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INTRODUCTION 

The Standard Eurobarometer 86 survey was conducted between 3 and 16 November 20161 in 34 
countries and territories: the 28 Member States of the European Union (EU), the five candidate 
countries (the former Yugoslav Republic of Macedonia, Turkey, Montenegro, Serbia and Albania), and 
the Turkish Cypriot Community in the part of the country not controlled by the government of the 
Republic of Cyprus.  

This volume of the Standard Eurobarometer survey of autumn 2016 (EB86) analyses the media use 
of Europeans and their perceptions of information on the European Union, as well as changes since 
the Standard Eurobarometer survey of autumn 2015 (EB84).  

 

The previous survey on media use in the European Union (Standard Eurobarometer survey of autumn 
2015, EB84) found:  

§ No increase in the use of the Internet in the media habits of Europeans, but a rise in the use of 
online social networks; 

§ A slight decline in trust in mainstream media; 

§ Increased awareness of European issues; 

§ Increased dependence on radio and the Internet as sources of information on national and 
European political affairs, although television remains at the forefront; 

§ Increased use of the Internet to look for information on the European Union; 

§ Media coverage of the European Union is largely seen as objective; 

§ A rise in the recognition of the political utility of social networks, but also criticism of the 
unreliability of the information they contain.  

 

This report reconsiders all of these aspects and highlights changes on certain issues.  

The full report of the Standard Eurobarometer 86 survey consists of several volumes. The first volume 
presents the results of general questions regarding the state of public opinion in the European Union, 
as well as on economic issues in the European Union. Three other volumes present the opinions of 
Europeans on other themes: the European Union's priorities; European citizenship; and media use 
within the European Union. This volume is devoted to media use within the European Union.  

 

 

  

																																																								
1 Please consult the technical specifications for the exact dates that the interviews were conducted in each country. 
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The methodology used is that of the Standard Eurobarometer surveys of the Directorate-General 
Communication ("Strategic Communication" Unit) 2 . The same methodology was used in all the 
countries and territories covered by this survey. A technical note on the interviewing methods of the 
institutes of the TNS Opinion & Social network is attached to this report. This note also specifies the 
confidence intervals3. 

 

Note: the abbreviations used in this report are as follows: 
    

    

Belgium BE Lithuania LT 
Bulgaria BG Luxembourg  LU 
Czech Republic CZ Hungary HU 
Denmark  DK Malta MT 
Germany DE The Netherlands NL 
Estonia EE Austria AT 
Greece EL Poland PL 
Spain ES Portugal  PT 
France FR Romania RO 
Croatia HR Slovenia SI 
Ireland IE Slovakia SK 
Italy IT Finland FI 
Republic of Cyprus* CY Sweden SE 
Latvia LV United Kingdom UK  

    

Turkish Cypriot Community CY (tcc) 
    

Albania AL Turkey TR 
Montenegro ME Serbia RS 
Former Yugoslav Republic of Macedonia (FYRM) MK ** 

    

European Union – weighted average for the 28 Member States EU28 
BE, FR, IT, LU, DE, AT, ES, PT, IE, NL, FI, EL, EE, SI, CY, MT, SK, LV, LT Euro area  
BG, CZ, DK, HR, HU, PL, RO, SE, UK  Non-Euro area 

 
* Cyprus as a whole is one of the 28 European Union Member States. However, the acquis communautaire has been suspended in the part 
of the country which is not controlled by the government of the Republic of Cyprus. For practical reasons, only the interviews carried out in 
the part of the country controlled by the government of the Republic of Cyprus are included in the "CY" category and in the EU28 average. 
The interviews carried out in the part of the country that is not controlled by the government of the Republic of Cyprus are included in the 
"CY (tcc)" (tcc: Turkish Cypriot Community) category.  
** Provisional abbreviation which in no way prejudges the definitive name of this country, which will be agreed once the current negotiations 
at the United Nations have been completed. 

 

We wish to thank all the people interviewed throughout Europe 

who took the time to participate in this survey.  

Without their active participation, this survey would not have been possible.  

																																																								
2http://ec.europa.eu/COMMFrontOffice/PublicOpinion/ 
3 The results tables are annexed. It should be noted that the total of the percentages indicated in the tables in 
this report may exceed 100% where respondents could choose several answers to one question. 
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I. MEDIA USE AND TRUST IN THE MEDIA 

1 Media use 

The Internet and online social networks are gaining ground 

 

The preferred medium of Europeans is still television (viewed on a television set or over the 
Internet)4, despite a slight decline: 82% watch it every day or almost every day, a decrease of two 
percentage points since the Standard Eurobarometer survey of autumn 2015 (EB84) and four points 
since autumn 2014 (EB82).  

 

 
Europeans still usually watch television on a television set, despite a decline (93% do so at least 
once a week, a drop of two percentage points since autumn 2015 and four points since autumn 2010 
(EB74)). The share of Europeans watching television over the Internet at least once a week is slowly 
rising: 23%, an increase of two percentage points since autumn 2015, three points since autumn 
2014 and seven points since the autumn 2011 Eurobarometer survey (EB76). 

Three-quarters of Europeans also say they use the Internet at least once a week, an increase of two 
percentage points since autumn 2015, and a significant 12-point rise since autumn 2010 (EB74). The 
Internet now ranks second in terms of media use, equal with radio (75% of Europeans say they listen 
to the radio at least once a week, down one percentage point since autumn 2015 and four points 
since autumn 2010).  

The use of online social networks is gaining ground: 54% of Europeans say they use them at 
least once a week, up four percentage points since autumn 2015 and 21 points since autumn 2010. 

Although reading the written press remains more widespread than the use of online social networks 
(61% at least once a week), the gap is closing (the proportion of Europeans who say they read the 
written press at least once a week is down two percentage points since autumn 2015 and 12 points 
since autumn 2010).  

																																																								
4Could you tell me to what extent you…? Watch television on a TV set / Watch television via the Internet / Listen to the radio / Use the 
Internet / Read the written press / Use online social networks 
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A majority of respondents watch television on a television set every day or almost every day in 
all Member States. The lowest score is recorded in Sweden (66% every day or almost every day, -3 
percentage points since the Standard Eurobarometer survey of autumn 2015) and the highest in 
Portugal (94%, unchanged). However, the proportion of respondents who say they watch television 
on a television set daily or almost every day has lost ground since autumn 2015 in 21 Member States, 
particularly in Finland (71%, -9 percentage points) and in Luxembourg (67%, -9). It remains stable in 
Portugal and Poland and has increased slightly in the remaining five countries.  
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The proportion of respondents who say they watch television over the Internet at least once a 
week ranges from 13% in Portugal and Spain to 45% in Sweden and Denmark. 

Scores have risen since autumn 2015 in 17 Member States, particularly in Belgium (33%, +11 
percentage points). They are unchanged in six countries and have fallen in the remaining five.  
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Three-quarters of Europeans listen to the radio at least once a week (75%), and 47% do so every 
day or almost every, a decline of three percentage points since the Standard Eurobarometer survey 
of autumn 2015, and nine points since autumn 2010 (EB74).  

 

 
 

The proportion of respondents who listen to the radio daily or almost every day ranges from 24% 
in Romania to 65% in Germany and Ireland. 

It has declined since autumn 2015 in 22 Member States and remains unchanged in Austria (60%) 
and Spain (35%). The exception is a slight increase in the proportion of respondents who say they 
listen to the radio every day or almost every day in Hungary (35%, +3 percentage points), the 
Netherlands (57%, +2), the United Kingdom (52%, +2) and Slovenia (62%, +1).  
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The proportion of Europeans who read the written press every day or almost every day has fallen 
below 30% for the first time (29%, a drop of two percentage points since autumn 2015 and nine 
percentage points since autumn 2010). One in five Europeans now say they "never" read the written 
press, an increase of eight percentage points since autumn 2010.  

 

 
 

In terms of reading the written press, the differences between Member States are also striking: less 
than 10% of respondents read the press almost every day in Greece (7%), Poland (8%), Romania 
(9%) and Bulgaria (9%), while this proportion exceeds 60% in both Sweden (67%) and Finland (64%). 

Daily or almost daily reading of the written press has fallen since autumn 2015 in 21 Member States, 
significantly so in Luxembourg (51%, -16 percentage points) and Estonia (33%, -11). It remains 
unchanged in the United Kingdom, France and Greece and has increased very slightly in the remaining 
four countries.  
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Sorted on "every day/almost every day"  

 

 
Sorted on "Two or three times a week + About once a week"  
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Over six in ten Europeans now say they use the Internet every day or almost every day (61%, up 
two percentage points since autumn 2015 and 16 percentage points since autumn 2010).  

 

 
 

The daily or almost daily use of the Internet nevertheless varies considerably between Member 
States, ranging from 42% in Romania to 89% in the Netherlands. 

It has gained ground in 23 Member States, especially in Hungary (53% now say they use the Internet 
every day or almost every day, +8 percentage points since 2015) and Portugal (53% +7); is 
unchanged in Sweden and Bulgaria; and has declined slightly in Denmark, Croatia and Germany. 

21% of Europeans never use the Internet (18%) or spontaneously say they have no Internet access 
(3%, down by four percentage points since autumn 2015).  
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Nearly four in ten Europeans now use social networks every day or almost every day: 38%, an 
increase of three percentage points since autumn 2015 and 20 points since autumn of 2010. 

The proportion of Europeans who say they never use social networks has remained stable since 
autumn 2015 (36%, unchanged), but has declined by 11 percentage points since autumn of 2010.  
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The daily or almost daily use of social networks ranges from 27% in Poland and Germany to 59% in 
Denmark. 

It has risen since 2015 in 20 Member States, particularly in the United Kingdom (53%, +9 percentage 
points), Hungary (40%, +9) and Lithuania (46%, +8). It has declined slightly in three countries and 
remains unchanged in the other five.  

 

 
 



 

 

20 

 
Media use in the European Union   
 
 
Autumn 2016 

Report 

Standard Eurobarometer 86 
 

 
	  



 

 

21 

 
Media use in the European Union   
 
 
Autumn 2016 

Report 

Standard Eurobarometer 86 
 

2 Trust in the media 

Trust in the media is recovering 

 
European trust in the media5 has recovered slightly after declining in the Standard Eurobarometer 
survey of autumn 2015 (EB84).  

Radio is the medium in which Europeans express the most trust: 59% "tend to trust" it, an increase 
of four percentage points since autumn 2015 (versus 34% who "tend not to trust", -2), after a three-
point fall between autumn 2014 and autumn 2015. This is the highest level of trust recorded since 
autumn 2009 (trust in radio ranged from 54% 
to 58% between autumn 2009 and autumn 
2015). 

Television is the second medium in which 
Europeans express the most trust: 50% (+2 
percentage points since autumn 2015), versus 
46% (-1). Trust in television ranged from 48% 
to 53% between autumn 2009 and autumn 
2016. 

Trust in the written press has also gained 
ground: 46% (+3 percentage points since 
autumn 2015, versus 48%, -2). Although still 
the minority view, trust has never been as high 
since autumn 2009 (trust ranged from 40% to 
43% between autumn 2009 and autumn 
2015). 

Europeans' trust in the Internet is more 
stable but represents a minority view, while distrust has risen (36% "tend to trust" the Internet, +1 
percentage point, versus 48%, +3). The trend is similar for online social networks (trust: 21%, +1, 
versus distrust: 59%, +4).  

 

 

 

 

 

																																																								
5QA8a. I would like to ask you a question about how much trust you have in certain media and certain institutions. For each of the following 
media and each of the following institutions, please tell me if you tend to trust it or tend not to trust it.   
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Trust in the media seems stronger among the Europeans who use them the most, but with some 
differences, as illustrated in the tables below: 

§ Europeans who listen to radio the 
most are more likely than average to trust 
the medium: 65% of respondents who 
listen to the radio at least once a week 
"tend to trust" it, compared with 31% who 
"tend not to trust" it (in comparison with 
59% versus 34% on average); 

§ This is also the case for the 
written press: 54% of Europeans who read 
the written press at least once a week 
"tend to trust" it, compared with 43% who 
"tend not to trust" it (in comparison with 
46% versus 48% on average);  

§ The difference between the 
average level of trust and trust among 
regular users is narrower for television: 
51% of those who watch it at least once a 
week "tend to trust" it, compared with 45% 
(in comparison with 50% versus 46% on 
average); 

§ Europeans who use the Internet 
at least once a week express greater trust 
than average (44% "tend to trust" it, 
compared with an average of 36% who 
trust this medium), but this is still a 
minority view, and distrust is also more 
widespread than the average (50% 
compared with 48%);  

§ The same is true of Europeans 
who use online social networks at least 
once a week: 31% "tend to trust" them 
(compared with 21%, on average), but 
63% "tend not to trust" them (compared 
with 59% on average).  
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A national analysis shows that a majority of respondents trust radio in 25 Member States (compared 
with 23 in autumn 2015), ranging from 41% in Malta to 82% in Sweden and Finland. Only minorities 
trust radio in Greece (42% "tend to trust", versus 57% "tend not to trust") and in Hungary (42% versus 
53%). In Cyprus, the population is evenly divided (46% versus 46%). 

Since autumn 2015 trust has gained ground in 21 Member States, particularly in Slovenia (52%, +12 
percentage points, where it had fallen by ten points between autumn 2014 and autumn 2015), as 
well as in the Netherlands (75%, +9) and Italy (56%, +9). On the other hand, it has declined in five 
countries and remains unchanged in France and Hungary.  
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A majority of respondents trust television in 21 Member States (compared with 20 in autumn 2015), 
ranging from 23% in Greece to 78% in Finland. 

Since autumn 2015, trust in television has gained ground in 16 Member States and, as in the case of 
radio, most strikingly in Slovenia, where it had declined sharply in the previous survey (+12 percentage 
points to 49% after a 13-point drop between autumn 2014 and autumn 2015). It has declined in 11 
countries, led by Poland (46%, -8, compared with 45% "tend not to trust", +9). It remains stable in 
Romania.  
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Trust in the written press is expressed by a majority in 14 Member States (compared with 12 in 
autumn 2015). It varies from 21% in the United Kingdom to 71% in the Netherlands. 

Trust in the written press has gained ground in 21 Member States since autumn 2015, particularly in 
Germany (56%, +10 percentage points), Spain (46%, +10) and Slovenia (41%, +10). It has declined 
in six countries and is unchanged in Denmark.  
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A majority of respondents trust the Internet in 11 Member States (compared with nine in autumn 
2015). Trust ranges from 24% in France to 50% in the Czech Republic. 

Trust has increased in 19 Member States since autumn 2015, particularly in Finland (44%, +9 
percentage points), Portugal (47%, +8) and Austria (43%, +8). However, distrust in the Internet is also 
gaining ground in 16 Member States, particularly in Romania (44%, +12), Croatia (49%, +11) and 
Estonia (34%, +9).  
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Online social networks are distrusted by a majority in all Member States (compared with 25 in 
autumn 2015). However, this ranges from 36% in Bulgaria (compared with 34% who trust online 
social networks and 30% who "don't know") to 75% in Sweden (versus 11% who trust them). Trust in 
social networks ranges from 8% in France to 36% in Portugal. 

In fact, it is in Portugal that trust in social networks has seen the most noticeable increase since 
autumn 2015 (36%, +9 percentage points); trust has risen in a total of 19 Member States. Conversely, 
distrust has also increased in 16 countries, particularly in Romania (49%, +14), Poland (43%, +11), 
Finland (66%, +9), Croatia (56%, +9) and Estonia (45%, +9).  
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The index of Europeans' trust in the media (based on trust in each of the five media tested)6 
shows that a slight majority of respondents have a moderate level of trust in the media (41%), up by 
one percentage point since the Standard Eurobarometer survey of autumn 2015 (EB84). The 
proportion of Europeans with a zero or low index of trust in the media has declined (38%, -3). Just 
over a fifth of Europeans have a high index of trust in the media (21%, +2).  

 

 
 

 

																																																								
6For each of the five media for which trust was analysed in QA8 (television, radio, written press, Internet, social networks), points were 
attributed as follows: 1 point for the "tend to trust" answer and 0 points for the "tend not to trust" and "DK" answers. Therefore, each person 
polled was attributed a media trust index of between 0 and 5. A score of 0 to 1 corresponds to a zero or low media trust index, 2 to 3 to a 
moderate media trust index and 4 to 5 to a high media trust index.  
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A majority of respondents have a "high" level of trust in the media in Portugal (42%, versus 31% 
"average" and 27% "low or no"). This is the only Member State where this is the case. 

In 14 Member States, a majority of respondents have a "moderate" index of trust in the media 
(compared with 17 in autumn 2015), with proportions ranging from 61% in Sweden to 36% in the 
Czech Republic. 

The "zero or low" index of trust in the media dominates in 12 Member States (compared with 10 in 
autumn 2015). It varies from 15% in Finland to 51% in the United Kingdom. In Italy, identical 
proportions of respondents have a "moderate" trust index and a "zero or low" trust index (37%), while 
26% who have a "high" trust index. 

The "high" trust index gained ground in 19 Member States compared with autumn 2015, particularly 
in Finland (35%, +10 percentage points), Portugal (42%, +9) and Spain (21%, +8). It lost ground in 
eight countries and remains unchanged in Cyprus.  
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II. INFORMATION ON EUROPEAN MATTERS  

A growing impression of being ill-informed about European issues  
 

Six in ten Europeans feel they are not well-informed about European issues7 , up two 
percentage points from the Standard Eurobarometer survey of autumn 2015 (compared with 38% 
"well-informed", -3 percentage points). The impression of being well-informed about the European 
Union has therefore declined slightly, whereas it saw a significant 12-point rise between autumn 
2013 and autumn 2015.  

An even larger and also increasing proportion of respondents feel that people in their country are 
not well-informed on European issues 8  (68%, +3 percentage points since autumn 2015, 
compared with 28% who say people in their country are "well-informed", -3). This is the first time 
that the impression of being ill-informed has gained ground since autumn 2012 (after a decline of   
-10 between autumn 2012 and autumn 2015).  

 

 
 
 

 

																																																								
7QE2 And overall, to what extent do you think that you are well informed or not about European matters?   
8QE1a Overall, to what extent do you think that in (OUR COUNTRY) people are well informed or not about European matters?   
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A majority of respondents feel personally well-informed on European issues in only eight 
Member States (as was the case in autumn 2015), led by Luxembourg (65%), Finland (59%) and 
Ireland (58%). On the other hand, the proportion who feel they are not well-informed exceeds 70% 
in France (77%), Spain (76%), Portugal (73%) and Cyprus (73%).  

Fewer people feel well-informed than in autumn 2015 in 25 Member States, particularly in Denmark 
(53%, -12 percentage points), Croatia (37%, -11), Estonia (39% -10) and Romania (39%, -10), though 
more do so in the remaining three countries, especially in Belgium (37%, +5).  
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A majority of respondents feel that people are well informed about European issues in their 
country in only three Member States (down from six in autumn 2015): Luxembourg (63%), Ireland 
(53%) and Lithuania (50% versus 47%).  

 

 
 

More than three-quarters of respondents think people in their country are not well-informed in seven 
Member States, led by France (87%) and Spain (83%). 
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The proportions who think people in their country are well-informed on European affairs have fallen 
since autumn 2015 in 22 Member States, most strikingly in Denmark (46%, -14 percentage points, 
versus 52%, +13) and Malta (43%, -12, versus 50%, +10). In both these countries only a minority 
now agree, as is the case in Finland (47%, -7, versus 51%, +6). Respondents are now more likely to 
think their fellow citizens are well-informed in just four countries, led by Austria (46%, +6). The scores 
are unchanged in Poland and Slovenia.  
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The following tables show the results by socio-demographic criteria for the European Union as a 
whole (EU28 average), for the six largest EU countries and for countries benefiting from or having 
benefited from European Union support in response to the financial and economic crisis.  
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III. SOURCES OF NEWS ON NATIONAL AND EUROPEAN POLITICAL MATTERS  

1 National political matters  

The Internet is now the second source of national political news, after television  

 

Europeans continue to prefer television for news on national political matters9, despite a decline 
(77%, -4 percentage points since the Standard Eurobarometer survey of autumn 2015). 

The Internet has moved up from fourth to second place as a source of news on national political 
affairs (40%, +2 percentage points since autumn 2015). Between autumn 2011 and autumn 2016, 
the Internet has gained 11 percentage points. More particularly, Internet websites remain the main 
source of news (33%, unchanged since autumn 2015), while online social networks have gained 
ground (16%, +3). 

The written press follows the Internet among Europeans' preferred sources of national political 
news: 39%, a drop of two percentage points since autumn 2015 and 11 points since autumn 2011.  

Radio has fallen from second place (level with the written press in autumn 2015) to fourth as a 
preferred source of news on national political matters (38%, -3 percentage points since autumn 
2015). Over the long term, however, responses have changed little, standing between 36% and 41% 
between autumn 2012 and autumn 2016.  

 
Multiple answers possible  

*Internet total: aggregate of "websites" and "online social networks"  
 

	  

																																																								
9QE4a Where do you get most of your news on national political matters? Firstly? And then? 
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When we examine the answers given ‘firstly’, television is still well in front (57%, -2 percentage 
points since autumn 2015), ahead of the Internet (18%, +2).  

 
Only one answer possible 

*Internet total: aggregate of "websites" and "online social networks"  
 

 
Multiple answers possible 

*Internet total: aggregate of "websites" and "online social networks"  
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Multiple answers possible 

*Internet total: aggregate of "websites" and "online social networks"  
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As was the case in autumn 2015, television is the preferred medium for national political news in 
27 Member States. Luxembourg is still an exception, with a noticeable decline in mentions of 
television (46%, -19 percentage points since autumn 2015, after an 11-point increase between 
autumn 2014 and autumn 2015). The written press is still the leading item in this country (54%), 
despite a decline of 13 percentage points. 

We also find that:  

§ The Internet is most often mentioned as a source of national political news in Latvia (62%) 
and the Netherlands (61%), but it is mentioned far less in Portugal (29%) and Italy (30%). In 
particular, websites are cited most in the Netherlands (57%) and Estonia (56%), and online 
social networks in Malta (36%), Denmark (30%) and Sweden (30%).  

Mentions of the Internet have increased since autumn 2015 in 16 Member States, led by 
Luxembourg (49%, +8 percentage points). They have decreased in six countries and remained 
stable in the other six; 

§ The written press has a strong response rate in Finland (65%) and Sweden (60%), but is 
relatively seldom mentioned in Malta (16%) and Cyprus (20%). 

§ Radio achieves its highest scores in Ireland (52%), Estonia (51%) and Austria (51%), but 
receives the fewest mentions in Italy (24%) and Portugal (25%).  
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2 European political matters  

The Internet is also the second source of European political news, after television and 
equal with the written press  

 

For European political news10, evolutions in terms of news sources are similar to those recorded for 
national matters:  

§ Television remains the preferred source of news despite a decline (72%, -2 percentage points 
since the Standard Eurobarometer survey of autumn 2015 and -9 points since autumn 2010); 

§ The Internet now ranks second - level with the written press - in terms of the preferred 
sources of European political news (37%, +2 percentage points since autumn 2015 and +11 
since autumn 2010). In particular, websites are cited as often as in the previous survey (31%, 
unchanged) but online social networks have gained ground (13%, +2); 

§ The written press is mentioned a little less than in autumn 2015 (37%, -2 percentage points), 
and has been declining steadily decline since autumn 2010 (-12 points over this period);  

§ Radio is also mentioned a little less than in autumn 2015 (35%, -1 percentage point), but has 
been more stable than the other media since 2010 (oscillating between 31% and 36% of 
responses).  

Just over one in ten Europeans spontaneously say they do not look for news about European matters 
(12%, + 1 percentage point compared with autumn 2015).  

 

 
Multiple answers possible 

*Internet total: aggregate of "websites" and "online social networks"  
	  

																																																								
10QE5a Where do you get most of your news on European political matters? Firstly? And then?   
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The first responses given indicate that television remains the preferred news source, despite a 
decline (54%, -1 percentage point since autumn 2015), with the Internet in second place (16%, +1).  

 
Only one answer possible 

*Internet total: aggregate of "websites" and "online social networks"  
 

 
Multiple answers possible 

*Internet total: aggregate of "websites" and "online social networks"  
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Multiple answers possible 

*Internet total: aggregate of "websites" and "online social networks"  
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Television is the first source of news on European political matters in all the Member States (as in 
autumn 2015), although responses range from 60% in Luxembourg and Spain to 84% in Belgium. 

We also found that:  

§ The Internet is the leading source of European political news in Latvia (59%) and the 
Netherlands (57%), but is mentioned far less in Italy (27%) and Portugal (28%). In particular, 
websites are mentioned often in the Netherlands (54%), Latvia (52%) and Estonia (51%), and 
far less so in Italy (20%), Portugal (21%) and Romania (22%). Online social networks are 
mentioned far more frequently than the average as sources of European political news in Malta 
(30%) and Latvia (27%); 

§ The written press is mentioned much more often in Finland (60%), Austria (56%) and Sweden 
(55%) than in Malta (17%) and Cyprus (18%); 

§ Radio is mentioned more often by respondents in Austria (49%), Sweden (47%), Germany 
(46%) and Ireland (46%), than in Italy (21%) and Portugal (24%). 
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3 Active searches for information on the European Union  

The Internet is gaining ground as a preferred source when looking for information on the 
European Union  

 

Television remains Europeans' preferred source when actively looking for information on the 
European Union, its policies and its institutions11, even though mentions continue to decline: 47%, a 
drop of two percentage points since the Standard Eurobarometer survey of autumn 2015 (EB84). 
Over the long term, television has seen a considerable and almost continuous decline as a preferred 
source for Europeans looking for information about the EU, losing 23 percentage points between 
spring 2005 and autumn 2016. 

The Internet is the second medium considered relevant by Europeans when looking for information 
about the EU: 40%, an increase of two percentage points since autumn 2015. This information source, 
unlike television, has seen an almost continuous increase in responses since spring 2005 (+18 
percentage points). 

More specifically: 

§ Information websites (newspaper sites, magazines, etc.) are Europeans' preferred sources 
when searching for information about the EU on the Internet (24%, unchanged); 

§ Institutional and official websites rank second (18%, +1 percentage point); 

§ Online social networks are next, and gaining ground (13%, +3); 

§ Trailing behind: blogs (4%, unchanged) and video hosting websites (3%, =).  

 

Far behind the Internet, 23% of Europeans say that daily newspapers are the best source when 
looking for information about the European Union, despite a decline (-2 percentage points since 
autumn 2015). 

Next comes radio, also down (21%, -2 percentage points), just ahead of discussions with relatives, 
friends and colleagues (19%, -1) and other newspapers and magazines (10% , -1).  

These are followed by books, brochures and information leaflets (6%, unchanged), attending 
conferences, talks and meetings (3%, =) and the telephone (information lines, Europe Direct, 
etc.) (1%, +1). 

Over one in five Europeans spontaneously say they never look for such information (22%, +1 
percentage point).  

	  

																																																								
11QE6 When you are looking for information about the EU, its policies, its institutions, which of the following sources do you use?   
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Multiple answers possible 

* Internet total: aggregate of the following five items: "information websites", "institutional and official websites", "online social networks", 
"blogs" and "video hosting websites"  

 

Television is Europeans' leading source of information about the European Union, its policies and its 
institutions in 26 Member States (compared with 27 in autumn 2015). In the Netherlands, 
institutional and official websites rank highest (48%), while in Sweden, information websites 
receive the most responses (42%). 

However, in Estonia, a majority of respondents spontaneously say that they never look for such 
information (31%, compared with 28% who use television).  

Lastly, if we combine the five Internet-based items (information websites, institutional and official 
websites, online social networks, blogs and video hosting websites), this aggregated Internet total 
ranks first in 12 Member States: the Netherlands (67%), Sweden (63%), Finland (60%), Luxembourg 
(57%), Denmark (55%), Ireland (51%), Estonia (48%), Latvia (48%), Slovenia (44%), the United 
Kingdom (43%), Cyprus (41%) and Malta (41%).  
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* Internet total: aggregate of the following five items: "information websites", "institutional and official websites", "online social networks", 

"blogs" and "video hosting websites"  
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Multiple answers possible 

 * Internet total: aggregate of the following five items: "information websites", "institutional and official websites", "online social networks", 
"blogs" and "video hosting websites"   
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4 Media coverage of the European Union  

A majority of Europeans feel the European Union receives objective media coverage 
 

A majority of Europeans believe that the media provide sufficient coverage of the European Union12:  

§ Over half of Europeans believe that television talks "about the right amount" about the 
European Union (55%, versus 23% "too little" and 13% "too much"). This proportion is up by 
one percentage point since the Standard Eurobarometer survey of autumn 2015, and has 
gained 16 points since autumn 2007, when a majority of respondents felt that television did 
not talk enough about the EU;  

§ An almost identical proportion of Europeans say that the written press provides "about the 
right amount" of coverage of the European Union (53%, versus 16% "too little" and 10% "too 
much"). This proportion is unchanged since autumn 2015, but has gained eight percentage 
points since autumn 2007; 

§ The impression that radio speaks "about the right amount" about the European Union is also 
expressed by a majority (51%, versus 22% "too little" and 7% "too much"). It has gained two 
percentage points since autumn 2015 and 16 percentage points since autumn 2007;  

§ A relative majority of Europeans have the same view regarding websites: 46% feel they give 
the European Union "about the right amount" of coverage, an increase of two percentage points 
since autumn 2015 and 16 percentage points since autumn 2007. Respondents are slightly 
more likely to say that websites talk "too little" about the EU (11%) than "too much" (8%). Over 
a third of Europeans express no opinion on the subject (35%, representing a 12 percentage 
point fall since autumn 2007);  

§ Opinions regarding coverage on online social networks are gradually forming: over a third 
of Europeans now think they talk "about the right amount" about the EU (34%, +3 percentage 
points since autumn 2015 and +5 since autumn 2014, versus 13% "too little" and 8% "too 
much"), but 45% of Europeans have no opinion (-6 percentage points since autumn 2014).  

 

 

																																																								
12 QE7 Generally speaking, do you think that the (NATIONALITY) television / radio / written press / websites / online social networks talk(s) 
too much, about the right amount or too little about the EU?   
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Respondents feel that television has about the right amount of coverage of the European Union in 
27 Member States. France is the exception: a majority there say that television talks "too little" about 
the EU (43%, +6 percentage points compared with the Standard Eurobarometer survey of autumn 
2015, versus 37% "about the right amount", -5). There is also a widespread impression that European 
affairs receive insufficient television coverage in the Netherlands (40% versus 47% who say 
television talks "about the right amount" about it). 

The impression that television talks "too much" about the European Union has increased by seven 
percentage points since autumn 2015 in the United Kingdom (to 20%, versus 45% "about the right 
amount", +1 percentage point, and 22% "too little", -7). The impression that television gives "about 
the right amount" of coverage to the EU has fallen sharply in Luxembourg (42%, -14, versus 22% 
"too little", +8).  
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A majority of respondents feel that the written press gives the EU enough coverage in all 28 
Member States. Over a quarter of respondents say that it talks "too little" about it in Sweden (27%) 
and France (26%). 

As with television, the impression that the written press talks "too much" about the EU has gained 
ground in the United Kingdom (23%, +6 percentage points since autumn 2015, versus 41%, "about 
the right amount", -5, and 11% "too little", -3).  
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As with television, respondents say that radio talks "about the right amount" about the European 
Union in almost all Member States, except in France where they are more likely to say that there is 
"too much" coverage (37%, +5 percentage points since autumn 2015, versus 34% "about the right 
amount", -3). There is also a widespread impression that radio talks "too little" about the European 
Union in the Netherlands (33%, -1), Belgium (28%, +2) and Sweden (28%, -1). 

The proportion of respondents who feel that radio talks "about the right amount" about the EU fell 
sharply in Portugal (43%, -11 percentage points since autumn 2015) and Luxembourg (45%, -11).  
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Respondents feel that websites talk "about the right amount" about the EU in all Member States. 
Once again, respondents in France are the most likely to say that there is too little coverage (19%). 
However, the "don’t know" rate remains high, ranging from 20% in Belgium to 51% in Portugal.  
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In 26 Member States respondents feel that online social networks talk "about the right amount" 
about the EU. In the Netherlands, a razor-thin majority say that there is "too little" coverage (23% 
versus 22% "about the right amount") and in France opinions are evenly balanced (21% "too little" 
and "about the right amount"). It bears repeating that the Netherlands is one of the EU countries 
where the use of social networks is most widespread (55% use them daily or almost every day, 
compared with an average of 38% in both the EU and in France). The proportion of "don’t know" 
responses is even higher than for websites (ranging from 29% in Belgium to 58% in Germany). 

The impression that online social networks talk give about the right amount of coverage to the EU 
has fallen sharply in Luxembourg (24%, -11 percentage points since autumn 2015) and has gained 
ground in Finland (46%, +12).  
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There is a widespread impression that the European Union receives objective coverage 
from the main media13:  

§ Over half of Europeans say that television talks about the EU "objectively" in their country 
(52%, an increase of two percentage points since the Standard Eurobarometer survey of 
autumn 2015, versus 19% "too positively", -1, and 14% "too negatively", +1). The impression 
that the EU was receiving too-favourable coverage had gained limited but steady ground from 
autumn 2007 to autumn 2015 (gaining a total of five percentage points overall). This is the 
first time it has recorded a downturn;  

§ An identical proportion expresses the same view of radio coverage of the EU (52% say that 
the radio talks about the EU "objectively", +2 percentage points since autumn 2015, versus 
13% "too positively", unchanged, and 10% "too negatively", +2); 

§ Slightly less than half of Europeans also think that the written press talks about the European 
Union "objectively" (48%, +2 percentage points since autumn 2015, compared with 13% "too 
positively", -1, and 13% "too negatively", +2);  

§ Just over four in ten Europeans now believe that websites talk about the EU "objectively" (41%, 
+3 percentage points since autumn 2015, versus 8% "too positively", +1, and 10% "too 
negatively", +1). With the growing use of the Internet, the "don’t know" rate has fallen noticeably 
since autumn 2007 (41%, -14 percentage points); 

§ Respondents also believe that the EU receives objective media coverage from online social 
networks (31%, +3 percentage points since autumn 2015), but a not-insignificant proportion 
feel that coverage is too negative, and this impression is gaining ground (15%, +3 percentage 
points since autumn 2015 and +4 since autumn 2014, versus 5% "too positively", unchanged).  

 

The Internet (websites or online social networks) is the only on which medium respondents are more 
likely to regard coverage of the EU as "too negative" than "too positive".  

 

 

 

 

 

 

																																																								
13QE8 Do you think that the (NATIONALITY) television / radio / written press / websites / online social networks present(s) the EU too 
positively, objectively or too negatively?   
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Respondents in 27 Member States say that television covers the European Union objectively. This 
view is particularly widespread in Finland (72%) and Lithuania (66%). In Greece, television coverage 
of the EU is mostly considered too positive (43%, -2 percentage points since autumn 2015, versus 
30% "objective", +1). 

A substantial and growing proportion of respondents in the United Kingdom say that television 
coverage of the EU is too negative (28%, +5 percentage points, versus 44% "objective", -2). 

The belief that the EU receives objective television coverage has lost ground significantly in 
Luxembourg (45%, -13 percentage points), while the feeling that coverage is too positive coverage 
has increased in Portugal (20%, +8, versus 59% "objective", -6).  
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Radio coverage of the European Union is mainly seen as objective in all Member States, particularly 
in Finland (70%). Respondents are most likely to say that it is too positive in Greece (28% versus 46% 
"objective") and Austria (24% versus 54%). 

The belief that the EU is covered objectively by the radio has declined steeply in Portugal (49%, -14 
percentage points) since autumn 2015, and gained ground in Finland (70%, +10).  
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In all Member States, a majority of respondents say that the written press covers the EU objectively, 
again with particularly high level of agreement in Finland (72%). The belief that coverage is "too 
positive" remains more widespread than the average in Austria (25%) and Greece (23%). 

The impression that EU coverage in the written press is too negative has climbed to 30% in the UK 
(+7 percentage points since autumn 2015).  
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Coverage of the EU by websites is also considered objective by a majority of respondents in all 
Member States, led by Finland (57%). However, the share of Europeans who express no opinion 
remains high, ranging from 25% in Belgium to 57% in Portugal. 

The impression that websites cover the EU "objectively" has also increased considerably since autumn 
2015 in Finland (57%, +11 percentage points), as well as in Ireland (52%, +11) and the Netherlands 
(42%, +11).  
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The treatment of the European Union by online social networks is seen as objective in 26 Member 
States, led by Poland (47%), Slovakia (46%), Ireland (45%), Croatia (45%) and Greece (45%). 
Respondents are more likely to feel that the EU is treated "too negatively" on social networks in 
Sweden (26% versus 20% "objectively") and in the Netherlands (26% versus 18%). 

Since autumn 2015, the impression that the EU is covered objectively by online social networks has 
declined sharply in Luxembourg (19%, -11 percentage points). Conversely, it has risen steeply in 
Belgium (41%, +11) and Ireland (45%, +10).  
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IV. SOCIAL NETWORKS 

  

Europeans increasingly acknowledge the political utility of social networks, but question 
the reliability of the information they contain  

 

A growing majority of Europeans agree with a series of positive statements about the political utility 
of online social networks14:  

§ Over half of Europeans agree that "online social networks can get people interested in 
political affairs" (56%, +4 percentage points since autumn 2015, versus 20% who disagree, 
-2). Agreement has gained 15 percentage points since autumn 2010; 

§ The same applies to the idea that social networks are "a modern way to keep abreast of 
political affairs" (56%, +4 percentage points, versus 21%, -2). Agreement has risen by 14 
percentage points since autumn 2010; 

§ Over half of Europeans also think that online social networks are "a good way to have your 
say on political issues" (54%, +3 percentage points, versus 23%, unchanged). This view has 
increased by 13 percentage points since autumn 2010.  

Although positive opinions regarding the political use of social networks are gaining ground, a majority 
of respondents are still critical of the reliability of their information: 48% of Europeans agree that 
"information on political affairs from online social networks cannot be trusted" (+1 
percentage point since autumn 2015, versus 25% "disagree", +2). Agreement with this view has 
increased by 11 percentage points since autumn 2010. The contrary opinion has remained relatively 
stable over the same period (from 23% of "disagree" responses in autumn 2010, to 25% in autumn 
2016), while the proportion of "don’t know" responses fell sharply (from 40% in autumn 2010, to 
27% in autumn 2016).  

 

 

 

																																																								
14QE9 Regardless of whether you participate in online social networks or not (social networking websites, blogs, video hosting websites), 
please tell me whether you totally agree, tend to agree, tend to disagree or totally disagree with each of the following statements.   
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More specifically: 

§ A majority of respondents agree that "online social networks are a modern way to keep 
abreast of political affairs" in all Member States, ranging from 44% in Germany (+6 
percentage points since autumn 2015) to 74% in Latvia, where a sharp rise is recorded (+11); 

§ The impression that "online social networks can get people interested in political 
affairs" is also widespread in all Member States. It nevertheless varies from 42% in France 
to 83% in Sweden; 

This opinion has gain most ground since autumn 2015 in Poland (61%, +8 percentage points), 
the Czech Republic (50%, +7), Lithuania (61%, +7) and Portugal (55%, +7); 

§ The idea that online social networks are "a good way to have your say on political issues" 
is also shared by a majority of respondents in the 28 Member States, with a somewhat 
narrower gap in responses than for the two previous statements: from 42% in Germany to 
67% in Latvia; 

It gained ground sharply in Poland (60%, +10 percentage points);  

§ A majority of respondents agree that "information on political affairs from online social 
networks cannot be trusted" in 25 Member States (as in autumn 2015), led by Sweden 
(68%) and Finland (65%), countries where the political utility of social networks is nevertheless 
widely recognised. Respondents are most likely to reject this criticism in Bulgaria (26% "agree" 
versus 38% "disagree"), Greece (36% versus 39%) and the Czech Republic (37% versus 40%); 

Respondents are now significantly less likely to agree with this criticism of the reliability of 
political information on social networks in Malta (51%, -10 percentage points since autumn 
2015).  
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Europeans who most often use online social networks are most likely to recognise their political 
usefulness, but also to criticise their unreliability:  

§ Over seven in ten Europeans who use online social networks at least once a week feel that they 
"can get people interested in political affairs" (76% versus an average of 56%), they "are a 
modern way to keep abreast of political affairs" (76% versus 56% on average), and they are 
"a good way to have your say on political issues" (73% versus 54% on average);  

§ Europeans who use online social networks at least once a week are also more likely than 
average to believe that the information they contain about political affairs is unreliable (59% 
versus 48% on average).  
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TECHNICAL SPECIFICATIONS 

Between the 3rd and the 16th November 2016, TNS opinion & social, a consortium created between 
TNS political & social, TNS UK and TNS opinion, carried out the wave 86.2 of the EUROBAROMETER 
survey, on request of the EUROPEAN COMMISSION, Directorate-General for Communication, 
“Strategic Communication” Unit.  

The wave 86.2 is the STANDARD EUROBAROMETER 86 and covers the population of the respective 
nationalities of the European Union Member States, resident in each of the 28 Member States and 
aged 15 years and over.  

The STANDARD EUROBAROMETER 86 survey has also been conducted in five candidate countries 
(Turkey, the Former Yugoslav Republic of Macedonia, Montenegro, Serbia and Albania) and in the 
Turkish Cypriot Community. In these countries and in the Turkish Cypriot Community, the survey 
covers the national population of citizens and the population of citizens of all the European Union 
Member States that are residents in these countries and territories and have a sufficient command 
of the national languages to answer the questionnaire.  

 

	  

N° POPULATION PROPORTION
INTERVIEWS 15+ EU28

BE Belgium TNS Dimarso 1,022 05/11/2016 14/11/2016 9,693,779 2.25%

BG Bulgaria TNS BBSS 1,012 03/11/2016 14/11/2016 6,537,535 1.52%

CZ Czech Rep. TNS Aisa 1,004 05/11/2016 14/11/2016 9,238,431 2.14%

DK Denmark TNS Gallup DK 1,006 05/11/2016 14/11/2016 4,838,729 1.12%

DE Germany TNS Infratest 1,531 05/11/2016 13/11/2016 70,160,634 16.26%

EE Estonia TNS Emor 1,005 05/11/2016 14/11/2016 1,160,064 0.27%

IE Ireland Behaviour & Attitudes 1,006 05/11/2016 14/11/2016 3,592,162 0.83%

EL Greece TNS ICAP 1,008 05/11/2016 13/11/2016 9,937,810 2.30%

ES Spain TNS Spain 1,011 05/11/2016 14/11/2016 39,445,245 9.14%

FR France TNS Sofres 1,000 05/11/2016 14/11/2016 54,097,255 12.54%

HR Croatia HENDAL 1,062 05/11/2016 14/11/2016 3,796,476 0.88%

IT Italy TNS Italia 1,021 05/11/2016 14/11/2016 52,334,536 12.13%

CY Rep. Of Cyprus CYMAR 500 05/11/2016 14/11/2016 741,308 0.17%

LV Latvia TNS Latvia 1,007 05/11/2016 14/11/2016 1,707,082 0.40%

LT Lithuania TNS LT 1,009 05/11/2016 14/11/2016 2,513,384 0.58%

LU Luxembourg TNS ILReS 502 05/11/2016 14/11/2016 457,127 0.11%

HU Hungary TNS Hoffmann 1,000 05/11/2016 14/11/2016 8,781,161 2.04%

MT Malta MISCO 515 05/11/2016 14/11/2016 364,171 0.08%

NL Netherlands TNS NIPO 1,008 05/11/2016 14/11/2016 13,979,215 3.24%

AT Austria ipr Umfrageforschung 1,025 05/11/2016 13/11/2016 7,554,711 1.75%

PL Poland TNS Polska 1,019 05/11/2016 14/11/2016 33,444,171 7.75%

PT Portugal TNS Portugal 1,014 05/11/2016 14/11/2016 8,480,126 1.97%

RO Romania TNS CSOP 1,005 05/11/2016 14/11/2016 16,852,701 3.91%

SI Slovenia Mediana 1,004 05/11/2016 14/11/2016 1,760,032 0.41%

SK Slovakia TNS Slovakia 1,007 05/11/2016 14/11/2016 4,586,024 1.06%

FI Finland TNS Gallup Oy 1,030 05/11/2016 16/11/2016 4,747,810 1.10%

SE Sweden TNS Sifo 1,029 05/11/2016 14/11/2016 7,998,763 1.85%

UK United Kingdom TNS UK 1,343 05/11/2016 14/11/2016 52,651,777 12.20%

27,705 03/11/2016 16/11/2016 431,452,219 100%*

CY(tcc)
Turkish Cypriot 

Community
Lipa Consultancy 500 05/11/2016 13/11/2016 143,226

TR Turkey TNS Piar 1,040 05/11/2016 14/11/2016 56,770,205

MK
Former Yugoslav Republic 

of Macedonia
TNS BRIMA 1,058 05/11/2016 13/11/2016 1,721,528

ME Montenegro TNS Medium Gallup 532 05/11/2016 14/11/2016 501,030
RS Serbia TNS Medium Gallup 1,025 05/11/2016 13/11/2016 6,161,584
AL Albania TNS BBSS 1,036 09/11/2016 15/11/2016 2,221,572

32,896 03/11/2016 16/11/2016 498,971,364TOTAL

COUNTRIES
DATES

FIELDWORK
INSTITUTES

* It should be noted that the total percentage shown in this table may exceed 100% due to rounding

TOTAL EU28
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The basic sample design applied in all states is a multi-stage, random (probability) one. In each 
country, a number of sampling points was drawn with probability proportional to population size 
(for a total coverage of the country) and to population density. 

In order to do so, the sampling points were drawn systematically from each of the "administrative 
regional units", after stratification by individual unit and type of area. They thus represent the whole 
territory of the countries surveyed according to the EUROSTAT NUTS II1 (or equivalent) and 
according to the distribution of the resident population of the respective nationalities in terms of 
metropolitan, urban and rural areas.  

In each of the selected sampling points, a starting address was drawn, at random. Further 
addresses (every Nth address) were selected by standard "random route" procedures, from the 
initial address. In each household, the respondent was drawn, at random (following the "closest 
birthday rule"). All interviews were conducted face-to-face in people's homes and in the appropriate 
national language. As far as the data capture is concerned, CAPI (Computer Assisted Personal 
Interview) was used in those countries where this technique was available. 

For each country a comparison between the sample and the universe was carried out. The Universe 
description was derived from Eurostat population data or from national statistics offices. For all 
countries surveyed, a national weighting procedure, using marginal and intercellular weighting, was 
carried out based on this Universe description. In all countries, gender, age, region and size of 
locality were introduced in the iteration procedure. For international weighting (i.e. EU averages), 
TNS opinion & social applies the official population figures as provided by EUROSTAT or national 
statistic offices. The total population figures for input in this post-weighting procedure are listed 
here. 

Readers are reminded that survey results are estimations, the accuracy of which, everything being 
equal, rests upon the sample size and upon the observed percentage.  With samples of about 1,000 
interviews, the real percentages vary within the following confidence limits: 

 

																																																								
1 Figures updated in August 2015 

various sample sizes are in rows various observed results are in columns

5% 10% 15% 20% 25% 30% 35% 40% 45% 50%
95% 90% 85% 80% 75% 70% 65% 60% 55% 50%

N=50 6.0 8.3 9.9 11.1 12.0 12.7 13.2 13.6 13.8 13.9 N=50
N=500 1.9 2.6 3.1 3.5 3.8 4.0 4.2 4.3 4.4 4.4 N=500

N=1000   1.4 1.9 2.2 2.5 2.7 2.8 3.0 3.0 3.1 3.1 N=1000
N=1500 1.1 1.5 1.8 2.0 2.2 2.3 2.4 2.5 2.5 2.5 N=1500
N=2000 1.0 1.3 1.6 1.8 1.9 2.0 2.1 2.1 2.2 2.2 N=2000
N=3000 0.8 1.1 1.3 1.4 1.5 1.6 1.7 1.8 1.8 1.8 N=3000
N=4000 0.7 0.9 1.1 1.2 1.3 1.4 1.5 1.5 1.5 1.5 N=4000
N=5000 0.6 0.8 1.0 1.1 1.2 1.3 1.3 1.4 1.4 1.4 N=5000
N=6000 0.6 0.8 0.9 1.0 1.1 1.2 1.2 1.2 1.3 1.3 N=6000
N=7000 0.5 0.7 0.8 0.9 1.0 1.1 1.1 1.1 1.2 1.2 N=7000
N=7500 0.5 0.7 0.8 0.9 1.0 1.0 1.1 1.1 1.1 1.1 N=7500
N=8000 0.5 0.7 0.8 0.9 0.9 1.0 1.0 1.1 1.1 1.1 N=8000
N=9000 0.5 0.6 0.7 0.8 0.9 0.9 1.0 1.0 1.0 1.0 N=9000

N=10000 0.4 0.6 0.7 0.8 0.8 0.9 0.9 1.0 1.0 1.0 N=10000
N=11000 0.4 0.6 0.7 0.7 0.8 0.9 0.9 0.9 0.9 0.9 N=11000
N=12000 0.4 0.5 0.6 0.7 0.8 0.8 0.9 0.9 0.9 0.9 N=12000
N=13000 0.4 0.5 0.6 0.7 0.7 0.8 0.8 0.8 0.9 0.9 N=13000
N=14000 0.4 0.5 0.6 0.7 0.7 0.8 0.8 0.8 0.8 0.8 N=14000
N=15000 0.3 0.5 0.6 0.6 0.7 0.7 0.8 0.8 0.8 0.8 N=15000

5% 10% 15% 20% 25% 30% 35% 40% 45% 50%
95% 90% 85% 80% 75% 70% 65% 60% 55% 50%

Statistical Margins due to the sampling process
(at the 95% level of confidence)


