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Virus on the screen: consumption habits of the television audience in Spain and Italy 
(2019-2022) 

El virus en la pantalla: hábitos de consumo de la audiencia televisiva en España e 
Italia (2019-2022)

Resumen
Los efectos de la pandemia afectan a múltiples 
facetas de nuestra vida incluidas aquellos relativos 
a los medios de comunicación. En el ámbito 
televisivo la pandemia llegó en un momento de 
gran transformación del sector. Tras más de dos 
años desde su inicio en esta investigación se 
presenta un estudio diacrónico, que cubre cuatro 
años, y comparativo entre Italia y España. Partir de 
una perspectiva temporal mayor constituye el valor 
diferencial de esta investigación ya que se propone 
evaluar qué dinámicas subsistieron o cambiaron tras 
el confinamiento una vez iniciado el proceso de 
vuelta a la normalidad. 
Esta investigación pretende conocer mediante 
una metodología exploratoria descriptiva de corte 
cuantitativa el consumo lineal de la televisión por 
parte de la población de ambos países tratando 
de identificar los hábitos de la audiencia y las 
variaciones en los comportamientos de la población 
respecto al medio televisivo. El análisis realizado 
nos permite confirmar que el consumo mediático 
durante la primera fase de la pandemia supuso una 
excepcionalidad en la evolución de la televisión en 
ambos países pero no introdujo dinámicas nuevas 
en los años posteriores sino que potenció tendencias 
ya existentes. 
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Abstract
The effects of the pandemic affect multiple areas 
of our lives, including those related to the media. In 
the television field, the pandemic came at a time of 
great transformation in the sector. After more than 
two years since its inception, this research addresses 
a diachronic study that covers four years, and 
comparative between Italy and Spain. Starting from 
a longer time perspective constitutes the differential 
value of this study since it aims to assess what 
dynamics subsisted or changed after confinement 
once the process of returning to normality began.
This research intends to know, through a quantitative 
descriptive exploratory methodology, the linear 
consumption of television by the population of 
both countries, trying to identify the habits of the 
audience and the variations in the behavior of the 
population with respect to the television medium. 
Analysis carried out allows us to confirm that media 
consumption during the first phase of the pandemic 
was exceptional in the evolution of television in both 
countries, but it did not introduce new dynamics but 
instead strengthened existing trends. 
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1. Introduction 

The Sars-CoV-2 pandemic has resulted in multiple changes in people’s lives. It rocked our routines 
and lifestyles, introduced practices very far removed from our customs, and reinforced pre-existing 
dynamics. In the field of television, the pandemic occurred at a moment of great change in the 
sector (Scaglioni, 2021a). The context was that of fluid television (Quintas-Froufe & González-Neira, 
2016) in which it was ever more difficult to distinguish between makers and users after the irruption 
of multiple and varied actors such as YouTube, Netflix or Amazon Prime. The traditional channels had 
begun a forced restructuring process because of the new competition and the explosion of digital 
consumption (Francés & Peris, 2022). As indicated by López-Cepeda & Tilli (2022: 366), among the 
traditional broadcasters, the public television companies found themselves deep in a complex crisis, 
facing great challenges. All this in the framework of a media convergence process that facilitated 
transmedia strategies due to the spread of mobile devices, improvement of internet connections and 
the social network boom. Digitalization was altering every work stage of what had been the king of the 
media, from preproduction to production and even the new business models facing a new competitive 
panorama. The pandemic, then, appeared in a new hybrid media system (Chadwick, 2017) in which 
television, radio and the press were constantly interacting with the digital platforms.

The confinement because of the pandemic was a months-long large-scale scientific experiment. For 
the first time in the history of European television we experienced the concept of a simultaneous captive 
audience as, for several months, Europe underwent a lockdown which had only been seen previously 
during periods of war and natural disasters. Leisure and socialization possibilities were reduced and 
television was a window to the outside through which a large share of the population peeked. The 
passage of time often seemed to slow down and the small screen became a refuge in a situation of 
unexpected crisis. As stated by Scaglioni (2020), it defined new internal timings and changed family 
dynamics as, once again, complete families came together for news bulletins or special broadcasts 
(bulletins by leaders, or religious events in the case of Italy). However, we cannot compare the term 
captive audience to that of the past, as occurred during the Franco dictatorship (Antona Jimeno, 
2016), since there is no doubt that the digital setting eased the months of seclusion by multiplying the 
potential for leisure and personal contact. In the era of active audiences, this seclusion did not impede 
the existence of a great variety of digital content which completed the offer of linear television. 

Extraordinarily, there was a coincidence of two factors that created an unprecedented state of affairs. 
On the one hand, the impossibility of enjoying leisure outside one’s home; on the other the urgent 
need for information in the critical situation caused by the pandemic (political decisions, the impact of 
COVID, learning how to avoid contagion, etc.). On this point, there is a varied bibliography underlining 
the value of communication and publicity in times of crisis (Puebla Martínez, Vinader Segura & Navarro 
Sierra 2022; Blanco-Herrero, Gallardo-Camacho & Arcila-Calderón, 2021; Casero-Ripollés, 2020; Masip et 
al., 2020; Muñiz, 2011; Davis & French, 2008; Seeger, Sellnow & Ulmer, 2003).

As indicated by Mihelj, Kondor & Štětka (2022), the pandemic was like a “hybrid media event” (Vaccari, 
Chadwick & O’Loughlin, 2015), with audiences who combined television broadcasts with the use of 
social networks and news sites. There is no doubt but that television played a crucial role in the everyday 
life of the locked-down population (Scaglioni & Sfardini, 2020), and so there was a generalized rise in 
audience numbers. In spite of the growth of the digital media, television maintained its lead in the 
different media. In Spain, according to the Centro de Investigaciones Sociológias (2020), during the 
lockdown, 72.4% of Spaniards followed the news on the diverse communication media to a greater 
extent, and 69.3% watched more series, films and documentaries on television (this last percentage 
reached 72.3% in September 2021). In Italy, during the first weeks of the pandemic in the first lockdown 
(March 2020), television consumption grew 20% on average and in the first stages people were most 
interested in news; later there was more interest in entertainment content, particularly in lifestyle theme 
channels (+10%) and those specializing in cinema and fiction (+9%) (GFK, 2020).

The pandemic has focused the research of many scholars in the field of communication from different 
and varying perspectives and has fostered the publication of innumerable studies. If we limit this to 
the area of television audiences, diverse works have thoroughly explored media consumption during 
the lockdown (Mihelj, Kondor & Štětka, 2022; Cobos, 2021; Llorca Abad, 2021; Scaglioni, 2021b; Calvo 
Gutiérrez & López Frías, 2020; Fieras Ceide, Túñez López & Vaz Álvarez, 2020; Mikos, 2020). There is 
considerable bibliography on how society was informed at a time of crisis, what strategies were used by 
the media, mainly by television (Rosique Cedillo & Flores, 2022; Maloney et al., 2022; Geni, Briandana & 
Umarella, 2021; Morejón Llamas, 2021; Rebolledo, González & Olza, 2021; Villena-Alarcón & Caballero-
Galeote, 2020), and on how society gathered its information during this period, that is to say, what 
media they chose and why (Bernal, 2021; Mora-Rodríguez & Melero-López, 2021; Van Aelst et al., 2021; 
Lemenager et al., 2021; Masip, Ruiz Caballero & Suau, 2021; Sanjuán Pérez et al., 2020; Montaña Blasco, 
Ollé Castellà, & Lavilla Raso, 2020; Moreno, Fuentes-Lara y Navarro, 2020; Nielsen et al., 2020; López-
Rico, González-Esteban & Hernández-Martínez, 2020), outstanding amongst which is the lead role of 
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television and the digital media. Casero-Ripollés (2020) contributed one of the first reflections on the 
communication and democratic consequences of people’s news practices during Covid-19. Special 
attention has been paid in these studies to the state-owned media during the pandemic, which have 
been analysed by López-Cepeda & Tilli (2022) or Túñez-López, Vaz-Álvarez & Fieiras-Ceide (2020).

In other cases, these analyses have been carried out from perspectives as varied in the field of 
audiences as the study of viewing during the lockdown from the uses and gratifications theory (Igartua, 
Ortega-Mohedano & Arcila-Calderón, 2020; Rochyadi-Reetz, Maryani & Agustina, 2020) or by analysing 
the influence of restrictions to mobility on media consumption (Silva-Torres, Martínez & Cambra, 2022). 
In view of the lack of immediate official data, a high proportion of the works published on audience 
behaviour during the first few months of the pandemic opted for surveys as their main methodology 
(Bernal, 2021; Skarpa & Garoufallou, 2021; Stjernswärd, Ivert & Glasdam, 2021; Arana Arrieta, Mimenza 
Castillo & Narbaiza Amillategi, 2020; Masip et al., 2020; Montaña Blasco, Ollé Castellà, & Lavilla Raso 
2020; Moreno, Fuentes-Lara & Navarro 2020). In addition, there have been numerous research works 
on the consumption during the lockdown of social networks and new platforms (YouTube, Tik Tok, 
Facebook, Twitter), on misinformation and fact-checking, which are outside the remit of this work.

We believe that over two years after the beginning of the pandemic, there is a need to undertake a 
diachronic comparative study between Italy and Spain. The principal objective (PO) is to understand 
the linear consumption of television by the population of the two countries by identifying audience 
habits and the variations in people’s behaviour regarding the TV media. Using a longer timescale 
constitutes the differential value of this research in its analysis of the impact the pandemic had on 
television consumption, understanding how it affected the aforementioned process of evolution. That is 
to say, the aim is to assess which dynamics subsisted or changed after the lockdown, once the process 
of returning to normality had begun. 

In order to better understand this evolution, we must underline a few key dates which allow us to 
contextualize their reality analysed in the two countries:

Italy: 

• 31 January 2020: first cases detected in two Chinese tourists.
• 31 January 2020: a state of emergency was declared.
• 31 February 2020: first patient hospitalized in Codogno (Lombardy).
• 5 March 2020: closure of schools and universities.
• 11 March de 2020: start of lockdown all over the country.
• 3 June 2020: return of interregional mobility.
• 31 March 2022: end of state of emergency.

Spain: 

• 31 January 2020: first case detected in La Gomera in a German tourist.
• 12 March 2020: cancellation of classes all over Spain.
• 14 March 2020: state of alarm was declared. Lockdown.
• 11 May 2020: start of de-escalation in certain Autonomic Communities.
• 21 June 2020: end of state of alarm.
• 25 October 2020: start of second state of alarm.
• 9 May 2021: end of second state of alarm.
• 28 March 2022: end of quarantine positives with mild symptoms.

Likewise, to better contextualize the data, we must remember that Italy has a population of 59.55 million 
while the population of Spain is 47.35 million. In Italy, the under-14s make up 12.89% of the population 
and those over 64 make up 23.54% (Expansión, 2022). This is very similar to the data for Spain in which 
the under-14s make up 13.97% and those over 64 make up 20.09%. 

2. Methodology
In this research with an international comparative focus, like that carried out by Van Aelst et al. (2021) or 
Mihelj, Kondor & Štětka (2022), linear television consumption in Spain and Italy is analysed. The choice of 
these two countries is because they were the European states most affected by the pandemic during the 
first weeks of the first wave and they belong to the same polarized and pluralist media system presented 
by Hallin & Mancini (2004), which equates them in their media systems and in the chronological events 
of the first phase of the health crisis.
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The research also presents a diachronic perspective as, starting with an analysis of consumption prior to 
the pandemic (2019), it compares it with consumption during the lockdown (2020), with the following 
year when certain restrictions to mobility still existed and with 2022 when an obliged return to normality 
was imposed. In this way a picture is obtained of pre-pandemic consumption, of what occurred during 
the lockdown, and what persists after two years. This does not, then, mean offering a snapshot of this 
consumption, but rather the contribution of a broader, more in-depth study that analyses which practices 
have remained after a year immersed in the health crisis and to check whether linear television, thanks 
to the pandemic, has regained part of the hegemonic role it had decades ago. 

Together with Internet, TV media was one of those that benefited most from the lockdown, as confirmed 
in earlier research (Arana Arrieta, Mimenza Castillo & Narbaiza Amillategi, 2020; Forteza Martínez, 2020; 
Montaña Blasco, Ollé Castellà & Lavilla Raso, 2020) and it was also the main source of information on 
the disease and the evolution of the pandemic in Spain (Silva-Torre, Martínez y Cuesta, 2022; Igartua, 
Ortega-Mohedano & Arcila-Calderón, 2020).

The selected methodology was exploratory and descriptive (Fieras Ceide, Túñez López & Vaz Álvarez, 
2020) and quantitative-comparative. It must be underlined that this research on the impact of the 
pandemic on television is structured in two phases. In the first phase, the results of which are presented 
here, the linear consumption of television contents is analysed. In a later phase, digital consumption and 
what occurred with the OTT platforms will be studied. In this way a complete picture will be obtained 
of how the pandemic has affected audience behaviour in a hybrid media context at the present 
moment. 

The research will be twofold. On the one hand the official audience data for both countries from 2019 
to 2022 will be analysed in accordance with the following parameters which describe the behaviour of 
the television public: 

a. Average consumption time 
b. Daily cumulative audience 
c. Generalist and theme channels with the highest viewer numbers 
d. Most followed programs 

These parameters are those traditionally used in the quantitative study of the television audience. In 
addition, these data will be compared so as to detect similarities and differences between the viewers 
of the two countries. The official sources used were, in the case of Spain, Barlovento Comunicación, 
GECA and Kantar Media, while for Italy they were Auditel, Censis, Geca Italia, Comscore-Sensemakers, 
together with those offered by the European Broadcasting Union and the European Audiovisual 
Observatory. In as far as those parameters allowed, the research focused on the comparison of viewer 
behaviour during the months of March, April, May and June of the years mentioned. This period was 
chosen as it corresponds to the toughest phase of the lockdown in 2020, and permits the diachronic 
assessment of potential changes in consumer dynamics. At all times, endeavours were made to choose 
comparable data so as to resolve the potential methodological differences on issues of audience 
measurement as applied by the two major multinational companies responsible in the two countries: 
Kantar Media (Spain) and Nielsen (Italy)[1].

3. Results
Next, we show the results grouped in accordance with the parameters described above. 

3.1. Average consumption time 
The data indicate that in the two countries there is a trend towards rising consumption of linear television 
that goes back to previous years. As Graph 1 indicates, the year 2020 was an exception to this evolution 
due to the lockdown which triggered off consumption records in both countries. In Italy, for example, 
the peak of 376 minutes was registered at the end of March (Confindustria, 2021). In Spain, the record 
occurred on Sunday, 15 March, with 344 minutes per person per day (Barlovento, 2020a); this was the 
highest consumption ever in Spain since the beginning of audience measurement (Barlovento, 2020a). 
Given the limits on mobility in Spain, it was precisely in that year that ‘guest’ consumption, which had 
been measured since 2017 by Kantar Media, dropped to 5 minutes. 

This period of seclusion meant that groups which were traditionally far-removed from the small screen 
and more accustomed to the digital media, such as children and young people, became attracted 
to television (González-Neira & Berrocal Santiago, 2020). In Spain, the 13-24 age group increase their 
consumption by almost 60% during the first two weeks of lockdown, while the average time for the 
youngest group (4-13) increased by 48%, according to the Kantar Media data. Initially, in the first few 
weeks, linear television consumption increased among all target groups, but it was also particularly 
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relevant among those who traditionally watch the least television, that is, young people. If we compare 
the average consumption between 2019 and 2020, we find an increase of 15% in the 4 to 14-year-old 
group (from 211 to 239 minutes) and over 10% increase for the up-to-35 target group. Unquestionably, 
this was a perfect opportunity for some channels to foster the discovery of this media among social 
groups who were little accustomed to watching linear television. However, the Kantar Media data on 
consumption in Spain for the following year indicate that this was just a passing trend, as in 2021, the 4 
to 12 age group reduce its consumption by 26% when compared to 2020, and the 13 to 24 age group 
consumption dropped 21%, reaching figures much lower than those for the year 2019. Linear television 
did not manage to capture these population groups. This decrease is common to other European 
countries according to the EBU data (2022).

In annual terms for 2020, all age groups increased their viewing in both countries. In Italy, the over-65 
sector rolls up to 485 minutes; in Spain this was 387. Outstanding is the fact that for this age group in Italy 
the consumption time remained high in the following years, while in Spain it dropped slightly although 
this was the group that least reduced their linear consumption. 

Graph 1: Average consumption time expressed in minutes 

Source: Barlovento Comunicación (2019, 2000c, 2021) and Auditel. Prepared by the authors.

The lockdown also altered the traditional viewing timetables. In fact, the morning timeslot in Spain in 
March 2020 increased by 64.5%, and the afternoon and evening slots increased by over 40% (Barlovento, 
2020a). Data from Kantar Media (2020) indicates that one of the groups with the greatest changes in 
their habits were children between the ages of four and 12, because, as they got up later, the viewer 
peak during breakfast time was delayed and consumption was higher throughout the day. The 18 to 
30 age group also increased their viewing particularly during lunchtime and dinnertime, coinciding with 
the news bulletins. It is undeniable that the audience indexes reflect the social dynamics, as during this 
lockdown period there was a drop in audience numbers in holiday homes due to the restrictions on 
mobility together with the above-mentioned decline in ‘guest’ consumption, the numbers for which 
have been gathered by Kantar Media since 2017. In addition, an 8% increase in shared viewing has also 
been found. During the lockdown, there was a return to collective viewing combined with television 
socialization using Twitter, as, in March 2020, there was an increase in the social audience of over one 
and a half million users (González-Neira & Berrocal Santiago, 2020).

In Italy, during the initial phases of the pandemic and later during the lockdown, linear television 
consumption grew among all the target groups. Particularly worth mentioning is the growth of co-viewing, 
that is, shared viewing by family members within the home, parents (sometimes grandparents) and 
children. In fact, the Auditel data very precisely map shared viewing, which, in March 2020, increased 
by 12% in comparison with the same period the previous year. This was a considerable difference and 
showed that in Italian homes, at least once a day (mainly at peak viewing times), television became 
an instrument for family gatherings. The evening news bulletin was, for example, a clear moment for 
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co-viewing: the Tg1 data recorded in 2020 (ratings which are also close to 10 million viewers, since 
the beginning of the pandemic) include children (a target that reached 20% of the share and young 
people (almost 30% of the quota). Another example of shared viewing was fiction. The most viewed 
title of the season in family groups, for example, was the series Doc. Nelle tue mani, with audience data 
which in 2020, were over 20% amongst children, reaching 30% among teenagers and much higher 
figures amongst adults (parents).

Also in spring 2020, apart from the news, what was outstanding was fiction and feature films (with 
21.5% of the total time dedicated to TV), together with entertainment (26,7%). This latter figure is the 
most surprising because the production of most programs, during those weeks, was halted by the 
advent of the coronavirus, and most channels were forced to broadcast many re-runs. Nevertheless, 
in an attempt to forget the reality of the pandemic to a certain extent, even the repeats attracted a 
significant share of the audience. Suffice to remember, for example, the almost five million viewers of 
the entertainment program Ciao Darwin 8. Terre desolate on Saturday nights, or the almost four million 
watching the famous presenter Fiorello on Viva Raiplay, which was available for months on the Rai on-
demand platform and had been frequently rerun. 

On this point, we must highlight the exception of Amici di Maria de Filippi which continued its production 
almost regularly during the months of lockdown. In fact, it closed the 2020 season with almost 5 million 
viewers and 22.8% share.

Continuing with this line of shared viewing, it must be noted that, as in Spain, social television messages 
were intensified during the spring of 2020. The increase was almost 90% in certain months (Scaglioni, 
2021b).

3.2. Daily cumulative audience
In the case of Italy, we consider the period of the start of the pandemic (spring 2020) and compare it 
with the months of March, April, May and June of the previous year (2019) and after the lockdown (2021 
and 2022). As can be seen in Graph 2, the effects of the pandemic were exhausted during spring 2020. 
Traditional television lost almost million viewers if we compare June 2020 with the same month in 2019. It 
is confirmed that the data for the months of March and April 2021 were higher than those of the same 
pre-pandemic period in 2019, meaning that the effects of the lockdown were still notable. However, in 
2022 there has been a clear drop in comparison with previous years.

Graph 2: Average cumulative audience in Italy 

Source: CeRTA with data from Auditel (2020)

On analysing this variable in the case of Spain, we also find the number of people in contact on a daily 
basis with the media has slowly decreased since 2019 (with the exception of 2020). If we compare the 
cumulative audience percentage of the first month analysed (March 2019) with the last (June 2022), a 
noticeable difference of 10%, that is, some 4 million people, is confirmed. As was found regarding viewing 
times, which have been commented earlier, the tendency going back to previous years continues. 
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Graph 3: Average cumulative audience in Spain (2019-2022)

Source: Barlovento Comunicación (2019, 2020b, 2021, 2022). Prepared by the authors

Then again, we must insist on the fact that the audience behaviour in 2020 is anomalous, since, during 
the lockdown, the cumulative audience in these months is higher than the previous year (with the 
exception of 2020), as can be seen in Graph 3. In the case of Spain, the effects of lockdown are fewer 
in 2021 as the average audience is very similar to that of 2019.

Likewise, we must also highlight the data on “televisiophobes” (see Graph 4)[2], that is, the people who 
have not tuned in even one minute to television during the month in question. Inversely proportional 
to the data offered earlier, in Spain the figure has increased slowly during the period analysed year by 
year. This data is not available for Italy so a comparative analysis cannot be carried out.

Graph 4: Number of televisionphobes in Spain 

Source: Barlovento Comunicación Barlovento Comunicación (2019, 2020b, 2021, 2022).

The difference between March 2019 and June 2022 is over twofold, as, compared to the 2.4% of 
televisionphobes (which at that time meant 1,087,000 individuals), in June 2022 this percentage had 
risen to 5.8 (that is, 2,658,000 people).

3.3. Generalist and theme channels with the highest viewer numbers 
During the period analysed, in Italy there was scarcely any change in viewer preferences as Rai1 led the 
rankings in the three years studied, followed by Canale 5 as can be seen in Table 1. The pre-eminence 
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of the first Italian public service network broadcaste is confirmed (Rai1, with the quota of between 16.4% 
in 2019 and 17.18% in 2021), as is that of the first private broadcaster (Canale 5, with a share of between 
15.5% in 2019 and 15.39% in 2021).

Table 1: Italian generalist and theme channels with the highest audience 
 share between 2019 and 2021

Years
Generalist Theme

Channel Share Channel Share

2019

Rai 1 16.35 Real Time 1.6

Canale 5 15.48 Rai 4 1.36

Rai 3 6.81 Rai Premium 1.28

Rai 2 5.58 Iris 1.18

Italia 1 4.86 Rai Yoyo 1.17

2020

Rai 1 16.46 Real Time 1.14

Canale 5 15.03 Rai 4 1.38

Rai 3 This .94 Rai Premium 1.27

Rai 2 4.96 Iris 1.24

Italia 1 4.76 Rai Movie 1.15

2021

Rai 1 17.18 Rai Premium 1.38

Canale 5 15.39 Real Time 1.36

Rai 3 17.19 Rai 4 1.32

Rai 2 5.07 Iris 1.24

Italia 1 4.35 Rai Movie 1.1

Source: Auditel. Prepared by the authors

On this point, a clear contrast can be appreciated with the Spanish media system in which the position 
of the public corporation is becoming ever more of minority interest. For years it has been facing an 
audience crisis, as can be seen in the data in Table 2. Even though it is based on a duopoly system unlike 
the Spanish one, it must be pointed out that in Italy the three public channels are among the four most 
viewed channels, and that the audience share of Rai1 is double that of La 1. 

As regards the theme channels (Table 1), in the three years analysed the same preferences (except for 
the swing between Rai Yoyo and Rai Movie) are maintained, almost always in the same order. Once 
again, the Italian public corporation shows its strength as four of the five most viewed theme channels 
belong to the RAI group. It is notable that the audience shares for this type of channels in Spain are 
lower and none rises over 2%. 

The preferences of the Spanish audiences also remain unchanged during this period, even during the 
anomalous year 2020 as shown in Table 2. Thus, this is the only parameter analysed that, in 2020, follows 
the trend of the years before and after. Accordingly, viewer loyalty to the different channels continues 
over these years. In the generalist channels, Telecinco keeps its lead, followed by Antena 3 and there 
is a steady decline of La 1 de TVE. Given that the research has concluded before the end of 2022, the 
data for this year are not included. Nevertheless, it must be pointed out that in the first seven months 
of 2022, there has been a major modification due to the change in leadership for the most viewed 
channel, which is now Antena 3, after 35 months of leadership by the main Mediaset channel (Tele 5). 
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Table 2: Spanish generalist and theme channels with the highest audience 
 share between 2019 and 2021 

Years
Generalist Theme

Channel Share Channel Share

2019

Telecinco 14.8 FDF 2.8

Antena 3 11.7 Energy 2.4

La 1 9.4 Neox 2.4

La Sexta 7 Nova 2.2

Cuatro 5.3 Divinity 1.9

2020

Telecinco 14.6 FDF 2.6

Antena 3 11.8 Nova 2.5

La 1 9.4 Energy 2.3

La Sexta 7 Neox 2

Cuatro 5.4 Divinity 1.9

2021

Telecinco 14.9 Nova 2.4

Antena 3 13.8 FDF 2.4

La 1 8.8 Energy 2.1

La Sexta 6.4 Divinity 1.9

Cuatro 5.3 Neox 1.8

Source: Barlovento Comunicación (2019, 2020b, 2021, 2022). Prepared by the authors

As regards the theme channels, the Spanish audience also prefers the same channels although, on this 
occasion, the order has changed in some years because a one decimal point rise or fall has a major 
impact in this classification, as in the case of Neox. None of these channels belongs to the Spanish 
public broadcasting corporation.

3.4. Programs with the greatest following
On analysing the preferences of the Italian public for the programs with the greatest number of viewers 
during this period, we find that there is a certain continuity in all the years studied, independently of 
state of the pandemic. The most viewed broadcasts in the month of June were usually soccer matches. 
In 2019, 2021 and 2022, the five most viewed programs were soccer competitions, and even in 2020, a 
pandemic year, three of the five broadcasts also corresponded to the king of sports. For that matter, 
2022 returned to the 2019 trend in that, among the most viewed programs in these four months, 50% 
were broadcasts of soccer matches. A similar trend can be seen in Spain during the same period as will 
be seen below. As Graph 5 shows, in the 16 months analysed, a football match was the most viewed 
program by far in Italy.
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Graph 5: Programs most viewed in Italy (2019-2022)

Source: Auditel. Prepared by the authors

The results obtained from the analysis of the five most viewed programs each month indicate that, after 
the 2020 standstill, which we will detail below, the preferences of the Italians have changed very little 
compared to the pre-pandemic period. After soccer, Italian series were the second most preferred 
format. On this point, it must be underlined that they were all of national production such as Che Dio 
ci aiuti (Rai, 1, 2019), Mentre ero via (Rai 1, 2019), Doc - Nelle tue mani (Rai 1, 2020) with the exception 
of Leonard (Rai 1, 2021) and Il nome della rosa (Rai 1, 2019) which were co-productions. Thus, there is 
a clear predilection for Italian-made programs when compared to major international blockbusters, 
which is probably due to programming changes in view of the OTT offer that prioritizes foreign series. 

Among the four, what stands out is the success of some fiction products which have been on Italian 
TV schedules for a very long time, such as Il Commissario Montalbano (Rai1, premiered in 1999), Don 
Matteo (Rai1, premiered in 2000), Un passo dal cielo i guardiani (Rai1, premiered in 2011), along with 
new series like Vivi e lascia vivere (Rai1, premiered in 2020).

Game shows, of different types, also appear in these classifications, in a minor way. Specifically, there 
is the continued success of Soliti ignoti il ritorno (Rai1, 2019, 2020, 2021, 2022) and the talent show Amici 
(Canale 5, 2021). In contrast with Spain, there are no reality shows in this classification, a point which 
shows a great difference in the preferences of the audiences in the two countries.

Although they are not habitual programs on the Italian schedule, there are two similar interconnected 
events which, between them, break the records for audience figures: the Festival de San Remo (Rai1, 
March 2021) with an audience share of 49.9% viewed by over 13 million people and the 2022 Eurovision 
Song Contest (Rai1), with 41.9% audience share and 6.590.000 viewers[3]. 

The data analysed lead to the conclusion that Italian television has a clear value as a tool for leisure and 
entertainment, over and above its news value. While in each of the years examined this classification 
includes at least three news programs (mainly TG1, Rai1, and TG5, Canale 5 on two occasions), the 
remainder of the most followed broadcasts correspond to entertainment programs (Italian series, sports 
and game shows).

Indisputably, the year 2020 breaks with this tendency for two reasons. On the one hand, because seven 
of the broadcasts most viewed during these months correspond to news programs with extraordinarily 
high consumption data due to the health crisis (TG1, March 9 2020, with over 10 million viewers and a 
33.4% share; TG1 on March 28, over 9 million and a 31.3%; TG1 April 26 with 35.3% and over 10 million 
mean audience; TG1 May 14 with 24.2% and almost 7 million viewers; TG5 with 21.6% and over half a 
million, a similar figure to that of TG1 with 25.4%). On the other hand, 2020 is outstanding because of the 
occurrence of three religious programs among those most followed in April, coinciding with Holy Week 
(in contrast with what occurs in Spain). During the lockdown, Italian television, then, covered different 
needs from those that correspond to the period before and after the pandemic, as it complemented its 
usual entertainment role with another in keeping with the context experienced. 
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The predominance of the public service channel Rai1 was overwhelming and remained so during the 
period analysed, that is to say, the pandemic did not significantly alter preferences in this sense. Of 
the 20 programs most viewed in these months in 2019 and 2020, only one was not broadcast by Rai1, 
but by Mediaset’s Canale 5. In 2021, this figure was three and in 2022 five programs by Canale 5. This 
characteristic is very different from the behaviour of the Spanish audience. 

In the case of Spain, the state of the pandemic overwhelmingly determined and influenced the choice 
of the viewers. In the year before the pandemic, soccer matches (the Europa League and Copa del 
Rey), as is habitual in Spain (González-Neira & Quintas-Froufe, 2020), cornered the ranking of the most 
viewed programs in three of the four months analysed (March, May and June). In the month of April, 
however, the viewers opted for the electoral debate (on La 1 and on La Sexta) prior to the general 
elections (Quintas-Froufe, González-Neira & Conde-Vázquez, 2020). 

Graph 6: Programs most viewed in Spain (2019-2022)

Source: Barlovento Comunicación (2019, 2020b, 2021, 2022). Prepared by the authors

In the year 2020, there was a clear change in the preferences of the Spanish audience compared 
to the previous year as the reality shows (more specifically Supervivientes de Telecinco) became the 
star as they were the most viewed format in the months studied. Moreover, only three of the most 
viewed programs in the year were not reality shows. These three were news programs (La Sexta Noticias, 
Telediario Fin de semana 2) and two of them were broadcast the day that the state of alarm was 
declared in Spain (March 14 2020). Consequently, the predominance of Telecinco was absolute as 15 
of the 20 most viewed programs in Spain were transmitted on this channel. 

The following year, the Spanish audience again opted for sports programs, specifically for soccer match 
broadcasts which were the most viewed programs in three of the four months studied. Outstanding is 
the month of June during which all the most viewed programs were soccer matches. As in the case of 
Italy, the month of June is usually dominated by the beautiful game.

In 2021, what stands out is the almost complete absence of reality shows on the lists of the most viewed 
programs as only one Supervivientes show managed to be placed amongst the 20 most viewed 
programs of the year. Consequently, Telecinco, which had strongly dominated the previous year, 
almost disappeared from the listings as it only managed to place Supervivientes (3,645,000 viewers) 
and the documentary reality show Rocío, contar la verdad (4,030,000). News bulletins took over the 
preferences of the audiences. In 2021, Spaniards’ interest in news (specifically Antena 3 prime time news 
bulletin) must be stressed, as it appears five times among the most viewed programs with audience 
figures which go from 3,290,000 (22.9% on March 11) to 3,904,000 (22.7%, on March 8). For this year we 
must also mention the presence of the program El hormiguero which managed to be placed on this list 
due to the presence on its set of José Luis Martínez Almeida (March 2) and Felipe González (May 20), 
both politicians. 

After an analysis of the data for 2020, it can be observed that the Spanish audience was divided mainly 
into two types of content: soccer and news. Soccer match broadcasts occupy 11 of the 20 positions 
in the ranking of the most viewed programs, while news bulletins appeared seven times on this list. It 
must be noted that the month of March was fully dominated by the evening news bulletins on Antena 
3 (Noticias 2) with audience shares that fluctuated between 21.6 and 23%. Worth underlining is the fact 
that for the first time in the period analysed a non-soccer sports program (Mutua Madrid Open 2022 
tennis match) was one of the programs most viewed during the month of May. 
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Another program that gathered much of the Spanish audience (between 34 and 60% of the share) in 
the years it was transmitted (2019, 2021 and 2022) was the Eurovision Song Contest. This choice coincides 
with the preferences of the Italian public.

In addition, what stands out is the absence of fiction series in this classification, in contrast with the 
options shown by the Italian audience due probably to the competition offered by the OTT. 

3.4.1 Minority programs
Stemming from the previous section, we believe it is necessary to further examine how television 
approached the new demands of the viewers during the 2020 lockdown. Television became a window 
onto the world outside that attempted to address not only the need for news in a crisis situation, but also 
the leisure needs that could not be covered during confinement. Together with the above-mentioned 
most viewed programs, worth mentioning are those other traditionally minority public service programs 
that increased their audience share or those that appeared to cover new needs during the lockdown 
(e.g., remote learning or physical exercise), which were mainly launched by the public channels 
following their mandate. 

As has been commented, very striking is the importance of religious programs in the case of Italy, as in 
April 2020, three of the most viewed programs corresponded to transmissions on Holy Week. Moreover, 
the 7am mass on Rai 1 was followed by over a million viewers (22% share). Even in March, the Urbi et 
Orbi Benediction from an empty Saint Peter’s Square was watched by 17.5 million Italians on the Rai. In 
addition, as it was broadcast by various channels, is reached record data of almost 27 million people 
who saw fragments of this broadcast. These are, undoubtedly, extraordinarily high figures for the Italian 
public.

In the case of Spain, the Sunday mass broadcast during the lockdown increased its audience notably 
and the transmission on 15 March 2020 on La 2 was seen by 1.1 million viewers (13.6%), compared to 
half a million the previous week. Thus, the figures for this program were double the average which was 
between 400,000 and 500,000 viewers. Together with the gameshow Saber y Ganar, it was one of the 
star broadcasts on TVE’s second channel.

The lockdown also gave great importance to the remote learning programs launched by the channels 
following their public service obligation. The program Aprendemos en casa in its different versions by 
age was the most viewed program on Clan (from March 23 to April 2 2020), although it was not as 
successful in its broadcast for teenagers on La 2. Real Mom on Boing reached figures 55% higher than 
the average for the channel during the same period (Geca, 2020). Likewise, other cases of this type of 
programs broadcast by autonomic channels were notable, but are outside the remit of this work.

Outstanding among the programs launched during the lockdown, was the success of Múevete en 
casa (La 2), on at-home exercise. It became one of the great triumphs of this channel up to June, as is 
achieved 6.4% audience share, meaning almost 200,000 viewers, undoubtedly a very positive datum 
which doubles the channel average. It is an example of public service content, over and above the 
usual television programming, which was very welcome during that time.

4. Discussion and conclusions
The analysis carried out allows us to confirm that the media consumption during the first phase of the 
pandemic was of an exceptional nature in the evolution of television in the two countries. In 2020, 
television recovered its original three functions of educating, informing and entertaining due to the 
extraordinary situation experienced. During these first months of lockdown, information was crucial to 
understand the advances of the pandemic and the measures taken by the authorities, which meant a 
reconnection with the sector of the public who were most removed from news (Casero-Ripollés, 2020). 
In fact, among the 25 most viewed broadcasts in Spain in 2020 were three news bulletins, although there 
was only one in 2019. Education, regarding both science and healthcare, was included in important 
television programs and introduced new, previously unknown terms into our usual vocabulary, such as 
PCR, antigens, close contact or aerosols. In addition, in such a complex and tense situation, people felt 
the need for evasion, for entertainment that would distract them from the stark reality. This shows, then, 
that in times of crisis the traditional media of television strengthens its leadership role. However, once 
this period of seclusion was over, entertainment television (soccer, the success in Italy of national fiction 
series) took precedence and, less often, the news also did. 

The differences in the audience preferences respond more to structural reasons in each country 
and not to the impact that the health crisis had among the people in the two states. The pandemic 
accelerated a series of trends which had already been occurring in the television context before 2020. 
In fact, after the impasse of the lockdown, scarcely any changes were noted in the disengagement 
with the linear television media, particularly among the younger generations. The continuing drop 
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in viewer minutes and in the cumulative mean audience has continued in the two countries both in 
2021 and, more markedly, in 2022. The data show that after the lockdown, linear television could not 
maintain the figures for younger publics who had become interested during the months of confinement. 
This is an international trend, as shown by the EBU data (2022). To this situation must be added the high 
penetration of the OTT, particularly among the younger population sectors. 

Another of the pre-pandemic trends confirmed is the different following of the public service channels 
in the two countries. The progressive decline of La 1 continues compared to the strength of the Rai1 
in Italy, which maintains its position as the most viewed channel. The disaffection of the audience with 
the Spanish public service channel is becoming greater and greater, as is reflected in the consumption 
data, and contrasts with the leading position of the Italian channel. 

With reference to the preferences of the public, in both countries soccer match broadcasts are 
leaders in the majority of classifications. Also outstanding is the lead position of Supervivientes in Spain 
in 2019 and, above all, in 2020 and the decreases it suffered beginning in 2021. It is worth stressing that 
this format was not among the main preferences of the Italian public during the months analysed. 
Compared to the continuity of the most followed programs in Italy, in Spain there is a change between 
reality shows and news programs caused perhaps by the saturation of Mediaset España programming. 
Greater prominence is found for news television in 2022, as, of the 20 broadcasts most followed in Spain 
during the period studied, seven were news programs and there were no reality shows. 

Compared to other types of more atemporal consumption offered by OTT, linear television continues 
to triumph in the offer of live broadcasts. That is to say, formats linked to the present, to immediacy, 
are those that ensure much of the success of linear channels in the two countries. This is so for sports, 
mainly soccer, news bulletins, reality shows or events like the Eurovision Song Contest or the Festival 
of San Remo. In this way, during the first months of the health crisis, television broadcasting reached 
record audiences. This link with the present, with what is live, is clearly a fundamental feature for the 
coexistence of linear television with other types of consumption. 

Without a doubt, this picture needs to be completed with digital consumption, which will be addressed 
in a second phase of this research, in order to globally understand whether there has been a transfer 
of audiences within this hybrid context and whether the pandemic accelerated digital consumption. 
However, with the data available at present we can state that linear television maintains a rock-solid 
position in the current media ecosystem. 

For future research lines, the results here presented should be a good basis for the above-mentioned 
research on the digital consumption of television channels and OTT which could offer a clear picture of 
their evolution over these years. Likewise, emphasis must be laid on the consumption on mobile devices 
and on the potential differences between the two countries, together with the novel uses of the TV 
set. In a hybrid system, it is fundamental to take the digital audience into account to address reality, 
particularly as concerns the audiovisual consumption of the youngest age groups. In short, in view of 
the data analysed, our conclusion is that the pandemic did not introduce new dynamics but rather 
accelerated pre-existing trends in the two countries. 

5. Contributions 

Contributions Authors

Planning and design of the work Author 1, Author 2

Documentary search Author 1

Data gathering Author 1, Author 2, Author 3 

Analysis and critical interpretation of data Author 1, Author 2, Author 3 

Revision and approval of versions Author 1, Author 2, Author 3

6. Acknowledgement 
Translator: Ann Hannigan Breen.

7. Bibliography
Antona Jimeno, T. (2016). La televisión de una audiencia cautiva. [Tesis doctoral, Universidad 
Complutense de Madrid]. https://bit.ly/3TsBasx



32

Arana Arrieta, E., Mimenza Castillo, L. y Narbaiza Amillategi, B. (2020). Pandemia, consumo audiovisual 
y tendencias de futuro en comunicación. Revista de Comunicación y Salud, 10(2), 149-183.  
https://doi.org/10.35669/rcys.2020.10(2).149-183

Auditel: Datos extraídos de su sistema operativo. https://www.auditel.it/

Bernal, A. I. (2021). Habits and Feelings Regarding COVID-19 News Coverage During Lockdown in 
Spain. Trípodos, 49, 169-183. https://doi.org/10.51698/tripodos.2020.49p169-183

Barlovento (2019). Análisis definitivos.  
https://barloventocomunicacion.es/audiencias-anuales/analisis-televisivo-2019/

Barlovento (2020a). Informe especial coronavirus (1-29 marzo 2020). http://bit.ly/3FqVbuF 

Barlovento (2020b). Análisis de la industria televisiva audiovisual 2020.  
https://barloventocomunicacion.es/audiencias-anuales/analisis-televisivo-2020/

Barlovento (2021). Análisis de la industria televisiva audiovisual 2021.  
https://barloventocomunicacion.es/audiencias-anuales/2021-analisis-de-la-industria-televisiva-audiovisual/

Barlovento (2022). Análisis y principales titulares de la audiencia TV durante la temporada 21/22. 
https://barloventocomunicacion.es/audiencias-anuales/balance-temporada-tv-2021-2022/

Blanco-Herrero, D., Gallardo-Camacho, J., & Arcila-Calderón, C. (2021). Health Advertising during the 
Lockdown: A Comparative Analysis of Commercial TV in Spain. Int. J. Environ. Res. Public Health, 18, 
1054. https://doi.org/10.3390/ijerph18031054

Calvo Gutiérrez, E., y López Frías, C. (2020). Pandemia, confinamiento y consumo de televisión. En 
Periodismo y nuevos medios: perspectivas y retos (pp. 125-144). Gedisa.

Casero-Ripollés, A. (2020). Impact of Covid-19 on the media system. Communicative and democratic 
consequences of news consumption during the outbreak. El profesional de la información, 29, 2, 
https://doi.org/10.3145/epi.2020.mar.23 

Centro de Investigaciones Sociológicas [CIS]. (2020). Estudio CIS Nº 3285. Estudio sobre bienestar 
emocional (piloto cati). https://bit.ly/3Q3pTMg

Chadwick, A. (2017). The hybrid media system: Politics and power. Oxford University Press.

Cobos, T. L. (2021). Medios noticiosos y audiencias: una exploración al consumo y a la credibilidad 
y confianza en estos durante la cuarentena por covid-19 en Colombia. Revista De Comunicación, 
20(2), 113–129. https://doi.org/10.26441/RC20.2-2021-A6

Confindustria. (2021). Impatto Covid-19 sugli ascolti TV in Italia Anno 2020. https://bit.ly/3ebSodp

Davis, J., & French, T. N. (2008). Blaming victims and survivors: An Analysis of Post-Katrina Print News 
Coverage. Southern Communication Journal, 73(3), 243-257. https://doi.org/10.1080/10417940802219736

European Broadcasting Union [EBU]. (2022). Audience Trends Media Intelligence Service July 2022 
Television 2022. https://bit.ly/3RlE68u

Fieras Ceide, C., Túñez López, M., y Vaz Álvarez, M. (2020). Impacto del COVID-19 en la televisión en 
España: contenidos, audiencias, soportes y estrategias de producción. Revista Ibérica de Sistemas e 
Tecnologias de Informação, E35, 572-585.

Forteza Martínez, A. (2020). Mirando pantallas: estudio sobre las audiencias en televisión e internet en 
tiempos de coronavirus. Textual & Visual Media, 13, 74-90.

Francés, M., y Peris, A. (2022). Producción de contenidos y flujos de consumo en la televisión pública 
española después de la pandemia por COVID-19. En M. Francés, R. Franquet, y G. Torres (Eds.), Los 
retos de la televisión pública ante la multidifusión digital (pp. 89-118). Gedisa.

Geca. (2020). Informe GECA Crisis Coronavirus. Balance de audiencia de los programas formativos 
para niños y jóvenes. https://bit.ly/3pUlTDo

Geni, G. L., Briandana, R. I. Z. K. I., & Umarella, F. H. (2021). The Strategies of Television Broadcast During 
the Covid-19 Pandemic: A Case Study on Indonesian Television. Jurnal Komunikasi: Malaysian Journal 
of Communication, 37(2), 243-256. https://doi.org/10.17576/JKMJC-2021-3702-15



33

Grow From Knowledge [GFK]. (2020). COVID-19: come cambia l’esposizione ai media, dalla TV ai 
contenuti digitali. https://bit.ly/3wIMkQ1

González Neira, A., & Berrocal Gonzalo, S. (2020). Televisione e leadership in Spagna durante crisi di 
Covid 19. In M. Scaglioni (ed.), L’altro virus. comunicazione e disinformazione al tempo del covid-19 
(pp.117-126). Vita & Pensiero.

González-Neira, A., y Quintas-Froufe, N. (2020). Preferencias televisivas de la audiencia española (2005 
– 2019): programas, formatos y cadenas. Estudios sobre el mensaje periodístico, 26(2), 583-595.  
https://doi.org/10.5209/esmp.67777

Hallin, D. C., & Mancini, P. (2004). Comparing media systems: Three models of media and politics. 
Cambridge University Press.

Igartua, J. J., Ortega-Mohedano, F., & Arcila-Calderon, C. (2020). Communication use in the times of 
the coronavirus. A cross-cultural study. El profesional de la información, 29(3).  
https://doi.org/10.3145/epi.2020.may.18

Kantar Media. (2020). TV & Video consumption in the new normal. https://bit.ly/3Tx6NkT

Lemenager, T., Neissner, M., Koopmann, A., Reinhard, I., Georgiadou, E., Müller, A., Kiefer, F., & 
Hillemacher, T. (2021). COVID-19 lockdown restrictions and online media consumption in Germany. 
International journal of environmental research and public health, 18(1), 14.  
https://doi.org/10.3390/ijerph18010014

Llorca Abad, G. (2021). La pandemia y el confinamiento televisivo: de la información a la 
prescripción. En La comunicación audiovisual en tiempos de pandemia (pp. 85-110). Gedisa.

López-Cepeda, A. M., y Tilli, N. (2022). Tratamiento informativo de la Covid-19 en el servicio audiovisual 
público. Comparativa entre los medios online RTVE.es y Francetvinfo.fr. Revista Mediterránea de 
Comunicación, 13(1), 365- 382. https://www.doi.org/10.14198/MEDCOM.10572

López-Rico, C. M., González-Esteban, J. L., y Hernández-Martínez, A. (2020). Polarización y confianza 
en los medios españoles durante el COVID-19. Identificación de perfiles de audiencia. Revista 
Española de Comunicación en salud, 1, 77 – 89. https://doi.org/ 10.20318/recs.2020.5439

Maloney, E. K., Bleakley, A., Young, D. G., Silk, K. J., Crowley, J. P., & Lambe, J. L. (2022). Television news 
media consumption and misperceptions about COVID-19 among US populations at high risk for severe 
health outcomes early in the pandemic. Health Communication, 1-10.  
https://doi.org/10.1080/10410236.2021.2023381

Masip, P., Aran-Ramspott, S., Ruiz-Caballero, C., Suau, J., Almenar, E., y Puertas-Graell, D. 
(2020). Consumo informativo y cobertura mediática durante el confinamiento por el Covid-19: 
sobreinformación, sesgo ideológico y sensacionalismo. El profesional de la información, 29(3).  
https://doi.org/10.3145/epi.2020.may.12

Masip, P., Ruiz Caballero, C., & Suau, J. (2021). News consumption and COVID-19: Social perception. 
European Public & Social Innovation Review, 6(1), 29-41. https://doi.org/10.31637/epsir.21-1.3

Mikos, L. (2020). Film and Television Production and Consumption in Times of the COVID-19 Pandemic–
The Case of Germany. Baltic Screen Media Review, 8(1), 30-34. https://doi.org/10.2478/bsmr-2020-0004

Mihelj, S., Kondor, K., & Štětka, V. (2022). Audience engagement with COVID-19 news: The impact of 
lockdown and live coverage, and the role of polarization. Journalism Studies, 23(5-6), 569-587.  
https://doi.org/10.1080/1461670X.2021.1931410

Montaña Blasco, M., Ollé Castellà, C., y Lavilla Raso, M. (2020). Impacto de la pandemia de Covid-19 
en el consumo de medios en España. Revista Latina de Comunicación Social, 78, 155-167.  
https://www.doi.org/10.4185/RLCS-2020-1472

Mora-Rodríguez, A., & Melero-López, I. (2021). News consumption and risk perception of Covid-19 in 
Spain. Comunicar, 66, 71-81. https://doi.org/10.3916/C66-2021-06

Morejón Llamas, N. (2021). Infodemia y dependencia informativa: la función ética de la televisión 
pública andaluza durante la crisis del Covid-19. Comunicación Y Hombre, 17, 119–138.  
https://doi.org/10.32466/eufv-cyh.2021.17.658.119-138



34

Moreno, Á., Fuentes-Lara, C., & Navarro, C. (2020). Covid-19 communication management in Spain: 
Exploring the effect of information-seeking behaviour and message reception in public’s evaluation. El 
profesional de la información, 29(4). https://doi.org/10.3145/epi.2020.jul.02

Muñiz, C. (2011). Búsqueda de información durante tiempos de crisis. Efectos de la comunicación 
interpersonal y masiva en la percepción de riesgo personal ante la gripe AH1N1. Revista de Ciencias 
Sociales, 17(1), 9-21. https://bit.ly/3eoFjIu 

Nielsen, R., Fletcher, R., Newman, N., Brennen, J., & Howard, P. (2020). Navigating the ‘Infodemic’: 
How People in Six Countries Access and Rate News and Information About Coronavirus. Reuters 
Institute for the Study of Journalism. 

Puebla Martínez, B., Vinader Segura, R., y Navarro Sierra, N. (2022). Conviviendo con la pandemia de 
la Covid-19. Desafíos en la salud, la educación y la comunicación: Prólogo. En Covid-19, multiverso 
de disciplinas. Una mirada desde la salud, la educación y la comunicación (pp. 13-17). Dykinson.

Quintas-Froufe, N., y González-Neira, A. (2016). Consumo televisivo y su medición en España: camino 
hacia las audiencias híbridas. El Profesional de la Información, 25(3).  
https://doi.org/10.3145/epi.2016.may.07

Quintas-Froufe, N., González-Neira, A., y Conde-Vázquez, E. (2020). El interés de la audiencia española 
en la política televisada: de los debates electorales al politainment. Communication & Society, 33(3), 
85-100. 

Rebolledo, M., González, H., y Olza, I. (2021). Visibilidad de los sanitarios durante la crisis del Covid-19: 
estudio de fuentes y temáticas en los informativos de televisión. Interface-Comunicação, Saúde, 
Educação, 25. https://doi.org/10.1590/Interface.200606

Rochyadi-Reetz, M., Maryani, E., & Agustina, A. (2020). Media Use and Gratification Sought by the 
Public during the Coronavirus Outbreak in Indonesia: A National Survey. Jurnal Komunikasi Ikatan 
Sarjana Komunikasi Indonesia, 5(1), 111-124. https://doi.org/10.25008/jkiski.v5i1.381

Rosique Cedillo, G., & Flores, P. A. C. (2022). Analysis of COVID-19 news coverage by Televisión 
Española (TVE1). Communication & Society, 17-28. https://doi.org/10.15581/003.35.1.17-28

Sanjuán Pérez, A., Martínez Costa, S., Videla-Rodríguez, J. J., y Nozal, T. (2020). Información sobre 
coronavirus y Covid-19 en las principales cadenas españolas de TV en el período previo al 
confinamiento. Profesional de la Información, 29(6). https://doi.org/10.3145/epi.2020.nov.11

Scaglioni, M. (2020). Il virus sullo schermo. Il “sismografo” televisivo e la mediazione della crisi. In M. 
Sala, & M. Scaglioni (eds.), L’altro virus. comunicazione e disinformazione al tempo del covid-19 (pp. 
17-29). Vita & Pensiero.

Scaglioni, M. (2021a). 2021 l’anno in cui il totem della TV si è frantumato in mille schermi. In Scaglioni, 
M. (ed.), La televisione nella pandemia. Intrattenimento, fiction, informazione e sport nell’anno del 
Covid-19. Annuario 2021 (pp. 13-28). Carocci Editore.

Scaglioni, M. (ed.) (2021b). La televisione nella pandemia. Intrattenimento, fiction, informazione e 
sport nell’anno del Covid-19. Annuario 2021. Carocci Editore.

Scaglioni, M., & Sfardini, A. (2020). Political Publics. La TV ai tempi del COVID-19. Cosa è cambiato?. 
Comunicazione politica, 21(2), 317-319. http://doi.org/10.3270/97910

Seeger, M., Sellnow, T., & Ulmer, R. (2003). Communication and organizational crisis. Sage. 

Silva-Torres, J. J., Martínez, L. M., y Cambra, U. C. (2022). Impacto en el consumo de TV en España 
debido a las restricciones de movilidad por covid-19 en 2020. Palabra Clave, 25(1).  
https://doi.org/10.5294/pacla.2022.25.1.5

Skarpa, P. E., & Garoufallou, E. (2021). Information seeking behaviour and COVID-19 pandemic: A 
snapshot of young, middle aged and senior individuals in Greece. International journal of medical 
informatics, 150. http://doi.org/10.1016/j.ijmedinf.2021.104465

Stjernswärd, S., Ivert, A. K., & Glasdam, S. (2021). Sociodemographic factors’ influence on the 
consumption and assessment of COVID-19 related information: An international web-based survey. 
Journal of Media Research, 14(2-40), 26-44. https://doi.org/10.24193/jmr.40.2



35

Túñez-López, M., Vaz-Álvarez, M., & Fieiras-Ceide, C. (2020). Covid-19 and public service media: 
Impact of the pandemic on public television in Europe. El Profesional de la información, 29(5).  
https://doi.org/10.3145/epi.2020.sep.18

Van Aelst, P., Toth, F., Castro, L., Štětka, V., Vreese, C. D., Aalberg, T., Cardenal, A. S., Corbu, N., Esser, 
F., Hopmann, D. N., Koc-Michalska, K., Matthes, J., Schemer, C., Sheafer, T., Splendore, S., Stanyer, J., 
Stępińska, A., Strömbäck, J., & Theocharis, Y. (2021). Does a crisis change news habits? A comparative 
study of the effects of COVID-19 on news media use in 17 European countries. Digital Journalism, 9(9), 
1208-1238. https://doi.org/10.1080/21670811.2021.1943481

Vaccari, C., Chadwick, A., & O’Loughlin, B. (2015). Dual screening the political: Media events, social 
media, and citizen engagement. Journal of communication, 65(6), 1041-1061.  
https://doi.org/10.1111/jcom.12187

Villena-Alarcón, E., & Caballero-Galeote, L. (2020). COVID-19 Media Coverage on Spanish Public TV. 
Tripodos, 2(47), 103-126. https://doi.org/10.51698/tripodos.2020.47p103-126

Notes 
[1] For some parameters, the 2022 data are not available as the research has not finished before the end of the year. 

[2] Some of the data for the year 2020 are not available in published reports. 

[3] However, we must state the comparison regarding the Festival of San Remo in the different years could not be 
carried out as it is usually held in February, which is outside the remit of this analysis.




