
Project Ratio: problem

• News Datasets: idiosyncratic, one-off, and often small in scale
• Comparisons difficult across different modes of media consumption, different 

sample populations, and different times

• Data is scattered between private companies and academic research
• Bringing that data together is both an infrastructural and cooperative challenge

• Research scattered across several disciplines (e.g. economics, marketing, 
political science, communications, psychology, sociology, computer 
science, and network science), each with its own set of theoretical 
frameworks, accepted methodologies, and publishing venues
• Collating and reconciling results across these disciplinary boundaries is difficult 

and often leads to contradictory or incoherent conclusions



Project Ratio: solution

• Build a large-scale, shared data infrastructure for studying the production, 
distribution, consumption, absorption, and impact of news over time and 
across the entire information ecosystem

• Develop academic-industry partnerships around data and solutions, and 
communicate these solutions to the public

• Build “many labs” research network to advance basic research and 
generate actionable insights that are relevant to business and public policy
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Project Ratio

• Production: What news is actually being produced?

• Bias in the selection and framing of articles/events/topics

• Provenance of articles/events

• Networks of article/story sharing and updating

• Consumption: What news is actually being consumed?

• How much news do people get

• Where do they get their news

• How much of it is mainstream, fake, commentary, hyper-partisan

• Do people live in filter bubbles

• Absorption: What news are people actually absorbing?

• Action: How does absorbing news change actions or engagement?



production data

News Scraping (since 8/2014)
(3,000 US and 4,500 European pub.)

Metadata Generation
(events, provenance)

Research Web Tools

• 7,500 publishers/ 500,000 articles (top 300 publishers’ home pages every 30 mins)
• Landing pages/placement of each article on the page/font-size
• Recording transcripts of all national TV channel and relevant local markets

• We partition daily newly published articles into “events” 
• Within events, we analyze the provenance of articles:

• Text from agencies such as AP and Syndicated articles
• Original content

• Annotated raw data and meta data becomes available for research.
• Aggregated meta data is available through a public website.



production pipeline



production pipeline

We partition articles 
into daily events by 
fingerprinting them 
and then clustering 
them.

Search through these 
events to find school 
shootings.

Events: January 23, 2018



Misleading by 
Editorial Emphasis

• New York Times published 
more front-page articles about 
Hillary Clinton’s IT Emails in 
the eight days leading up to 
the 2016 election as they 
published on any of her policy 
issues in the three months 
prior.

production of real news



production dashboard



production dashboard



Data

Nationally broadcast TV content. Nielsen’s nationally 
representative TV panel (N = 100,000), from which we 
compute the number of minutes per person per day 
devoted to watching specific programs.

Local TV news. Subset of the national panel (N = 50,000) 
sampled from the 25 largest local markets. 

Online content (desktop). Nielsen’s nationally 
representative web panel (N = 65,000), which records the 
complete browser history of its panelists including the 
specific URLs visited as well as the length of the visit. 

Online content (mobile). Comscore aggregated metrics, 
which track total time spent and total online viewers per 
month for each website for mobile (including browser and app 
usage) and desktop respectively by age group. 

consumption data



consumption pipeline
Television news consumption

• Time consuming any of the roughly 400 programs that are classified by Nielsen as “news” 

• Upper Bound: Magazine news (e.g. Inside Edition, Dateline), morning shows (e.g. Good Morning 
America, Today Show), entertainment news (e.g. TMZ, Access Hollywood), and late-night shows 
(e.g. The Daily Show with Trevor Noah, the Late Show with Stephen Colbert)

Online news consumption

• Time consuming any article published in more than 800 websites, adapted from (Athey et al 
2017): primarily cover “hard” news topics like politics, business, and US and international affairs. 

• Fraction of time consuming social media sites (Facebook, Twitter, Reddit), search engines 
(Google, Bing, and Yahoo) using referral links

• Fraction of time consuming YouTube (classified 10,000 videos internally as “news and politics”)

• 100% of time consuming portals (MSN, Yahoo, AOL)

Fake news consumption

• Time consuming 1 of 98 websites previously identified by researchers (Grinberg et al 2017), 
professional fact checkers, journalists as: fake, deceptive, low quality, or hyperpartisan news.

• Also attribute some fraction to social media and search as above

• YouTube hand classified

Both news and fake news definitions intended to overestimate real consumption







MSN 
Portal

Yahoo! 
Portal

AOL 
Portal

Bing
Search

Google
Search

Yahoo!
Search

You-
Tube

Face-
book

Reddit Twitter

% of overall online 
Media Consumption 

that is on this 
Platform

0.2% 0.4% 0.1% 0.2% 2.1% 0.1% 9.4% 10.6% 0.2% 0.5%

% of Consumption 
on Platform that is 

News
100% 100% 100% 4% 5% 3% 3% 8% 5% 11%

Minutes of 
News/Day on this 

Platform
0.52 0.84 0.16 0.02 0.22 0.01 0.60 1.93 0.03 0.12

% of News on 
Platform that is 

Swampy
0% 0% 0% 4% 4% 7% 38% 15% 6% 6%

Minutes of Real 
News/Day on this 

Platform
0.52 0.84 0.16 0.02 0.21 0.01 0.37 1.63 0.02 0.11

consumption: platforms, social media, search



consumption: networks



absorption data

Approaching 1,000,000 respondents per day on MSN +
Responses from 300 non-MSFT publishers

Generate topline answers to questions 
about news knowledge & sentiment

Market 
Intelligence

Impact of News

Store individual-level responses across 
times

Targeting Personalization



absorption data


