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MEASURING IDEOLOGY
Can we measure ideology with web tracking data?

Direct observations of online behaviours using tracking
solutions, or meters.

’

Group of tracking technologies (plug -ins, apps,
proxies, etc)

’

Installed on participants devices

'

Collect traces left by participants when interacting with
their devices online: URLSs, apps visited, content that
they sawe




MEASURING IDEOLOGY
Web tracking data: a new source to measure ideology?

Web tracking data can be usedtoobtainfnobj ect i ved measures of part.i
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Abstract Surveys are a vital ol for understanding public opinion
and knowledge, but they can also yield biased estimates ol behavior.
Here we explore a popular and important behavior that is frequently
measured in public opinion surveys: news consumption. Previous stud-
ies have shown that television news consumption is consistently over-
reported in surveys relative Lo passively collected behavioral data. We
validate these earlier findings, showing that they continue o hold de-
spite large shifts in news consumption habits over time, while also add-
ing some new nuance regarding question wording. We exiend these
findings o survey reports of online and social media news consump-
ton, with respect 1o both levels and trends. Third, we demonstrate the
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MEASURING IDEOLOGY
From observed media diets to ideology

We can assume that individuals prefer to read media outlets that they perceivetobei c | os e 0
them in the (latent) left -right dimension

Ideological split among Spaniards on main source

used to get news WRepublicanfean Republican ~ WTrue independent @ Democratiean Democrat

2% of adults in Spain who name each outlet as their main news
source

All adult Adults on the
adults RIGHT Fox News

Antena 3 m
asext= [JIER
Telecinoo H
El Pais

Facebook

5

Google 5
Mote: Only sources named by 5% of adults or more are shown. Respondents were
asked to name the outletthey turn to the most for news. For the purposes of this 0

shed to name eyt to the most for news. For the purposes of this USNEC [T
analy=sis, major channels or brands were grouped into their larger news
organization. For example, in Spain, TVE, which is asked about specifically on a
separate question, is coded as part of RTVE in this analysis of main news source.
Source: Survey of eight Western European countries conducted Oct. 30-Dec. 20,
2017.
"I.n Western ELII'-Z-|I.DG. Public Attitudes Toward Mews Media More Divided by Populist 0% 20% 40% 60% 80% 100%
Views Than Left-Right ldeology”™

PEW RESEARCH CENTER

https://www.surveymonkey.com/curiosity/cable _-news-partisanship -drives-trust/
https://lwww.pewresearch.org/global/fact _-sheet/news-media-and-political -attitudes -in-spain/
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Why would we want to measure ideology with web tracking data? i3

. Supplement (online) behavioural data with attitudinal information without the need of self -
reports (not always feasible)

. Measure medi a out & adcdeswitnou elging orgcgntent analysis

. Even if of lower quality than self-reports (my expectation), combining self -reports and web -
tracking data could improve our understanding of the errors of self -reports , and the overall
quality of the estimates we use

A Understand and quantify potential errors of self -reports: problems in the centre and the
extremes

A Create a new, hopefully, better measure of ideology
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TRI-POL.: the triangle of polarization

A Three wave survey combined with web
tracking data  at the individual level (both Data in Brief
PC and moblle data) P Available online 9 May 2023, 109219

In Press, Journal Pre-proof  (7) What's this? 2

A Netquest metered panels Data Atil

A Cross -quotas: gender, age, education The dynamics of political and affective
and region polarisation: Datasets for Spain, Portugal, Italy,

A Sample size: 1,289 (Spain) Argentina, and Chile (2019-2022)

Mariano Torcal ! 9 &, Emily Carty %, Josep Maria Comellas >, Oriol . Bosch *, Zoe Thomson
[

A Spain, Portugal, Italy, Argentina and Chile Danilo Serani?
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THIS STUDY
Case study for this presentation: Spain

Perception of the party's placement according to respondent's ideology

The left-right dimension is very
relevant in Spain

Ciudadanos Podemos PP

Spain has a highly partisan,
pluralist media system
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And a polarized multiparty system
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Party's placement perception

https://blogs.lse.ac.uk/eurocrisispress/2020/06/26/polarization  -coronavirus/

Ideological scale
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ESTIMATING IDEOLOGY WITH WEB TRACKING
DATA



CREATING THE SCALE
The underlying model

An 1 ndi v)idetisiantodead a(specific media outlet () is a function of:
1. The ideological distance between them and the outlet {dj).

2. Plus some user and media- random effects (U an a;), to account for differences in political interest
and popularity of media.

Pr(Yi; = 1|, Bj, dij) = Logit(a; + B — dij)
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The underlying model ‘3%"8

This approach has already been used to measure the ideology and socioeconomic status of individuals based
on what accounts they follow on Twitter




