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Current Trends in Media 

 Decline in newspaper readership & ad revenue 

 TV networks suffer due to streaming (Netflix) 

 Breakup of cable TV subscription model  

 Growth in digital advertising 

 More news via smartphones & social media 

 But also: Proliferation of new media channels 
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Instagram News 
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“Short-Style” 
Journalism: 
Vine & Snapchat 
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https://vine.co/channels/news
http://www.motherjones.com/contributor/2015/06/its-good-to-laugh


2015/06/19 

3 

But, these new media might 
disrupt established media 

products…. 
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Impact of Disruptors 

6 Source: NYT Innovation Report 2014 
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Hallmarks of Disruptors 

 Introduced as “outsider” 

 Less expensive than existing products 

 Targeting underserved or new markets 

 Initially inferior to existing products 

 Advanced by an enabling technology 
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Source: NYT Innovation Report 2014 
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1. Production of 
Online News 
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Impact of Online News  
on Journalists 

 Demise of gate-keeping role (identity crisis) 

 Demands for (new) multi-platform media skills 

 Pressures due to increased speed of news 

 Need to “co-opt” blogging approach 

 Need to cater to niche audiences 

 Click-driven journalism 

 Need to create “audience engagement” 
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T H E  A M E R I C A N  J O U R N A L I S T  

Representative survey of 1,080 
U.S. journalists interviewed in 
late 2013. 

 

“Journalist Census” conducted 
every 10 years at Indiana 
University since 1982. 

 

Analysis of journalists’ 
demographics, role 
perceptions & attitudes 
toward journalism practice.  

Peter Lang, in progress 
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How Do Media  
Adjust to the Internet?  

A Quick Look at  
The New York Times  
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5 million print 
readers per 
month 

50 million online  
readers per 
month 
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http://www.nytimes.com/
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NYT New Media Strategy 
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NYT on Facebook & Twitter 
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NYT Most Emailed & Watching 
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NYT Recommendations &  
Email Briefs 
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NYT Mobile Website & App 
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NYT on iPhone, iPad, & iPod 
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In Short: 

 Legacy media struggle to adjust to the new 
online media environment 

 Main goal is to increase online readership  

 

Strategy: 

 Target mobile media & social media users 

 More audience engagement with news 

 Better packaging of content 

 29 

2. Consumption 
on Online News 
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USA             Japan 

31 Source: Reuters Institute Digital News Report 2015 

32 Source: Reuters Institute Digital News Report 2015 
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Online Traffic to News Sites 

33 Source: Reuters Institute Digital News Report 2015 

Who Are Online News 
Consumers? 

34 



2015/06/19 

18 

Twitter & 
Facebook  
News  
Consumers 
 
* higher income 
* younger 
* fewer minorities 
 
Facebook 
* more women 
Twitter 
* more educated 
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Audiences for News on Each  
Social Platform Differ 
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How Do People 
Consume  

Online News? 
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Most Online News Exposure on 
Facebook is Incidental 
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We Seek News On Twitter But 
Bump Into It On Facebook 
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Broad Range of News Topics  
on Social Media  
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Visitors who come to a news site 
through social media have far lower 
engagement with news outlet than 

those come directly   
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Need for Audience Engagement 

42 

5% of NYT 
readers 
engaged 
online 

52% of 
HuffPost 
readers 
engaged 
online 
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Engagement with  
Facebook News 

43 

Discuss 

Post 

Share 

“Like” 

Click & Read 

Younger More Likely  
to Share News 
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News Sharing & Engagement 
Internationally 

45 Source: Reuters Institute Digital News Report 2015 

Types of participation: Share via SNS, share via email, rate or like story, comment 
in SNS, comment on news website, write news blog, post picture on SNS, post 
picture on news sites, online vote, campaign online, talk to friends online 

3. Problems in 
Online Journalism 
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Threat of Click-driven Journalism 
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Trending 
450,000 views 

Echo Chambers &  
Filter Bubbles 

 Facebook News Feed Filtering 

 Based on user’s own preferences 

 News links people receive from their friends 

 Based on friends’ preferences 

 Most research indicates that cross-cutting 
news increases political engagement and 
tolerance 
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Algorithms as Editors 
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Filter Journalism 

Media-centric Filters 

 Polarized news tailored 
toward niche partisan 
audiences 

 Algorithms as editors 

 Self-reinforcing search 
and ranking spirals 

  

Audience-centric Filters 

 Automated selective 
exposure and attention 

 Homophilic social 
networks as filters 

See: Scheufele, D. A., & Nisbet, M. C. (2012). Online news and the demise of political disagreement. In 
C. T. Salmon (Ed.), Communication Yearbook (Vol. 36, pp. 45-53). Newbury Park, CA: Sage. 
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Reader Comments Affect 
Perceptions of News  

51 

And these comments influence 
how we think about news… 
 News is not consumed in 

isolation anymore but 
contextualized by reader 
comments. 

 “Like” buttons provide 
important cues about how 
popular, relevant or true a 
story or issue is. 
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See: Anderson, A. A., Brossard, D., Scheufele, D. 
A., Xenos, M., A., & Ladwig, P. (2014). The "nasty 
effect:" Online incivility and risk perceptions of 
emerging  technologies. Journal of Computer-
Mediated Communication, 19, 373-387. 
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The “Nasty Effect” 
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A Few Concluding Remarks 

 Search for new business models in journalism 

 Multi-platform journalism is the new normal 

 New forms of journalism are emerging 

 Mobile news consumption is norm 

 News must engage audiences 

 Increasingly fragmented audience 

 Growing demand for more curated news? 
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Thank you! 
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Lars Willnat  

lwillnat@indiana.edu 


