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SUMMARY
Online quizzes are increasingly popular. News organizations from The New York Times1 to Buzzfeed2
have used quizzes to attract audiences and enhance how people use their news sites. It’s part of an
overall trend among news sites to gamify the news by making it fun, interactive, or immersive.3 Early
evidence suggests these quizzes have the potential to engage audiences and increase their knowledge.4
This project sought to understand whether online quizzes about politics could spark people’s interest in
news and politics and increase their intentions to get engaged politically.
To do this, we conducted an online experiment. The participants, 585 U.S. adults, took either one of two
quizzes about politics or one of two quizzes about celebrities.5,6
Compared to those who took a celebrity quiz, those who took a political quiz reported:
•
•

Feeling more knowledgeable about politics,7
Having more interest in political news.

WHAT WE DID
For our experiment, we created four quizzes using the free open-access quiz tool offered by the Center
for Media Engagement, and people were randomly assigned to take one of the quizzes. For the two
political quizzes, the questions were nonpartisan political knowledge questions, such as “What are the
first 10 amendments to the Constitution called?”8 The questions about celebrities had pop culture
references, such as “What is the name of Prince Harry and Kate Middleton’s second child?”9 Each quiz
contained eight multiple-choice questions with three options for each question. Each quiz took about 30
seconds to complete. Figure 1 shows examples of political and celebrity quiz questions.
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Figure 1. An example of a question from one of the political quizzes is on the left, and an example of
one of the celebrity quiz questions is on the right.
After completing the quiz, participants answered questions about how politically knowledgeable they
felt,10 their interest in politics, 11 their interest in political news and likelihood to read political news,12
and their intention to participate politically both online and offline by doing such things as attending a
rally or following a politician on social media.13 We also controlled for people’s pre-existing attitudes
toward political engagement,14 as well as their political beliefs15 (liberal or conservative), whether they
felt social pressure to engage politically,16 and whether they believed that government officials value
what they think.17

WHAT WE FOUND
First, we tested whether participants exposed to one of the two political quizzes would be more likely to
see themselves as politically knowledgeable, report an intention to participate politically, be interested
in political news and politics, and be more likely to read political news.
Our findings showed that people who took a political quiz felt more politically knowledgeable, compared
to those who took a celebrity quiz.18 People who took a political quiz also showed more interest in
political news,19 compared to those who took a celebrity quiz. Chart 1 shows these results. However,
people who took a political quiz were not more likely to read political news, have more interest in
politics, or want to participate more in politics by doing such things as, attending a rally or following a
politician’s social media account.
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Chart 1. People who took a political quiz had more interest in political news and felt more politically
knowledgeable than those who took a celebrity quiz.
CONCLUSION
Our results suggest news organizations should consider using quizzes about politics on their sites.
Findings showed that using political quizzes could increase interest in political news and make people
feel more politically knowledgeable. This is positive news, as news organization seek to expand and
retain their audiences. An added bonus is that open-access quizzes like the ones we used are free and
not difficult to put together.
In addition, this study demonstrated that interactivity on news websites could encourage people to
engage with content in ways that perhaps static content cannot. The interactivity inherent in quizzes
may create a game-like experience for people that may increase their interest in political news and
make them feel more politically knowledgeable, giving them more incentive to engage.
METHODOLOGY
We recruited participants for the experiment using Amazon Mechanical Turk. They were paid 50 cents
each to take one quiz and answer questions about it. The experiment was conducted in the fall of 2016.
Table 2 shows the demographics of the participants.
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Table 1. Demographics of Experiment Participants
Average Age

Gender

Race

Political Beliefs

38.6 years

58% Female

74.7% White

49.4% Democrat/liberal

42% Male

8.7% Black/African American

26.5% Republican/conservative

7.0% Asian

24.1% Independent or something else

5.1% Hispanic/Latino
3.4% Multiracial
0.3% Native American
0.7% Prefer Not to Respond

The experiment was embedded in an online questionnaire, and participants took the survey on their
own computers. They answered demographic questions, and then they were randomly assigned to one
of the four quizzes created with the open-access quiz tool. Two quizzes were about politics, and two
were about celebrities. Four quizzes were used so we could test whether it was quizzes about politics
more generally – not one specific quiz – that produced results. To increase the likelihood that
participants completed the quiz, the survey was set up so they could not leave the quiz page until they
had spent at least 30 seconds on the page because that is approximately how long the quizzes take to
answer. Then they answered questions about how politically knowledgeable they felt, their interest in
news and politics, their likelihood to read political news, and whether they wanted to participate
politically. To ensure participants had noticed whether the quiz they took was about politics or not, they
answered an additional question about the content of the quiz.20 This was done to ensure that
participants had actually taken the quiz.
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“Most people whose opinions I value would approve of me being politically engaged,” “Most people I respect and admire
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were averaged into an index with good reliability, M = 4.16, SD = 1.51, Cronbach’s α = .88.
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.01.
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2
effective, F (1, 583) = 1940.99, p < .001, η = .77. Those who took a political quiz were significantly more likely to rate it as
political (M = 6.49, SE = .08) than those exposed to celebrity quizzes (M = 1.57, SE = .08).
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