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Sizing Up Twitter Users  
U.S. adult Twitter users are younger and more likely to be 
Democrats than the general public. Most users tweet rarely, but the 
most prolific 10% create 80% of tweets from adult U.S. users 

Twitter is a modern public square where many voices discuss, debate and share their views. Media 
personalities, politicians and the public turn to social networks for real-time information and 
reactions to the day’s events. But compared with the U.S. public overall, which voices are 
represented on Twitter? 

To examine this question, Pew Research Center conducted a nationally representative survey of 
2,791 U.S. adult Twitter users who were willing to share their Twitter handles.1 The design of this 
survey provides a unique opportunity to measure the characteristics and attitudes of Twitter users 
in the United States and link those observations to actual Twitter behaviors, such as how often 
users tweet or how many accounts they follow. 

The analysis indicates that the 22% of American adults who use Twitter are representative of the 
broader population in certain ways, but not others. Twitter users are younger, more likely to 
identify as Democrats, more highly educated and have higher incomes than U.S. adults overall. 
Twitter users also differ from the broader population on some key social issues. For instance, 
Twitter users are somewhat more likely to say 
that immigrants strengthen rather than weaken 
the country and to see evidence of racial and 
gender-based inequalities in society. But on 
other subjects, the views of Twitter users are 
not dramatically different from those expressed 
by all U.S. adults. 

In addition to teasing out these differences 
between Twitter users and the population as a 
whole, this analysis also highlights the sizable 
diversity among Twitter users themselves. The 
median user tweets just twice each month, but a 
small cohort of extremely active Twitter users 
posts with much greater regularity. As a result, 

                                                        
1 Users gave researchers permission for their account information to be linked with their survey responses. 

A large majority of tweets come from a 
small minority of tweeters 
Share of all tweets from U.S. adult users created by … 

 

Note: No institutional accounts are included. 
Source: Survey of U.S. adult Twitter users conducted Nov. 21-Dec. 
17, 2018. Data about respondents’ Twitter activity collected via 
Twitter API. 
“Sizing Up Twitter Users” 
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much of the content posted by Americans on Twitter reflects a small number of authors. The 10% 
of users who are most active in terms of tweeting are responsible for 80% of all tweets created by 
U.S. users. 

Individuals who are among the top 10% most active tweeters also differ from those who tweet 
rarely in ways that go beyond the volume of content they produce. Compared with other U.S. 
adults on Twitter, they are much more likely to be women and more likely to say they regularly 
tweet about politics. That said, there are only modest differences in many attitudes between those 
who tweet frequently and those who do not. 

 

 

 

Most Twitter users engage modestly; the 10% who tweet most often focus more on 
politics and are mostly women 

 

Note: No institutional accounts are included. 
Source: Survey of U.S. adult Twitter users conducted Nov. 21-Dec. 17, 2018. Data about respondents’ Twitter activity collected via Twitter API. 
“Sizing Up Twitter Users” 
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% of U.S. adult Twitter users who …



4 
PEW RESEARCH CENTER 

www.pewresearch.org 

 

 

 

 

 

 

 

 

 

 

 

  

How Pew Research Center linked survey data with social media accounts 

Researchers recruited respondents from Ipsos’ KnowledgePanel, a probability-based online panel of U.S. 
adults. The sample included panelists identified by Ipsos as likely Twitter users. Respondents were 
screened for eligibility, and those who confirmed that they used Twitter were asked to share their Twitter 
handle in order to participate in the study. Out of 4,829 individuals who were screened, 3,649 (76%) 
confirmed that they used Twitter. Of these confirmed users, 3,293 (90%) agreed to provide their Twitter 
handle and completed the survey. Next, researchers reviewed each account and removed any that were 
nonexistent or belonged to institutions, products or international entities. This report is based on the 
remaining 2,791 respondents who both completed the survey and provided a valid handle (76% of 
confirmed Twitter users). Twitter users can choose not to post tweets publicly, but the Twitter API makes 
summary statistics about all accounts – public or private – available. The sample was weighted to be 
equivalent to a national sample of Twitter users identified on the November 2018 wave of the Center's 
American Trends Panel. More information about the surveys used in this report appears in the Methodology 
section.   
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Twitter users are younger, more educated and more likely to be 
Democrats than general public 

U.S. adult Twitter users differ in significant ways from the overall U.S. adult population. Most 
notably, Twitter users are much younger than the average U.S adult and are also more likely than 
the general public to have a college degree. The median age of adult U.S. Twitter users is 40, while 
the median U.S. adult is 47 years old. Put differently, the U.S. adult population is nearly equally 
divided between those ages 18 
to 49 and those ages 50 and 
older. But Twitter users are 
nearly three times as likely to 
be younger than 50 (73%) as 
to be 50 or older (27%). 

Although less pronounced 
than these differences in age, 
Twitter users also tend to have 
higher levels of household 
income and educational 
attainment relative to the 
general adult population. 
Some 42% of adult Twitter 
users have at least a bachelor’s 
degree – 11 percentage points 
higher than the overall share 
of the public with this level of 
education (31%). Similarly, the 
number of adult Twitter users 
reporting a household income 
above $75,000 is 9 points 
greater than the same figure in 
the general population: 41% 
vs. 32%. But the gender and 
racial or ethnic makeup of 
Twitter users is largely similar 
to the adult population as a 
whole. 

Twitter users are younger, more highly educated and 
wealthier than general public 
% of ____ who are … 

 

Note: Whites and blacks include only non-Hispanics. Hispanics are of any race. 
Source: Survey of U.S. adult Twitter users conducted Nov. 21-Dec. 17, 2018, and survey of 
U.S. adults conducted Nov. 7-11, 2018.   
“Sizing Up Twitter Users” 
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Twitter users more likely to be Democrats 

Twitter users are more likely to identify with 
the Democratic Party compared with U.S. 
adults more generally: 36% do so, compared 
with 30% of U.S. adults, according to a 
national survey of all adults conducted in 
November 2018. Similarly, 26% of U.S. 
adults identify as Republican, versus 21% of 
adult Twitter users. Political independents 
make up a similar share of the general public 
(27%) and Twitter users (29%). 

Of course, many political independents 
actually lean toward one of the two major 
parties. Of the Americans who lean toward 
either party, 52% of U.S. adults identify as 
Democrats or lean toward the Democratic 
Party, while 60% of U.S. adult Twitter users 
say the same. Similarly, 43% of U.S. adults identify as or lean Republican, compared with 35% of 
adult Twitter users. 

These partisan differences between Twitter users and the general public persist when looking 
across certain age groups. Specifically, nearly two-thirds (63%) of Twitter users ages 18 to 49 
identify as Democrats or lean toward the Democratic Party, compared with the 55% of 18- to 49-
year-olds who identify the same way. Among older users, these differences are similar. Some 53% 
of Twitter users age 50 or older identify as Democrats or lean Democratic, a figure that is 
somewhat higher than the 47% of U.S. adults in this age group who identify with or lean toward 
the Democratic Party. 

In terms of political ideology, Twitter users are less likely than U.S. adults more broadly to 
characterize their views as very conservative. On an 11-point scale ranging from 0 (“very 
conservative”) to 10 (“very liberal”), 14% of Twitter users place themselves between 0 and 2, 
compared with 25% of the general public. At the same time, similar shares of Twitter users and 
U.S. adults identify as very liberal. And although Twitter users are somewhat more likely to report 
having voted in the 2018 midterm elections, these differences are relatively modest: 60% of 
Twitter users reported that they definitely voted in 2018, compared with 55% of all U.S. adults. 

Twitter users more likely to identify as 
Democrats than Republicans 
% of ____ who identify as… 

 

Source: Survey of U.S. adult Twitter users conducted Nov. 21-Dec. 
17, 2018, and survey of U.S. adults conducted Nov. 7-11, 2018.  
“Sizing Up Twitter Users” 
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Twitter users have somewhat different attitudes than the general population 

Twitter users as a group express distinct opinions relative to the public as a whole on some 
political values, particularly when it comes to views having to do with race, immigration and 
gender. A larger share of Twitter users – who as noted above are more likely to identify as 
Democrats relative to the population as a whole – say that blacks are treated less fairly than whites 
(64% of Twitter users vs. 54% of Americans). They are also more likely than the U.S. general public 
to say that immigrants strengthen the U.S. (66% vs. 57%) and that barriers exist in society that 
make it harder for women to get ahead (62% vs. 56%).  

In other ways, the views of Twitter users differ only slightly from those of all U.S. adults. Twitter 
users are somewhat more likely to say that people take offensive content they see online too 
seriously (59% say this, compared with 54% of U.S. adults), and are somewhat less likely to report 
being “very attached” to their local community (12% vs. 17%).2  

 

 

 

 

 

 

                                                        
2 This study finds that 7% of Twitter users say that they are “not at all” attached to their communities, compared with 11% of U.S. adults. 
Twitter users report being “not too attached” or “somewhat attached” to their communities at rates of 33% and 47%, respectively, while the 
U.S. public reports being “not too attached” and “somewhat attached” to their communities at 29% and 43%. 
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Those most active on Twitter differ 
from the rest of adult U.S. users  

In addition to these differences between Twitter 
users and the rest of the population, there are 
also significant differences between the most 
active Twitter users (as measured by the 
quantity of tweets they post) and those who 
post less frequently. 

By definition, the most active tweeters produce 
a large amount of content relative to the rest of 
the Twitter population. But the scope of these 
differences is profound. The median Twitter 
user posts just two times a month, but the most prolific 10% of Twitter users in terms of tweet 
volume produce a median of 138 tweets monthly. In fact, this analysis estimates that the top 10% 
of tweeters are responsible for 80% of the tweets created by all U.S. adults on Twitter. 

 

 

 

 

 

 

 

 

 

A large majority of tweets come from a 
small minority of tweeters 
Share of all tweets from U.S. adult users created by … 

 

Note: No institutional accounts are included. 
Source: Survey of U.S. adult Twitter users conducted Nov. 21-Dec. 
17, 2018. Data about respondents’ Twitter activity collected via 
Twitter API. 
“Sizing Up Twitter Users” 
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The behaviors of these highly active tweeters also 
differ from the rest of the Twitter population in ways 
that go beyond tweet volume. The median user in 
the top 10% by tweet volume creates 138 tweets per 
month, “favorites” 70 posts per month, follows 456 
accounts, and has 387 followers. 3 By comparison, 
the median user in the bottom 90% of tweeters 
creates just two tweets per month, “favorites” one 
post per month, follows 74 accounts, and has 19 
followers. And when asked to report how often they 
use the platform, fully 81% of these highly active 
tweeters say they do so every day; 47% of other 
Twitter users visit the platform with this regularity. 

Members of the top 10% of tweeters also have 
distinct attitudes, behaviors and personal 
characteristics compared with those who use the 
platform less often. These prolific tweeters are more 
likely to be women: 65% are, compared with 48% of 
the bottom 90% of tweeters. And these most active 
tweeters are much more likely than others to say 
they post about political issues. Fully 69% of the top 
10% most prolific tweeters say they have tweeted 
about politics, compared with 39% of Twitter users 
generally. And 42% say they have tweeted about 
politics in the last 30 days, compared with just 13% of other users.  

The Twitter platform provides multiple ways to post and share content, but the top 10% of 
tweeters are more likely to report using automated methods that allow others to post tweets on 
their behalf: 25% of highly prolific tweeters have done so, compared with only 15% of Twitter users 
in the bottom 90%.  

                                                        
3 See Methodology for an examination of Twitter users who engage more in ways other than by tweeting frequently. 

The Twitter users who tweet often 
engage much more than most users  

 

Source: Survey of U.S. adult Twitter users conducted Nov. 21-Dec. 
17, 2018. Data about respondents’ Twitter activity collected via 
Twitter API. 
Note: No institutional accounts are included. 
“Sizing Up Twitter Users” 
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Despite the differences 
between highly active tweeters 
and those who are less active, 
other instances show these 
active users differ only 
modestly – or not at all – from 
the rest of the Twitter 
population. Although prolific 
tweeters report tweeting about 
politics with great regularity, 
their overall partisanship is 
not out of sync with other 
Twitter users. Overall, 61% 
identify as Democrats or lean 
toward the Democratic Party, 
compared to 60% among other 
users.  

And there are only modest differences between the top 10% of tweeters and the bottom 90% in 
other views. Identical shares of both groups (64%) say blacks are treated less fairly than whites. 
But the top 10% of tweeters are somewhat more likely than the bottom 90% to say that immigrant 
newcomers to this country strengthen American society (70% vs. 65%), or to say there are still 
significant obstacles in society that make it harder for women than men to get ahead (69% vs. 
62%).  

 

 

 

 

 

 

Prolific Twitter users tweet more about politics, are 
more likely to be women 
 

 

Source: Survey of U.S. adult Twitter users conducted Nov. 21-Dec. 17, 2018. 
“Sizing Up Twitter Users”  
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Methodology 
The analysis of Twitter users in this report is based on a nationally representative survey 
conducted from Nov. 21 to Dec. 17, 2018, among a sample of 2,791 U.S. adults ages 18 years and 
older who have a Twitter account and agreed to allow researchers to access that account. The 
margin of error for the full sample is plus or minus 3.0 percentage points. 

The survey was conducted by Ipsos in English using KnowledgePanel, its nationally representative 
online research panel. KnowledgePanel members are recruited through probability sampling 
methods and include those with internet access and those who did not have internet access at the 
time of their recruitment (KnowledgePanel provides internet access for those who do not have it, 
and if needed, a device to access the internet when they join the panel). A combination of random-
digit dialing (RDD) and address-based sampling (ABS) methodologies have been used to recruit 
panel members (in 2009 KnowledgePanel switched its sampling methodology for recruiting 
members from RDD to ABS). KnowledgePanel continually recruits new panel members 
throughout the year to offset panel attrition.  

All active members of the Ipsos panel with an active Twitter account were eligible for inclusion in 
this study. In all, 4,829 panelists responded to the survey. Of that group, 3,649 (76%) confirmed 
that they used Twitter. Among confirmed Twitter users, 3,293 (90%) agreed to provide their 
Twitter handle and complete the survey. Next, researchers reviewed each account and removed 
any that were nonexistent or belonged to institutions, products or international entities. This 
report is based on the remaining 2,791 respondents who both completed the survey and provided a 
valid handle (76% of confirmed Twitter users).  

The final sample of 2,791 adults was weighted using an iterative technique that matches gender, 
age, race, Hispanic origin, education, region, party identification, volunteerism, voter registration, 
and metropolitan area to the parameters of the American Trends Panel November 2019 survey of 
Twitter users. This weight is multiplied by an initial sampling, or base weight, that corrects for 
differences in the probability of selection of various segments of Ipsos’s sample as well as by a 
panel weight that adjusts for any biases due to nonresponse and noncoverage at the panel 
recruitment stage using all of the attributes described above. 

Sampling errors and statistical tests of significance take into account the effect of weighting at 
each of these stages. In addition to sampling error, question wording and practical difficulties in 
conducting surveys can introduce error or bias into the findings of opinion polls. 
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The American Trends Panel survey methodology 

The American Trends Panel (ATP), created by Pew Research Center, is a nationally representative 
panel of randomly selected U.S. adults. Panelists participate via self-administered web surveys. 
Panelists who do not have internet access at home are provided with a tablet and wireless internet 
connection. The panel is managed by Ipsos. 

The ATP was created in 2014, with the first cohort of panelists invited to join the panel at the end 
of a large national landline and cellphone random-digit-dial survey that was conducted in both 
English and Spanish. Two additional recruitments were conducted using the same method in 2015 
and 2017, respectively. Across these three surveys, a total of 19,718 adults were invited to join the 
ATP, of whom 9,942 agreed to 
participate.  

In August 2018, the ATP 
switched from telephone to 
address-based recruitment. 
Invitations were sent to a 
random, address-based 
sample (ABS) of households 
selected from the U.S. Postal 
Service’s Delivery Sequence 
File. In each household, the 
adult with the next birthday 
was asked to go online to 
complete a survey, at the end 
of which they were invited to join the panel. For a random half sample of invitations, households 
without internet access were instructed to return a postcard. These households were contacted by 
telephone and sent a tablet if they agreed to participate. A total of 9,396 were invited to join the 
panel, and 8,778 agreed to join the panel and completed an initial profile survey. 

Of the 18,720 individuals who have ever joined the ATP, 13,569 remain active panelists and 
continue to receive survey invitations.  

The questions from the ATP that were used in this report were asked on four different waves of the 
panel, which are fielded roughly once a month. All panel waves were fielded in 2018. Estimates for 
each question are calculated using the respondents and weights that correspond to the wave in 
which it was asked. Some items, such as demographics, were measured at recruitment and 

American Trends Panel recruitment surveys 

Recruitment Dates Mode Invited Joined 

Active 
panelists 
remaining 

Jan. 23 to March 16, 2014 
Landline/  
cell RDD 9,809 5,338 2,515 

Aug. 27 to Oct. 4, 2015 
Landline/  
cell RDD 6,004 2,976 1,471 

April 25 to June 4, 2017 
Landline/  
cell RDD 3,905 1,628 806 

Aug. 8 to Oct. 31, 2018 ABS/web 9,396 8,778 8,777 
 Total 29,114 18,720 13,570 

Note: Approximately once per year, panelists who have not participated in multiple 
consecutive waves or who did not complete an annual profiling survey are removed from the 
panel. Panelists also become inactive if they ask to be removed from the panel.  

PEW RESEARCH CENTER 
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updated periodically, in which case they do not belong to any individual wave. For these kinds of 
questions, estimates are based on the respondents and weights from Wave 39.  

The field dates and sample sizes for each ATP wave are presented in the table below. Cumulative 
response rates account for nonresponse to the recruitment surveys and panel attrition in addition 
to nonresponse to the individual panel waves.  

 

 

 

 

 

 

Weighting 

The ATP data were weighted in a multistep process that begins with a base weight incorporating 
the respondents’ original survey selection probability and the fact that in 2014 and 2017 some 
respondents were subsampled for invitation to the panel. The next step in the weighting uses an 
iterative technique that aligns the sample to population benchmarks on the dimensions listed in 
the accompanying tables. 

Sampling errors and statistical significance tests take into account the effect of weighting. 
Interviews are conducted in both English and Spanish, but the American Trends Panel’s Hispanic 
sample is predominantly U.S. born and English speaking. 

In addition to sampling error, one should bear in mind that question wording and practical 
difficulties in conducting surveys can introduce error or bias into the findings of opinion polls. 

Summary design and outcome metrics 

Sample Interviews Field dates 
Cumulative 

response rate 

95%  
margin of 

error  
Wave 32 6,251 Feb. 26-March 11, 2018 2.2%  1.9  
Wave 37 4,581 July 30-Aug. 12, 2018 2.4% 2.4  
Wave 38 10,682 Sept. 24-Oct. 7, 2018 3.8% 1.5  
Wave 39  10,640 Nov. 7-Nov. 11, 2018 3.7% 1.7  

PEW RESEARCH CENTER 
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Weighting dimensions 

Variable 
Wave 32  

Benchmark source 
Wave 37  

Benchmark source 
Wave 38  

Benchmark source 
Wave 39  

Benchmark source 
     
Gender 
Age 
Education 
Race/Hispanic origin 

2016 American 
Community Survey 

2016 American 
Community Survey 

2016 American 
Community Survey 

2017 American 
Community Survey 

County-level 
population density 

2010 U.S. Decennial 
Census 

2010 U.S. Decennial 
Census   

Region x 
Metropolitan status   

2017 CPS March 
Supplement 

2018 CPS March 
Supplement 

Division by 
Metropolitan Status 

2016 American 
Community Survey    

Volunteerism 
2015 CPS Volunteer 
Supplement 

2015 CPS Volunteer 
Supplement 

2015 CPS Volunteer 
Supplement 

2015 CPS Volunteer 
Supplement 

Telephone Service 

2016 National Health 
Interview Survey 
projected to 2017 

2016 National Health 
Interview Survey 
projected to 2017   

Voter registration   
2016 CPS Voting and 
Registration Supplement 

2016 CPS Voting and 
Registration Supplement 

Party affiliation Average of the three  
most recent Pew 
Research Center 
telephone surveys 

Average of the three  
most recent Pew 
Research Center 
telephone surveys 

Average of the three  
most recent Pew 
Research Center 
telephone surveys 

Average of the three  
most recent Pew 
Research Center 
telephone surveys 

Internet access 2017 Pew Research 
Center ATP Panel  
Refresh Survey 

2017 Pew Research 
Center ATP Panel  
Refresh Survey 

2018 Pew Research 
Center internet core 
trends telephone survey 

2018 Pew Research 
Center internet core 
trends telephone survey 

Generic 
congressional ballot 

 

  

2018 House of 
Representatives popular 
vote 
 

Note: Estimates from the ACS are based on non-institutionalized adults. The Division by MSA benchmark comes from the U.S. Census 
Bureau's 2016 American Community Survey. Division by Metropolitan Status adjusts for the oversampling of rural households from 
KnowledgePanel.For Waves 38 and 39, voter registration is calculated using procedures from Hur, Achen (2013) and rescaled to include 
the total US adult population. For Wave 39, House of Representatives popular vote compiled by David Wasserman and Ally Flinn at the Cook 
Political Report. 

PEW RESEARCH CENTER 
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Defining the ‘engaged’ or ‘heavy’ Twitter user 

Examining a small group of high-volume tweeters – the technique used in the body of this report – 
does not capture the broader set of activities that may define highly engaged users – such as 
following, liking and being followed by others. To better understand engaged users in general, and 
to ensure that the picture drawn by the behavior of heavy tweeters was broadly resonant with a 
more nuanced definition of engagement, researchers used a clustering model based on an array of 
behaviors to classify all respondents’ accounts into two groups: light users (who tweet less, follow 
less, like less and have fewer followers) and heavy users (who are more engaged on all these 
dimensions). 

To create these two groups, 
researchers used a model that 
incorporates information 
about how often people tweet, 
how many accounts they 
follow, how many accounts 
follow them, how many tweets 
they “like” and how long 
they’ve been active on the 
platform. Researchers were 
not able to measure how 
frequently users logged into 
Twitter and passively viewed 
content, however. The Twitter 
API only provides access to 
posts, favorites, which 
accounts users follow, which 
accounts follow users, 
retweeting and quote-
tweeting. 

The research team used a 
technique called K-means 
clustering to identify highly 
active users using this broader 
set of measures. The method 

Cluster analysis of Twitter behavior shows distinct 
groups in terms of posting, favoriting behavior 

 
Note: No institutional accounts are included. 
Source: Survey of U.S. adult Twitter users conducted Nov. 21-Dec. 17, 2018. Social media 
data collected via Twitter API. 
“Sizing Up Twitter Users”   

PEW RESEARCH CENTER 
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takes a set of variables and a predetermined set of clusters and classifies users into groups based 
on whether a given user’s behavior is most similar to the mean of one cluster or another. 

The cluster model used as inputs: 

§ Number of posts per day 
§ Number of favorites per day 
§ Number of followers 
§ Number of accounts following 
§ Account age 

Researchers took the log of each of the above variables and fit a K-means model to classify users 
into groups. Using this technique, they classified 60% of Twitter users as heavy users and 40% as 
light users. The heavy user cluster showed a higher correlation across all the input variables 
relative to the light users cluster. Researchers tested alternative clustering models and increased 
the cluster size to three, but this created an additional very small group of users without distinctive 
behavioral patterns. 

Unsurprisingly, heavy users are more likely to report using Twitter frequently in daily life than 
those labeled as light users, but the top 10% of users by tweet volume still eclipse them by a 
substantial margin, with 61% of heavy users saying they use the site daily, compared with 33% of 
light users. And 81% of the top 10% of tweeters by volume say they use the platform daily. 

Heavy users are more likely to use automated tools to post compared to light tweeters: 18% of 
heavy users say they have given permission for automated tools to post on their behalf, compared 
with 13% for light users. Among the top 10% of tweeters, 25% say they have given permission to 
post on their behalf. 

Heavy users spend more of their time tweeting about politics. The study found that 22% report 
discussing politics on Twitter within the last 30 days, compared with just 6% of light users. For 
comparison, 42% of those in the top 10% of tweeters say they have tweeted about politics in the 
last 30 days. Indeed, 74% of those in the light user group say they never tweet about politics, 
compared with 46% for heavy users. Just 28% of users in the top 10% of tweeters say they never 
tweet about politics. 

Heavy users are more likely to be Democrats and to identify as liberal than light users. 64% of 
heavy users identify as Democrats or lean toward the party, compared with 55% of light users. By 
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comparison, 61% of the top 10% of tweeters by volume identify as Democrats or lean toward the 
Democratic Party. 

Similar to top 10% tweeters, heavy users are also more likely to be women (52% compared with 
46% for light users). The study also finds that 65% of users in the top 10% by tweet volume are 
women. 
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PEW RESEARCH CENTER  
SURVEY OF TWITTER USERS  

FINAL TOPLINE 
NOVEMBER 21 – DECEMBER 17, 2018 

TOTAL N=2,791 
 
ASK ALL: 
TWITTER_USE About how often do you use or visit Twitter? 
 

Nov 21- 
Dec 17 
2018 

 

36 Several times a day 
14 Once a day  
21 A few times a week 
6 Once a week 
13 A few times a month 
11 Once a month or less 
* Refused 

 
ASK ALL: 
COMATTACH In general, how attached do you feel to your local community? 
 

Nov 21- 
Dec 17 
2018 

 

12 Very attached 
47 Somewhat attached 
33 Not too attached 
7 Not at all attached 
1 Refused 

 
 
ASK ALL: 
VOTED Which of the following statements best describes you: 
 

Nov 21- 
Dec 17 
2018 

 

27 I did not vote in the 2018 congressional election 
11 I planned to vote but wasn’t able to 
60 I definitely voted in the 2018 congressional election 
1 Refused 
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ASK ALL: 
TWAUTO Some websites, online games, and organizations ask for permission to post 

tweets on behalf of others. Have you ever given permission for someone other 
than you to post tweets on your behalf? 

 
 [RANDOMIZE ORDER OF RESPONSE OPTIONS; CAPTURE RANDOMIZATION] 
 

Nov 21- 
Dec 17 
2018 

 

16 Yes, I have given permission 
83 No, I have not given permission 
1 Refused 

 
ASK ALL: 
JOKE1 Which comes closer to your view, even if neither is exactly right? 
 
 [RANDOMIZE ORDER OF RESPONSE OPTIONS; CAPTURE RANDOMIZATION] 
 

Nov 21- 
Dec 17 
2018 

 

39 Offensive content online is too often excused as not a big deal 
59 Many people take offensive content they see online too 

seriously 
2 Refused 

 
ASK ALL: 
FAIRTRT Overall, in our country today, would you say that… 
 
 [RANDOMIZE RESPONSE OPTIONS 1 AND 2, WITH 3 ALWAYS LAST, 

RECORD ORDER] 
 

Nov 21- 
Dec 17 
2018 

 

64 Blacks are treated less fairly than whites 
6 Whites are treated less fairly than blacks 
28 Both are treated about the same 
2 No Answer 

 
 
ASK ALL: 
WOMENOPPS Which statement comes closer to your own views — even if neither is exactly 

right? 
 
 [RANDOMIZE RESPONSE OPTIONS, RECORD ORDER] 
 

Nov 21- 
Dec 17 
2018 

 

36 The obstacles that once made it harder for women than men to get ahead 
are now largely gone 

62 There are still significant obstacles that make it harder for women to get 
ahead than men 

1 No Answer 
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ASK ALL: 
IMMCULT2 Which statement comes closer to your own views — even if neither is exactly 

right? 
 
 [RANDOMIZE RESPONSE OPTIONS, RECORD ORDER] 
 

Nov 21- 
Dec 17 
2018 

 

33 The growing number of newcomers from other countries threatens 
traditional American customs and values 

66 The growing number of newcomers from other countries strengthens 
American society 

2 No Answer 
 
ASK ALL: 
PARTY In politics today, do you consider yourself a: 
 

Nov 21- 
Dec 17 
2018 

 

21 Republican 
36 Democrat 
29 Independent 
13 Something else 
2 No Answer 

 
 
ASK IF PARTY=3,4 OR DID NOT RESPOND TO PARTY [N=990]: 
PARTYLN As of today do you lean more to… 
 

Nov 21- 
Dec 17 
2018 

 

15 The Republican Party 
25 The Democratic Party 
4 No Answer 

 
 
 
 
PROGRAMMING NOTE: RANDOMLY ASSIGN HALF OF RESPONDENTS ‘VERY LIBERAL’ AT THE 
TOP AND ‘VERY CONSERVATIVE’ AT THE BOTTOM, OTHER HALF SEES THE REVERSE, ALWAYS 
KEEPING 10 AT THE TOP AND 0 AT THE BOTTOM EACH TIME. PLEASE KEEP DIRECTION OF 
LABELING ACROSS THE THREE QUESTIONS THE SAME FOR EACH INDIVIDUAL RESPONDENT.  
 
 
 
 
ASK ALL: 
IDEOSELF Please click where you would place YOURSELF on the scale below. [RANDOM HALF 

VERY LIBERAL AT THE TOP AND VERY CONSERVATIVE AT THE BOTTOM, OTHER 
HALF SEES THE REVERSE, ALWAYS KEEPING 10 AT THE TOP AND 0 AT THE 
BOTTOM EACH TIME. KEEP THE SCALE THE SAME FOR IDEODEM, IDEOREP, AND 
IDEOSELF.] 
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Nov 21- 
Dec 17 
2018 

 

5 10 – Very conservative 
3 9 
6 8 
6 7 
9 6 
26 5 
10 4 
12 3 
9 2 
5 1 
7 0 – Very liberal 
2 No Answer 

 
ASK ALL: 
POLTWEET Have you ever tweeted or retweeted about politics? 

Nov 21- 
Dec 17 
2018 

 

57 No 
26 Yes, but not in the last 30 days 
16 Yes, in the last 30 days 
1 No Answer 

 
 

 


