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The effect of social media use on bias of voters®™ information environment

INAMASU, Kazunori
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Preference-based selective exposure, widening gaps in knowledge about political
or international news between news seekers and entertainment fans caused by reducing opportunities for
incidental or by-product exposure to news in a high-choice media environment, may become serious in a
society made up of less partisan voters. This research focused on this selective exposure and examined
whether online services would widen or narrow voters®™ gaps in political knowledge using an online survey.
The results indicate that while exposure to portal sites, newspaper sites, and summary of 2-channel sites
decrease in the gap, exposure to news curation applications and Twitter increase in the gap. The
implications for possible change in the media environment are discussed.
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