIBFEEERE ?” Group 2

16 - O Ipsos
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EEERE ? BP0 BHEZHRM - A E1F L HEERF
BIEEEL -7 Group 4

‘BT - BEEEEES  BEE—LEFEE
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DETAILED FINDINGS

PART 2:
PREFERENCE
AND TRUST
DRIVERS ON
NEWS MEDIA




Trustworthiness of News
While news in Hong Kong are relatively accurate in facts, it is not quite
trustworthy due to bias or hidden agenda by the news agencies.

6.74 / 10 “BIFIRFE  EVdET S — R -

Q: How trustworthy are your news channels” Gl ELERFHGEZD 7 Group 4

People feel that the news channels are not quite trustworthy and feel frustrated because:
» News agencies in Hong Kong are perceived to not objective and have specific political standpoints.
» Agencies focus on fast reporting and sacrifice on accuracy.

* Noticeable deteriorating quality in writing, e.g. grammatical errors and typos, suggests a decline in professionalism.

Mature regular news users have a higher level of trust towards our news channels.

“BEEMBEIR, BIRFE, E—MERAETIE, AT
Cplavg BESCEESNIMNEIELCEN Cpiavy | Lisgrats - AEILERRT, BFRT Group 3

6.63 6.38 757 6.50 R AR B . TR R T -
LURTHG R BT B IR A A B B AT B B B - K
BAFHBLES RG]  (BILE - BB O B e S

. bias - £FAF#EHT -7 Group 2 -
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Perception on News Agencies

While TVB and HKO1 are the leading channels in penetration, some less
popular channels are performing better in terms of viewer engagement.
The success on neither are directly related to the channels trustworthiness.

Engagement ‘ . . .
J9ad “Z EChannel CEF5 EA0HES TR
EELERERIME - (L EROZEE - Group 1

| “# A & HKOLAIAPpS, 182 EXZHEE LI,
® - IY"W ANE S »” Group 3

e o
: 1ol
: ° @®.
. 2/
57 @

TVB

“KEEHZERETNBI A (EXEFERFHZ,
LEHFELE 7 Group 1

Penetration .
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Selection Criteria on News Channels (1)
Trustworthiness is a mix of timeliness, approachability, accuracy and broad
coverage. Among them, timeliness is the most important one.

Among all factors that contribute in the trustworthiness , timeliness
LINEIRESSE in reporting is the most important factor that attract usage.
* Speed —fast reporting, including real-time streaming, quick
Approachability summary on latest events with good accuracy, regular updates on
progressive events
Accuracy e Operating hours — updating news 24-hour a day, especially during
special occasions that threatens people’s safety in Hong Kong (like

typhoon and bad weather).

Broad
Coverage “FTEJZE R - B - TR LGFEXE - ZEEEE share

ZEFIAZE <7 Group 2 ‘ )
“PLERE BHIZHIE B BRI - DNV BEHERETESE -
IEEHE, BB IEZEZEZYE -~ Group 3
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Selection Criteria on News Channels (2)
Approachability includes accessibility and easiness to digest. Online
channels are particularly performing well in being approachable.

* Volume — ample of news keep the channel at top in social
Timeliness media and phone notifications.

* Free and easy access — Very few respondents pay to
Approachability subscribe news. Free news agencies with different channels
prevail —i.e. dissemination news via official app and website,
“EIEAEEHROL - HL - posts on social media’s official pages on IG and FB, and

Accuracy AERYEREIE-T forwarding on social media, forums and messaging apps.
11/Z2Z5%E - update 7248

B BEERFHEEE News format — more people are inclined to get news via
Broad LA -7 Group 4 videos over texts, as videos are considered more vivid,
Coverage engaging and realistic as a channel of news information.

“Chaggelﬁﬁ-%%ﬁ%{ﬁfﬁ%ﬁ? B EE Delivery style — localized language style; some slight humor
ERRK—K - MAALHLEERT -7 Group 4 on NOT sensitive or serious issues are also appreciated.
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Selection Criteria on News Channels (3)
Given speedy delivery and political concerns, people can tolerate small bias.
However, some channels are screened out for too biased and insulting.

* Fact-checked — Provide accurate news at reasonably quick time.

* Not humiliatingly biased — Ideally, upholding ethical standards
and unbiased reporting practices, with views free from undue
influence or political bias. Do not use sensationalized headlines,

Approachability (mis)quotes and (inappropriate) photos attract views.
e Ability to get accurate information — able to get first-hand
information, not just relying on information provided by the
government. Key indicators include reputation, history of

operation, team of news professionals, networks of news sources
Broad RS =rey ety and intelligence.
overage WIS L3 e

C
HFZE I IEHIEIIRTE SR - ABLE N : : :
AR " * No careless mistakes — Accuracy at language level is considered
TEEET 1+ EHELEPIBBC v anguas
BOHRIE . A1 A 5 (1B an important benchmark of professionalism — typos and
% -7 Group 1 grammatic mistakes are indicators of bad news quality, as it
signifies insufficient attention from reporters and editors.
22 - © Ipsos =S e = s I
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Selection Criteria on News Channels (4)
Broad coverage on news topics provide users an impression of less biased
standpoints as well as an easier way to connect with relevant topics.

* Range of topics covered — covering a wide range of topics will
Timeliness increase interest of usage as it will naturally lead to a higher
volume of news, more regular updates as well as stronger
relevancy to a wide range of audience

Approachability

‘BB IR ELR] 75 E cover IRZZ A E]2EHE - 7Fam /7 ] O] 5ESMNETHYT
A - AEZwiL - BIE)AREE °” Group 1

Accuracy

Broad
Coverage

FEEEGRE
HONG KONG BAPTIST UNIVERSITY

N
&)
|
©
o
@
o
7}



DETAILED FINDINGS

PART 3:
PERSPECTIVES
ON MIS-
INFORMATION




Awareness on Misinformation

Regular news users are more aware of misinformation available while
also more confidence in being able to identify them.

Q: How often do you get misinformation? Q: How confident are you in spotting misinformation?
Gp 1 avg Gp 4 avg Gp 1 avg Gp 2 avg Gp 3 avg Gp 4 avg
5.50 5.50 7.00 6.75 7.29 6.13

While most strongly dislike misinformation, they also see that as unavoidable, since even more liberal countries like
the US and Taiwan are subject to many misinformation on mainstream and social media. HK people are not too concerned
at misinformation on news channels, but find them more common on social media.

» The incidence of false news and rumours are indeed not so common in mainstream news agencies.
« Misleading content are more common, partly related to the high incidence of biased content with political concerns.

« For rumors and fake news, respondents mentioned that they are more commonly found at messaging apps and
discussion forums, and are relatively easy to identify.

25 — © Ipsos ﬁ%i‘%@j{%
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Different Forms of Misinformation in HK (1)
Misleading content is the most common form of misinformation, triggered
by biased content rooted at news agencies’ political standpoints

Examples on misleading content include:

WIEICEGIToRei| )| * “Windy” typhoon livestream — news anchor doing outdoor

livestream stood with a gesture that suggest the wind was very

strong. During the streaming, passerby including kids easily walk

Mistake on Facts passed, indicating a calm weather condition. The news got widely
circulated as an example of “misleading content” which works to
discredit the news agency.

* Hiding the controversial aspect of the news — some mentions
including replacing “ear being biting off” with “ear dropped by
itself”, not reporting the full impact of US sanction,
disproportionally presenting different points of views, etc..

False News

EFETISE . ARSI - BTV EE SR Misleading content is hard to identify. It often requires audience to
7ChatGPT /E_—’E 5 5 BT 2 5/]@ﬁ£‘;ﬁ$§%ﬁ§% , digest news from different sources for a comprehensive view. Some

01 W EHEBEFLZ  HEBmute 75 FEZ L) . Mmentioned that they may go to Taiwan news channels on some

SN LHEZ1TEEHALF -7 Group 1 international news in order to get some different perspectives.
26 - © Ipsos é%i‘%@k%
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Different Forms of Misinformation in HK (2)
Mistakes on facts happen when news agencies or individuals on social
media failed at fact-check or intentionally distorted facts to attract views.

Examples on misleading content include:

WIEE (o NolelglzIglM ° “Death” of Tung Chee-hwa — respondents recall seeing such news

on social media without clear link to any specific news websites

or credible news sources. Later it was rebuffed and confirmed as

Mistake on Facts a false news.

* Diamond Hill homicide — news agencies reported different
versions on the relationship between the murderer and victims,
which were proven wrong later.

* Mismatching recent news with old photos — during Typhoon
Saola, there were sharing on social media that matched the news
with old photos from Typhoon Mangkhut in 2018 to exaggerate
on the seriousness on typhoon. The news got good attention due
to the impact of eye-catching photos.

False News

“GEETNFI, RHIER, BXTTEBTHIXX, , , , , -
Bz BiE pp FEREE RS M A G R Time will often reveal the mistakes made, either by official
& —H 2R, ZiRZversion, £/Z%/=Z -” Group 3  Clarification or comments from other audience on social media.

Readers may need to make an extra steps to check other websites
27 - ©Ipsos or read comments on social media posts to verify.
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Different Forms of Misinformation in HK (3)
Rumors are often spread on messaging apps or sometimes social media.
Many find them originate in mainland China.

Examples on misleading content include:

* “Shortage” rumors — the most recent event respondents recalled
is the shopping of salt as a method to combat radioactive
wastewater release in Japan. Other similar rumors include the

Mistake on Facts shopping of toilet papers and vinegar for Covid. Respondents find
that such fear and health driven rumors tend to originate from
mainland China (which often have news written for clickbait).
Most respondents are not affected by such news and have little

intention to take action, but they find the elder population may
become vulnerable against these fearmongering rumors.
“RELEE SLLTTE - IPTE LG 15E0E - AEREN L—O, IR E - HEERERM

Z Eshare i54L;
F9 - BRITEShare 1848 - FLEfFE Xshare I R LE X IR TIER - AR E#)fF -7 Group 3

“[O]Z2019 FE BB IS /2], 7l B LLECRTIR, B 75 BRI 77 A2, BZE R TREHT 7 Group 3
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Different Forms of Misinformation in HK (4)
False news are commonly found on discussion forums or sometimes social
media. Many people believe the credibility of channels is a key hint.

Examples on misleading content include:

WISEETl[gleRelelgt=Igl@ °* Twisted posts on LIHKG — LIHKG is often mentioned as a source
of fake news that readers are well aware that some post hosts
would “create” or “change” news content to stir discussion.

Mistake on Facts _
LIHKG users believe that they are savvy enough to know that the channel

is not a reliable news source and would read other news articles and
comments to identify whether the post include fake news. However, only
very few would fact-check themselves via searching on Google.

“CREETT LB A /E] © 7 Group 2

False News

29 — © Ipsos

“RELLERZ - OJFERIRARE © BI4 - BIABE— GRS - BIEXFREY - B ECH@E
A7 EEEIER - FEEATAH B LEZZ) - #ZZ Afollow - Z—&subscribe £/E51 5/ L1
B Re - pIwR - BEEZ - B & EE (LA T/ value -7 Group 4
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Reaction to Misinformation

Most respondents do not want to take more formal actions into addressing
the issues of misinformation. Exit is the most common reaction.

Reasons behind not taking formal actions against misinformation include:

People have little trust on the There is a strong concern of the Younger respondents do not seem
impact complaints can bring as consequences of making a public or to have a good level of

news channels have private official complaints against pro- understanding on the channels to
intention to be biased while the government media channels. The file official complaints.

information source on social media political tension and execution of

: : : : o “&n/fﬂ—_/ﬁg & o BB Rl /E -

are hard to identify. National Security Law prthblt EmmmE | EEHTeE - Group 1
“HIRER T K& ensure FIM B = | people from free expression.

A EER MR EL - LAHEE D “BIFISNEHSITEE - A Linele 2
#F/E] -7 Group 2 EEEFR - BER/DEZEE -7 Group 1

\ J
[

Few mentioned that they would completely churn off specific channels due to misinformation,

especially those that “challenge their IQ” or “lead to actual damage”.

30 - © Ipsos Iﬂ BT ONE
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DETAILED FINDINGS

PART 4:
REACTIONS ON
NEWS TECH
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Awareness on news tech

Most respondents pay little attention on the impact of Al technology on
news reporting and the media industry.

Most people were not able to mention much about the impact on
news tech on news reporting and the industry as they care for
the content and speed of news reporting, but less on the
steps around news creation.

« Top-of-mind news tech are often related to Al integration. Most “SRA A2 BN BIZ plot A A, HEEH
of the associations are related to speedier news reporting A7 7 Group 1
and feedings.

« Some examples include Al news anchor, quick translation, "5309200/‘—5 zﬁgﬁkegfggﬂwg 757/0;
video or subtitle generation, data extraction, visual immersion EA1pop Upa iy - KHPZ - Bl AR FIE

= \l;zn_E . o
and social media news feeds by algorithms. &5 - 2ZEfor business use Group 1

 Only very few recalled Al news anchor by RTHK. Many
believe it may be more common in the West, Japan or even in
China.

32 - ©Ipsos Emﬁﬁééké
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Acceptance on news tech

Mature respondents adopted a more open-mind towards Al news
technology as compared to young respondents.

While most respondents are unsure how news tech would impact the
news reporting process or their usage of news, among those who have a
perspective on its impact, we see a generational difference.

KK BN B A F RIS W E P B ews - E7%

« Mature respondents are more likely to welcome Al-enabled news AEEESH - MECEXEE - G157
technologies as a means to DENEN OIS E - [RES—EA #E S /LY
« Broaden their reach of news from all around the world A ERIESEL - 3O/ SHEEE RE
« Improve immersive experience BALL - L Channel /9457 77 80 O LU 1RIE
» Collect data from viewers and generate credit report on media BT B R AKX EEE 51184 2post I <~
* Mask identity of independent anchors/commentators under NSL Group 4

 Young respondents stress the importance to maintain human
touch and expressed concerns over Al in news which may
« (Generate biased outputs by using biased sources or algorithms
« Augment specific views (e.g. manipulated by those with political
or economic powers) and weaken less common opinions

“t7/2 EDonald Trump 2L 55451, EEZEE# A,
Efinformation, 542K -7 Group 1

« Threaten the job security of news professionals thus leading to a “prEE kB K EEN S A ET RN o ffE
decline of active journalism A th T Ngenerate ZTET L5 - (2B (=7SIBIE 77

* Lead to more siloed information channels and points of views
Group 2 - ,
33 — ©lpsos Emﬁﬁagké
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Tested Material

We leveraged OpenAl to create a news tech trend list to investigate on
people’s perspective on the adoption of Al in news reporting.

HTE R IE N R RATE T RA T BN RERE . ©F R & B&EERE
TEMFSREE. EENDEHEANR. N TE2HBERAEEEEG] 5085

1.

ERATEZNBELHERE: FREERREShER B EEEE,
ﬁ%%%%ﬁﬁﬁ%ﬁE%%Eﬁﬂﬁﬁﬁ@éﬁ%ﬁﬁ%,E%&%ﬁ%k
HEEE.

EEGHEERE: BAALESINNRAEERNTEIE SLERTEENBB
ERAIEEEEMALEREN, BHABIRNEENES, SFBERE
mAREME M S RN ZER T

DR AR REH: BBABRI YIRS R AE M FTEE

BERBFERN, WRHEESMCHNFERE, REBF2EEMER M,

BRI R IEIEE R (VR/AR): HE#E T B VR/ARATAIE TR T IR #E 6,
ZERUEREN AN EHTEEMN.

ARHEERENERE: FHAERESNARETEXENEEEMNTEM,
RFENAERNERMASEE.

TEROTEEEOGE: FRALEERMNOTESEARRERE. RS ET
mENEEMNEE, EWHEHERERESAETERSENRENGEMER, 1
st E M XOEFEBILFTENE.
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The list consists 6 potential
application of Al technology on
news reporting:

Al-based automated news writing
Virtual News Anchor

Chatbot news reporting and
inquiry

Virtual and Augmented Reality
(VR/AR)

Blockchain for news verification
Emotional analysis and reader
feedback

Eméﬁééké

v HONG KONG BAPTIST UNIVERSITY




Preference on Tested Material

While there is a correlation on perceived tech readiness and preference,
Impact on trustworthiness on news is an important consideration factor.

Perceived tech

readiness .
Blockchain for '
news verification Emotional analysis and
reader feedback

Chatbot news  Al-based automated
reporting and inquiry news writing

. Virtual and Augmented

Reality (VR/AR)
Virtual News Anchor

—

Welcome Unsure Prefer not
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Tested Material 1 - Blockchain i
Blockchain is the most well liked technology as it .
safeguards news accuracy and records.
Blockchain for news verification
Likes Mentions Dislikes / Concerns
« Serve as historical records  Intention of the uploader
» Verify any changes or updates made * Any limitation on data amount or accessibility

“V014FF+EZE EFTIVBHEH#E FK, BZ)Z2_F647,
ZEETENEE (BEEEEH#E Eo/ 7z -7 Group 1
R B S B R E I, EE A%/ 5Fact check -

“TLEM BN - RO EZEGIE 7112 A 11/Zimitation - accessibility ZH42... E=R=, 1B/7
E22 -7 Group 2 K EHback-end Z/55E A —1E intention” Group 3
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Tested Material 2 - Chatbot

Current dissatisfaction on chatbot usage experience
reduces interest to adopt the technology.

Chatbot news reporting and inquiry

Likes o Dislikes / Concerns

« Fast way to collect simple data « Poor conversation experience — e.g. not

« Expand the role of audience from solely receivers responding to the question, misunderstanding,
to inquirers, thus becoming more interactive lack human touch

& FEE.. A Abig data O/ LRI ETER -
Filter 287, 0/.{ -7 Group 4

PR BB IR - FIAISEX (T ASAE "B EEIEA FaE -7 Group 1
EWE) B B ETHESD  FEERED
HEA T, th&B5) -” Group 3
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Tested Material 3 - Emotional Analysis

Respondents find that emotional analysis is widely used
by social media, which brings both pros and cons.

Emotional analysis and reader feedback

Likes

« Already happening in social media like Facebook
and YouTube

» Able to suggest news/contents based on interest
or recent conversation

“BARAEWNEEE, BEHERLEEYouTube, HE ELLT
MIE 2K, HEFREEW, B Reri#E% -~ Group 3

“WhatsAppiZso11/ZE - Facebook 12 EA1E - B E
EHEBHIRIY LK - BN EZRET/ERE -7
Group 2

38 — © Ipsos

Dislikes / Concerns

 Unable to hear different views on current affairs

when feeds are skewed by personal preference
« Minority views may disappear

BRI - NENES—EEERINS - 1EREELEE
2K BIAEZE] - HX 7 -7 Group 1

“HEEZ N E CHREm/EHTHE - Sl B -7
Group 2

Emﬁﬁﬁéké
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Tested Material 4 - Automated Writing
While automated writing increases the efficiency on
news generation, there are concerns on algorithms

Emotional analysis and reader feedback

Likes

« Faster news writing

* No human intervention may reduce chances of
misinformation

“CIAd LN FEGEE - BE T IFE - A& DA &
EEZFIEIE -7 Group 3

“WhatsAppiZso11/ZE - Facebook 12 EA1E - B E
EHEBHIRIY LK - BN EZRET/ERE -7
Group 2

39 — © Ipsos

Dislikes / Concerns

More

Mentions

* Only rely on second hand information
» Likely lack human touch

« Uncertainty in accuracy

‘BB IFIE IR A AT B ARG o7 Group 2

“WIREERHIRL] - EE X LKATHZEHT -7 Group 2

Eméﬁééké
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Tested Material 5 — Al News Anchor ==
Current bad experience in animated figure and voice

effect are key reasons for dislikes.

Al News Anchor

Likes

» Good looking or personalized anchor
» Help to mask identity on commentor

“BA ZZEFTE, fEpresenter & /HAl 22 11 AIET -
HAFELE DI LU BFEE A -7 Group 2

“BILIE— e 7FE fFChannel 2 FBAI S48 7
Group 4

40 - © Ipsos

eeeeeeeee

Dislikes / Concerns

More

Mentions

* Unnatural — awkward look, voice (tones
and speed)

« Lack personal touch, humor or character

« Eliminate job for news professionals

“UEEEE BB HEEN TFF ? EERE W -
EZXE&E - agaa R - BRI AZE0 -7 Group 2

“EBRIIEEC TN, ANEEXZFE -7 Group 1
“WREXEELIHK - RETELERIREE” Group 4

Emﬁﬁﬁéké
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Tested Material 6 - VR/AR

eeeeeeeee

The potential confusion of reality and virtual world

brings big concern to the audience

VR/AR

Likes

* More entertaining and immersive experience

VREJ)RIHIHER LT, i Bam, TN ERZH, #E

A

FEIRZEIERT - 412 VR game —7% 7 Group 3

“OJ LB E 5 H T BEETE -7 Group 2

41 - © Ipsos

Dislikes / Concerns

More
Mentions

The image is not real — could be an
misinformation itself
Unnecessary — immersive in bad news
are likely unpleasant

Tt E 1 /ERLEFEDIIE  EEAZIR
L F2E% ?” Group 2

EEE%%@k%
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APPENDIX

RESEARCH
SETUP
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Background

©

Background Key Research Questions Research Methods
Under the new information era, HKBU is keen to understand: « Atotal of 4 face-to-face focus
trust in traditional media has . groups conducted between

S ) How do people get news from
eroded significantly in the past differentmedidEtiiE R
decade, as a result of fragmented .

media market, the rise of social *  What makes people trusta
media as a key source of info, news channel or not?

faster pace for news and the * How do people see the issue
divided political context in HK. of misinformation in HK?

Sep 4 and Sep 14, 2023.

Each group was consisted of
6 participants and lasted for 2
hours

« Mix of media usage habits,
channel preference,

* How do people see the occupation and life-stage

impact of news tech?

43 — © Ipsos é%%@k%
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Group Composition and Key Documents

Group 1 Group 2 Group 3 Group 4
Segment Young adults Mature adults
Age group 21-40 41-60
News habit Regular news Sporad!c news Regular news Sporad.|c news
followers receivers followers receivers
FW Date Sept 4, 2023 Sept 14, 2023 Sept 7, 2023 Sept 6, 2023
Definition:

 Regular news followers: consciously learn about social news from news channels (news
web/apps, TV news reports, newspaper) 3+ times a week

« Sporadic news receivers: mainly receive social news passively via social media or links
from non-news webs/apps

Respondent criteria:

- Mix of high & low frequent social media users

- Mix of media channel

- All HK resident, fair mix of male and female

- Ethnicity: all Cantonese speaking Chinese

- Include 2 parents with kids of 6-15 years old per group (for getting insights in the role of
news for child development)

44 — © Ipsos
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Pre-group Survey

m-

Discussion Guide
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APPENDIX

PRE-TASK
SURVEY
SUMMARY




Totalavg | Gplavg | Gp2avg | Gp3avg | Gp 4 avg

IRBEEREIG S8 EE ?

(19) - IEERREDE - 109) : IEHEE) 823 | v88 | 800 | 843 | 863

RESRERBENSSENEENRREIEEALSIE ?

15 : FERE ; 109 : FES 6.74 6.63 6.38 7.57 6.50

MBELEE R A ERFHE S ?

1% : LA - 105 BAHE) 5.32 5.50 4.38 6.00 5.50

IRBEAXE LW AERFEENIE ?

(17 : BBEL ; 109 FmREL ) 6.77 | 7.00 | 6.75 | 7.29 | 6.13

LB e R/ 7 a5 e X F AT £ B S LS 77 L - Totalavg | Gp lavg | Gp2avg | Gp3avg | Gp 4 avg

BEMENE 35% | 33% | 38% | 40% | 29%
a8 BaE 17% | 14% | 21% | 14% | 18%
BB MNE 22% | 25% | 18% | 21% | 24%
i SES 11% 11% 11% 12% 11%
EYSES 15% | 18% | 13% | 12% | 17%




NEBEENT LRI T KA IIE ? S5 TELY R B E P E 7 - Totalavg | Gp lavg | Gp 2 avg | Gp 3 avg | Gp 4 avg
EHRTEHRE 25% | 27% | 21% | 37% | 17%
AR 2% 0% 2% 6% 2%
Ea 2% 0% 1% 6% 2%
T RERE 6% 6% 6% 4% 8%
TTEEREFHER 25% | 31% | 21% | 20% | 30%
MEEENAERFEER 8% 11% | 13% 5% 4%
ine A _E¥EN S (' Yahoo, Google ) 10% 10% 8% 9% 13%
B LamE 4% 4% 9% 1% 3%
4 -5k ( YouTube) 7% 8% 9% 3% 9%
IEMEERNAERIanE 2% 1% 4% 4% 2%
WX E£48 ( WhatsApp, Telegram ) 7% 4% 7% 5% 11%

EE@%%@k%

v HONG KONG BAPTIST UNIVERSITY
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APPENDIX

GROUP PROFILE,
PHOTOS &
PRE-TASK DATA




Group 1 Profile

No. Gender Born in HK? Age Marital status & kids Emsptlgt){lrzent Occupation | Education level MHI Dail;r/noer:jis;cial EZ;?&E;V,\\S TOpri;?jitnigqcphogairglgews
= o5 ) fm o Sy s | HK$100,000 6/ T E fREe T app ) 48T
1 ﬁ E%f&ﬂji 29 E%/ /\\\/J\HHE EH‘E& tr%lﬁ/ YE\ j(?‘—:ﬂi*'% E‘ZJ/\/{J: 5 6/J\HT_T E quﬁ@%ﬁ%ﬁ%ﬁ%%%app
2. BIS/ BNBERS | o n | smmsrm | s ome | HKS40,000 - N SRAMHHE > M
= s HE IR ES Fapp ) #E
2 o i) g |PDREITEED s | HK$70,000 - i + i ERNEPN
= < TEEEF¥app ) 45
Back- A2 - BELK e - Eame | amawe | HK$60,000 - ] . AN, o o\ e g
up 8 BB XA R 32 B5/ #/)\BK g B/ gL | KRBEEX $69.999 3-4 )\ B |MEY¥E >3 %):j paN=X
" TEEREARE) S
== ZEE ’ E’#%l E/J\HHE/ P ﬁ%%/ B e HK$401000 - =+ = Egh
> 73 EEEYE 39 75 e Telecom hhE% $49,999 3-4 M\ A t?ﬂlﬁ/;ﬁ;ﬁ»;ﬁ%ﬁﬁ%na
ham 5 WEFwmE) FRNEH
=z 28 B/ - BRI / e | HK$100,000 i " - s 5 o
| F | wmswxe | 78 2| T | CBER | gup | 0B | B | WRR) FRAMIR
= it s MRS Fikapp ) &
7 | = = 27 | Emimimx| 2w | FET | smmy |[HS80000-1 L, | 5 |SzmwmTe) wes
EEELE Ti2Em $89,999 88 = eapp
= e S s o el £ TrEEEFapp) ER
Back- - =z S8 B/NRR/ ~pe  |MRERCAIEZE| BER/EIE L/ | HK$50,000 - A e = ol
w | 7 | wEmmae | 2 6 E2L e, 2B B | $59.099 5-6/)\B% 7= :.%ﬁﬁaﬁﬁli;)zﬁ gﬁaﬁ%m
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Photos

Consideration Factors Trustworthiness ranking
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IRE %R LIRS RIEEHEE ?
(177 . FFEARE ; 1077 . FFEREE)

e EIENENS AR SR B EEELESIR ?
(17 : IF=1E ; 1077 : FEES )

MBE KRR ABERFTEENE ?
(17 : 25 ; 1077 : BAEZE)

IRBEEANEOEAVRAABEEFHFEENIE ?
A7 RBEL ; 1077 : FTmELD )

WL E B ST LEHT R ? A EL P T+ B B A 15 I & 7 -

BENENE 30% | 25% | 40% | 50% | 50% | 20% | 10% | 40%
BEBUATE 15% | 10% | 5% | 20% | 10% | 20% | 10% | 20%
BEKENE 15% | 25% | 30% | 10% | 30% | 20% | 50% | 20%
piSES 15% | 20% | 5% | 0% | 5% | 20% | 10% | 10%
Eifiai= ] 25% | 20% | 20% | 20% | 5% | 20% | 20% | 10%
517 Olpeos E@ ﬁNﬁOﬁ ﬁPﬁET%?\IIVERSITY




EBEE T BRI TR FTBIIE ? iE e FART T RS & 77 L -

BRAEHE 25% | 50% | 20% | 30% | 50% | 0% | 10% | 30%
AR 0% | 0%| 0%| 0%| 0%| 0%| 0% | 0%
BEA 0% | 0%| 0%| 0%| 0%| 0%| 0% | 0%
TMEEREAE 5% | 5% | 0%| 0% | 10% | 10% | 10% | 10%
TR TR 25% | 30% | 30% | 40% | 20% | 50% | 40% | 10%
MEEENAERIEEEER 10% | 0% | 30% | 0% | 10% | 10% | 0% | 30%
mad EFEY S (' Yahoo, Google ) 20% | 5% | 30% | 10% | 5% | 10%| 0% | 0%
A LEramE 5% | 0% | 0% | 20%| 0% | 0% | 5%| 0%
4B LR ( YouTube) 5% | 0%| 0%| 0%| 0% | 10% | 35% | 10%
IETEEENAERFEnE 0% | 5%| 0%| 0%| 0%| 0%| 0% | 0%
BXK2£4H ( WhatsApp, Telegram ) 5% | 5%| 0%| 0%| 5%/| 10%| 0% | 10%
HAth - 0%| 0%| 0%| 0%| 0%| 0%| 0%| 0%
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Group 2 Profile

No. Gender Born in HK? Age Marital status & kids Emsptlgt){lrzent Occupation | Education level MHI Dail;r/noer:jis;cial EZS?&Q/\”\\S Topélr:ne(i)jitnigcphoar;a:]rglgews
= P WEEEE Fiapp ) ¥
= oo i PN = %—%J’/Eﬂ”%:‘:/ HKS401000 - = = 4 N ] =3

1 E°4 T 25 B5/&/IBEK e R1T/ &R =B $49,999 3-4 I\B 75 ﬁ;éaﬁg/;géﬁ» 4 | =

= = TR AS Fikapp > BR

2 | x |FE EER| 4 |BEIEMBERN spre | zpre | onmz | 000 o mant| B | anmmE > Ems

KARER 167%, 107%, 475% $69,999 FEREASS
s | HK$90,000 - R R AE Fikapp) FTE
== :i/ﬂ_i PaN EI‘ I = =::) X9 B S ’ _ :\|: Beh AA z frl:::)
- HK$20,000 - BREMERE ) E
Back-up| % o 28 B85/ &/\BkR £ NEE | PATRE : VNEEMUE| B |EEFEapp ) FRAZE
EEBLE 329,999 @i/ Fa
BEVMERE) WEE
o 2. B8/ BNBER/| N s | HK$40,000 - . s aE

5 2 Ty 32 6% EXi BIE/AIE | Nt EE $49,099 3-4 /\B =1 EE¥$%Eapp$)|)§(§$ﬁ,:.%ﬁFgﬁ
= . REEEMRET) M

s | = =, »n |es/mrmr| 2w |CfCRlV| Somgy | HO000- 0 wap | 5 |mmEmneES) B

EEEBLE HER $49,999 o 58 o
g app
= o A MRS Fapp ) ER
E= oo fmw 2\ T %%ﬁﬁ%/ X7 B A HKS30;000 - =+ 5 Beh
7 5 A A 24 | BB/ #NBER ESiL B REBEZE $39.999 5-6/)\F 5 @%ﬁgﬁgﬁizpf%ﬁg%ﬂ
= TTREIEAS F#kapp) SRS
, X -
sackwp| B | e | 3 | B 2w | Howlotficer | kmmz | MNP0 1o | g RS} 15 el
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Consideration
Factors Trustworthiness ranking
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IRBE R LIRS BRI ?
(173 : FEEARE ; 1077 FFS/E)

REEESENS AR SRR EEELEIR ?
(17 : IFRE ; 1077 : FFES )

MBLRETIWRIAEFEENE ?
(17 F2F5 ; 107 : BKREZ)

RB%EAXEDESIWRANAERFHREEANE ?
(17 BBEL ; 107 ZTmEL0 )

WL E B ST LEHT R ? A EL P T+ B B A 15 I & 7 -

BELENE 30% | 40% | 30% | 30% | 30% | 80% | 30% | 30%
BEBUATE 15% | 30% | 20% | 30% | 20% | 0% | 20% | 30%
BRRETE 30% | 20% | 20% | 20% | 5% | 0% | 30% | 20%
piSES 10% | 0% | 15% | 10% | 35% | 10% | 0% | 10%
EilNiSES 15% | 10% | 15% | 10% | 10% | 10% | 20% | 10%
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EBEE T BRI TR FTBIIE ? iE e FART T RS & 77 L -

EHRTEHRE 20% | 0% | 5% | 10% | 30% | 70% | 5% | 30%
AR 0%| 0%| 5% | 0%| 10%| 0% | 0% | 0%
BEA 0% | 0%| 0%| 5%| 0%| 0%| 5%| 0%
EERERER 10% | 0% | 5% | 5% | 5% /| 10% | 0% | 10%
TTEEREFHER 50% | 10% | 10% | 15% | 30% | 10% | 30% | 10%
MEEENAERIEEEER 10% | 10% | 30% | 30% | 10% | 10% | 0% | 0%
ImedE B A ( Yahoo, Google ) 0% | 30%| 5% | 0%| 0%| 0% | 0% | 30%
A L& 5% | 20% | 10% | 20% | 5% | 0% | 10% | 0%
4B LR ( YouTube) 5% | 20% | 10% | 10% | 5% | 0% | 15% | 10%
IFMEEEBNARIEanE 0% | 0%| 10%| 0% | 0% | 0% | 20% | 0%
B K4 ( WhatsApp, Telegram ) 0% | 10% | 10% | 5% | 5% | 0% | 15% | 10%
HAth - 0%| 0%| 0%| 0%| 0%| 0%| 0% | 0%
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Group 3 Profile

No. Gender Born in HK? Age Marital status & kids Emsptlgt)ﬁzent Occupation | Education level MHI Dail;r/n%r:jis;cial EZ;?&Q/V’\\S Topra’elr:ne(i)jitni;ncphoar;a:]rglgews
- NP mEEYE) MEERE
E 218/ B/NB&/ A = ER/EIZE /| HKS60,000 - = " ==
1 ﬁ E%f&ﬂji 42 12% EEngz EFL\AEjJ}E %%&Y;’%’\ 569,999 5'6/J\HTI ﬁ %E#Eapp>> Z$ﬁ:é%ﬁﬁﬂﬁ$ﬁ
o _ . TR AS Fikapp) ER
KZE ’ 1EE112|\(:§'§ = 2N\ g %*ﬁ/ 33 E5 L HKS30,000 - =+ = A T/
2 8 XA R 41 28/ B /A e ] KREBEE $39 999 1-2 /©\BF B é%ﬁ%ﬁ%ﬁ%éh SHE¥
- HKS10.000 - BAIRAE T itapp ) B
3 8 Eﬁm,%'dji 56 | BER/#NBEK i RIRHABEE | KBEHE $19.999 3-4 I\FE = @%ﬁﬁﬂﬁ$ﬁ%izg VP12
\ BHRET B e
] Z - B/ BNBR/|  am HE/ e s 1| HK$100,000 5% T, %*\ﬁ,jﬁ %Efﬁ”;z
BaCk Up ﬁ- E%fﬁﬂji 48 1:”% EEngZ %ﬂ%%ﬁﬁ:ﬁ EEiEE%L/{_}: J/\/(J: 7/J\HTJ':JZ:J//<J: ﬁ Eﬁ:':lzl» ?&Zﬁ?%aﬂﬁ/
- I ] SRR T Mapp ) BT
s | = =, 8 |mm/mimk| am | TLEP | kmsx | MOO00- 1L | B | BETien) ERERG
EEENAE 738 $49,999 FHEAS =
Z 218/ B/NB&/ 2 i B/ g o s HK$70,000 - + WAR) EREMERE)
S| | mmmwx | P | wmoum | =W Tem | APER | ggge | 4E | B CRET e
= N\ - H4a > B A A
== ~E K/ 4m 2> ZA/\*AK*% / B B8 A HKSJ-OO;OOO g@ _ -+ %ﬁ%ﬁ%ﬁﬂib&app>} :%/TI:I
Tl F | ammes | P |OERDMIR =R mitg | o BUE MR | B FRETL) B
o TTREIEAE Fapp > BR
= E 28/ B/NB&/ A MZEETE/ £ o e HK$80,000 - " N N =
Back-up| 58 A A 45 1655 122% i g REFEE $89,999 3-4 N\ B m%ﬁ%ﬁj@ﬁ;/ %ZH nNE
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Consideration Factors

Trustworthiness ranking
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75 44 B8 T IS S5 Ha et & ?

&f’@??ﬁif"?ﬁ?”’ipww) 10110010 6 6 7 1 10
REEREENESHNEEEHRRIEERESIE ? 3 9 g 5 . 5 9
(17 : IF=1E ; 1077 : FEES )

1ﬂﬁ%%§ﬁuﬁﬁuxgﬂﬂi%ﬁ%ﬁﬁ%ﬂwﬁ ? . 5 . 3 6 . .
(177 428 ; 107 . BKE=Z )

Wﬁ%ﬁ%@%%ﬂ%ﬁ*%@%%ﬁﬁ%? 9 . 5 4 3 . 9
(17 BBEL ;107 TwmEL0 )

WL E B ST LEHT R ? A EL P T+ B B A 15 I & 7 -

BEMEME 20% | 50% | 30% | 50% | 60% | 40% | 30%
BEBUATE 10% | 5% | 30% | 5% | 10% | 20% | 20%
BRRETE 40% | 40% | 20% | 15% | 10% | 15% | 10%
NI 55 10% | 5% | 10% | 15% | 10% | 15% | 20%
Eifiai= ] 20% | 0% | 10% | 15% | 10% | 10% | 20%
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EBEE T BRI TR FTBIIE ? iE e FART T RS & 77 L -

EHRTEHRE 10% | 30% | 30% | 60% | 50% | 60% | 20%
AR 0% | 10% | 20% | 0% | 0% | 0% | 10%
BEA 0%| 5%| 0%| 0% | 0% | 20% | 20%
EERERER 0%| 5%| 10%| 5% | 0%| 0% | 5%
TR TR 40% | 20% | 10% | 15% | 40% | 10% | 5%
MEEENAERIEEEER 20% | 0% | 0% | 5%| 0%| 0% | 10%
mad EFEY S (' Yahoo, Google ) 0% | 5%| 30% | 10% | 0% | 10% | 10%
A L& 0% | 5%| 0%| 0%| 0%| 0% | 0%
A L5 R ( YouTube) 0% | 10% | 0% | 0% | 0%| 0% | 10%
IETEEENAERFEnE 20% | 0% | 0%| 0%| 5%| 0% | 5%
BXK2£4H ( WhatsApp, Telegram ) 10% | 10% | 0% | 5%| 5%| 0% | 5%
HAth - 0%| 0%| 0%| 0%| 0%| 0%| 0%
00~ ©lpsos E@ ﬁNﬁOﬁ ﬁPTjIET%?\IIVERSITY




Group 4 Profile

No. | Gender | BominHK? | Age  |Marialstatus & kids| “TG NI | Occupation | Educationlevel | ki | PR LRSI ToP E T R e

1| % | eaae | o | Emmmr | wm | PR extes | MOPO0 ) ses | o# ;ﬁgf%iii?\a{%ﬁ

I O . R e Bi8/ %J\ﬁﬁﬁ/ 28 | ANEEaE| rmm H'§'999°'9°9°9°' 40 | A %%ﬂﬁi@%F%‘&*%»LnﬂE@F
' FHEASS

s | % | e | Y | T wlBgw | TEEAD) gmex | MO0 | sagm | B FHTE) I

app

sackwp| % | e |03 |Rmamk | 2w | S0E T lmress) MOOOY | sens | & Ei;géfgiégﬁ%»ﬁ%

s | B | pasws | 9 |DEEsER| 2w | ST mresr OO0 sens | & %Ei;g%fgiégﬁ%zﬁ%

s | B | emmwe | M| e | 2R g | reew | MO0 | senm | A ’¥ EE%:EE%;%?:%

T B | mmsame| 4 |Tmmaos | 2RO |Tmes | cmEx (TORPOR)waw s e

sakw| B | o, | s [PRECRR sems | gma | cewes | OO0 | seiw | B E:Hﬁ;?&a?;ff " &
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Consideration Factors

Gp 4 Photos

Trustworthiness ranking
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RB4%RE TS ST EIE ?

(19 : FEEREE : 109 : IEEEE) s 8 108 18 110
B SEN S S E A EN BT EERLA SR ? - 5 . 5 S 5 5 .
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BeH=HE 40% | 30% | 35% | 30% | 30% | 20% | 30% | 20%
BBECE TR 10% | 30% | 20% | 15% | 30% | 10% | 20% | 10%
BAKENE 20% | 10% | 20% | 25% | 10% | 50% | 30% | 30%
N5 10% | 10% | 15% | 15% | 0% | 10% | 10% | 20%
By iEES 20% | 20% | 10% | 15% | 30% | 10% | 10% | 20%
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EHRTEHRE 50% | 5% | 20% | 0% | 10%| 5% | 40% | 5%
AR 0% | 5%| 0%| 0%| 0%| 5%| 0% | 5%
BEA 0% | 0%| 0% | 10%| 0% | 0% | 0% | 5%
EERERER 10% | 10% | 0% | 0% | 10% | 5% | 0% | 30%
TTEEREFHER 0% | 20% | 50% | 30% | 10% | 70% | 30% | 30%
MEEENAERIEEEER 0% | 10% | 0% | 0% | 20%| 0% | 0% | 5%
mad EFEY S (' Yahoo, Google ) 20% | 10% | 0% | 10% | 40% | 5% | 15% | 5%
A L& 0% | 10%| 0% | 0%| 0%| 5%| 0% | 5%
4B LR ( YouTube) 0% | 10% | 30% | 30% | 0% | 0% | 0% | 3%
IETEEENAERFEnE 0% | 10% | 0% | 0%| 0%| 0% | 0% | 2%
BXE£48 ( WhatsApp, Telegram ) 20% | 10% | 0% | 20% | 10% | 5% | 15% | 5%
HAth - 0%| 0%| 0%| 0%| 0%| 0%| 0% | 0%
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