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Agata Guind, attached director of TOTSantCugat:

"The TOT it's a very strong brand. It's more than just

a newspaper”

Pau Calmet i Cardona

TOTSantCugat is the reference news-
paper in Sant Cugat (Catalonia). With
120,000 unique readers per month
(more than the city's population), the
newspaper has faced different con-
texts that have led to a change in the
way of conceiving the media.

In this interview we are going to
talk to Agata Guind, deputy director
of TOTSantCugat and responsible for
social networks of TOTgroup, on dif-
ferent challenges and opportunities
that the newspaper has had to face.

What challenges arose from the in-
troduction of the digital world?
What were the solutions? Have any

problems been maintained?

The TOTSantCugat opened its web-
site in 2011. One of the problematics
that arose was to combine the news-
room and content of the paper (which
at that time had two media, the
TOTSantCugat and the Diari de Sant
Cugat) with the new digital media.
The newsroom and also the journal-

ists, that were used to making news

not immediate and focused mainly on
the written press, had to gain agility in
order to keep the rhythm. One of the
solutions was to hire me because |
had the notion of making videos and
thus be able to nourish the digital me-
dium. Slowly, the newsroom began to
adapt with the schedules since in the
web the information does not stop so
we had to adapt schedules to include
the maximum of day time (from 6 in
the morning to 11 at night in case
something happened).

Have media related to the local
world found it more difficult to
adapt to the digital environment

than at the state level?

Yes, for a matter of resources. The
newsrooms of national newspapers
have more newsrooms also have dif-
ferent teams that are exclusively ded-
icated to certain areas such as social
networks (one person per network). In
addition, they have workers who are

exclusively dedicated to content "en
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blau" which is content that is based
on clickbait giving them an advantage
in the digital format.

Do you think that the use of social
networks has had a positive impact

on your media?

We have many followers in our main
networks (instagram, facebook and
twitter) apart from whatsapp where
we have 7000 users, 7000 users who
have told us they want our news up-
dated. So yes, social networks have
had a positive effect since people fol-
low us a lot. That's due TOT is a very
powerful brand. In fact, the website
was prior to the website of the public
newspaper "cugat.cat" and we ex-
ceed them by 50-60% of audience
each month. The brand has helped
people to follow us in all the social
networks and incentive the diffusion.
Respect negative things, first of all
people often slander competition.
For example, the city council reports
something through networks that be-
fore you could report it first (because
it was interested in it going out to the
TOT first and now the council pub-
lishes it first). You also have to be
careful because if you do something
wrong through social networks (such

as spelling mistakes) it can generate

criticism or that people defame you.

Where do readers come from in the
digital format? There is influence of

social networks?

The TOT digital audience comes
mostly direct, which is an anomaly in
digital media. Therefore, the brand
has more influence than social net-
works (and its dissemination). That's
good because it means that people
want to be informed by the TOT. For
them it is not the same from where
they receive the news, people follows

the TOT. The tot["all"] equals quality.

What criteria do we use to confirm
the veracity and quality of the news
in a context where the news is in-

stantaneous?

We use the same criteria as always,
the contrasting of sources and the
journalistic criteria. Journalists know
how to write a story and what is the

"ABC" of journalism.

Did old newspaper readers re-

spond well to the digital section?

We have detected that there are peo-
ple who report only by digital and vice
versa. Young people are usually in-
formed on social media and the digi-
tal version. We have a WhatsApp
channel where we publish the latest

news and additional information and



we have realized that older people
who have a smartphone, as they al-
ready use WhatsApp before and are
familiarized with the application,
make use of this channel. However,
there is still people who depend on
the weekly publications to find out
the news, that's why it is so important
thatin Sant Cugat the TOT is still pub-
lished for those people who do not
read the digital (there are still a large
number). In conclusion, there are
people who have adapted and peo-

ple who have not.

Is there a difference between the
most popular sections of the digital
format compared to the physical

format?

It may be, some do, but they comple-
ment each other. There are usually no
big changes between formats. As the
public between the formats is differ-
ent (in the case of the paper format of
older people), the lobbies and enti-
ties of Sant Cugat place a lot of value

on paper.

How is the TOTSantCugat financed,

what is its business model?

The main source of TOT income is ad-
vertising. We receive grants like all

media and also grants from the Gen-

TOTSantCugat | 13

eralitat due the use of catalan. adver-
tising comes mainly from both local
businesses and institutions such as
political parties, the city council and

cultural entities.

Is advertising, the basis of TOT's
business model, different in digital

format and physical format?

No. Both companies and institutions

want to be in both formats.

“TOT is a very powerful
brand. Every one wants to
appear on it”

Agata Guind

Is the business model of the TOT
group (present in Sant Cugat, Rubi
and Cerdanyola) the same in all lo-

cations or are there variations?

There are variations. In the case of
TOT Rubi, there is no digital format.
The TOTCerdanyola is conceived in
the image of the TOTSantCugat alt-
hough it is not at the level of the
TOTSantCugat because the cities are
very different. First, because Sant Cu-

gat has more inhabitants. Second by
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the social, political and economic fab-
ric of Sant Cugat which is exceptional
and generates by itself a lot of

news.

Do readers usually participate and
create contingut in the TOT? What
mechanisms does the TOT have to
enable the participation of the peo-

ple?

Readers participate a lot. However, as
Sant Cugat has grown a lot with new
peripheral neighborhoods, there are
people who do not participate in all
this social life and the TOT acts as a
tool for social cohesion. In fact, there
are people who come to live who say
that they have been told that to find
out the news of Sant Cugat in the
TOT, that is, the TOT is a reference in
the city. Regarding the mechanisms,
the main ways of interacting with the
readers of the TOT are the letters of
the readers as well as the photo com-
plaints (which enjoy social promi-
nence). In fact, there are citizens who
think that we are one more institution
of the city council and they demand

things from us.

Finally, speaking of the most recent
challenge, what impact has the
Covid crisis had on the TOT?

The coronavirus has affected the
newspaper in different ways. In the
first place, it has increased the num-
ber of readers until reaching maxi-
mums. This is due, among other
things, to the fact that local news re-
lated to the issue of covid (such as in-
terviews with people who have expe-
rienced it, vaccine information...) be-
gan to be interested outside the mu-
nicipality reinforced by the use of so-
cial media.

In fact, in March 2020 (in the middle
of Covid crisis) we reached 230,000
unique readers. However, and in a
paradoxical way, revenues have de-
creased due to the decrease in de-
mand for advertisements (the main
source of income for the medium)

due to the economic situation.

How the way of working has
changed due Covid?

We had to close the newsroom and
apply teleworking which was the de-
finitive push to make the switch to
cloud computing. During the quaran-
tine TOTSantCugat never stopped
posting.



Fernando Aragén, editor-in-chief or El Orden Mundial:

“The quality of a media is non-negotiable”

v~ Nili&nA Car~i NMar~2
David Milian & Sergi Marce

Fernando Arancén is 29 years old,
and he has been the editor in chief of
El Orden Mundial since 2012. It
started at the university as a hobby,
but it became more serious 5 years
later, when they became one of the
first Spanish media to launch a sub-
scription method. Nowadays it is a
reference medium about interna-
tional information in our country and
it has more than 3.000 subscribers. He
describes this achievement as a “mir-
acle”, because he admits that they
landed in this world “without having a
clue of anything”.

Arancén is also very proud about
the satisfactory evolution that interna-
tional news has experienced in Spain
in recent years. He claims that the
popularity of the foreign news has
been growing a lot and they have
taken a great advantage of it.

How would you define EI Orden
Mundial?

As our founding motto says, we are a
means of analysis, informative and in-
dependent. We don’t consider that
we do journalism, but analysis: we

don't explain the facts themselves,

but why they happen and what's be-
hind them. We are an informative me-
dium because we tell the complex in
a simple way for the public. And we
consider ourselves independent in
that we seek not to rely on a single
source of income, unlike what has
happened to other media, which have
become enslaved to practices that
deviate from their editorial criteria.

When is the media born?

It was born in 2012 as a blog, a crappy
thing. We were studying at university,
and it was our hobby. At that time,
there were many things going on in
the world - the Arab Spring, the
Ukrainian War, the rise of national
populism in Europe and the US —that
were not being counted well in Spain:

we were too focused on our crises.

When do you start taking it more
seriously?

We grew slowly and became profes-
sional at the end of 2017, when it was
already consuming us as much time
as a normal job. We did it through the
subscription. We were among the first
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in Spain to use this method, following
the example of referents in Europe
and the USA.

Was it difficult to become a viable
media?

Becoming viable was like giving birth,
very difficult. The beginning was very
complicated because we didn’t have
any money of our own to invest. We
had to do a crowdfunding to make it
through the first year. We succeeded
and after a few more months we were
economically viable. Today we still
are, and this is brutal because most of
the media in Spain find the opposite.
Many of the big ones are in deficit
and are compensated because they
are very influential.
Considering  your international
theme, how hard is it to attract new
subscribers?

It's complicated, but it's about con-
sistency and getting to know your au-
dience well. The challenge is not to
attract new subscribers, but to retain
them. Readers have the same experi-
ence as everyone else with the gym:
there are a lot of people who sign up
for the first time, but then get tired
and quit.

What professional profile works in
El Orden Mundial?

We differentiate the in-house part of
the contributors who write the arti-
cles. We only have in-house members
on our payroll, technical profiles who
are in charge of design, marketing
and editing: the heart of the medium.
We still don’t have the muscle to have
a team of 40 or 50 people biting all
day. The articles are written by free-
lancers of all kinds. Journalists, politi-
cal scientists, historians, sociologists,
etc. collaborate.

What is most important to you as a
media?

The quality of a media is non-negotia-
ble. Quality is the future because
people demand it. The future of me-
dia doesn’t go through misleading or
flashy headlines: even if people click,
they notice when you sell them shit.
People want to get informed and, in
the end, they get tired of seeing shit.

How do you achieve this quality in
El Orden Mundial?

A quality media should be an honest
one. | don't expect readers to think
what | do, or what the contributors
write in the middle. | disagree with
many of the conclusions written in El
Orden Mundial, but as long as they
are well argued |, as a reader, will buy
them.



It's been 9 years since you started
the project and the information
paradigm has evolved a lot, espe-
cially on the Internet. Knowing that
you are a digital medium, how have
you adapted to this change?

| dont think we've changed that
much at the level of communication
because we were born on the Inter-
net. But | do believe that there are
certain tendencies where some major
media are getting lost. Subscriber
newsletters are an example of this. |
understand social media as a way to
connect with your community, and
many mainstream media newsletters
are pub-newsletters, where they offer

any kind of articles to add visitors.

What use do you give to newslet-

ters?

We bet on newsletters with quality
content and try to convey value to the
subscriber. We send one every Sun-
day, where we explain why certain ar-
ticles have been made and attach the
highlights of the week. In addition,
every month we send another news-
letter where we tell you what we have
done this month in the medium (im-
provements, new agreements, new
releases...). It's not just about drop-
ping a bunch of articles and seeing if

they read them.

El Orden Mundial | 13

In addition to newsletters, how is
your relationship with the audi-
ence?

We try to cultivate it a lot because it is
important to keep the connection
with your people. They give you clues
as to what they want and what they
don’t want and this helps us. Natural-
izing the relationship between media
and readers in a much more horizon-
tal way is positive. We come from an
absolutely vertical model where the
newspaper publishes and the reader
reads it, but it is an obsolete relation-
ship and only reinforces the discredit

of the media.

Members of The World Order have
been appearing more and more in
traditional media as collaborators.
Is it a cause or a consequence of

your growth as a medium?

Both. The media are calling us be-
cause they need experts to speak to
them properly about international is-
sues, which are of increasing interest.
But the appearance in them has also
helped us grow because it has
opened us up to new audiences, es-
pecially older people who are farther

away from the digital world.

Are you born with the intention of
differentiating yourself from tradi-

tional media?

We knew what we didn’t want to do.
There were things that we liked and

incorporated, but there were other
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things that personally horrified me.
When we were born, people were al-
ready distrusting the media because
they were dishonest and savagely
practiced clickbait and other tech-
niques. We were very clear that the
public wanted to pay if they were
treated like adults and with valuable
pieces. And so we did.

Have you ever considered adapting
your medium to a physical me-
dium?

For me the role is dead. One only has
to look at the figures for newspaper
circulation in Spain: they are tending
to zero. We haven't thought about it
because it's a money hole. Joining a
car that’s dying seems stupid to me.

How do you see the future of the
medium?

We have pretty good prospects.
Right now we have 3,000 subscribers
and we want to reach 4,000 by next
summer, and 5,000 by 2023. I'm pretty
optimistic about the future of the me-
dia because the subscription system
is very stable: it's very complicated for
thousands of people to leave from
one day to the next. Moreover, peo-
ple continue to demand international,
it is not a passing fad.



Daniel Cortés, La Radio Capital: “We've had to work

for many years to get some credibility”

Binta Kebbeh

Eapital

do fermponde

radiccapital.cat

Daniel Cortés speaking in the studio of La Radio Capital

Daniel Cortes, head of the news team hypertext, working on transparency
at La Radio Capital, outlines all the and, above all, credibility for its users.
journalistic strategies of his media. The process of converting the tradi-
They have become a traditional me- tional medium to a completely online

dium to a fully digital media, applying medium is the key to this interview.

new multimedia content, reducing

15
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What is Radio Capital?

It is a digital media of radio and writ-
ing. It is a digital radio from the Baix
Emporda based in Palafrugell (Cata-
lonia). We are a hundred percent
province-based media with the high-
est professional aspirations and with
the goal of not being in a format that
all province radios follow, but with the
aim of reaching many more people
and with many more channels. We
also want to have radio programs that
are very similar to what they do on big
radios and follow digital strategies
from a local and province level. We
want to follow strategies that can be
assimilated to other larger media.

When was it founded?

| should distinguish two things: first,
in terms of radio, it was founded 20
years ago, but then we launched the
digital media model around five or
six years ago. We are a third sector
FM radio, and we were interested in
a fully digitalized media.

You have gone from being a tradi-
tional medium to a digital medium.
How have you adapted

to this new digitalized innovation?

As for news writing, it was already
born digital. As news writing and ra-
dio we have

never been analog, so from a starting
point, we took on all the digital lan-
guage codes and combined them
with radio. So, we all work with net-
working and we have a studio, but
everyone works with networking from
home. The web system is WordPress,
but we have been adding extras to
the whole digital system, apart from
the web; such as starting with the
newsletter and others. We started
working with social networks like Twit-
ter and Facebook, but then we joined
Instagram and Tik Tok by making
short videos like reels. We have also
joined Telegram. Now, the last thing
we're doing and setting up is a sys-
tem for sending news by WhatsApp.
We are doing this because we are no-
ticing that Facebook has a low user in-
teraction.

How do you define your audience
that listens to you the most and

reads your news?

The public that read our news are
people from the Baix Emporda or
people who have a relationship with
it. There are a lot of people who
spend the summer in the Baix Em-
porda or work there, so they stay to
watch the news here. But above all,
our public is people from the lower
Emporda interested in the news of
what is happening here.

There are also people who have
second homes there. Therefore, this



includes a wide variety of audiences.
The ages, however, are diverse, de-
pending on the characteristics and
the interests of people, also educa-
tion is an important factor. It is ex-
pected that people in their 18s and
20s wouldn't be interested in the local
information, but what we do is go find
them, as | told you, on Instagram,
Whatsapp, tik tok, and so on.

So do you adapt to the needs of the

audience you want to focus on?

This is what everyone aspires to, but
it is very difficult for a medium like us
in the third sector, that is, an associa-
tive medium. It's a matter of looking
and knowing what news the public
likes best.

What writing model do you have?

Being a digital media we try to use di-
rect language, without subordinate
phrases and with clear headlines. In
addition, we also write on the radio

that we apply the same rules.

Is your content completely free?

Yes

considered applying

some payment methods to a cer-

Have you

tain content?

We considered it during the lock-

down. We were not thinking of a pay-

Radio Capital | 17

ment method, but of a system of part-
ners who can selflessly contribute so
that they offer us a series of benefits
or privileges, but not when it comes
to consuming information. But, we
thought of it for users who want to re-
ceive information through Newslet-
ters, talks, book presentations.

Speaking of Covid 19: has the pan-
demic affected the funding of the
medium?

We are a non-profit medium. So, the
small revenue we make from advertis-
ing is used to keep the radio running.
Therefore, no one who collaborates
in it has the desire to make money out
of it. This has given us some security.
This gave us the ability to have all the
information. It includes privacy policy,
editorial policy, diversity policy and

the code of ethics for digital media.

Do you consider yourself a trans-

parent medium?

Yes. We try to make all the infor-
mation available to our users.

If there is an error in a published
piece of news, do you tend to re-
port the error or just correct it with-

out reporting it?

It depends on the extent of the error.
For example, if we want to headline
"La Bisbal Market will return to the
streets wide this November" and
headline "La Bisbal Market will climb
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to where it is" in this case, we will
communicate. In addition, we will not
only post the error, but we will often
post the previous version of the news
item with the current version report-
ing the error we made. However, if it
is @ minimal error such as a date that
is within the text, then we change it
without warning, as long as we assess
the extent of the error. Aside from
that, if there aren’t a lot of people
who haven’t been able to see it, we
think it's a nonsense to tweet for
something insignificant.

To make advance notices, how to
share clues about the news you will

cover?

We often say it directly. For example,
if there is a demonstration on Insta-
gram we explain it there. But it always
depends on the topic and the scope.
In local communication, there may
not be as many acts as these. It's not
something we have as a rule. Some-
times when we have to cover a fair or
any other event, because we previ-
ously posted on the topics warning
that users can follow them through
our websites. If it's relevant enough

and people are expecting it, yes we
do.

Do you have a section on your web-
site where users can provide sug-
gestions or complaints about your
writing or radio programs?

We have a section where users can
contact us directly. What we don't
have are open comments on the web.
Concerning social networks, such as
Instagram or Twitter. Do you tend to
respond to your users' comments?
Do you have an interaction with your
users?

We like to create community and
we tend to do it. We have a lot of peo-
ple on Twitter, Facebook and espe-
cially Instagram where they tell us
things and sometimes users need to
expand the information. In this case,
we often respond as long as the com-
ments are within the ethical margin

and are not destructive comments.

Do users find it easy to contact jour-
nalists?

No. When we post a news item, we do
not post or set up our emails. We
don’t have it as a regular thing either
and we would surely do it.

Do you tend to post the profiles of
people you need to interview?
Why?

We don't tend to do that. It is not part
of our work policy.

Do you tend to post the profiles of
people you need to interview?
Why?

We don't tend to do that. It is not part
of our work policy either.



Do users show a lot of interest in
your digital content?

We have a lot of answers and a lot of
interest via email. The interaction in
the Newsletter has surprised us a lot.
Besides, there is a very high click-
through rate in the newsletter and
thanks to that, many people respond
to our emails. On Twitter there are
more or less serious reactions, per-
haps not so much thoughtful ones.
But we do notice a lot of reflections

through the mail.

Faced with the interaction, you
have noticed that your participants
are trying to increase their point of
view in relation to the news you
publish. Do they usually make con-
structive criticism or destructive

criticism?

We are not criticized so much for the
content we publish, but for the facts.
We receive no criticism from the jour-

nalistic base.

Did you receive insults in some

comments?

We have never been insulted, but the

protagonists of the news, yes.

Being a completely online media,
are you afraid that your content will

have less credibility?

Radio Capital | 19

As a local media, or media that do the
same information as us with the same
inspiration, as El Diari de Girona and
Punt Avui, being two media with a lot
of credibilities, this helps us to be a
credible medium as we deal with sim-
ilar issues.

Still, we did have to work harder on
credibility. Being a radio gives us a
status that the native digital media do
have to work much harder. We have
had to work for many years to gain
some credibility, and many times we
do notice that we are within this dy-
namic of digital media that may not
have as much credibility as being dig-
ital natives. Although sometimes |
think this is going to be less, since
young people no longer buy newspa-
pers and therefore already take for
granted that the media is all digital.
But being a radio and newsroom has

given us some credibility.

Why do you think users tend to not
trust online content?

Because there are so many types, it's
hard to say. Before people would go
to the newsstand and from the five
newspapers there, they would choose
their trend; but right now there is
more content; perhaps people are
not clear what the most serious me-
dium is. In our case, when someone
sees a news story about Palafrugell or
Sarria, it is very easy for them to iden-
tify us, the Diari de Girona, the Punt
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Avui, or the Costa Brava media. Per-
haps in this sense, we are saved from
this mistrust by being a communica-
tion of proximity.

Do you work with different sec-
tions?

In a medium like ours, it doesn't make
so much sense to make sections but
to make the news by town. If one day
we divide it into sections we would do
it into villages.

How do you summarize digital me-

dia innovation?

We work with more visual formats, we
try to do things directly through net-
works, videos, maps, or graphics.



Eloi Latorre, promoter of La Directa:

“There is a lot of low-quality journalism online, but

this kind of media has its days numbered”

Olma Giro, Pol Solernou, Maria Ripoll

A small group of people came to-
gether 15 years ago to create a pro-
ject where they could play an active
role in society when it comes to social
injustices and the promotion of
change, but most importantly, to
keep people informed about all that
was happening around them with an
interpretive and yet professional
point of view. This is how La Directa
was born, a modest - but yet re-
nowned - progressive catalan maga-
zine that promotes slow-journalism
amongst many other social values
that they share with their subscribers.

Eloi Latorre is one of the twelve
persons behind this project since its
beginning, and now he is the current
Digital Edition Coordinator of the
magazine and the Culture Section
Coordinator of the printed magazine.
In the digital edition of the magazine
he is in charge of closely following all
the content that the writers and col-
laborators prepare, then he edits,
publishes and spreads the content
through the social media of the mag-

azine. He often writes his own pieces

too, which lately have been mostly
cultural, such as his very last article
“Gramenet, mud’s memory”1 -origi-
nal title: “"Gramenet, memoria del
fang” -, or one of the articles he is
most proud of: “Bread, land, free-
dom, constructivism and ‘soleares’”
[“Pa, terra, llibertat, constructivisme i

‘'soleares’”].

How did La Directa start and how

was the digitalization process?

La Directa is a project that was born
with the idea of being a weekly paper
in 2006. Curiously, it wouldn't have
been viable to do this project anytime
later because even when we did it, it
was quite outdated. After all, the
had

started by then. For a few years, it was

printed press crisis already
a printed weekly magazine without a
web page. In 2012 a website was
made but it only collected content
from the physical magazine. In 2014,
after an internal debate assembly
process, we decided to make a reor-
ganization that made the magazine

into a fortnight with much more non-
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temporal themes, and we decided to
start a digital daily update.

How was the media funded?

The printed magazine is the basis and
economic solvency of the project. It's
the brand of La Directa. Currently, it
has 3,500 subscribers who pay 80-85
euros per year, which is 80% of the
budget. There is also some advertis-
ing -banner digital edition and paper.
The thing is that advertising is de-
fined in the statutes, it cannot surpass
the 10% of the annual budget -and
yet it never reaches that point-. We
also have a list of delimitations within
the advertising, for example, we do
not accept advertisements of compa-
nies involved in the exploitation of
workers or that are in the Ibex 35.

What we do publish is advertising
that is usually owned by the town hall
or campaigns of initiatives that con-
tribute to social transformation. |
must say that we have an adjusted
budget.

How many people work in La Di-
recta?

La Directa is formed by a fixed staff of
twelve people and a large group of
collaborators. As for the fixed staff,
four people work in the digital edi-
tion, one is the photography coordi-
nator, one other is the design coordi-
nator, one is the editor of paper mag-
azine, one the corrector, another one

is in charge of internal and external
broadcast, one administrates sub-
scribers, and one person is working
from the Valencian country, where we
have an important amount of collab-
orators.

As far as collaborators are con-
cerned, La Directa was born as an ab-
solutely militant project, and there are
many of them: over 100 people.

La Directa is funded mostly by the
subscribers, but the people who be-
lieve in the media and put their efforts
to make it work are extremely im-

portant for the magazine.

What role does social media play?

For us, social media is very important,
but we also have the feeling that we
have emerged in an out-of-time
model, old and anachronistic. We've
had this impression in all the steps
that we've made: when we first
started with the magazine, when we
launched the digital format, and also
with networks.

In 2015, we started with Twitter and
Facebook, but now it's been about
three years since we've been using
mostly Instagram -we used it a lot to
spread activities we do beyond our
publications-. But we've always had
the feeling of being late, for example,
we don't have a community manager,
we do the social media management
altogether, always following the style-
book, but there isn't a single criterion,
so now we have an internal debate



about whether or not to hire a person
dedicated exclusively to networks
who will look at the impact they have
on them. The problem is always
linked to budgetary reasons.

Unlike other digital ones, which is a
great advantage, the number of visits

has never been a decisive criterion
for us. We have never stopped pub-
lishing a subject just because perhaps
it would not have many visits.

We are not dependent on visits,
because fortunately, we depend on

subscriptions.

Javier Diaz-Noci talks about the
clickbait in his article The life of
news and the wealth of media com-
panies in the digital world: Reader
revenues and professional prac-
tices in a post-COVID world3, he
says that “One of the most obvious
impacts, which maybe the adoption
of

business models or media based on
the readers’ revenues is changing,
is the obsession on the metrics
based on the single user and, there-
fore, on practices such as the click-
bait”.

Do you think that what Diaz-Noci
refers to is an inevitable conse-
quence of the competitiveness in

the digitalization of journalism?

| would like to believe this is not inev-
itable. At La Directa we stick to pro-

fessionalism and rigorousness in-

stead of sensationalism. As a journal-
ist it's very gratifying not having to
think about a striking headline and

instead, applying the journalistic cri-
terion. We don't search for clickbait
headlines to trick people into clicking
and reading our articles. If we did, our
readers would have the feeling that
the media has failed you in many
ways, for example, because the jour-
nalist hasn’t done his job contrasting
facts. There is a lot of low-quality jour-
nalism in the digital world, but this
kind of media has its days numbered.
However, and even though the fact
that | do think that there is a tendency
to do higher-quality journalism, there
are also those who play both cards:
quality content and content for visits,

so they opt for a hybrid model.

Could the loss of jobs due to the
print newspaper crisis be compen-
sated in any way by the creation of

jobs in digital media?

Well, we might be living in a cocoon
here in La Directa, because no one
has lost their job since we started. All
12 workers have been members of a
cooperative from 2016 on with a
mixed model: work cooperative and
then consumer cooperative (like
other companies outside of the jour-
nalism world such as Abacus). Since
the team was created, the staff has
never been cut. Some people have
left by their own choice, but they have

been replaced.



Do you think that the lack of digital
knowledge of your generation af-
fected your view and strategy in La
Directa?

Well, when | was born we did not have
all of that. Surely when it comes to the
new generations there is a different
point of view, much more in favor of
digital media | guess. Actually, at La
Directa we have begun to have a de-
bate thinking about the future and we
wonder if in 20 years we will be able
to maintain a project that relies on a
paper magazine. Reading routines
have changed a lot, millennials no
longer have the reading culture they
had before, but, as always, some are
more adapted and those who aren't
as much. Obviously, this is something
that worries us, even though our read-
ers tend to be subscribers from day
one, we need to keep thinking about
the future and try to consider other
ways to attract younger readers.

What makes the readers subscribe
to a newspaper? What motivates
the willingness to pay for infor-
mation? A good marketing strat-
egy? A good economic approach?

In our case, we are convinced that it
has a lot to do with the affinity that
readers have to our brand, which has
been consolidated through the years.

People remain faithful due to the
credibility and values it attributes to
the brand of La Directa, much more
than the specific and individual con-
tents we publish. We believe that
people subscribe because they be-
lieve in the project and want us to
keep on going. Yes, when we publish
a good research, maybe once or
twice a year, we do a good dissemi-
nation campaign, and we see that
there are significant increases in sub-
scriptions, but aside from this it is usu-
ally out of affinity with the ideology
and willingness to follow the project.

In a digital age characterized by in-
teractivity between audience and
journalists, what would be the keys
to make a healthy and productive
relationship between them?

The first answer that comes to mind is
that | would prefer that the answer is
not on Twitter, although most of the
time it depends on things like that.
You never know what to do with Twit-
ter so that conversations can be con-
ducted in the most professional way
possible. What is more, we get very
nervous when the criticism on Twitter
begins. We doubt about giving an-
swers as "Directa”, although we know
for sure that it is best not to answer
and not to start a debate involving the
magazine's reputation. On the other
hand, it's okay to receive feedback on
the content. We post because we



don’t think the interactivity is nega-
tive, but it's always complicated. Net-
works sometimes turn interactivity
into a public spectacle, and that is
why we prefer to send private mes-
sages, have calls, send emails... Be-
cause the fact that everyone can see
it all leads to some kind of insanity. It
is much better for us, if someone has
something to tell us about an article,
to do it privately. So in order to have
a healthy communication, for us it
would be key to avoid falling into

public exhibitionism.
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Ryan Hudgins, news editor of The Collegian: “Twitter

is an innovation that has changed the industry”

Digital journalism has been gaining
importance in recent years, ahead of
what has been traditional journalism.
Taking advantage of this boom, we
had the pleasure of being able to in-
terview Ryan (20), born and raised in
Chicago, is the news editor of the
Collegian (online media) at University
of Richmond in the United States.
Studying journalism and leadership
studies, Ryan worked in a magazine in
Chicago for a year and a half, in Jan-
uary 2021 it will be one year since she
started as news editor and student
run on campus newspaper. She has a
major role inside the newspaper
where she has a news staff of 20 writ-
ers and assigns them stories. She also
edits and follows stories from pitch to
finished
Moreover, Ryan often writes her own

and published product.

stories and assists the editor and
chief with her needs. It is known that
journalism has a complex definition
but “conveying accurate and perti-
nent information to community mem-
bers in order for them to make in-
formed decisions as citizens” is how
Ryan defines it. Finally, she also ex-
plained to us the differences between

working in an online medium and a

traditional one that we will see
throughout the interview.

Business model of media or-
ganization

Q: After hearing about your organ-
ization, we are interested in learn-
ing more about how you collabo-
rate with your colleagues. Can you
describe how you interact with
those below you?

A: The students who work below me
are the newswriting staff. It is very im-
portant to get the new writers accus-
tomed to the Collegian’s guidelines
and get them all writing in the same
style. Making sure everyone knows
the guidelines and writes in the same
style helps to minimize the amount of
edits | have to make later. | also en-
sure that we have a welcoming envi-
ronment and everyone understands
that they can still make mistakes. My
intention is to prepare the staff for the
real world. One thing that can be
challenging is making sure everyone
is meeting the deadlines for their ar-
ticles. It is often hard to create a bal-

ance between writers not feeling



overwhelmed and meeting dead-

lines.

How do you normally interact with
your superior?

We are normally in constant commu-
nication. | ask her a ton of questions
or ask her for advice. I'm usually ask-
ing whether we should pursue a story
that was suggested or get her input
on if the story has hit a dead end. This
will usually happen when one of our
sources won't talk. The editor and
chief also serves as the final edit for
all of the stories after | look over
them.

It seems like you have a really good
system going with your team and
you guys interact well to get the
job done. Do you think there is an-
ything you would change about the
cooperation between the people
you work with?

| think the only thing that is difficult
sometimes is how complicated it can
get when deciding who has the final
say. This is especially apparent when
everyone disagrees on edits or
whether or not to pursue a certain
story. | wouldn’t want us to not have
healthy disagreements, but some-
times the gray area on who should
decide the outcome can be problem-
atic.

That definitely seems like it could
lead to some complicated situa-
tions. It would be interesting to

think about whether using consum-
ers' opinions could help with this is-
sue. Do you ever interact with any
active readers?

Since the Collegian isn't opinion
based | don't usually take criticism
from a reader into account when de-
ciding whether or not | should change
a story. However, since we are a
pretty small organization, we rely
heavily on news tips, so | do interact
with readers in that regard. It is ex-
tremely important to get news tips so
we can decide what people want us
to report about on campus.

How do you think technology has
influenced how you do your job?
Are there any major innovations

that stick out to you?

In general | think that technology has
changed the industry tremendously.
Both of the newspapers | worked for
were print based up until 10 years
ago when they became completely
digital. | think Twitter is definitely a
major innovation that has really
changed the industry. You can be
concise and quickly get 50 words out
about what is going on in the news,
opposed to reading an article online
or even getting a newspaper printed.

Do you think that twitter in general
is helpful or harmful to journalism?

| believe that Twitter is more benefi-
cial for consumers because it is a

quick way to get information for free.



But for journalists, this fast infor-
mation may turn people away from
long articles or news that requires a
paywall. | do think that it is important
for twitter to flag tweets that may be
spreading false information, like they
have done with Donald Trump. This is
definitely something that helps twit-
ter become more of a reliable way to

consume news.

Speaking of paywalls, when dealing
with a business model, financing is
a key issue. Do you believe that a
paywall or subscription will ever be
needed or beneficial to use in the

Collegian?

| don’t think so. The Collegian is the
only way that students can get infor-
mation about what current events are
happening on campus, and it re-
ceives money from the University of
Richmond to keep operations run-

ning.

Digital Media's influence

What is your opinion of how digital
media has affected journalism? Ad-

vantages and disadvantages?

The main advantage is that you don't
have to wait till the next day to con-
sume news. It is at your fingertips, like
you can access it whenever you want
from anywhere. And the disad-
vantage for journalists, is that there is
no structure or set time of when you
are reporting because like many

years ago, newsrooms would cut off

at a certain deadline but now you can
publish an article at any hour of the
day.

Do you think digital media can

eclipse (replace) lifelong media?

Yeah, | definitely do, sooner than
later. | remember in my childhood |
would see a lot of people carrying
around the newspaper, but now |
never do. Even my parents always
used to have the newspaper but now
they mostly consume news on their
iPads. So, | assume this will also hap-

pen with younger generations.

In your opinion, what kind of me-
dium do you prefer as a worker?

And as a consumer?

Being able to be in both types of me-
diums, | prefer the print based as a
worker. It is more rewarding to hold
something that you have produced
instead of just clicking a link. On the
other hand, as a consumer, | prefer
digital. You can consume news at any
time and links make it easier to follow

up stories and get more information.

Strategies, transparency,
trust, objectivity, and other
journalistic values

We have talked a lot about how
technology has influenced the evo-
lution of journalism previously.
With the appearance of digital me-
dia, do you think that the reliability
of news has been lost?



Yes | do think a lot of the reliability
has been lost. There is such a push to
be the first ones to publish a story
that fact checking and making sure
sources are credible can go out the

window.

Yes, this is definitely a flaw of get-
ting information out so fast. Think-
ing about the positives of digital
journalism, do you think that with
the evolution of online media,
young people are more interested
in the news or anything around
them?

| do, because apps like snapchat al-
low consumers to access the daily
mail or other news outlets, giving
more access to current events. | use
snapchat to read the daily mail al-

most every morning.

Do you believe that you are trans-
parent (honest about what you are
writing about and how you are writ-
ing about it) with your audience?

Yes, | strive to be transparent and
honest with readers of the Collegian,
and any media | am working on. | be-
lieve that it is really important as a
journalist to write about both sides of
a story. We always try to get a source
that disagrees with our main source
to allow readers to see both argu-

ments.

Since you do believe yourself to be
transparent when writing, do you

think that this desire for transpar-
ency is in any way out of concern
with self-promotion or marketing?
This is often more of a concern in

big companies.

| think it is important to be transpar-
ent so that readers have all the infor-
mation they need to be informed cit-
izens. Since the Collegian is primarily
trying to help students be informed
and is funded by the school, | don’t
think there is any reason for us to hide
the truth about what we are writing or
how we are writing about it. | would
hope that other newsrooms would
say the same, because you would not
want journalists to be swayed by self-

promotion.

Do you think your answer would be
the same if you were working in a
big company and stressed about
money?

| would definitely hope so. | feel like
losing transparency is more likely to
happen in a magazine, rather than a
newspaper, because they are con-
stantly trying to make the most enter-
taining and scandalous news possi-
ble, rather than trying to keep con-
sumers best informed.

How the way of working has
changed due Covid?

We had to close the newsroom and
apply teleworking which was the de-

finitive push to make the switch to
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cloud computing. During the quaran-
tine TOTSantCugat never stopped
posting.






Social Media Manager Laura Holer: “Older genera-
tions are not open to successful social media mar-

keting”

Twenty eight year old social media manager on working with
non-digital native clients and other challenges in the industry

Laura Hoéler, social media manager
for CARLNANN takes on many roles
and challenges throughout her daily
life in the office. Her company is an
ad agency for brands with their roots
being traced to one of Germany’s
oldest advertising agencies. The
company was bought out in 2018 and
after the buyout, the agency rein-
vented themselves and the oldest
agency became younger than ever.
While based in Hamburg, Germany,
it's clients are Sud Tirol, Kdlln Haf-
erflocken and HVV Switch to name a
few. In this sense, they do nationwide
advertising as well as local smaller cli-
ents. The agency works on offline
jobs such as billboards or posters
citywide and also has a strong hold
on social media accounts where they
tell brands what and how to post, to
garner more attention and properly
sell the brand'’s vision. That falls un-
der junior social media manager
Holer's realm of responsibility. Before
starting her job at CARLNANN, Héler
studied “Publizistik " which can be

translated into public relations and

journalism for her bachelor's degree
and then moved on to achieve her
master’s in strategic communication.
During her master's degree, Holer
worked as a PR intern at the beer
brewery Carlsberg and after her stud-
ies, she moved to Hamburg for an in-
ternship at EDEKA, a grocery store
chain in Germany, dealing with Cor-
porate Social Responsibility. Holer
then landed her job at CARLNANN as
their junior social media manager
where she is working with the brands
K&lin Haferflocken and HVV Switch.
Kolin Haferflocken is a brand that
mostly focuses on oats, cereal and
muesli and HVV Switch is a mobility
app that aims to make public trans-
portation in Hamburg easier. Holer
proceeded to explain how she helps
produce successful campaigns for
these companies.

When asked about what factors play
into the process of making social me-
dia posts for a brand, Laura Héler an-
swered: “Good question, because |

was asking that myself, actually, when



| started, because | had nothing really
to do with the social media part of the
brand before. Actually, my job de-
scription really just said “you need to
like social media and spend a lot of
time there” and | was able to do
that."

Holer explained how she is con-
stantly cultivating ideas from all
around her which is especially im-
portant at the start of every month.
Using October as an example, she ex-
plained how she would create images
based on holidays such as pumpkins
for halloween and for Kolln Haf-
erflocken, the oat brand, she would
make an entire week’s campaign out
of National Oat Day on October 29.
The process would continue with
writing captions and the text that
would be on the photos she chooses.
With her goal being to properly rep-
resent the brand, Hoéler needs com-
plete approval before she posts any
content for these brands on their so-
cial media. Artists from CARLANN's
art department then bring Holer ab-
stracts to life followed by more meet-
ings with the clients to confirm the
advertising reflects what they would
like it to. The responsibility falls back
on Holer as to when she should post
the content creations and to create

monthly reports on the content that

has been published that month. The
reporting includes the number of
likes, comments the content gets but
also the money that was put into it,
because most of the posts are paid
and rarely ever consist of organic
postings. When asked if Laura would
do things differently if the clients did
not have the last word, she claimed
that she would choose different social
media platforms to reach audiences.
Furthermore, she would be more de-
scriptive in the captions of the post as
well as using Instagram more fre-
quently and trying to establish a com-
munity there while also adding more
topics to the posting plan.

Holer revealed that clients are not
very open for discussion as they be-
lieve they know what is best, when of-

tentimes Laura is in the right.

You have a part in the
agency where you are try-
ing to give good advice,
but sometimes it's hard be-
cause they just won't listen
even though you have the
reports that prove you're
right



Laura Holer attributes this issue to
her young age. While she may be
younger than the clients she is work-
ing with, she has found she often has
infinitely more social media experi-
ence than her clients but due to her
age, they believe their wisdom to be
more in topics they may not com-
pletely understand. An example of
this was when she tried to integrate
TikTok and Snapchat campaigns to
help brands target younger audi-
ences but since the clients had never
heard of the companies, they were
not open to the idea even though
Holer had previously successful cam-
paigns on these platforms with the
company’s exact target audience. In
this sense, Holer believes that “older
generations are not open to success-
ful social media marketing”. Another
generational issue Holer has experi-
enced with social media was when
she told a client to create Instagram
stories throughout his day. While she
provided ample examples of what
she expected and what would be suc-
cessful for his brand, he was unable
to receive the results that Holer had
obtained previously due to poor
camera work and lack of energy that
is crucial in Instagram story cam-
paigns. In recent years, brands have
also been attempting to make cam-

paigns surrounding diversity and

other inclusive topics. Holer finds that
companies are actually rarely fully
transparent with their readers or con-
sumers and tend to greenwash
things, saying they are all for diversity
when in reality they are not really con-
tributing to it at all and it is more for
show. Some clients ask for help with
appearing more diverse and accept-
ing on their social media platforms,
but since they do not have an actual
story to tell it often ends up being
something as basic as posting a pride
flag during pride month or including
people of color in photos for their
campaigns. A struggle Holer has had
to keep up with and adapt to in the
industry is the constantly changing
aspects of social media. With the
transition to Snapchat and TikTok in
comparison to Instagram and Face-
book, the time posts are up is con-
stantly decreasing. While people are
losing attention at quicker paces,
Holer actually sees this as an ad-
vantage since shorter campaigns
mean that she has to get right to the
point and tell the product as it is, not
with as much useless jargon as she
has had to previously to please her
clients. This additionally ensures
quality stays and she is able to stay
truthful to the customers. Holer has
experienced many challenges and

successes in the social media world



which has helped her adapt to its ever
changing environment from a profes-

sional standpoint.



Rory Winters: “It is unfortunate that mainstream me-

dia has a growing lack of trust of the public”

The journalist on The Detail, online journalism and the dis-

trust of the media
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Rory is the chief reporter at ‘The De-
tail’ which is an investigative news and
analysis website based in Northern
Ireland which focuses on the report-
ing of vital news stories which are of
public interest. The not for profit or-
ganisation, is a multi-award winning
digital media newspaper which is
committed to delivering challenging
journalism. Rory has played a central
role in a project looking into home-
less deaths and has gained UK wide
media attention for his reporting on
this issue. The project was shortlisted
for Investigation of the Year at the
2019 Amnesty International Media
Awards in London.

Online journalism was quick to in-
corporate their readers into influenc-
ing the type of content published on
news websites (Ruiz et al., 2011). How-
ever, there has been little scrutiny into
this phenomena and its implications
for democracy (Ruiz et al., 2011). Au-
dience involvement and participation
has resulted in journalists losing con-

trol over content posted to their news

websites (Meyrowitz, 1985). It could
be argued that transparency could
‘lift the curtain” of online journalism,
causing audiences to question the au-
thority of journalists and mainstream
media (Lowrey and Anderson, 2005).
The rise of immediacy within online
journalism is a cause for concern, par-
ticularly during the period of ‘fake
news’ and misinformation which can
be easily spread on social media plat-
forms. Several studies have found a
correlation between the rate of audi-
ence clicks and journalist decision
making, for example Vu (2014) con-
ducted a survey among US newspa-
pers and concluded that editors are
willing to adjust their decision making
based on online metrics (Welbers et
al., 2016). Analysing online metrics
can threaten the 'gatekeeper’ role of
journalists because it allows news me-
dia organisations to take into account
the preferences of their audience,
therefore affecting journalistic impar-
tiality (Welbers et al., 2016). Kovach
and Rosentiel (2001) state that the first



principal of journalism is ‘truth tell-
ing’, however they describe this as an
utterly confusing principle which is
impossible to pin down (Karlsson,
2011).

Whilst distrust in journalism and
mainstream media is a cause for con-
cern, more worryingly is the fact that
audiences are turning to social media
for their daily news (Grosser, 2016).
Social networks allow organisations
and elites to bypass mainstream me-
dia and present their message di-
rectly and unmediated to their follow-
ers (Hamada, 2018). The decline of
journalists’ jobs and journalism stu-
dent’s uncertainty into entering the
field of media (Hovden, 2016), cou-
pled with the collapse of several news
media organisations across the world,
are suitable indicators of the crisis in
online journalism (Hamada, 2018).
The emergence of the 'fifth estate’ of
media was supposed to provide the
audience with a wider role in journal-
ism, including increased public de-
bate and scrutiny, however the result
was a distrust in online news organi-

sations (Wahl-Jorgensen et al., 2016).

Where do the incomes that feed
the company come from (business
model) in your particular online
news media organisation (e,g pri-

vate, public or mix ownership).

The Detail is a non-for-profit organi-
sation which relies on philanthropic

funding and grants from organisa-
tions which are willing to fund public

interest journalism.

What is the reader revenue model
of your news media organisation
(e.g, membership, subscription or
paywalls, sponsored content, subsi-
dies.

The Detail operates a subscription
system which anyone can sign up to

for free.

How does your online news media
organisation use multimediality in

their articles to engage readers.

Primarily, The Detail produces investi-
gative written journalism which is of-
ten long-form. However, we also use
photographs, infographics, interac-
tive visualisation tools and video
pieces to reflect our work alongside

our written pieces

Are the proper conditions for qual-
ity journalism only met when jour-
nalists are given freedom to work
independently away from the com-
pany owning the news media (cor-

porate level).

If, at a corporate level, a media organ-
isation is too stringent with its journal-
ists on the basis that it doesn’t want
them to pursue research which is in
the public interest then the quality
and importance of the work which

those journalists are able to produce



is negatively impacted. This is unfor-
tunately something which happens in
some media organisations.

However, it is often important for in-
dividual journalists to engage with
colleagues and editorial staff to get
‘another pair of eyes’ on their work
prior to publication. If the editorial
staff are well-intentioned, capable
and willing to produce important
work - then it is beneficial for journal-
ists to engage with them over their

work.

Editorial staff will tend to have a more
intimate relationship with the media
organisation at a corporate level, but
as long as they are doing their job in-
dependent of external, powerful in-
terests then quality, important jour-
nalism can still be produced.

Are transparency and objectivity

improved in online journalism?

It really depends on the online jour-
nalism source. Some online journal-
ism is more transparent and objective
than traditional media, but the oppo-
site can also be true. It just depends
on the source. In addition, most major
media organisations produce online

and offline content.

Would you consider advertising as
a barrier for journalists to report
freely due to certain negative issues

surrounding key advertisers usually
being hidden.

Advertising is often important for me-
dia organisations to survive and
thrive. However, if corporate entities
which pay for advertising space in a
media organisation dictate the issues
which that organisation can investi-
gate - then that is problematic for free

and open journalism.

How important is convergence jour-
nalism in the modern day land-
scape of online media, particularly
with the fact that more readers are
turning to social media to get their

News.

Journalism which uses a range of
tools can be effective in reaching dif-
ferent people. For instance, if use
video alongside your written work
some people will find the video more
engaging while others will still prefer
the written work.

In your opinion has social media in-
creased levels of immediacy within
online digital journalism, in particu-
lar to user interaction with articles
posted by news media organisa-
tions on platforms such as Face-
book and Twitter.

It is undeniable that social media has
made the news ‘quicker’. In the past,
news was simply produced on sched-
uled television news programmes,
daily/weekly newspapers and on spe-
cific radio shows. However, nowadays
media organisations break stories

every hour of the day through social
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media which reaches the public im-
mediately.

What is your opinion on the grow-
ing distrust of mainstream media,
with audiences turning to social
networks such as Facebook and
Twitter to get their news from un-

proven sources.

This is a difficult issue to address in a
short format as there are many issues
at play. However, in many ways social
media is a good thing in that it allows
people to have a voice who would not
in the past. This can lead to issues
which mainstream outlets haven't
previously covered, getting into the
public domain. However, it is also true
that social media leads to low quality
discourse which can of course be in-
accurate and defamatory. It is unfor-
tunate that mainstream media has a
growing lack of trust of the public.
However, it is incumbent on those
media organisations to pursue fact-
based, public interest journalism
which does not rely on ‘cozy’ relation-
ships with government agencies and
politicians - which unfortunately is the

case in some circumstances.

What is your view on the opinion
that immediacy threatens the qual-
ity of online journalism, or would
you argue that open discussion and
dialogue between the audience

helps inform readers.

Open discussion is ultimately a vital
cog in the media landscape of free
societies. However, the promotion of
rapid-fire journalism over long-form,
public interest investigative journal-
ism is detrimental and it is too preva-
lent.
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Media environment is going through a fundamental

change, says editor in chief Lasse Virtanen: “The me-

dia has not kept up with the change well enough”

Jasmine Josefiina Vahtera

During the past decades the field of
journalism has been undergoing a
fundamental change. Online has
come alongside with offline. Today,
working in the media requires balanc-
ing between journalistic goals and
market pressures. Future challenges
are related to digital transition and re-

sources.

e
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Facsimile of the latest printed newspaper
on aamuset.fi. For editor in chief, Lasse
Virtanen it's a strategic choice to serve
print edition also online.
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“The oil rig parable of the former
CEO of Nokia comes to mind. Tradi-
tional media has the situation that we
are on the edge of a river and should
get to the other side, because the for-
est is already burning behind us”,
says Lasse Virtanen.

He has been the editor in chief of
the local weekly newspaper Aamuset
since 2007.

In 1996, soon after the launch of
www, the differentiation between
print and online began (Diaz Noci
2013, 259-260). In the beginning of
2000's the border between online and
offline started to blur (a.m., 264).

Virtanen reflects that there are now
two tracks of production: online is for
fast, short, and breaking news, print
for longer articles that will stand the
test of time. Print has lost its relevance
as a channel for news. “Nowadays,
news is fast-food served online.”

It can be said that the newsroom, as
we know it, is disappearing, or at least
changing. Therefore, it is vital for me-
dia organizations to come up with
new ideas, tactics, and organizational



structures. (Deuze, Witschge 2017, 2,
6, 8).

The eventual strategy of Aamuset is,
above all, to be local. Printed version
is feature-like publication about local

people and phenomena.

Aanitiset

Aurelian-Catalin Dinun minir
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Screenshot from aamuset.fi 1/11/2021

Virtanen describes that when print
was still a remarkable source of break-
ing news, the work was more about
chasing news and especially scoops.
Now, the nature of the journalistic
work has changed from scoops to
more analytical and many-sided re-
porting.

According to Virtanen, challenges of
online media are related to the big-
ger workload and the binding nature
of online media. Online site must be
updated 24/7.

News, and especially breaking and
exclusive news have become the
main apparatus for competition for
online news media (Kartveit 2020,
1470).

However, despite of the hectic na-
ture of online, Virtanen doesn’t see
website as “a mandatory evil”. For
him as a journalist, it's a “lifeline”.

Aamuset.fi | 41

“It's also a blessing that online page
must be updated all the time. When |
have some (breaking) news | don't
have to sit on it and wait for the print
release, | can put it right away to our
online pages.”

As a local weekly newspaper, which
have small resources and few employ-
ees, Aamuset doesn’t have separate
network journalists. Online service is
updated along with other work. Still,
Virtanen affirms that they are seeking
to make updates also in the evenings
and on weekends.

“Media organizations that have the
public service obligation, such as The
Finnish

(FBC), must always have the latest in-

Broadcasting ~ Company
formation on their pages. Since we
don't have this kind of obligation,
there’s no need to have someone in
the office all the time. We can preset
some articles for later publication.”

Even though the online is important,
the printed newspaper is still the most
important for Aamuset.

“We are a city newspaper, and our
funding comes from advertisements.
Majority of advertisements are still
sold for the print. Print is also a spe-
cialty of our advertising vendors, and
we have well-established customer
base.”

The advantages of print advertising
in Aamuset are wide distribution and

high circulation.
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Social media platforms, such as Fa-
cebook, are good in targeted adver-
tising and maintaining the customer
connection because they learn to
know the user.

Still, traditional media reaches a
wider range of potential customers.
The advertising challenge on online
side is how to make it tempting for
advertisers.

Virtanen considers the situation
challenging, because Aamuset has a
regional target group.

“"We should be able to get huge au-
diences for our online service to
tempt the advertisers. The competi-
tive situation in online is pretty ruth-
less.”

Market model has brought the in-
creasing competition to the field of
journalism (Welbers, van Atteveldt,
Kleinnijenhuis, Ruigrok and Schaper
2016, 1140, 1047). Therefore, in many
media organizations click tracking has
become commonplace.

Improvisoitu
murhamysteeri Jo-Jo
la ma ssa

Kesikatu keriisi kiitosta ja
Kritiikkia

Viinatehtaasta tuli
kulttuurin keidas

Kadun tyyli: Persoona linjan raitsikkakuski Kdynnistyy
edelli Varaslshtklubilla

Front page layout, city & culture -section,
aamuset.fi 1/11/2021

Virtanen says that they don't do click
tracking as much as they maybe
should. He doesn't accept the culture
of click titles but still, he sees that click
tracking, when used properly, is a
good tool.

"We pay little attention to click
tracking, and | don't see that it could
bring much more to this type of news-
paper”, Virtanen reflects.

Nowadays, both the audience and
the media organizations are frag-
mented. However, regardless of the
number of resources, every media or-
ganization should keep up with the
transition. Otherwise, will be left be-
hind.

Today's media organizations are
facing two kinds of pressures.

On the other hand, digital produc-
tion processes and concepts are tak-
ing over, and therefore, the tradi-
tional journalistic policies are endan-
gered. On the other, the mechanisms
of market economy are penetrating
the journalism. (Gunther, Schultz
2021, 144).

In Virtanen's opinion, the media or-
ganizations have not been able to
keep up good enough with digitalisa-
tion and the related change.

According to Virtanen the biggest
challenge now is renewal that many
media organizations and newspapers
are planning.

However, there is gap between gen-
erations which affects to the success



of a renewal. Virtanen sees that many
will fall into that trap.

“The question arises, for whom the
newspapers are renewed? For the
older generations who don't want the
change or for the younger ones who
don’t care about the print anyway?
The result is that the renewal is com-
pletely useless.”

Virtanen sees that for the young
generations the whole concept of tra-
ditional media is outdated.

“They have social media platforms,
feed, influencers and Youtube. They
don’t care about the newspapers'’
brands. The only way they might end
up to a newspaper website is through
social media.”

Therefore, Virtanen considers that
media organizations should keep up
better with the change and find new
ways of producing media.

“Even though podcast is not neces-
sarily a natural way for me to produce
content, it could be a natural way for
the recipient.”

For Virtanen, the crucial question is,
what digitalisation in media means af-
ter all. What is the direction the media
organizations should head for? What
should be done next?

"The need for news is and will be the
same it was before. The crucial ques-
tion is how and by whom the news
should be served to the public in the

future.”
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Jean Chichizola, deputy editor-in-chief, Le Figaro:

“We should be less obsessed with the new technolo-

gies themselves”

Jean Chichizola is deputy editor-in-
chief at the Figaro society service,
specialist in questions related to ter-
rorism in France, all tendencies com-
bined, Islamists but also extreme
right, left, terrorism, regionalist (Cor-
sican, Basque, Breton even if things
have calmed down). He also works on
questions of history and memory. He
is in the process of finishing a great
work on the “compagnons de la lib-
eration”, resistant Gaullists from the
first hour of 1940. He is also in the
process of preparing a subject on the
Harkis and on the law which was an-

nounced on these people. (1)

Career

Sciences Po Paris, then DEA in politi-
cal sciences. Worked for a subsidiary
of the newspaper Liberation, which
was doing international coalition,
then moved to Reporter Sans Fron-
tiere for 4 years to defend press free-
dom. Then he set up a news agency
with friends to cover the cases of the
international  criminal  court for
Rwanda. After he worked at the DSD

weekly for a year to be hired at Le

Figaro after articles published on
Corsica caught the eye of a journalist
from Le Figaro who asked him to
come and work with them. For him,
today it has become difficult to be a
journalist without a proper journalism
school.

For him, working at Figaro is seizing
the opportunity to have the financial
means to do a good job because it is
a very large newspaper. In addition,
when you contact people to do inter-
views and say that you are from Le
Figaro, all the doors open. Another
reason is that you can have several
lives within the journal. He was edi-
tor-in-chief of a team before becom-
ing associate editor in the corporate
department. For him, it is interesting
to participate in the great mechanics
of the newspaper. He remembers the
2008 crisis when economics experts
did not understand what was going
on. With passion, he explains that it is
impressive to see the information ma-
chines set in motion to provide infor-

mation to readers, and unite dozens



of journalists together (correspond-
ents, specialist columnists, editorial
lists, investigators ).

They founded an association which
has received funding from the EU,
Canada, and Belgium. In addition,
they had created an associative me-
dia with a newspaper published in a
few thousand copies, in French, Eng-
lish and Kinyarwanda (Rwandan lan-
guage). At the same time, an agency
dispatch, which is like an article in
more summary. They had followed
the genocide and the after genocide
with a few journalists and they consid-
ered the trials very important. This
lasted 2 years, during which their seat
was based in Tanzania in Arusha,
where the seat of the international
criminal tribunal for the genocide was
located.

Travel? In France as much for the
terrorist aspect as for memory and
history. Recently, he has frequently
been in Morocco, ltaly, Germany, or
the United Kingdom.

As for memory and history, he likes
to have a foot in the present, with
what can happen in France. But also,
in the past to understand the reasons
why some got involved, acted. If
there is a parallel to be drawn be-
tween one era and another, it is that
those who were qualified by the Na-
zis as terrorists in the 1940s, had very
different ideals and principles than
what kills in the world today in the

name of an extremist and / or totali-

tarian ideology.

We should be less ob-
sessed with the new tech-
nologies themselves than
with the need to keep
those principles and adapt
these new technologies to
the principles rather than
adapt the principles to the
new technologies.

Before being at Le Figaro, he had in
fact worked a lot on the themes of in-
ternational justice. Despite the trial of
the International Criminal Tribunal for
Rwanda, he also continued in the
branch of memory on questions of
justice at the Center of crimes against
humanity, installed in Paris. The Na-
tional Anti-Terrorist Prosecutor's Of-
fice, which monitors contemporary
terrorism issues, also has a division
that deals with crimes against human-
ity, sometimes working on very old
crimes. For example, he recently
wrote articles on a raid in Marseille in
1943 which led to the opening of an
investigation for crimes against hu-
manity by the French prosecution.

"Of course, putting these stories,
archives, iconographic documents,
photos online can be very interesting.
This underlines the idea that justice
can pass even 80 years later. You al-
ways have to try to fight for the



memory to persist and for justice to
pass, and this can be done with

online media."

Would these online archives be ac-

cessible to everyone?

The principle of Le Figaro is the same
as that of many other newspapers.
There are 2 levels: that of the web ac-
cessible to everyone and the so-
called "premium" web, intended for
those who decide to subscribe to the
digital version which is often coupled
with the paper version. We can play
on the 2. As for the liberation com-
panions, a few years ago, the article
was available only to subscribers but
also to purchase. At the same time, a
timeline with a series of photos and
captions was made available for Inter-
net users who wanted to read without
subscribing to the newspaper.

“This double principle is
complementary. Reach as
many people as possible
with this info and get as
many people as possible to
subscribe to the newspa-
per.”

How do you go about publishing

your articles online?

It's basically the same principle, the
same journalistic mechanics. The
journalist chooses his subject, has it
validated by his editor-in-chief or
possibly works on a subject that is
proposed to him, often current
events, if something happens in the
field of the journalist concerned. He
does his investigation, writes his arti-
cle, which is edited, therefore proof-
read by the managers of the depart-
ment for which he works and then the
article is proofread by other journal-
ists who ask questions if certain
things are not clear, correct some er-
rors. The editorial secretary also pro-
vides proofreading work. Then the ar-
ticle is put in one channel or another.
Either in the paper, in this case it is
also almost all the time in premium
web. Or maybe it is decided that it
will be posted online for free, be-
cause the topic lends itself, there is
already another article on another

topic, or because it is very hot news.

Is there a new organization of
newsrooms since the switch to dig-
ital? Do you see new professions
appearing there?

"It depends on whether you know
you are writing the article for the in-
ternet, paid or free. And it also de-
pends on the possibilities we have, if

we know that there are video links,



photos, sound recordings. Any possi-
bility of enriching the article, the au-
thor can do. Then if we do not have
specific things to add as the author of
the article or if we do not have the
time or the technical possibilities, be-
cause of a bad connection for exam-
ple, or if we are at deep in the Moroc-
can atlas to meet a 100-year-old vet-
eran who invites you to his farm ac-
cessible by donkey, it is not always
possible to enrich the article. In these
cases, there are web editors who do
2 things.

On the one hand, there is the possi-
bility of enriching with, in particular,
links that refer to other articles. There
the internet is interesting, with a mir-
ror game and enrichment of infor-
mation. We are writing an article on
the ongoing trial of the attacks of No-
vember 13, 2015, and we refer in this
article to the hearing of last Friday for
example, or to an article that talks
about the attacks, and which will al-
low us as reader to immerse ourself in
the context of the time. It can be ob-
tained as an article reference, or as a
video. It's a very specific, interesting,
and important job. Lately, there is
also the need to not only refer to pre-
vious articles but also to refer to other
productions of the newspaper as a
whole. In the print, web, photo, video
or televisual service, the one of Le
Figaro is highly developed. We can

refer to all kinds of other content, ar-
ticles, interviews with external speak-
ers, a talk from the TV Figaro, tribune
of a great intellectual, historian, all

enrichment of the article.

“This is the big difference
between print and the web.
The web will be much more
enriched than paper, with
an enrichment by refer-
ence.”

A few years ago, there was a sort of
science fiction of journalism, a flexi-
ble electronic tool on which you can
read articles. By clicking on certain
points in the article, we could access
a presentation of the author, the
character we are talking about, the
context.

But in the technical choices there
are bifurcations. Today the tablet still
exists but has been competed with by
the smartphone. The idea of the elec-
tronic flip-through journal was aban-
doned today  with
smartphones, laptops, and tablets,

because

we have the equivalent. With the ad-
vent of the smartphone a little over
10 years ago, it's incredible to see au-
diences of all ages who have adapted
to reading a newspaper on such a

small screen.



Hyperlinks, also enrichment in
transparency? Increased trust with
more sources? What about links to

other newspapers?

Regarding sources, it's the same prin-
ciple on paper or on the web. First of
all, when initial information has been
disseminated by a news organization,
we quote that source, we do not steal
the information. On the web, we cite
but also refer to the article in ques-
tion. This is part of a basic journalistic
principle and the need to provision
our site. | remember a few years ago
a discussion with the former director
of Le Figaro. The question was, if we
refer back to the colleague's article,
will there be a diversion of our audi-
ence? The manager said not at all,
you are wrong, it is in our interest be-
cause it helps people see that we are
citing our sources and therefore have
more confidence in our site. In addi-
tion, it is a back and forth phenome-
non, the person will go to our col-
league's initial article and then return

to the Figaro website.

There is also a difference whether
the source is open. If we ask a minis-
ter about a news item, we quote the
person, and we quote his contribu-
tions. If he has already done an inter-
vention for the newspaper, we refer
to the interview. But in journalism,
there are also sources that are never
cited. At this point, that is part of the

level of trust that a media outlet

needs to establish with its readership.

The job is not to broadcast fake news.

Vital element of our time: profes-
sional journalism can be a safeguard
against fake news because news is
not a completely neutral material.
When you've worked as a journalist
for a few years, you take a step back
from information, beyond ethics it-
self.

For example, a few years ago we
were trained by a British journalist
who taught us how to tweet. He told
us in an obvious but important way
that twitter news is not news. We can-
not write an article an information
thrown on the social networks. Most
of the time we do not know the value
or the nature of this information. You
have to work on it, verify it, enrich it,
deny it, drop it if it is false. Journalism
is an anti-hysterization of what can be
observed on social networks where
people who do not have these safety
nets, engage in diatribes or mad
campaigns on news that are not or
are incorrect. Where the profession-
alism of the journalist can come in
handy by filtering, taking your time
wondering about the news.

How do journalists manage the au-
diences that have become active?
Do they read the comments? Use
this information to enrich the ap-

proach and the articles?



He starts by saying that there are 2
levels of interaction. The first one is
through the comments for example.
He does not systematically reread all
the comments made on the articles.
The comments are moderate, there
as everywhere else. Likewise, they
continue to receive written letters
from exalted people but also com-
ments that exceed legal standards.

What is interesting is that even in
the age of social networks, classic in-
teraction continues. Signing an article
with them is the journalist's twitter or
email. So, there is the possibility for
the reader to ask a question to the
journalist, or to report an information
which would have escaped him,
whatever the channel. We are no
longer in the commentary which is
the expression of an opinion but
there is a willingness to add, correct,
or point out something to the author
of the article. This is done by social
networks, but also by telephone, or
by mail.

For example, for the subject of
memory and history, while writing an
article on the release of Paris and the
conditions under which it happened.
He received a phone call from a
woman who wanted to talk about her
father whose story was unknown. Ar-
menian naturalized French in 1930,
he had with his cheese and dairy de-
livery tricycle, guided the French

troops arriving in the capital in Au-
gust 1944 because they had to go
very quickly and did not know the
ground. They had to avoid all the
German roadblocks so as not to
waste time. This person whose story
has been forgotten was fascinating.
For the same article he received an
email from a person who informed
him of another fellow soldier of the
liberation who died in 1945 in the
fighting in Alsace but one of the first
to arrive at the town hall of Paris on
August 24, 1944, in the evening.

Interaction is facilitated by the con-
tact of journalism but could have
been done by other means. On top
of that, social networks, and the inter-
net, which were described as a dan-
ger for the daily press a few years
ago, are an excellent means of dis-
semination and exchange of infor-
mation.

Loss of his power of gatekeeper as
a journalist? Relay of information by
citizens without controls, people
choosing topical issues.

He does not feel dispossessed of his
expertise as a journalist but remains
very critical of social networks be-
cause he observes that it is often an
open sewer, with big mouths and ex-
tremists of all edges that try to mo-
nopolize the floor. He also appreci-
ates that citizens can discuss the news
and question journalists. He is



opened to discuss, dissect, debate
the info.

However, it opens up another social
and societal question that no longer
depends on journalism, namely the
confinement of communities to social
networks. Recently, he was discuss-
ing with a fellow journalist who ex-
plained to him that on the Internet,
he is in isolation, with people who
share his ideas. He finds himself
locked in a world, which is the antith-
esis of journalism. But it is also a fun-
damental issue for democracy.

What shocks him about the Figaro
situation 20-25 years ago is that new
technologies have made it possible
to magnify and multiply the impact of
his articles. The consultation figures
for the various Figaro websites are
phenomenal, well beyond the reach
of the paper newspaper a quarter of
a century ago. In a democracy it
would be inconceivable for him to
criticize the fact that there are addi-
tional means of communication and

that we can seize them.

What do you think of this same silo
effect caused by algorithms in

online journalism?

“It's a danger to everyone, not just
journalism. Even if the journalists are
the least in danger on this because
the reflex is to look elsewhere. There
is a negative trend in terms of intel-

lectual, artistic, and political open-

ness. We remain human and not ma-
chines. This question of algorithms is
more of a societal question, very
problematic. "

He then relativises by exposing that
before we did not need these algo-
rithms to lock ourselves in a circle. We
read the authors we loved, the anal-
yses of intellectuals with whom we
agreed, the newspapers that corre-
sponded to our ideas.

“But this is where the internet was
able to blow up borders. People to-
day on the web are going to be inter-
ested in news, media, newspapers,
which they would not have thought of
accessing in the old world of the print
media. The information spreads dif-
ferently but in greater number, which
is interesting. "

Have you heard of "click bait" and
pay per click?

“The last element is dangerous for
our development and for society it-
self. The job of a journalist is to inform
in the broad sense, but it is also to
arouse controversy, debate and not
only serve what people ask for. It's
very problematic if we start to have a
ratings policy in terms of news. It is a
perilous development.

Regarding titration, an American
journalist said a few decades ago that
the journalist's mission was to bring
to life a product which was made
from trunks of trees kneaded and

transformed into paper by the magic



of the verb, of the title. That's the
beauty and the interest of this job. On
any platform, we will attract the
reader. A well titled article, a video
with a good start will be attractive.
We do not prostitute ourselves in the
material. The attention of the reader
is drawn to the information that is dis-
seminated. This is necessary, im-
portant, it can be learned and is a
matter of professionalism. You have
to both attract and inform. ”

Trend towards this movement, de-
cline of the analytical, investigative
journalist. Less scoop, less ground
with online newspapers?

“No, whether it is the pure player
(only online), or the media like Le
Monde or Le Figaro, which have
made their technological and inter-
net revolution. At Le Figaro, not only
on the Internet but also in terms of
video, television channel, there is no
less investigation.

For years there has been a debate
among media executives between
the free and paid web. Do we make
everything available to the reader
and we are compensated by advertis-
ing, or do we consider that the prod-
ucts (articles, videos, etc.) which are
the work of the editorial staff of the
newspaper, journalists paid for that,
that we make them pay by subscrib-
ers?

The great news in recent years is
that naturally people were willing to
pay for news, subscribe to media and
therefore fund the production of val-
uable, confirmed, verified, enriched
news. This was done through a move-
ment initiated by the Americans from
the NY Times, and the British from
the Financial Times for example, and
implemented in France by Le Monde,
and Le Figaro. From there, it is nec-
essary for the media to continue re-
porting, investigating, have exclusive
information, because people are
starving for information and willing to
pay the price. There, the economy of
a medium begins to become solid,
and the internet is not the great gra-
vedigger that we described a few
years ago but on the contrary a
means of securing the notoriety of a

medium.

The numbers show that a very low
percentage of users of online news-
papers actually subscribe, and
that's enough for you with very
high attendance as you said. But

what about small media?

"If we take Le Monde and Le Figaro,
sufficiently up to date, an increasing
part of the number of subscribers are
collected, seduced on the web and
then subscribe to the newspaper with
the possibility of having access to the

paper version. If we put a premium



article online, out of this large num-
ber of people, the ones who will de-
cide to trigger a payment on the arti-
cle or on a subscription are very few,
but that is not the question. Because
if tomorrow all of Internet users who
surf the Figaro website subscribed,
we would overnight have millions of
subscribers, which is totally unimagi-
nable. However, we are talking about
Le Figaro, a newspaper that has been
in existence for one and a half cen-
tury, therefore a newspaper that has
the means to have a free website that
brings information to people and that
maintains the cost and the interest in
the media and at the same time a real
source of products, original articles
that feeds the web premium. This is
what a media worthy of the name
needs to build on. Otherwise, we see
that pure players are often niche me-
dia. They will have a certain number
of subscribers, smaller than those of

the major media.

How did you adapt to this revolu-

tion?

“The Figaro title has existed since
1826, at the end of the restoration. It
has been a daily newspaper since
1866, which comes out every day,
now 6 days a week. This reflection
around new media, new technologies
is essential with all that it poses at the
social level. Because news is vital in a
democracy. It is no coincidence that

as soon as a dictatorship takes place,

the first thing it does is take posses-
sion of the radios, TVs, newspapers.
And that is not new. When Napoleon
made the 18 Brumaire in 1799, he
closed three quarters of the newspa-
pers in a few weeks. It is also neces-
sary to delve into the past to under-
stand that everything that seems old-
fashioned to us today, rotary presses,
high-volume presses, industrial print-
ing houses, were major innovations
and that if we take history from Le
Figaro, we have a succession of jour-
nalist adaptations to a new journalism
created by new tools. But fundamen-
tally the basis of the profession, which
is to release verified information and
tell stories of interest to readers, is
the same with the same excesses.
The same as in 1866 or even in 1826.
The predecessors fought with tech-
nological revolutions, sometimes of
great level with the rise in power of
television in the years 40-50 for ex-

ample, but always with success.

Multimediality, immersive prac-
tices, do these new practices help
achieve a more democratic journal-

ism as one might have hoped?

“Not really. We made the same mis-
take with the new technologies as we
did with the old ones; with the radio,
mass-circulation press... We thought
it was going to be a tool for emanci-
pation, openness, enrichment, en-
lightenment, that it would open

minds. It has been, the radio, the



mass-circulation press, the internet
are, but it's not just that. This not only
about new technologies but about
the use we make out of them, of the
journalists but also of the citizens,
particularly in a democracy. In a dic-
tatorship, the question does not
arise. The use of new technologies, of
the internet in China, maybe tomor-
row in Russia, is much more simplified
than it can be in France, the United-
United
States or elsewhere. We should not

Kingdom, Germany, the
be surprised at the drifts and slip-
pages; they are consubstantial with
the behaviour of certain people who
do not share our democratic values.
They can be very negative tools but
also remain tools of emancipation

and information.

Could this multimediality be used

even more?

“Yes, | think you have to use all the
technological tools you have if you
want journalism to endure.
Incidentally, our job is also to re-
spond to the requests of our reader,
Internet user, to tell us “Allow us to
better understand the world as it is,
bring us information, and stories that
interest us.” When | write an article
on the 1943 Marseille raid, | know
that | am informing my readers and
that | make them discover a reality
that they do not know, an unknown
part of the history of our country. "

"Convergence"”, synonymous with
more collaborative work, organiza-
tion of newsrooms around the

world?

“About ten years ago we were intro-
duced to the completely common
newsroom of the Telegraph in the
United Kingdom, the Guardian too.
This question of convergence also
depends on very basic criteria of
premises and capacity. But this is the
current trend. The borders that might
have existed a few years ago no
longer exist. There is no longer a
need for separations.

In the days of the paper newspaper,
the exercise was already very little
lonely. The journalist is alone when
he investigates alone. But journalism
is a very great job of craftsmanship.
Lots of contributors interacting. It's
amazing to see people from com-
pletely different backgrounds work-
ing together. New technologies
bringing a whole different world to
newsrooms, at the same time bring-
ing the shrinking of the printing
world.

One should be less obsessed with
the new technologies themselves
than with the need to keep those
principles and adapt these new tech-
nologies to the principles rather than
adapt the principles to the new tech-

nologies.



Le Figaro is in the middle of the pa-
per and digital world, and we can see
that the osmosis between these two

worlds is not so complicated.”






Josep Casulleras, Vilaweb: 'Honesty, integrity, plural-

ism and courage are essential values to face censor-

ship’

esc Viadal i llla

T

To start with, this interview will mainly
focus on the digitalization of journal-
ism, specifically, this online newspa-
per, interviewing Josep Casulleras,
head of redaction of the online news-
paper Vilaweb, which was the second
most read Catalan digital newspaper
throughout 2020. Josep Casulleras
will be asked questions regarding 3
main topics about digital journalism;
the characteristics of the digital lan-
guage and its use in his newspaper,
the production routines that charac-
terize the web page, and finally the
strategies, transparency, objectivity
and values of the newspaper.
On the one hand, when asked about
the characteristics of the digital lan-
guage that is used in most of the arti-
cles, he states that it is “centered in
professionality and quality communi-
cation”, as not only it is important for
them to be giving the right infor-
mation but also focuses on the quality
of it, by enhancing the language used
in articles, making them way easier for
readers to cope with.

In addition, Casulleras also adds

that “interactivity is a really important

part of journalism nowadays”, as it
closes the digital gap between read-
ers and the webpage through direct
reader collaborations or mainly com-
ment sections in news articles, mak-
ing it easier for them to captivate
readers into consuming their newspa-
per more often.

On the other hand, when talking
about the production routines that Vi-
laweb follows, the interviewee shows
us that the webpage has “seven main
windows of information, each special-
ized in the latest and most relevant
news”. These include; Local country
news, which focus on territorial con-
cerns about Catalonia, and where
most of the articles are published,
concretely between 5 and 10 articles
are published on a daily basis de-
pending on the amount of events that
occur during the day. Followed by
equally important news windows,
such as Culture, Society, Economics
and Science, which are really relevant
to most of the viewers as he states.
Most of these, concern both World-
wide and territorial news, centering

the importance of these news in the



rigourosity and quickness of the infor-
mation in which it is delivered to the
newspaper’s readers.

In the last place, the last window of
information titled as ‘Opinion” s
based mainly on the collaborators
opinions on many diverse topics, as
the newspaper “highly values both
the interactivity of article writers and
readers”.

When talking about the values of the
newspaper, Casulleras highlights that
this is if not, the most relevant aspect
of the newspapers. He states that ” Vi-
laweb exists to give voice to the 'Cat-

1o

alan countries’ " with the willingness
to become an instrument to control
power, defending progressiveness,
the fight for the common benefit,
Catalan language, culture and most
importantly, liberty of opinion.

Referring to the newspapers journal-
istic values, he exposes 6 main as-
pects that run the newspapers values,
firstly, journalistic honesty and integ-
rity, secondly, pluralism of opinions,
in third place, courage to fight against
authoritarianism or every censorship
or oppression intent.

Furthermore, the interviewee states
that nowadays, digital newspapers
have some responsibilities towards
their readers and consumers, as the
relationship between the webpage
and the reader can seem further away
than traditional and conventional
press. He exemplifies this with the ob-

ligation they have to “give their read-
ers the maximum social responsibility,
quality, elegance, and the best ver-
sion that they can give of themselves,
but also staying away from sensation-
alism and banalism”.

To conclude, when asked about the
sustainability of digital press, he talks
about the risk that newspaper compa-
nies have to go through, as nowadays
there are hundreds of different
sources of information, and small er-
rors can lead to huge loss of consum-
ers. Causing many newspapers to, alt-
hough being sustainable at first, end-
ing their reputation and in conse-
quence their financial situation in a
short period of time.

He explains that Vilaweb has a par-
ticular way of sustaining themselves
financially, as they do not concur to
using high amounts of advertising in
their webpage, as in their opinion this
could cause a bad image. Instead, he
explains, they opt for “annual sub-
scriptions”, which are not forced by
any means, or small contributions of
money. That way, they are ensuring
that readers are the strength of the
newspaper, helping them be a “voice
for democracy”, demonstrated by the
over 20,000 subscribers that Vilaweb
has achieved over the years.



Joan Puig: “There is no neutral journal”

The editor of La Republica talks about the relationship of the digital

journalism and the independence of Catalonia

Pol Lépez i Ruiz

Joan Puig (Malgrat de Mar, 1959) has
been a controversial character in Cat-
alonia. He was part of the pro-inde-
pendence party Esquerra Republi-
cana de Catalunya, which allowed
him to be a member of the Spanish
Parliament in 2004, among other suc-
cesses. He has always been known for
being a clear defender of the inde-
pendence of Catalonia. After leaving
the party, he now keeps this convic-
tion as the editor of La Republica.

How would you define La

Republica?

It is a journal at the service of the pro-
independence cause, because the
majority of the media are against it.
We were founded after Directe.cat.
Almost four years ago, we decided to

change its name to La Republica. It
was done because we think it is the
best solution for Catalonia. We work
to fight against the lies that the Span-
ish and part of the Catalan press
write. We defend the independence
of this country.

Apart from defending the inde-
pendence of Catalonia, which is the
editorial line of the journal?
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We are progressives. We believe in a
society with social justice, based in an
advanced social democracy. We are
near to the left and the center wing.

Who is the owner?

We are part of a limited society called
Catmedia Global. They continued as
the owners despite the change from
Directe to La Republica.

Which
Which are your revenue sources?

is the business model?

The revenue sources in digital jour-
nalism are mainly advertising or sub-
scribers. Currently we are developing
new ideas and new ways of financing,
but for the moment our income are
advertising and the Catalan subsidies

for journalism.
Don’t you have subscribers?

No, we don’t. We are studying to im-
plement a system of subscription for
2022. We want this to be part of the
financing of the journal, besides ad-
vertising and the Catalan subsidies
for the press, as | said.

Precisely about these subsidies you
complained in an article about the
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institutional advertising report that
the Generalitat [the Catalan gov-
ernment] published in 2020. In this
article, you say that La Republica is
one of the most punished journals
by institutional advertising.

The 2019 and the 2020 reports were
published by the new government of
ERC. The previous government left
without making these reports public.
After two years, they were published,
and we were surprised. We saw
strange things in the distribution of
the advertising. There were some
newspapers out of the country that
got some aid which is hard to explain.
We complained because we were
punished in comparison. Apart from
that, there are some other public ad-
ministrations that give millions of eu-
ros in advertising, like Barcelona's
council, which have banned us.

Have you been banned by Barce-

lona’s council?

Yes, we are. It is impossible that they

put advertising in our journal.
Do you know why?

It is not difficult to imagine the rea-
son. We are critical of Ada Colau, and
they make us pay for it. They give ad-
vertising to media that behave them-
selves. Nowadays, either offline or
online press depend on advertising.
Except for some media that have a
huge quantity of subscribers, such as
Vilaweb. They don’t mind if you

threaten them with not paying for in-
stitutional advertising, whereas we
have suffered because of the eco-
nomic situation. However, we won't
change our editorial line because of
this.

Let’s talk about your organisation.
How does your editorial board
work?

We have an editorial board with
shareholders. But due to the pan-
demic and the need to save money
and to face the situation, now we
gather online. However, we com-
municate with the journalists through
Whatsapp or video call. We used to
have a newsroom but we left it in or-

der to readapt to the situation.

How many writers are there in the

journal?

We are six people. We also have
some smaller journals. Apart from La
Repdblica, we have Benvinguts al
Mén Rural, Més Economia, Mén Cas-
teller or lLa Republica Esportiva.
These are smaller journals that we
manage. There might also be a col-
laborator for helping.

Do these small journals have more
workers?

No, they don't. These are more spe-
cialised journals in which we publish
some news. For example, there is a
sports journalist that, when he writes
an article, he publishes it La

Repdublica Esportiva too.



How do you guarantee that you ac-
complish the journalism values?
Such as the principles of truth, di-
versity, objectivity...

Well, although someone may say that
newspapers are independent, there is
no neutral journal. At the journal,
there is an editor with an ideology,
and sometimes, opinion and facts get
mixed. We are a journal that defends
the independence of Catalonia, but
we also try to explain what happens.
We criticise pro-independence mis-
takes too. We won't praise the work
of the Generalitat or the pro-inde-
pendence parties if they don't do
things well. Apart from independ-
ence, there are some other things
that happen every day related to
economy or society. We try to de-
nounce everything that attacks social

justice.

There are some theorists that think
that trust is more difficult to create
in online media than in offline. Do

you agree with them?

Nowadays, with social networks, allow
everyone to express their opinion.
Sometimes on social networks and
digital journals, which are extremely
connected, there may appear some
fake news. Moreover, between online
and offline media there is less differ-
ence every day. All newspapers are

trying to enter the digital world.
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Do you have any transparency
mechanism so that the audience
can contact you?

We have an email. All the letters that
we receive are published, if they are
respectful. There is also the right to
answer back.

Have you ever been forced to rec-
tify any article?

Yes, we had to do it sometimes. In the
digital world you are always running,
so you might make some mistakes. If
this happens, we recognise it and
apologise. We have to be careful, be-

cause running is not the best option.

Referred to the digital tools. Do you

have any comment sections?

We used to have one. But when we
opened La Republica, we didn't allow
comments because there were not
many comments, and they were dis-
respectful. Besides, if someone wants
to comment, they have social net-
works. Then, they are not anonymous
people, and they take a risk if they
want to insult. We are studying to in-
clude a comment section, where peo-
ple can comment if they are regis-

tered.

What was the kind of comment that

you received?

Lot of them were repeated, made by
people who spent all day making the
same comments. We found that 80%
of the comments were anonymous

people who just insulted. Moderating
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these was a loss of time. But now, if
someone wants to read an article
calmly, he can do it perfectly. In case
he wants to comment, then he has so-

cial networks.

| understand, by what you are say-
ing, that you give a lot of im-
portance to social networks.

It's an important part obviously. We
see what people says, and then we
can rectify if it's necessary.

Do you make use of SEO tools?

We are trying to improve. We are a
modest journal because we had to re-
nounce to a big structure, so that we
could get adapted to the income.

And the multimedia elements?

We use them, but we are not the jour-
nal that takes the most advantage of
it. Due to what | tell you, we have a
modest structure.

Do you use any analytics?

Yes, we do. We can see if people en-
ter directly into the article, or if they
come from a social network, for exam-
ple. We can know it. However, we
don’t want to get obsessed with the

clicks. There are some websites that
show their statistics on Google Ana-
lytics. Although they don't tell you
that this audience comes for the yel-
low journalism they make. Then they
mix the numbers, so it seems that the
political news get views. The battle of

statistics is dirty, and we preferred not
to take partin it.

Do you think that the expansion of
pro-independence ideas in the last
decade wouldn’t have been possi-
ble without digital pro-independ-

ence journalism?

Yes, | do. If they hadn't existed, the
media would hardly talk about the
procés. The traditional media have
talked about independence accord-
ing to the evolution of it. Not only
digital media, but also social net-
works. Both of them counteracted the
traditional media.

In an article of October 2020, enti-
tled “We have the big media
against us, including TV3 and Cata-
lunya Radio”, you say that these
media do not defend the pro-inde-
pendence cause like they should. A
year after, has this situation

changed?

There has been an attempt of desta-
bilising the pro-independence pro-
cess after October 2017. In television,
for instance, there are more journal-
ists at the debates who are against in-
dependence. They don't want people
to protest. You can see it at the jour-
nal Ara, which decided to avoid ad-
vertising of the 1-O. Then, their edito-
rial lines have changed. They don't

refuse independence, but they don't
defend it convincingly.

Why do you think this happens?



Because there are different ways of
seeing independence. At the govern-
ment itself there are people who pre-
fer to negotiate slowly. There are
some people, definitely, who don't
want us to protest. Protests have de-
creased and they want it.
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Silvia Cobo: “Changing the culture of writing in a

newsroom cannot be done in a course. It requires a

transitional period”

Silvia Cobo (Barcelona, 1979) is a journalist and head of networks for El Periédico
de Catalunya. In 2012 he wrote Internet for Journalists (UOC). After seeing the
impact the Internet had on journalistic routines, she has tried to introduce com-

munication professionals to the world of writing for networks, SEO, web analytics

or verification of sources on the Internet.

Silvia Cobo, journalist and digital content manager at E/ Periédico

Maria Pratdesaba

What's your job today as the com-
munity manager of El Periédico?

The first thing | had to tell you is that
the word “community manager” is no
longer used in the media. There is
more talk about “responsible for so-
cial networks” or “content distribu-
tion”. When you have audiences as
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large as 800,000 followers on Twitter
or 10,000 on Instagram, you can't talk
about communities. It would be a uto-
pia. Starting from here, my job is to
choose which topics we think will
work best in social networks and think
about which networks, at what time,
with what headline, photo... Basically,
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it is thinking about how to adapt the
contents of the newspaper, knowing
that not all issues are social, and that's
not good or bad. We just need to ac-
cept it.

Has this work been difficult to un-
derstand in a conventional medium

such as yours?

A lot. Multiple editors still don’t un-
derstand it. When | entered, the per-
son who ran social networks in El
Periédico was one of the youngest in
the team. The management believed
that simply because she was young,
she would be capable to do that task.
It's not about that: maybe this person
does not like social media or simply
does not do well with it. Some profes-
sionalization came when | arrived, five
years ago, because | had already
worked in other media as a content
distributor.

And how many people work on your

team now?

We are still a very small team, formed
by two permanent professionals and
a student who helps us. This, for a
newspaper like ours, apart from being
very small and clearly insufficient, in-
dicates the importance given to our
department. The same happened
with SEO's: initially there was only
one person dedicated to it, then two,
and now they are three. It is becom-
ing more professional as the medium
leaderships have turned out about

the importance of digital. It's not
enough just to have editors, you need
content

specialized management

profiles.

Are journalists trained so that they
can better work on this new para-
digm?

Courses are given, but changing the
culture of writing cannot be done in a
course. It's a matter that needs much
more time. We would need many
courses for many years, because go-
ing against the dynamics that have
been around for 20 or 30 years is com-
plicated.  This
Periédico, happens in El Pais and

happens in El

even in The Washington Post. Chang-
ing the culture of a newsroom is a real
challenge and needs a transitional
period.

So, your job is to adapt all their
texts to make them publishable.

No. We can't change the text be-
cause it belongs to the editor. What
we can do is suggestions. Years ago,
journalists wrote articles about mov-
ies and series with straight texts. We
suggest them to make lists, as they
are more enjoyable to read through
smartphones. “"Due to the quick read-
ing of must users, there are formats
that favor comprehension and which
the reader values, such as lists”
(Cobo, 2012. Internet para periodis-
tas). Something similar happened
with pictures. If you talk about several



series, it is better to use a combo with
more than one photo. Visually you are
explaining that the article not only
talks about one, but about a bunch of
them. We try to say all those things,
because it's important to express the
article value and the editors need
time to internalize all these concepts.

“It's important to express
the article value and the
editors need time

to internalize all these con-
cepts”

The speed of production is one
thing that maybe does not work in
their favor.

Absolutely. They don't have time to
look at those details, and that's our
job. We try to act as “the eyes of our
audience”, and this implicates being
aware of how the content looks on
networks. What we do have is the
ability to change headlines and pho-
tos for what will be published on so-
cial networks. | cannot change the ar-
ticle photo, but | do can change the
one that will be shared on Facebook
and Twitter. That's faster than having
to run and ask editors to change their

own picture.

Which is prioritized in a headline for
networks?
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A bad headline spoils a good text.
For that reason, the ideal world would
be to get an understandable headline
that incites reading, but the editors
do not make them with so much in-
tention and | am constantly changing
them for social networks. However,
there is still a lot of “paper headline
culture”: those short headlines with-
out keywords. On paper, they are ac-
companied by a photo and a context
that makes the reader understand it,
but they don't work in networks. “On
the Internet, keywords such as proper
names or place names are essential.
They help us improve the positioning
of this content in search engines. It is
also better to use common and collo-
quial words instead of techniques”
(Cobo, 2012. Internet para periodis-
tas)

Inciting reading means clickbait?

Not always. We live thanks to track-
ing, but currently there is also a natu-
ral clickbait. Many contents cannot be
summarized on a headline. If you talk
about “the 10 Japanese restaurants in
Barcelona that you cannot miss” it's
obvious that you can’t mention all of
them in one sentence, so the reader
will have to enter the text. | wouldn't
call that clickbait, but rather practical
content.

This also helps you to fight with al-
gorithms.

Maybe yes, but what helps us the

most is choosing social topics. One of
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our most visualized publications was
an article about a ribbon that parents
put on their baby strollers to simulate
the street rattling. We were talking
about a company, but the public was
really interested because that solved
a problem from their daily routine.
Thus, when we publish gastronomic
reviews, | always write: “Save this
photo for when you have no ideas”.
Algorithms highly value this click and
for the user is something really natu-
ral. people, and everyone chooses
the way to find them. The wider the

funnel, the more future subscribers.

What about convergence? Do you
often write your own articles?

| don't write articles because | have a
vast number of contents that | had to
distribute, but | do write things for In-
stagram posts, where | try to be very
rigorous: make full leads, with all five
questions, and make them very in-
formative. If the text has an author
value, we put a fragment of the text in
quotation marks and we try to be
original. | know that there are other
mediums with large social media
teams that make their own news for
the networks. They see that right now
a cat is very viral, saving itself from the
eruptions of the Palma volcano, and
they don't wait to ask anyone to make
that news, but they do it themselves,
although sometimes that news may
never be seen on the home page.

This is what we know today as conver-
gence. They are trying to form a he-
gemony between traditional media
and the Internet, and we are still a lit-
tle bit far from it.

With the aim of searching tracking,
right?

Effectively. La Vanguardia, for exam-
ple, hangs everyday emotional news
about dogs and cats. They have a very
powerful and specialized network
team, and their strategy rely on
searching tracking. When they detect
a viral topic, they exploit it. There's a
problem: to have subscribers you
need traffic, it's like a funnel. If ten
people visit your web, one of them
will become a subscriber. For this to
happen, you need these ten people,
and everyone chooses the way to find
them. The wider the funnel, the more
future subscribers.

“To have subscribers you
need traffic, it's like a fun-
nel. If ten people

visit your web, one of them
will become a subscriber.
For this to happen, you
need these ten people”

So, which platforms give us more
tracking?

70% of social traffic came from Face-
book. It's said to be outdated, but it's



not. Twitter only matters for journal-
ists, but it gives very little traffic (10%)
and a lot of work. | would love to do
funny threads, but if | kill myself to
make a tweet maybe it has 200 clicks.
That, for a newspaper like ours, is in-
significant. Sometimes the automatic
tweet is not as worked but gets 50
clicks. The energies must be highly
valued. About Instagram, | think that
it's a tool worth investing in, because
it has links and a larger and younger
audience, even if still doesn’t give us

that much tracking.
And TikTok for when?

We don't have a very organized strat-
egy yet. | think it's an investment for
the future if you want to attract young
audiences. The Washington Post is
doing a great job there, not generat-
ing traffic, but branding. They are po-
sitioning themselves in the minds of
young people in the hope that tomor-
row, when they need to read news,
they will go to the Post. It's an ap-
proach from entertainment to infor-

mation that | find very interesting.
s it a tool for any content?

Not at all. There are things that can-
not be explained in a video of tiktok,
such as the uploads of the types of in-
terest, because anyone will be inter-
ested and because explaining com-
plex things in a more accessible way
is not simple. You need a specific pro-

file: a screenwriter capable to sell

these topics with some charisma and
a little bit of humor.
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Antoni Maria Piqué is a journalist who
currently works as the projects mana-
ger for El Nacional. Considered a
center-right medium generalist digi-
tal media, it deals with current issues
such as politics, economics, society,
among others. In the past, Antoni Ma-
ria Piqué has worked for Catalan
newspapers such as La Vanguardia or
Ara, and he was the director of Diari
de Tarragona for over a year. Six years
ago, he started working in José An-
tich’s digital project, El Nacional. He
defines the newspaper as the one
which “has incorporated into [digital]
journalism all the strategies and ways
of working of the popular press”.

Despite being the projects manager,
he also has the task of product devel-
opment and works as a journalist pub-
lishing some articles. As he says, he
spends many hours teaching younger
people about the digital media. In ad-
dition, he is a professor at Pompeu
Fabra University. We talk about digi-
tal journalism and ask him about top-
ics such as paywalls, user participa-
tion, multimediality, immediacy, trust-
worthiness, and the future of online

journalism.

You have worked in print newspa-
pers, such as La Vanguardia or Diari
de Tarragona. Now that you are
working in El Nacional, an exclu-
sively digital media, which would
you say are the main differences
between offline and online journal-

ism?

There is a huge difference, amongst
other things because, in print news-
papers, all the work and processes
end up in one single product, a phys-
ical newspaper made in a specific mo-
ment. However, in a digital media
company, you are continuously work-
ing and publishing non-stop. This can
seem an inconsequential difference,
but from the work process’ perspec-
tive, it's a whole different world. The
skills needed by a journalist differ a lot
from one side to the other, even
though the basic skills, the essence of
the profession, is common ground.
The news is the same today as it was
twenty years ago. But the way of
catching the audience’s attention, of
informing them, is completely differ-
ent; the consumption of information
is completely different. Moreover,
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print newspapers are a product that is
disappearing; they are not in crisis,
they are disappearing. Print newspa-
pers don't work anymore, they no
longer grow, neither their readers nor
their influence or benefits. | think they
have been given more life than they
deserve. Anyway, the main difference
between offline and digital journalism
is the way of working. Because of the
technology you use, the type of con-
sumption the public adopts... It has
nothing to do with print journalism,
even if the essence of news doesn't
change.

"Print newspapers are a
product that is disappear-
ing; they are not in crisis,
they are disappearing.”

You've talked about the skills a dig-
ital journalist must have. In your
opinion, which are the most im-
portant ones?

You need to be much more tempes-
tuous, much more able to immedi-
ately communicate your information,
and through a wide range of plat-
forms. A journalist who works for a
print newspaper has no need to be
present in public life in any other way
than through the pieces he publishes
in the newspaper. A journalist from a

digital medium must be present in so-
cial networks. You need to know how
to speak in public, you need to know
how to appear on camera, you need
to have a minimum notion of editing
audio, video, working with photo-
graphs, knowing which resources
work and which don't... Everything
has become much more sophisti-
cated in that sense. In general, what-
ever skills that help you go faster are
necessary. These are things that may
seem as trivial as using a smartphone.
For a paper journalist, being quick
typing doesn’t matter.

How does the financial model of El
Nacional work?

El Nacional is financed 95% through
advertisement, and 5% through the
Club El Nacional, which is basically
people affiliated with the newspaper
that pay because they like what we do
and want us to keep doing it. But
that's a very scarce quantity, we live
from online advertising.

Have you thought about imple-
menting some kind of subscription
method in case advertising stops
being a source of sufficient reve-
nues?

Advertising provides us with enough
benefits, for the moment. Since we're
the leaders, the ones with the higher
quantity of single users and page
views, we appear in every campaign

of programmatic advertising.



Branded and promoted content work
really well for us, since plenty of
brands like our style, more direct and
popular, always to the point, and they
request us many products’ diffusion
campaigns. To do what we do with
the information but do it with their
products; that sells perfectly. And
then, the typical display campaigns,
the typical formats of digital advertis-
ing. We live from advertising; from
the private one, for the most part, but

also the public one.

El Nacional was created in March
2016, and quickly became the Catalan
digital newspaper with the most audi-
ence.” In this sense, the events that
took place in fall 2017, such as the
Catalan referendum or the imprison-
ment of Catalan political leaders,
were crucial in the rise of information
consumption, especially through dig-
ital media. During this period, El
Nacional had the lead with around
five million users. According to OJD’s
data, it is still the leader amongst Cat-
alan newspapers, with more than nine
and a half million single users and 37

million views in September 2021.2

Going back to what we were talking

earlier about the future of print

" Franch, Pere; Guallar, Javier. «Diaris i revis-
tes: panoramica editorial i d'audiéncies a Ca-
talunya (2016-2017)». Anuari de I'Observatori
de Biblioteques, Llibres i Lectura, 2018, Vol.
5, p. 152-66 [Accessed: 29-10-2021].

journalism, how do you see the fu-
ture of digital journalism? Many
companies are implementing pay-
walls since advertising is no longer
enough. Do you think these sub-
scriptions are the future of online
journalism? From your point of
view, are people willing to pay?
And, if not, is it because of a lack of
economic resources?

People are willing to pay if there's
enough incentive, and this has di-
verse facets. Your disposition to pay is
strictly associated with the brand'’s
prestige. If The New York Times tells
you to pay for what it's offering you,
you find it logical, because it's The
New York Times. Another factor is
whether the information you offer is
necessary or not. The willingness to
pay, which is the crucial element here,
is generated in different ways, but it's
really difficult to make people pay.
Not to make them pay 10 euros or to
make them pay 1 cent, but to make
them pay at all. Because you, as a
newspaper, must offer a product that
lives up to what people are paying.
And readers often consider that infor-
mation is -and must continue to be- a
free thing. It was the same with foot-
ball a couple of decades ago. Young

people, have already been born in

2 Ojdinteractiva.es. 2021. Evolucién Audien-
cia ELNACIONAL.CAT. [online] Available at:
<https://www.ojdinteractiva.es/medios-digi-
tales/elnacional-evolucion-audiencia/tota-
les/anual/5862/trafico-global/>
29-10-2021].

[Accessed:
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this context: if you want to watch a
football match, you pay for it, if you
want to watch a movie, you pay for it.
Contents are paid for. But it was a big
fuss back then. The information must
go through that process too, in order
for people to get used to the fact that
journalists need to eat every day, that
we have families and we want to live
from our job, and for this reason, we
must charge readers. And it's these
two things, both that journalists must
live up to what we're asking readers
for, and that readers must understand
that what we offer is not free.

| think we're on track, people are get-
ting used to paying. There will be one
day when it will be the normal thing
that if you want to read El Nacional,
you must pay, and you pay. Not yet
though. In addition, the whole organ-
ization of newspapers must be di-
rected towards payment, and that’s a
lot of work. This is just the beginning,
but we're headed in that direction.
Newspapers, televisions, and radios
depended, until now, on brands,
which pay to display their products
next to the news. That doesn't work
anymore. Brands ask you to publish
content to attract the public they are
interested in, instead of the content
people need to see, or that goes
along with your editorial line. And a
newspaper is not -or it shouldn’t be-
a machine to capture attention so
that brands exhibit themselves next
to your contents. A newspaper is an

actor of public life, of the things that
make us a society, of the common
purposes that bring us together. Ad-
vertising had worked well in that
sense, but now brands demand
things from you that you don’t want
to give. Whereas the audience
doesn't; the audience might pay you
if you do something they like, or
might not if you don't, but don't have
the interest brands have. They have
citizens' interests, and journalism is in
line with that, we're on the same
game, so to speak, but brands aren't.
This association that has been so fruit-
ful for such a long time, between ad-
vertising and news, can be really toxic
today. If we can get rid of that, the
better.

“This association that has
been so fruitful for such a
long time, between adver-
tising and news, can be re-
ally toxic today. If we can
get rid of that, the better”

We'll come back to that shortly, but
we wanted to ask about some of the
characteristics of digital language.
As for multimedia, to which extent
is it important in El Nacional? Do
you think it enhances the quality of
journalistic pieces or, in contrast,



aiming to cover too many formats
can be detrimental to this quality?

Personally, | think news pieces are not
that flexible, the informative material
is not as flexible as it seems. It's really
hard to explain, for instance, a budg-
etary debate through a TikTok. Every-
thing can be done better, things can
be communicated in a more pleasant
and friendly way, less tediously and
densely, but there’s a limit. Some-
times the excess of embellishing or-
namentation doesn’t help, doesn't let
the substance of the information
arise. | also think we must make an ef-
fort to learn to use these resources,
social media, and different platforms,
such as the iWatch, for example. We
must learn to bring journalism to
these platforms and devices. Some-
where in between these two aspects,
there will be journalism. But, honestly,
| truly believe that reading text, or lis-
tening to a voice, is much better and
it's a fantastic way to explain things.
Does multimedia help? Definitely.
There's no doubt about that; multi-
media can help. But it probably helps
to capture attention, more than to
hold it; it helps to draw attention, ra-
ther than to communicate substantial
things. However, this is barely start-
ing. Right now | see too much submis-
sion to platforms, and media compa-
nies think more about simply using
the platform instead of about how to
effectively communicate through that

platform. There's plenty of work to

El Naciona

do, and that's your job, because my
generation won't do it; when we try to
do these things we don’t get good re-
sults, we must let you do it.

With these new tools, immediacy is
one of the requirements of digital
journalism. How much importance
does El Nacional place on this char-
acteristic? Is analysis, by contrast,
preferred?

Immediacy is crucial for us. In fact,
one thing does not rule out the other.
Being fast and tempestuous from the
very first moment is one of the fea-
tures of our brand. We are live; in-
deed, we have an important piece
called "en directe”. It's like a river,
there all the information of the day
goes by, it's like a balcony we offer
people above this river of infor-
mation. And it's one of the most
checked and viewed pieces on our
website. It's crucial if we want to com-
pete, and it's a value that the audi-
ence looks for, that you can ask

money for.

Before you were saying journalism
must live up to what people want to
consume. Do you think immediacy
is enough? Or do people consider
themselves entitled to free immedi-
ate information and, therefore, are
willing to pay for more in-depth
journalism?

In order to be a quick newspaper you

must invest, you must invest in tech-

nology, you must invest in people and
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training, hence you must charge the
audience for it. Because it's a value,
and you can put a price tag on it. If
you don’t complement that with anal-
ysis, with pieces that add context, that
help you put the information in a half-
term or long-term perspective, with
research, it doesn’t make much sen-
se. Speed isn't quite useful if you
can't put it in the broader context of
life. This demands more time, it de-
mands an expression that's not a
twelve-second video, it demands
more experienced people. Readers
will be more willing to pay for material
that gives them context and perspec-
tive rather than for immediacy, but, as
I've said, they are two complementary
things.

Which tools does El Nacional offer
readers so that they can communi-
cate with the media outlet? Can
they, for example, leave comments

on the website?

Users can contact us via email, phone,
etcetera. They can leave comments,
but just those registered, from whom
we know their names and surnames.
In the past, this option was available
to everyone, but we had some legal
problems due to comments made by
readers through the tools that the
newspaper provided them. So we've
limited that function to people who
say who they are, as in any civilized
discussion or debate. To readers that
are part of the Club El Nacional, we

also offer them events, gatherings,
and roundtables with some of our
journalists, and then they can ask and
express their opinions directly.

And as for user-edited or user-gen-
erated content, where does the
newspaper stand?

Readers can send us things via email,
or tell us things -which they do- on so-
cial media. But there's not a great in-
teraction between the audience and
us, even though that's probably be-
cause we don't give them enough fa-
cilities to do it. At this point, while
there are areas in which the project is
more advanced, it is still quite under-
developed regarding user participa-
tion. | think that, because of our per-
sonality, we're not that kind of news-
paper. But still, it's a pending matter.

“Media companies think
more about simply using
the platform instead of
about how to effectively
communicate through that
platform.”

Do you think these participation in-
struments end up being a sheer
marketing tool on some occasions?
Or, by contrast, they are useful and
should be boosted to take readers’
opinions into account?



Frankly, | think there are very few
readers who can join journalism and
add something to it; it's not their job,
neither do they have the knowledge
or availability to do so. | would like to
find some tool to make the most of
the good things people have, such as
the natural sense of justice, but that's
a really difficult thing to do, | don't
know how it could be done. | feel
we've been fooled with that. This idea
that the Internet would enable peo-
ple to explain things to each other,
this idea of citizen journalism, | think
it's all a great illusion. It seemed
something that could be achieved,
but in the end, we don’t know how to
do it. We may find out someday, but
for now, it doesn’t work.

“We have lost readers’ trust
because of this, because
many times we do not know
how to separate our convic-
tions, which everyone has,
from work."”

If EI Nacional finds itself at the cen-
ter of some controversy, is it ad-
dressed? Or if it makes a mistake, is
it rectified?

Yes. That's our job. Not to rectify, but
to explain things correctly. When we
don’t do that properly and people tell

us, we amend it.
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Related to what we were talking
about multimedia before, do you
think more polyvalence is required
from journalists every time? And if
so, can this negatively impact the fi-
nal product’s quality?

To the first question: definitely. To the
second one, | think polyvalence is not
avalue in itself, just if it helps you work
better with the information. If you ask
for polyvalence only because you
want to be on Twitter, it doesn't make
much sense. Polyvalence is a virtue
but it needs to be used properly. |
want journalists to bring me news, not
to be polyvalent. | can add polyva-
lence, but if you don't bring me news,
| can't add that. It's important but
overrated.

Do you think the audience trusts
the media? How do you see this re-
lationship between audience and

media today?

| think trust is very low. The journalism
of the last 15 years, more than having
a clear, transparent, and public edito-
rial line, which is really good, nobody
pretends everyone to be neutral and
objective, because this is totally inhu-
man, more than having an editorial
line, we have been very partisan, very
sectarian, we have not explained
many things well... We have lost
readers’ trust because of this, be-
cause many times we do not know
how to separate our convictions,

which everyone has, from work. We



can't value a fact as very important
because we like it, or it fits us, or it's
what we think is convenient, people
don't want us for that, people want us
to tell them what's going on and help
them make decisions, not to take
them for them. In Spain, especially
from the year 2000, of the first abso-
lute majority of the Partido Popular
(PP), journalism became very partisan,
very sectarian, and this is very notice-
able. Are there journalists who try
their best? Lots of them. Are there
journalists who do well? Definitely.
But we also have the other side, and
that's been very noticeable. The aim
of journalism should be not believing
the first thing that's heard, searching,
researching, asking, turning things
around, asking even more; some-
times two and two don't make four,
but other times two and two do make
four, not three and a half or four and
a half as we would like. And we often
don’t do that. | could go on and on
about a thousand cases in which jour-
nalism hasn't lived up to its responsi-
bilities. And people do realize it. We
don’t want to be in a regime of little
freedom, sometimes we can trade se-
curity for a piece of freedom, but peo-
ple are not idiots. | get mad because
I'm outraged by all this, and I'm upset
because | didn’t become a journalist
to go through these things, and |
hope you didn't either. We do our job
well, we can make a living, we may not
be millionaires, but people will live

better, and we will be able to sleep
more peacefully, because if not it's a
drama. We have politicians who are
worth little, and we have a right to be
a little better represented, and here
journalism is crucial. | do not say this
to discourage you, on the contrary;
there are many things to do, there are
tools to do it, before you had to buy a
newspaper, now you open a blog,
and you have it. The picture is super
hopeful, I am an unrepentant opti-
mist, but we need to know where we

are.



Digital journalism and how the Internet changed our
profession: 3/24 and El Attelier

Laia Pinar & Gemma Maso

The Internet supposed a revolution. It
changed all, and that's for journalism
too. The Internet created a new space
where media entered and developed
without knowing how. Certainly, with
this online space, a new form of jour-
nalism, different as we used to know,
began: digital journalism or web jour-
nalism. However, the Internet also be-
came invaluable to journalists, being
not only a source of stories but also
one of the most useful tools for pro-
fessionals in journalism.

We have interviewed two different
types of media to comprehend how
they deal with the internet demands.
One of them is focused on publishing
articles about fashion and the other

oneis a TV channel.

3/24 (read as three twenty-four) is
the first 24 hours news TV channel in
Spain. It belongs to Televisi¢ de Ca-
talunya, the public broadcasting net-
work of Catalonia. 3/24 was born in
2003 as an initiative of the Catalan
public television to develop digital
terrestrial television in Catalonia. The
channel operates as a regular full-
time news and information channel,

including news, traffic, sports and
stock markets. The 24 hours news TV

channel plan was remade into a con-
tinuous information service which en-
abled it to offer content dedicated to

science, society, history, etc. From
3/24 we were able to talk to the chief-
editor David Izquierdo Salas who has
been working on the channel for
more than a decade.

El Attelier Magazine is an online
magazine based in Madrid and it was
created in 2013 by Luli Borroni, the di-
rector. Its main objective is to “talk
about fashion as a lifestyle”. Their ar-
ticles show the influence of fashion in
our lives, that is why they also em-
brace new designers. Another essen-
tial topics are sustainable projects,
fashion and beauty with values and
feminist empowerment. The feminist
movement is expressed through
every post and it gives voice to
women who work hard for their
dreams. Nevertheless, they write
about fashion trends connected to
the values of the magazine, such as
ethnic fashion and social sustainabil-
ity. We had the opportunity to talk to
Marina Rodriguez, she is the commu-
nity manager and deals with the or-

ganisation of social networks.
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Digital language and media
organization

Online journalism is a main source of
information nowadays. Almost every
company can produce news through
the web and has evolved to this new
organisation. Nevertheless, in the
early 21st century, almost everyone
takes journalism on the web for
granted (Karlsson and Holt, 2016).
This kind of production began in 1994
with The Electronic Telegraph.

In the case of immediacy in El At-
telier Magazine, it is important to ex-
plain some current events as rapidly
as possible. As immediacy refers to
the nature and consequences of the
faster pace of publication in web
news (Karlsson and Holt, 2016). “In
the posts published in the social net-
works it is essential to have topicality”
argued Marina. Also there needs to
be a relation with the subjects of the
account. But, there are other topics
that are not about current affairs,
those articles should be interesting to
the audience and can be posted
whenever the magazine organises.

For instance, the selection of what
appears in each publication is done
through a calendar, to work with time,
this helps to have a better organisa-
tion of the publications. First of all, if

there is an event or something im-
portant, like a special day such as Hal-
loween, the publication has to be re-
lated to Halloween. Or if there is a

runway of the Fashion Week, the con-
tent should be related to the Fashion
Week. For example, in the case of The
Fashion Week in Madrid, the publica-
tions during that week and the days
before and after were about The
Fashion Week. So, it is important to
take into account what happens in
that time to generate publications re-
lated to it and to have content about
current events.

After the organisation of the calen-
dar, they create content in Canva, be-
cause multimedia is an essential trait
of this magazine. They produce im-
ages, videos or infographics. This
item is basic in online journalism,
which has not been a clear trend of
online journalism until the possibility
of offering streaming video through
an acceptable band width (Diaz,
2014).

Through Instagram, they publish
videos or reels, in order to have more
acceptance by the audience. “The
first thing we search is the photo, and
afterwards | write the text”, explains
Marina. Sometimes they use informa-
tional text, if they are sharing a new
talent or the events of the Fashion
Week. But they can publish motiva-
tional phrases or another type of con-
tent which is not information.

The organization of the media net-
work depends on the importance of
the article. Not all the news are
posted in instastories, but all the



posts are shared through that virtual
space.

“Because it is something closely re-
lated to the followers and they will re-
ceive it faster”. This idea is linked to
tempestivity, because instastories
publications only stay for 24 hours,
then they disappear. Tempestivity is
conceived as the period of continu-
ance of a news product, its relevance
— the time for which we can make it
available without its becoming obso-
lete, either considered as a discreet
unit in itself (Diaz, 2014). Besides that,
there is a tool from Instagram that
they use to interact with their follow-
ers. In this case, Thurman would con-
sider it as conversational interactivity,
because it is the direct connection
between readers and the ones who
wrote the new and adaptive. The
most relevant articles are shared in
the posts, but there are other ones
only shared in instastories. Depends
on the significance of the subject.
This magazine does not use any pub-
licity through the media.

The community manager explains
that social networks are a place of pri-
ority difusion, “because social net-
works have become a part of our lives
100%". She exposes that in her case,
and a lot of people, acknowledge the
news through social media by the
publications of the accounts. So, it is
one of the most relevant ways of com-

munication for young people mostly.
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Because younger people have none-
theless grown up in a digital media
environment, that is why they are with
a far greater range of pay services
(apps, streaming services, video-on-
demand) than older people, who
have grown accustomed to an inter-
net dominated by a culture of free
(Fletcher and Nielsen, 2016). In this
case, Marina concludes that it is es-
sential to take care about what you
publish and where.

Finally, hypertextuality is essential in
the articles. It has to do with the pos-
sibilities of linking journalistic texts to
other texts (Karlsson and Holt, 2016).
In the articles, they have to insert one
internal link and another external link
minimum. Because we they Word-
press to write articles and Yoast SEO
to be more visible. So, it is compul-
sory to put hyperlinking from infor-
mation of another source and from
their magazine. In the case of the
posts in Instagram, if it has relation to
an article on the web, they insert the
link. The community manager ex-
plains that hypertextuality shows an
important impact “because it will
help users to read an article or our
monthly magazine, we insert the link
in every post for everyone to click and

go to the web or the magazine”.

Business model

One of the main themes when it
comes to analyzing media companies

is their business model because the
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source of funding affects the compet-
itiveness of media firms, their abilities
to adapt to changing environments
and their sustainability (Picard, 2006).

Private media companies had based
their revenue mainly on advertising,
but in the past few decades they have
been trying to develop pay models
for news because advertising gains

alone are insufficient to sustain a
journalistic corporation (Fletcher and
Nielsen, 2017). In the case of El At-
telier Magazine they found an alter-
native way to sustain their media
company with advertising. As Marina
explained, the way they understand
publicity is by doing branded con-
tent. And they are not the only ones.
Branded content has turned into one
of the business model options along
with paywalls or current advertising
(Sudrez-Sucre, 2016). Therefore the
media that opt for this choice leave
behind the traditional ads to trans-
form them into part of their content.
Offering content with implicit adver-
tising can compromise the journalistic
task, but in the El Attelier Magazine
they are aware of this and try to offer
articles about the brand or product
"always as a report of quality other
than mere advertising”.

As regards 3/24, it's different: it is a
public channel in Televisi¢ de Catalu-
nya. As David expound, 3/24 is part of
the Corporacié Catalana de Mitjans
Audiovisuals (CCMA), a public media

corporation created by the Generali-
tat de Catalunya. In this case, being a
public media company means that
their financing model is mixed: more
than half of its revenue comes from
public funding through the Generali-
tat, while the rest comes from adver-
tising and sponsorship both on the
network and on the TV channel. The
risk of the public financing model is
being too attached to the ruling
party. The basic mission of public me-
dia companies is to serve the cultural,
social and political needs of their au-
diences and, with this, provide a com-
mon universal service (Picard, 2006).
Even so, David assures that they are
totally independent from the Gener-
alitat because the institution does not
interfere in their journalistic job.

Newsroom convergence and
organization

A key concept in today’s journalistic
world is convergence. By this we
mean the process by which the differ-
ent editorial teams are merged and
integrated together. But it's not that
pretty as it seems, convergence is a
business maneuver motivated only by
the aim of increasing journalists’
productivity and reducing costs
(Siapera and Veglis, 2012).

David, from 3/24, assures that news-
room convergence is essential be-
cause, even though they are orga-
nized in different sections, all of them



collaborate with each other. “We are
close and in our newsroom. The social
media team knows Twitter very well
and therefore when there is a tweet
that provides us with important infor-
mation they send it to us, and so do
we”, he says.

Marina agrees with David explaining
that “in El Attelier Magazine conver-
gence is relevant because we are con-
stantly generating new ideas”. In this
fashion media, the journalists, and
also the director, participate in differ-
ent jobs and coordinate with one an-
other to do their best.

Marina also reiterates that the news-
room has to be a comfortable space
where communication is the clue.
“"We cannot be writing the same arti-
cles”, laughs about it.

In what the digital era refers, EIl At-
telier hadn’t had any problem with
being online, in fact, they were born
online so the Internet is inherent to
that team. This is different on 3/24.
“Now in our newsroom there are a lot
of people who are digital natives, but
for many years none of us were”, ex-
plains David. In this situation of tran-
sition to a more digital environment,
the newsroom of 3/24 had to learn all
about this “new universe”. However,
like anyone else on the planet, all the
journalists of 3/24 were part of the
digital and technological world in
their private lives, so, as David tells,

"adapting was not as tough”.

3/24 and El Attelier

Production routines

Work routines are fundamental in a
profession like journalism. On 3/24
David explains that they have two
meetings throughout the day. The
first one is around 10am to talk about
how to address current events and
which news are important. The other
meeting is at 5pm and they value the
evolution of the morning news, if
some are still current and if there is
new information to cover. In El At-
telier is different because the infor-
mation they cover does not require
topicality. Marina say that they meet
once a week, “on Mondays at 14pm,
in order to explain the new ideas and
to share the subjects for the articles to
publish during the week in the web or
in the monthly magazine sent to the
subscribers.

To produce their content, 3/24 and
El Attelier are very different too. In the
fashion magazine, as Marina says, all
the articles are from their research or
about something which has been
widespread through the media. “We
also write about new trends”, adds
the community manager. 3/24, on the
other hand, is registered in news
agencies like EFE, Agéncia Catalana

de Noticies, Reuters, ... “"We rely on
news agencies because they have
credible and contrasted information,
so their teletypes are 100%, or maybe
95%, reliable”, explains David.

Yet when it comes to the Internet,

the chief-editor of the channel shows
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himself more skeptical: “in the Inter-
net maybe it is 50% reliable, we have
to check the information to ensure
that it is truthful."

When it comes to immediacy, the
two media also approached it differ-
ently. For El Attelier immediacy is im-
portant when something has hap-
pened, “for example The Fashion
Week”, clarifies Marina. But their
main content is not about current
events. In return, immediacy is 3/24
production, “we do the news for the

now”, explains David.

Strategies, transparency, trust
and objectivity

Another essential trait in the digital
media is transparency and it has taken
the place of objectiveness. Both
transparency and accountability are
essential to legitimate news. For in-
stance, media transparency demands
media companies to "make infor-
mation about editorial processes, as
well as the journalistic actors involved
in the making of news, available to
the public" (Fenger et al., 2014:21).

In this case, 3/24 and El Attelier
Magazine are in agreement. On one
side, David explains confidently that
on 3/24 "transparency is one of the
most important items because it gives
credibility”. Furthermore, he exposes
that they have the obligation to ex-
plain what is happening without hid-
ing anything. Even though they use

some filters with the images, because
they put beside the pictures that do
not share extra information or the
ones which can hurt someone’s sensi-
bility. For example, when the attack
on the Rambles of Barcelona hap-
pened, they thought that the images
of the van hitting walking people did
not need to be on TV. On the other
side, Marina considers transparency
as a relevant characteristic in El At-
telier Magazine. “To explain the truth
is very important”, she says without
any doubt. Next, Marina continues
manifesting her dissatisfaction with
the way media organisations take into
account transparency. Her conclu-
sion is that a lot of times the proce-
dure of transparency is not done. She
contrasts this to El Attelier Magazine,
which is not a big company and
shares the truth. They do not gain an-
ything if they lie to their public, re-
lated to the community manager.

Indeed, transparency is considered
the best way to catch new audiences
and to make them stay, because this
item is linked to the value of the news
and the truthfulness. The strongest
and most secure option seems to be
to enhance quality and credibility
(Laminate, 2020).

Moreover, David sympathises with
this idea. 3/24 catches the audience
by being credible, “this is the best
strategy”, David resolves. Because
this company conceives that its public



turns  on  their channel to
acknowledge fresh, contrasted and
corroborated news. He completely
disagrees with sensationalism, so that
they tell all the information as it is. To
that extent, he is convinced that peo-
ple need to know what happens, be-
cause that is what journalists are for:
“we have to tell what is happening
without hiding anything”. Some-
times, they get information but can-
not share the source, so it is essential
to respect his or her “off the record”
and only a judge can compel to unveil
the source. But this is not how El At-
telier Magazine catches its public.

As William Casey, the director of
computer- assisted reporting at The
Washington Post exposed there are
two types of generating content, one
with the embracement “of newspa-
per readers with a need to see publi-
cations to which they normally don’t
have access”, and the other one
based on “those with a specific inter-
est in particular subjects or policy ar-
eas” (mentioned in Driscoll et al.,
2005: 15). The one chosen by el At-
telier is the second one. "We catch
the audience publishing the content
we like”, remarks Marina. She contin-
ues explaining that El Attelier Maga-
zine is different to a generalist model
because it has a wide variety of con-
tent, but everything is linked to the
magazine values. Which are the ones
related to fashion, lifestyle, and em-

bracing new talents. All of them are
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already defined by the magazine.
Also, it is focused on women and em-
bracing them. So, they leave out a lot
of topics, because they do not con-
sider them as a part of the magazine.
Here we can observe the function of
the journalists as gatekeepers, they
filter and trans- form the set of daily
world events into a limited number of
news articles (Shoemaker, 1991: 1).

She underlines the importance of
being true to yourself and the values
of the magazine. As a consequence,
the audience who stays will like the
same content you write about.

Subsequently, the community man-
ager shares that it is not useful to gen-
erate content that does not follow
your values, in order to have a big ac-
count and to have more followers. In

this case, El Attelier Magazine does
not have their main objective as at-
tracting new subscribers in order to
become a bigger media. Even though
they know that they have to attract
subscribers, but that they need to re-
tain them as well: they are a volatile
resource and competition is hard
(Diaz, 2021).

Audiences

The interaction with the audience is a
relevant construction in the organisa-
tion of every media company. The bi-
directionality and the constant feed-
back between the users and journal-
ists has become a main characteristic.

Interactivity involves various aspects
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of user activity and participation in
the processes of consuming, contrib-
uting to, and disseminating news af-
forded by the web (Karlsson and Holt,
2016).

On one hand, 3/24 and El Attelier
Magazine share their ways of con-
necting to its audience. The channel
has an audience helpline and an
email address where the audience
can send suggestions and reviews
about the channel and our work. Twit-
ter and Facebook are also channels
where people can talk to us. The At-
talier Magazine, has also an email ad-
dress where you can send your opin-
ion or to ask any doubt. They also
have Instagram to contact them.

On the other hand, bidirectionality is
also used in both media. David infor-
mas that they believe in the bidirec-
tionality between media and audi-
ence, but sometimes they fail and are

grateful that the audience helps
them do better. It happens the same
to El Attelier Magazine, they accept
any kind of comment, good or bad
ones. “The good ones are completely
accepted and the bad ones are re-
ceived in order to improve and keep
moving forward”, explained the com-
munity manager with a smile.

In addition, 3/24 goes an extra mile.
They use content that the audience
has sent them, “always with their per-
mission”. If there are users who one
day decide that there is a newsworthy

fact and want to record or report it,
they are 100% grateful for the help.
However, it is their job and respon-
sibility to ensure that the information
of a user who is not a journalist meets

the requirements of veracity.

Conclusion

Finally, these interviews have helped
us to understand how different media
companies work regularly. Also they
have exposed that in the Internet
world, traditional media were (and
some still are) challenged to give an-
swers to the demands of modern
communication and started seeking
ways to maintain their leadership in
the news business. Both David and
Marina agree on how the Internet
changed journalism and not in a bad
way. The two of them think the digital
world has provided this profession
with new tools to improve their task.

As a consequence, it represents the
evolution of digital journalism and
how those media organisations have
adapted themselves to this new era.
But, the media is not done adapting
to this novel environment, times are
changing fast and there are more in-
terfaces created daily.
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Ana Pantaleoni: “The web is the priority because that

is where readers are”

Ana Pantaleoni is editor in chief of El Pais in Barcelona and responsible for the

Catalan edition of the newspaper. Pantaleoni has written about health, gastron-

omy, fashion and technology and has worked for a decade in the “Ciberpais”

technological supplement. Pantaleoni was graduated in Humanities, El Pais mas-

ter, PDD in the IESE business school and journalism professor at Universitat Pom-

peu Fabra.

Claudia Soler & Arnau Vidal

How did you start working in El Pais
and what is your role nowadays?

| studied Journalism at the Universitat
Pompeu Fabra. | did not finish it be-
cause | wanted to work for El Pais and
| applied for its master. | knew |
wanted to work and live in Barcelona
and not stay in Madrid so they let me
do my practises in their Catalan edi-
torial staff working in local themes.
When | ended my practises, they of-
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fered me to work in their new techno-
logical supplement called “Ciber-
pais”. It had a very innovative view in
technology and its advantages, its im-
pact on people, how companies were
using it and economical and human
capital.

At a certain point, | started working
for Dominical, too (another old sup-
plement from El Pais). | loved the
cooking and fashion themes. When
“Ciberpais” grew up, the newspaper
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started its introduction on the web-
site. It was a time where | was working
a lot and when my first daughter was
born | decided to give up journalism.
Suddenly, El Pais offered me to work
on the website. It was the best work
schedule at that time, so | decided to
stay. Nobody believed in the website
in those days. Everything was new for
everyone. This was fifteen or sixteen
years ago...

| have been working in the Catalan
editorial staff since then, imposing
the importance of the website. | am
the website responsible for all the in-
formation in the Spanish language
that is published from Catalonia to
the rest of the Spanish country’s web.
We started an informative Catalan
edition called "El Pais Cat”.

Nowadays it is an edition focused on
Catalan culture and | am responsible
for it.

You worked for a decade in the
“Ciberpais” technological supple-
ment. How was the digital world en-
trance against the traditional
printed newspapers and how has E/
Pais adapted to the journalism dig-

italization?

El Pais is one of those newspapers
who were strongly committed to dig-
italization. Those new websites that
do not produce printed news can
adapt better than us. Although it has
been a difficult transition because of
the paper and website coexistence,

people have adapted to it and have
understood how important the web-
site is without forgetting the paper
relevance. The printed edition has rel-
evance.

Although it loses readers every day,
there are people that still buy and
consume it and we must connect with
them. Obviously, the website is the
priority because that is where readers

are.

One of the digital journalism char-
acteristics is the direct interactivity
between the media and the read-
ers. How do you keep this interac-
tivity?

We have comments and all kinds of
tools to know if people like or read
what we are creating and publishing.

Do you think that in the digital era
it is harder to maintain credibility
and transparency towards readers?

Yes, we have lived through a period
of bad press, | mean, you notice that
a few years ago it seemed cool to be
a journalist, but now they judge you
depending on the media where you
work, which is hard. In the end, we are
journalists working for a newspaper
but there may be editorials that do
not represent the journalist and there
is nothing wrong with that. | do not al-
ways agree with El Pais' editorials.
Moreover, when | see things | do not
agree with, | comment on them in the
meetings, | express my opinion and



there is not any problem. Now this as-
pect has been lost, they see you as a
soldier of the right wing, the left wing,
the independence...

Do you think social networks such
as Twitter are positive for journal-
ism because they create feedback
with the readers or not?

In the end, Twitter is a closed addic-
tive world. | realize that other social
networks such as Facebook or Insta-
gram let you reach readers more than
Twitter. We always talk about Twitter,
but sincerely you will arrive more to
the public using other social net-
works. However, it is true that Twitter
offers you everything that is happen-
ing and people’s reaction with imme-
diacy. Politicians and journalists use it:
the politician makes politics via Twit-
ter and the journalist does the same.
People go and search what the jour-
nalist has said without needing face-
to-face work. It is a very closed world.
For journalists, it is important to know
that Twitter is a possibility, but there
are others too.

“Immediacy is for very im-
portant news, but we must
cover other things too”
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You have just said one of Twitter's
characteristics is immediacy. Do
you think social networks, where
everyone whether they are profes-
sional journalists or not can publish
all kinds of information are danger-
ous for journalism?

| do not think so. The covid-19 pan-
demic has proved it. In such a difficult
time, where we were all worried and
there were press conferences on Sat-
urday at two o’clock in the afternoon
or at midnight, | personally think that
it was proved that people were ready
to search information from health
specialists or people with credibility,
which had a lot of readers. People
know where to get informed. The
reader knows where to go. The results

show this fact.

Nowadays information can be pub-
lished quickly. Do you think this
forces journalists to have more im-
mediacy and prevents them from
contrasting and deepening infor-

mation?

Nowadays, this is a common discus-
sion. | personally think immediacy is
for very important news. If Jordi Pujol
dies tomorrow, we must be the first to
publish it. We must play with this im-
mediacy, not with other types of it. If
a volcano explodes, we must be there
covering it, but we must cover other
things too: offer a scientific opinion
from a specialist, explain how people

are living it, offer the best multimedia
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images we can take from it, offer live
information... Our requirement as a
newspaper is very wide. Immediacy is
another point from the pack that we
are offering to the reader.

Nowadays journalists want to be
the first to share the news due to
the hard rivalry and the demand for
immediacy. Do you think that it can
affect the objectivity and the qual-
ity of the news?

Yes and no. You publish the infor-
mation first, but then you improve, |
mean, if it is very fast information, you
can make mistakes. | have done im-
portant cock-ups such as misspell-
ings, no matter how focused you are.
This is an advantage of the web: in
half a second you can correct it, they
always make a screenshot, but in half

a second you have overcome it.

In your opinion, which aspects
should digital journalism have?

Digital journalism needs to have im-
mediacy, | mean, you have to be very
aware of what is happening, it forces
you to track the social media con-
stantly. Every day there is something
that you are not seeing and that is
catching people’s attention, that is
where you have to catch the infor-
mation that was not in your daily
agenda. Digital journalism has this as-
pect we were not used to, many times
it prevails the agenda.

Hypertext, multimedia and interac-
tivity are some of the main charac-
teristics of digital journalism. In
your opinion, which ones are the

central ones?

In El Pais we use the same language
in the printed edition and in the digi-
tal one, but we change the headline
because they usually do not have the
same translation to the web. Journal-
ism on the web needs much more
than the subject-verb-predicate struc-
ture. The perfect news in digital jour-
nalism should have video, should in-
clude links, should have related infor-
mation and should be shared in all so-
cial networks, basically.

El Pais has experienced its editori-
als’ convergence since the appear-
ance of the digital era. Do you think
that this decision was made to im-
prove communicative aspects or it
was done with corporate goals?

Maybe | only see the bright side, but
| think that the long-term aim is that
everyone who is working in the news-
paper must have good stories, there-
fore it should not be important if the
news appear in the digital edition or
the printed one, | mean, if you have a
good story the platform stays in a sec-
ond term.

Do you think that information that
can hurt the readers' sensibilities
has to be avoided or that the task



for journalism is to show harmful re-
alities?

We have a very clear manual of style
and usage and we take on it. We have
it very integrated: if | have any doubt
| check the manual of style. The main
goal is to publish information that is
true and can provide something to
the audience and, mostly, to share
news.

“A responsible journalism is
the one that provides

news, and the truth is that
news do not always like.”

Should responsible journalism act
as a watchdog or it is better not to
share news that can harm the estab-

lishment?

A responsible journalism is the one
that provides news, and the truth is

that news do not always like.

In All the News That’s Fit to Sell:
How the Market Transforms Infor-
mation into News, (2004), James T.
Hamilton asserts that money affects
the quality of media information.
Do you agree? Why do you think

money is important in this job?

Doing good journalism is very expen-
sive, many resources are needed. This

does not mean that a media with less
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economical resources does journal-
ism with fewer quality. We are talking
about digital journalism which re-
quires video, infographics, data treat-
ment, photography...

Do you think that a pay model is the
solution to the decline of the me-
dia?

It is the solution. We are doing a job
which has to be paid, as any other. If
you pay more or less is a different as-
pect, but the job that we are doing
has to be paid as it is worldwide, as it
happens with music, for example, and
everything. Even so, it is hard to make
readers pay for information, it is what
it is, it has to be done and that is a

step that we all had to take.

Nowadays journalists are asked to
be more versatile (they need to
know how to work with different for-
mats). Do you think that it is an es-

sential aspect in digital journalism?

| do not think so. I still believe that
there must be someone who is in
charge of the video, a journalist who
looks for the news, writes it and
makes the script with the videogra-
pher, another person who takes care
of the podcast, etc. | believe in team-
work, but everyone should do what-
ever they know the best. | do not be-

lieve in “orchestra journalism”.

Do you think that journalists have
had to build up new skills to adapt

to digital journalism? Which ones?
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| do not see it, | mean, nowadays jour-
nalists need to know how to edit, they
need to have ideas. ..l still believe in
specialization.
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Ruperta Steinwender: “l would not call it a danger, but

an opportunity for freedom of opinion and self-em-

powerment.”

The editor-in-chief of Das Querformat about business models in their company,

the permanent change in journalism and the challenges of a new medium.

Ruperta Steinwender, 34 years old, is
the chief editor of the magazine Das
Querformat and also owner of the
marketing agency “convoz”. She
studied European ethnology and me-
dia in Graz and is a trained academic
media specialist. Das Querformat is a
new, open and tolerant magazine
with special focus on the queer scene

in Austria.

What is your exact position at Das

Querformat?

So, | am the editor in chief there and |
am basically included in all the tasks.
For example, planning and concep-
tion of the magazine, but also writing
articles. | am also responsible for the
team leadership and coordination.
Furthermore, business activities like
ad sales are in my jurisdiction. And
last but not least networking. This is

an important part in this job.

What does the magazine “Das
Querformat” stand for and what is
the intention behind it?

Das Querformat ushers in a new
phase in the queer Austrian media
landscape. It is the magazine for an
open and tolerant society. We look
behind the scenes, ask questions and
are the mouthpiece for queer mes-

sages - while also entertaining.

An interesting fact about your mag-
azine is that you hire a lot of young
people. Is there a specific reason
for it?

Yes, there are several reasons why.
One of the is the “Promotion of
young journalists” in cooperation
with the OH FH Joanneum Graz. With
our magazine and the cooperation,
we offer the opportunity to gain prac-
tical experience. We also pair already
experienced journalists with young
journalists for joint contributions, so
that knowledge is passed on in prac-
tice. | also take a lot of time for de-
tailed feedback loops when the con-
tributions are submitted. The "learn-
ing" factor is very central to our pro-

ject and accordingly important to me.



So far, about 40 people have contrib-
uted regularly or to individual edi-
tions, half of them is between 20 and
30 years old and the other half is
made up of 15 people between 30
and 40 years old and five people be-
tween 40 and 57 years old. In other
words, we have a very good mix of ex-
perience and age in our magazine.
This mix in turn is a great enrichment
for the team and offers different ap-
proaches and perspectives for the

contributions.

Journalism has changed over the
years. In the meantime, online jour-
nalism has become indispensable.
Would you say that the job of a
journalist has also changed as a re-
sult? If so, to what extent?

Yes, there are huge changes! Journal-
ists can publish reports online very
up-to-date and inform the readers
therefore immediately. Due to the
Web, we have more design options
with different media formats like vid-
eos or sound. They can be combined
with text and images in contrast to
print, which makes it way more ap-
pealing to the readers. If there is a
mistake for instance, adaptations and
updates to articles can be made very
easily and quickly. There is no chance
to fix errors that easily with print prod-
ucts. Linking people, older articles,
sources, other media or even social
media is a great part of online journal-

ism. Due to online journalism, we can

reach more people on a faster way,
also because of the links | just men-
tioned. However, the focus and qual-
ity of the work can tend to get lost
due to the pressure to "publish eve-
rything quickly". Often, we are ex-
pected not only to produce the text,
but also to photograph or film at the
same time and to take care of image
or video editing afterwards. The
scope of a journalist's work has thus
increased tremendously, and we must
have way more skills than 50 years
ago.

During my course, we also talked
about business models in journal-
ism. Das Querformat allows their
readers to choose an individual
amount as a subscription payment.
What is the intention behind this?

Das Querformat should be accessible
to all, regardless of individual finan-
cial situations. Therefore, our sub-
scribers decide for themselves what
amount of money is affordable for
them. Our claim is to carry infor-
mation and knowledge to the out-
side. In this sense we also have an ed-
ucational mission. In my opinion,
knowledge should be available to
everyone, regardless of their income
or financial situation.

You also allow readers to access the
articles online. Why is it important
to you that they are free to read?



As | already said, we want to make the
information accessible to everyone,
which is why a large part of the articles
can also be read online and free of
charge. Since the print edition entails
significantly higher production costs,
there is the subscription model men-
tioned above. Online, we will remain
free for the time being.

Many online media use a comment
function to enable the participation
of their readers. | noticed that this
is not possible on the Das Querfor-

mat website. |s there a reason for
this?

No, there is no particular reason for
that. In the user experience design
process, we didn't consider the com-
ment feature. However, it is a good

input that we will discuss in the team.

Do you see any dangers in the in-
creased participation of readers
through web journalism? What are
the downsides of today's media

world?

| would not call it a danger, but an op-
portunity for freedom of opinion and
self-empowerment. Through partici-
pation, a wide variety of perspectives
can be presented and discussed. Of
course, there come also downsides of
the today’s media world like the hate
on the net. Speaking of the shadow
sides, | also have to mention trolls,
fake news and the manipulation that

can be made.

What factors do you think a me-
dium should have in order to be of
high quality?

So, there are many factors! First of all,
it should have a critical and an objec-
tive view on the topics. The products
of the medium need to be well re-
searched using trustworthy sources.
The chief editor and its editorial team
must be willing for reflection, self-crit-
icism, and constant questioning for
their work. With this there should also
be no fear of criticism within the team
or from readers. Without criticism the
work would not get better. In my
opinion defining the editorial line and
values is also important and should
be lived in practice constantly. In to-
day’s world layout and editing is as
important as ever before. That's why
lots of effort should also be put in this
field by a media company. | almost
forgot to mention the independency
of a medium, also in a political sense!
This might be one of the most im-
portant factors, but also | difficult one,
when one thinks of ad sales, fundings

and donations.

The first issue of "Das Querformat”
was not published until January
2021, in the middle of a pandemic.
How did the pandemic affect the
work of the editors? What changes
have there been as a result?

Our first editorial meetings took place
exclusively online via zoom, as well as

most interviews and the research for



the first articles. Although we worked
very closely together in the team and
were in constant exchange, there was
a first face-to-face meeting, respect-
ing the covid-measures of course,
only in the summer during an editorial
meeting and retreat in Vienna. | have
to say that coming together like this
really intensified the dynamics in the

team so much.

Do you believe in the future of print

journalism?

In my opinion, print journalism has a
future in the area of niche topics. Peo-
ple like to have, for instance, finance
or lifestyle magazines in their hands. |
am alluding to the haptic experience
here. The tradition of displaying them
in Cafés, studios, at the hairdresser or
in concept stores will remain. Con-
cerning the news, | have a different
opinion. | think that they will mainly
be consumed online due to the actu-
ality and the “live” feature the inter-
net can provide for the users. Print is
too slow. We live in a fast world, so we
want also to consume the news in a
fast way and always be on the pulse of

time.

Would you say that transparency
and objectivity are promoted or ra-
ther endangered by online journal-
ism?

So first of all, it is important to learn
how to critically question and assess
content. There are and were also print

media that disseminate manipulative,
false, non-independent or non-trans-
parent information. That's why | see
online media as an opportunity to
promote transparency because, for
example, comment functions allow
everyone to express their opinion, re-
act to content, and share facts and in-

formation.

You hear that in the media world
and in journalism, people are trying
to cut corners. How does that work
in your magazine? Do you finance
yourself completely without adver-
tising? What are the dangers of the
frequent cost-cutting program in
newspapers/magazines in general?

We finance ourselves through grants
and advertisements. There are in-
deed some dangers when there is not
enough money available for a news
product. Just to mention some
quickly, unfortunately the quality can
suffer under it, when trips to inter-
views or the research, as well as fees
cannot be paid. Besides you reach
less people without financial re-

sources.

What are the difficulties of running
a new medium and what do you
wish for the future for "Das Quer-
format"?

As | already mentioned we depend
on fundings and promotion, so we
hope that our sponsors will fund us for
many years of course. Since there are



already so many mediums on the
market about nearly every niche
topic, it is also hard sometimes to
stand out. However, | think that with
our open and tolerant product we will
manage to do so. A wish for our fu-
ture in Das Querformat is more finan-
cial support to be able to produce a
higher circulation and to be able to
provide financial means for fees.






Alberto Molina Arce: “The future of journalism is in

its past”

Thanks to the interview made to Alberto Molina Arce and Samuel Negredo

Bruna, two complementary points of view address and deepen the importance

of digital journalism and its components, its design and the future that awaits this

profession. One perspective from the online editorial designer and the other,

from an academic of the subject for a more complete and enriching approach.

Alberto Molina Arce studied Journal-
ism at the University of Navarra, and
collaborated as a student in the or-
ganization of the Malofiej Interna-
tional Infographic Awards and the NH
Awards. He

worked in newspapers in the area of

Journalistic  Design

visual journalism in the Design sec-
tions of El Mundo (Madrid), El Correo
(Bilbao) and Las Provincias (Valencia).
He is currently working at Errea Co-
municacion, a studio dedicated to
newspaper, editorial, graphic and
web design, and journalistic consult-

ing directed by Javier Errea.
How would you introduce yourself?

Well, I work in Errea, a design studio,
but because paper press production
declined, we went from having teams
of designers, for example, to not hir-
ing as many consultants. Well, we
have mutated to something else,
more communication, with the same
idea of telling things. | am a journalist,
studied

though | say | am a designer, | am an

| have journalism even
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infiltrator. | dedicate myself above all
to what is graphic design itself and to
everything that has to do with data
editorial

visualization, design and

digital design.
When do you think the breaking

point is given to give way to digital

journalism?

For some years. It is true that every-
thing that has been entering, we are
doing things, for example in El Pais,
through the narrations on different
screens, they use digital narration in a
way that until now had not been
done. We now understand that digital
journalism is not only putting what is
written in digital, it is not a repository
of what is printed. In this enrichment
of the stories, infographics for exam-
ple, have an important role and at the
beginning of the pandemic they have
helped to explain what certain things
were like that were previously cap-
tured in the abstract or were more

complicated to understand. El Cor-
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reo, El Pais, are examples of newspa-
pers that have been developing in
this area for some years.

Web design is fundamental to
online journalism; do you think it
enhances participation?

There are two blocks of thought,
those that think that participation is
important and those that are not, and
of course it is, but a participation not
from the point of view of "walking
around", but with the digital they
help you to solve with the data of the
user to generate information. Partici-
pation per se, creating comments or
such does not appeal to me very
much. It highlights a much more inter-
active type of participation of course,
digital has helped a lot in this regard,
not limited to asking surveys on the
street.

How does the resource of immedi-
acy work from online editorial de-
sign?

Well now in general everything has
been invented, all journalists work
with redone models, because there
are not many options; in the sense of
making a report opening with a news
item or opening with a photo and ar-
ranging it in a different order, but
there are not many options, espe-
cially if it is very immediate. Here
comes a question, digital journalism
has to be all immediacy or it can be

slower, because there are other net-
works for the immediate. In the field
of design, it is impossible to make a
very broad development in digital in
a very short time, digital design con-
tributes when it makes sense with the
narration and contributes with the in-

formation.

What do you think the future be-
holds on digital journalism?

For example, the New York Times,
everything it does, sets the trade and
the direction to go. One of his recent
reports mentions the importance of
the visual, doing things visually; on
the other hand, they mention how to
take advantage of what is printed to-
day. Does it make sense to print yes-
terday's news? | do not know. | don't
think the newspaper has to be slow or
all about analysis and opinion, but it
doesn't have to be immediacy and

news either.

The Guardian, for example, in the
midst of the pandemic relaunched its
weekend print magazine, it seems
paradoxical, but the more modern we
are, the more we want the old, the pa-
per and the nostalgia of a printed
newspaper. Nor do we invent any-
thing new, what has to be done needs
to be done well in the measure of the
possibilities, have a good narrative,
good resources; otherwise, they pass
us by, because now there is a lot of
competition.



“Nor do we invent anything
new, what has to be done
needs to be done well in
the measure of the possibil-
ities, have a good narrative,
good resources”

What are the most important as-
pects for designing a web journal?

The first and for example, now that El
Pais has just been redesigned in digi-
tal, the typography is important, it is
essential that it looks good and has
personality, the textual aspect is
marked by the typography, | am not
telling you that they are all very ex-
pensive pieces of typography, but it
cannot be all Google forms, there is
more range.

On the other hand, the subject of
the image, although it seems classic,
is very important. I'm talking about
classic things that you need to take
care of the basics. The infographics to
see the narration is also necessary,
but they are always resources at the
expense of the story. Doing the ba-

sics well is much more.

What is the relevance of multimedi-
ality and hypertext?

Well, it happens with newspapers that
do infinite scrolling, and one goes to
the next and so on. But it depends on
the objective, if the newspaper wants
you to visit its page and its individual
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pages, in an infinite scroll it tells them
more. There are others that let you, as
a user, choose because you know
what you want. It depends on the
strategy, but making a good hyper-
linking strategy is necessary.

Biggest, most important changes
from the beginning of your career
till now?

| haven't been that long, huh! Well,
my dream in its day was to make
newspapers, but they are no longer
made as before. You have to recon-
nect with the audience and in all me-
dia. The director of the newspaper El
Pais named one of his talks as "The
death of paper and how to enjoy it",
whatever remains if you have to die,
you have to do it while having a good
time and for that you have to do
things with humor and in a good way.
Technological changes, the media
and social networks such as Twitter or
Instagram, and it is true that the me-
dia are starting to get on the subject
recently. | believe that everything has
yet to be done and there is still a way
to go from its path.

We do not usually think that a sub-
scription to a digital newspaper can
give us something, but if we all have
a subscription to Netflix and for ex-
ample, | asked in a class how many
had a subscription to a medium and
of the 12 they only had 2, which were
from their parents. It is necessary to
reconnect with people, to go beyond
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mere information, the future of jour-
nalism is in its past and it makes sense

to write well again.

What is the importance of visual re-
sources on online media for the au-

dience?

The media cannot be Instagram ei-
ther to understand us, it cannot be a
thing of doing “swipe” and that's it,
but neither can it be something that
does not attract people, that does not
connect with the audience. Well, you
have to reconnect a little with people
and specifically, in digital journalism,
that would be that, connect with peo-
ple and explore that field of storytell-
ing that the internet has, very differ-
ent from paper. Each medium has
limitations and possibilities, so it is
knowing how to take advantage of
typography,
video, they are very important.

them, photography,

Samuel Negredo Bruna:
“Media nowadays cannot
rely on one single revenue
stream”

Samuel Negredo Bruna has a PhD in
Communication and was an Aca-
demic Coordinator of the Interna-
tional Media Program of the afore-
mentioned Faculty, supervising ex-

changes of students in North Amer-

ica, Asia-Pacific and Africa, and Visit-
ing Fellow of Cardiff University. His re-
search focuses on digital news audi-
ences, including the digital divide; in
journalistic modalities and formats
native to the internet, such as those
that integrate audiovisual, participa-
tion and direct, as well as in the pos-
sibilities of interactive media for mul-
tilingual information and in minority
languages. Now he is an Assistant
Professor of Journalism at the Faculty
of Communication of the University of

Navarra.

Do you think ‘immediacy’ is the
most important aspect for a journal-
ist?

Yes, one of the most important ones.
It is an important aspect of digital

journalism.

Which is the importance of hyper-
text, multimediality and participa-
tion?

| think hypertext and multimedia are
taken for granted, currently. These
have been features that have defined
digital journalism for a long time, but
| think that they no longer do so. Even
though some of the traditional media
are adapting the online given, they
do not remember those features alt-
hough they are the defining features
and have been the defining features
in academia for the last 25 years.



Do you think online media has influ-
enced the quality of journalism?

Online media offers the possibility for
everyone to post and write online.
Not only the ordinary citizen but also
people or companies that want to
cause harm, unfortunately. They can
use digital media not for the good,
but in a bad way. So that way journal-
ism/journalists had to build a shield
against the damages of some of the
evils of digital media.

At the same time, online media
made it possible for journalism to be-
come available for many more peo-
ple. For example, people who don’t
or can't buy written newspapers. It
also enabled more diversity of voices,
which is one of the main features of
digital media, and people can read
articles more directly. It has its good

and its bad aspects.

What are the biggest, most im-
portant changes from the begin-

ning of your career until now?

| was a trainee in digital newsrooms
around the year 2000. At that time,
the metrics and the real time meas-
urement of audiences was not as im-
portant as it is today. Also social me-
dia was not that important as a way to
access news as it is today. | would say
that those are the main changes that
| have seen. Also, when | worked on
my PhD thesis from 2008 till 2012, |
had to do research about online vid-

eos. It was already popular back then,
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but not in comparison with all the
OTT, over the top video platforms,
that we have today. The consumption
online is still dominated by text and
pictures/photographs. Currently
video is everywhere, especially for

younger audiences.

What are the most important
changes from printed to digital
journalism?

The main aspects that changed for
newspapers and magazines is perio-
dicity: the deadlines they used to
have in printed media have been sub-
stituted by less strict deadlines. When
you have something to publish, you
don't have to wait until the next issue
of a newspaper or magazine to be
published, you can immediately pub-
lish it online. Also how to convey the
value of written/printed journalism
online when you no longer focus on
selling an issue, a finished product.
Nowadays newspapers and maga-
zines try to charge for content, to sell

subscriptions.

"Digital Journalism has
evolved, grown and ma-
tured so much in the last 25
years, so | think we have
seen its evolution, espe-
cially for print/written me-

dia”
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What do you think the future be-
holds on digital journalism?

Digital Journalism has evolved,
grown and matured so much in the
last 25 years, so | think we have seen
its evolution, especially for print/writ-
ten media. It's true that audiences for
audiovisual media for television are
still mainly offline media so | guess
that the main changes in the years
ahead may come in the field of broad-
cast journalism. Therefore, how radio
news and especially television news
are influenced by the internet and
how they provide. Because currently
radio and television outlets basically
provide the internet newspapers
online with mediums. | guess that this
is going to change. Although, | still
think that there is room for evolution
in the field of broadcast journalism

online.

Which is the business model, and
the reader revenue model, of the
media you analyze?

| have just published an article on this
topic with some other professors. We
have found that the media nowadays
cannot rely on one single revenue
stream/on a single source of income.
They need to diversify their source of
media, and we have found that media
that are well established, have the ca-
pacity and the potential to develop
several revenue streams. They are
more diversified than smaller digital
news outlets, maybe younger outlets

that have not been able to develop so
many revenue streams. So | think that
users paying for content is a good
thing because it improves the inde-
pendence of the media but at the
same time it can't be the only revenue
stream. Most media their general in-
terest is to attract as many readers/us-
ers as possible, because that enables
them to continuously advertise and
become a premium outlet for adver-
tising which is a very important source
of income. They also need to diversify
other kinds of streams such as e-com-
merce, selling tickets to events, sell-
ing products, ... and in general also

organizing  events  themselves,
providing training, consulting or com-
munication services to other compa-
nies. We found out that the more rev-
enue streams a media outlet has, the
better it can assure its sustainability.
Paying for content can address very
different strategies: from paying walls
to micropayments or subscriptions
with added value. Although, not all
the mechanisms guarantee journal-

istic independence in the same way.

What's the most important topic
you talk about and teach in your
classes?

That's a good question! | think it def-
initely has to do with ‘searching’,
working with sources of information,
finding the sources on the web, and
also the use of graphic and audiovis-
ual content. This is something that is



often hard to understand and imple-
ment because it requires to be very
correct and accurate. This is crucial
for the credibility of information and
to distinguish your profession of work
as a journalist from any kind of con-
tent. No one knows if something is
true or false. So the process of identi-
fying sources, assessing sources, etc.
and the process of the journalist,
writer, reporter, editor in order to pro-
vide the reader with the right infor-
mation, is very important. | think that
being transparent and aware of the
process are the most important as-
pects within digital. It's also important
for a future as a journalist, more than

the use of a specific tool.






In Conversation with TLDR News, the YouTube Jour-

nalists

This interview with Jack Kelly, CEO and Founder of TLDR News and Ben Blisett,
Lead Writer and Head of Live and Podcasts at TLDR News explores topics such
as media convergence and organisation, digital language and trust in journalism

in the context of producing journalistic content on YouTube.

Founded in 2017, TLDR News has rap- Blisett was able to offer his experi-

idly expanded to become one of the ence as a lead writer and tailoring
most recognisable YouTube creators content to meet the needs of TLDR's
of journalistic content in the UK, young and international audience.

reaching over 544,000 subscribers
and 80,018,830 views as of writing. As

we sat down with Jack Kelly, the CEO Media convergence and or-

of the agency who established TLDR ganisation

whilst studying at university, we To begin the interview, we discussed
gained an insight into the world of media convergence and organisa-
digital journalism particularly from an tion, drawing upon Jenkins' (2006) de-

executive perspective. Likewise, Ben scription of media convergence as a
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process which impacts the produc-
tion and consumption of content.
Jack outlined the 'variety of phases’
that must take place, especially in the
editing process to ensure that con-
tent is clearly summarised and under-
standable for their intended audi-
ence. This involves input from all ar-
eas of the TLDR organisation, ranging
from ‘lead writers’ to ‘contributors’
that are geographically located all
over the world as well as the ‘animat-
ing team’. In particular, Jack focused
on the ‘clean perspective’ of the ani-
mation team that were described as
‘a good kind of test market’ and
‘touchpoint’ to ensure clarity.

Ben reiterated this point, adding
that the animation team acts as a
‘good sounding board like a normal
viewer'. These statements highlight
how TLDR operates in a collaborative
manner to enable clear channels of
communication and  constructive
feedback, regardless of one's posi-
tion in the organisation. As Ben aptly
concluded, TLDR aims to use ‘a wide
array of sources from a combination
of people’, revealing the importance
of varied perspectives to inform to
help the editing process in the crea-
tion of TLDR content.

After these comments, we moved
on to further discuss TLDR's business
model and organisational framework,
with emphasis on how workloads are
managed across different teams. Jack

elaborated that there are ‘separate si-
los for the main channels UK, EU, US
and Global, each of which has their
own lead writer’ who is responsible
for the formulation of content. De-
spite the distinction drawn between
channels, Jack was keen to stress that
‘there’s no formal exclusion between
the channels, everyone can jump in
wherever. It's just easier if you've got
groups so that if you're organising a
meeting you know exactly who to
contact’, suggesting that organisa-
tional groupings are merely a formal-
ity to add a sense of structure at
TLDR.

Finally, to gain an insight into the in-
tricacies of the production process at
TLDR, | prompted Jack to walk me
through the timeline of creating a
TLDR video from start to finish. Ben
answered that it generally ‘takes
about 48 hours’ to complete produc-
tion, with time ‘roughly split into a day
of writing, researching and editing
and a day of animation.” Expanding
on this, ‘A writing day will consist of a
writer picking a topic which will be
discussed by the team in some kind of
meeting’ whereas animation will usu-
ally take ‘around an hour per minute
worth of content so a 10 minute video
would normally take about 10 hours
to produce but it changes video by
video'.

Following this initial discussion on
digital convergence and organisation



in the context of TLDR News, it be-
came apparent how their production
process is shaped by collaborative in-
volvement across teams and re-
sponding quickly to news cycles.
Their answers reflected how the na-
ture of digital journalism demanded a
sense of multi-modality in the pro-
duction process, shown as TLDR uses
a unique combination of animation
and voice overs to convey the news in
a simple way to their audience. Mov-
ing on to the interview, we decided to
switch the topic of conversation to
digital language, focusing particularly
on how TLDR interacts with its audi-
digital

ences on platforms like

YouTube.

Immediacy, Interactivity and
Multimodality

Immediacy is an important concept in
digital journalism that TLDR are aware
of, however, compared to large,
mainstream media outlets such as
The Times and The Guardian, TLDR
are a very small organisation. They are
not going to be able to beat these
outlets when it comes to reporting on
a breaking news story. TLDR told us
that their aim is to put the news story
in context, meaning they are not try-
ing to race the big outlets. They use
this as their unique selling point which
allows them to compete on another
aspect other than speed. They be-

lieve that readers don't always need

the news story immediately, as long
as it is still relevant and in people’s
minds the story will do well. This
aligns with Karlsson and Holt's (2016)
findings that web journalism allows
news stories to be published at will as
opposed to traditional journalism
where the stories are churned out lin-
early at recurring windows of dissem-
ination.

When speaking with the TLDR team
we could really get a sense of the re-
lationship they have with their readers
and supporters. They use Patreon to
allow supporters to vote on future
video topics and get priority YouTube
comments for a small monthly fee.
They are consistently in communica-
tion with their supporters, something
that is not possible for mass media or-
ganisations. Karlsson and Holt (2016)
found that because of this, mass me-
dia has the limitation of only being
able to invite passive consumption by
spectators rather than the active par-
ticipation of citizens. TLDR stated that
they view themselves as more of a
conversational platform than a news
platform and really value the interac-
tions they have with their viewers and
supporters.

Multimodality allows TLDR to build
constancy and loyalty within their con-
tent and provides them with tools that
ultimately improve how the news sto-
ries are told. Across their website,
their YouTube channel and social me-

dia pages they use standardized
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branding, colours and graphical
styles to enhance the connection with
their audience and increase brand
recognition and identification. TLDR
uses the landing page on their web-
site to display thumbnails of recently
posted news articles and use visual il-
lustrations to draw viewers in and
begin the storytelling process. They
can thrive on multimodal structure
and new means of expression that

digital journalism allows.

Trust

With trust in journalism falling on av-
erage by around 10% in the past dec-
ade (Statista, 2021), it is clear that
people are losing faith in news out-
lets. But as these individuals shun
mainstream news, as Fletcher and
Park (2017) have found it also means
that they are more likely to engage
with alternatives such as blogs, social
media and online sources where they
feel they can get a different perspec-
tive. People from all backgrounds can
now produce news content online,
and what that now means for trust in
online journalism is crucial to society.
Are they factually accurate, unbiased,
accountable and transparent about
their production process, funding,
and structure?

In talking with the team at TLDR
News however, it is clear that despite
everything there are ways the online
environment can produce systems

that create quality journalism that en-
riches and educates. Their company
is still a business however, and it
needs to create revenue from some-
where. As TLDR operate on YouTube
they generate an income from the ad-
verts that are placed before and dur-
ing their content though this can
amount to little, as Jack and Ben told
us they often fund their business
through supporters donating on their
website, subscribing to their Patreon
and buying their merchandise which
they confess is ‘not normal for news'.
They sell their products and services
by making people believe in their
content and supporting them. The
way they are funded allows as Ben
says ‘greater feedback, you know
what people think’ and they have the
ability to ‘vote on video ideas’, 'sug-
gest topics’, and be in constant com-
munication with the TLDR team
whether through comments or Dis-
cord chat servers. This influence that
supporters have could be a real threat
to their overall trustworthiness as they
can incentivise them to take a certain
view or obstruct information and facts
even. It is important to remember
however that ‘some traditional media
outlets have people paying for the
funding who want to see a certain
outcome’ Ben quite rightly points out.
Score et al. (2017) found that donor
funding in traditional news outlets al-
lowed them power to direct the atten-
tion of the media, suggesting that the



issue of funding is not unique to the
digitisation of journalism; it needs to
be monitored across the board. Jack
started TLDR with the goal of remain-
ing impartial and providing unbiased
explanations of the context and sig-
nificance of events in the news, and it
is on this premise he has found a
niche market of people who want to
fund this. He says ‘from the outside it
is easy to underestimate how much
people actually want us to be impar-
tial’, if they were to start straying from
this it would destroy the business.
They acknowledged that this is not
the case for all YouTube reporters or
the best way to grow a channel on the
site, stating that the ‘more successful
model would be to pick a side’ and
then use information to build a narra-
tive, which combined with the algo-
rithm makes it possible that people
can be trapped in echo chambers of
biased

seems that if enough people desire

opinion. Nonetheless, it
good journalism and value it enough
to support it then good journalism
does not necessarily have to come
from a traditional media company.
That desire just needs to be culti-
vated in society.

While funding can create a crisis of
confidence in media no matter the
medium we must acknowledge that
traditional media has more official
systems that hold them accountable

for their content. Accountability in

journalism generally refers to the abil-
ity of others to criticise and question
journalists and the responsibility they
have to produce quality, factual work.
Mainstream media can be held offi-
cially accountable by external and in-
ternal regulatory forces from chari-
ties, governmental regulators, best
practice guidebooks, ombudsman,
press councils to media criticism in
journals (Fengler, 2019). In online
spaces such as YouTube there is no
such authority in place which means
misinformation and distortion can go
unchallenged. TLDR though, in their
pursuit for integrity and the interactiv-
ity that social media provides, have
found ways to build a level of ac-
countability into their working prac-
tices. "Two years ago we introduced
the factcheck, so below videos on our
website you can fill out a form with
details about what didn't go well or
wasn't accurate, and it will go straight
into my email account and we will fol-
low it up with writers and make the
necessary changes if required’, Ben
also feels that it is a lot easier for them
as compared to larger firms to have
this close level of conversation that
keeps them in check. Comments on
videos and on servers are also
checked regularly and responded to
which is very different to Domingo'’s
(2008) finding that online media from
traditional sources suffers from an ‘in-
ertia’ when it comes to developing a

dialogue with their users which could
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be vital in increasing their trustworthi-
ness with the public. While those
holding TLDR accountable may not
be experts, the team themselves en-
sure that they also have their own
structures in place regarding ac-
countability. Having experts help
write scripts, having numerous peo-
ple look over written content, making
sure they go to the "primary source of
the story whether that is a press re-
lease, press conference or data’, us-
ing a "balance of partisan sources’, us-
ing high quality institutions and pre-
senting numerous perspectives in
their work are all ways they have
pushed themselves to be held ac-
countable. They are also clear about
the sources they use and have even
deleted or edited videos last minute
when users or their internal systems
raise issues. While the online land-
scape may seem like the wild west of
journalism this interview with TLDR
suggests that it could in fact provide
ways to restore trust within journal-
ism.

You cannot consider trust in digital
journalism without thinking about
how the levels of transparency that
online mediums provide encourages
trust in ways that were unprece-
dented just a decade ago. The in-
creased integrity and credibility that
TLDR gains by allowing people to get
glimpses of them as people, behind
the scenes footage and through an
honest and open dialogue in their

videos about criticisms they have
faced and their standpoints has al-
lowed them to create a reliable
brand. It is vital they market their
company in order to gain support and
they believe transparency has helped
them gain around half a million sub-
scribers on YouTube: 'if we were com-
pletely faceless | think it would be a
lot harder to build that credibility in
that trust’. Although, it is a balancing
act of providing the right amount of
transparency to build a brand, but not
too much to undo their credibility as
a news business rather than a money-
making scheme as Chadha and
Koliska found in 2015 when they con-
cluded news companies were only us-
ing the online space as a promotional
tool rather than a tool for more open
interaction. TLDR certainly utilises the
transparency the online space allows,
even if they could push it further and
be more open with how much diver-
sity and expertise goes into their writ-
INg process.

People's trust in journalism is not al-
ways duly deserved, especially when
it comes to the online news media.
The level of freedom of speech that
the digital space allows will continue
to be something that the world bat-
tles with, so it is important that a de-
sire and respect for quality, impartial
journalism is encouraged whether
people are finding information from
traditional or non-traditional sources.
It is more important than ever that



trust is improved in online journalism
and individuals having a good idea of
what makes a source worthy of trust is
a component of this especially now
there are so many options. TLDR is
certainly leading the way and demon-
strating what a trustworthy news
source from smaller groups can look
like online.

To conclude, the interview with Jack
and Ben from TLDR was very insight-
ful for us to learn about the different
aspects of their company and their
use of digital journalism concepts.
They are a growing team which
means they have members who are
specialised in certain areas, however
everyone in the team can contribute
in all areas which reduces the chances
of biases. Being a small team com-
pared with mainstream media outlets
means TLDR works to compete on
building connections with readers
and putting stories into context rather
than speed and immediacy. They
genuinely believe in accountability
and their incentive structure is built
on trust. People subscribe to them for
neutral, easy to understand facts and

that is what they strive to provide.
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Unai Frias: ‘In the future digital journalism will be the

majority option’

Member of the digital newspaper Gasteiz Hoy since its beginning,

he is one of the main drivers of this native digital medium from

Alava

10 years after the launch of Gasteiz
Hoy we spoke with Unai Frias, social
media manager of the newspaper, to
analyze the origins, the present and
what the future of this digital medium
may hold, which has managed to gain
a position among the main media in
Alava, using a very particular business
model, based on the campaigns and
digital marketing strategies they offer
to their customers.

What were the origins of Gasteiz
Hoy?

Gasteiz Hoy was born a little by
chance and without any expectation.
That is to say, it came at a time when
our jobs as employees did not fill us
and also as a place to dump the
knowledge we were learning in our
courses and masters, in addition to
our careers. So, at the beginning of
time, we came to combine it with
other works. Over time, we began to
think about leaving the rest and ded-
icating ourselves to fully empowering
our project.

And so, it was until we got to what it
is today. In the last 8 years we have
dedicated ourselves body and soul to
our project.

At the beginning did you looked to
another media of the competition?

In general, except in secondary de-
tails, we have never looked at other
media because our philosophy is a bit
particular. It is a fusion of two sectors
that today have many synergies: the
journalism and digital marketing sec-
tor. It does not mean that we dilute
these two sectors, but that we finance
the journalism we want to do through
our own digital marketing agency.
And that concept is totally different
from the traditional media.

What goals were you looking for?
Have you achieved them?

We can say that we have achieved
them. We have managed to live from
our own company but it is very com-
plicated. We've managed to have a
lot of customers who trust our digital



marketing strategies to strengthen
their businesses. And we've gotten all
these clients to fund the hyperlocal
journalism we do, without relying on
political parties, institutions or big
business to influence the focus of the
news or the content that is published.

What kind of media do you con-
sider yourselves?

We consider ourselves an independ-
ent medium of hyperlocal information
and that works a lot in citizen journal-

ism.

The Society that owns the media,
what kind is it? Do the managers of
the company have to report the ac-
tivity to their shareholders or own-
ers?

It is a SC (Civil Society). We have no
shareholders. We are two partners
that manage the company.

What's your business model?

We finance the newspaper through
the digital marketing campaigns and
strategies we offer our customers. It
doesn’t have to be campaigns that
necessarily appear in Gasteiz Hoy, we
also do internal work of the digital
structure of our clients companies.

Is it an open media or is it paid? Has
that formula been maintained or
has it changed over time? In the
case of being paid which wall do
you use?

It's an open media. We have always
used this formula and have never con-
sidered enabling a wall of payment
because it goes against the philoso-
phy of our medium.

The digital world is torn between
free or pay for content as the only
way to guarantee quality and pro-
tect independence from power.
What do you think about this?

The gratuity or payment are two op-
tions, but they are not the only ones.
Just as we have done, by merging
sectors, there will be people who will
open up other alternatives. The most
important thing to guarantee the
quality and independence of the me-
dium is that the people who manage
the media really want their content to
be of quality and their medium to be
independent. Many media prioritize
other issues over quality and inde-
pendence. It's a matter of business
philosophy and ethics. In many cases
ethics vanish in the face of money. It
is vital to be original to find business
formulas capable of financing a free
and independent journalism.

Have you developed your style
book?

We have a clear and developed style
book that we inculcate to all team
members. We pay special interest in
the way we write: direct, simple and
thinking about mobile devices.



How do you treat the information
received before his publication?
What contrast methods do you use

to verify the news you are going to
publish?

Each information, depending on the
way through which it comes, is
treated in one way or another, is given
hints of truthfulness or not, is trusted
or treated as a mere thread from
which to begin to inquire. It depends
on multiple factors. The most theoret-
ical method of contrast is to confirm
the news through two different
sources. This is not always possible
and then other alternatives come into
play, such as the truthfulness of the
source, knowledge and trust in it, and
other methods. In any case, the
maxim is always that it is better to not
tell a story than to publish something
that later confirms that it was not en-
tirely truthful, or that directly, was not
that way.

Since it is permitted to publish the
opinion of readers, is there any

style book? If so, how is compliance
checked?

More than a style book there is a filter
in the comments. No comments are
published directly and are published
manually after reading them. This im-
plies that there is a percentage of
comments that are never published
because it is impossible to review
them all. | refer to the comments

within the articles of Gasteiz Hoy.

Comments on social networks cannot
be filtered this way and you can only
add a list of words that, if they appear,
the comment is vetoed. From time to
time, when we see some disrespectful
comments on networks we hide or
delete it, but we focus on the com-
ments that are made within each of
the news, which are the ones that we
can manage the most.

How are social networks managed?

It's a complex matter. They are man-
aged among several members of the
team and having previously done an
analysis and a specific strategy for
each of the social networks in which

the medium has a presence.

How is the journalistic team of Gas-
teiz Hoy configured? Is there poly-
valence of functions within your

structure?

We have two working groups: the
writing (the journalism part) and the
agency part. They are working groups
that help each other, there are people
who do jobs for both parts of the
company, although there are also
people within the team who only ded-
icate themselves to one side. There is
quite a polyvalence of functions, but
always having a main function in each

team member.

Do you analyze the profile of your

readers? If so, what are they like?

Yes, we analyzed it. It is a profile that

has been varying over time. More



than varying, it has been expanding.
Now the differences between age
ranges are getting smaller because
the audience is very big. In any case,
the reader type profile of Gasteiz Hoy
is between 25 and 39 years old and
lives in greater proportion in the new
neighbourhoods. But as | said there is
less and less percentage difference
with other profiles.

How do you see digital journalism
in the future?

Full of possibilities and as the majority
option in journalism. | think that the
paper newspaper will be relegated.

Gasteiz Hoy is 10 years old. What
are your goals for the next decade?

We honestly don’t have targets for
the next decade. We're going step by
step. Getting here has been very re-
warding but also very difficult. It is dif-
ficult to achieve economic independ-
ence, but it is even more difficult to
reconcile personal and professional
life. Apart from concrete ideas that
we want to take forward, the main ob-
jective is that Gasteiz Hoy, in all its
facets, no matter how much it
evolves, continues to have the philos-
ophy that we have contributed to it.
Take it to the maximum possible evo-
lution while maintaining our essence
and feeling reflected and repre-
sented in what we do and in our val-

ues.



Moni Marcel, German digital journalist: ‘Some col-

leagues compile articles only from Facebook com-

ments’

© Moni Marcel

Jana Uhl & llaria Wollek

When the local editorial office of the
“Schwabische Zeitung” was about to
be closed, the journalist Moni Marcel
organized a demonstration with over
400 people. For that purpose, she
used a medium that wasnt well fre-
quented back in 2004 - the internet.
The protest website www.sz-go-on
turned into the online daily newspa-
per “NRWZ"
Zeitung), which as an independent

(Neue Rottweiler

news platform for the German region

Rottweil, publishes daily news and ar-
ticles about information, politics and
culture. With Moni we spoke about
her work as an editor, qualitative jour-
nalism and the influence of commer-
cialization and the internet on news-
rooms and news providers.

Moni Marcel is 57 years old and a
trained social pedagogue. At school,
German was always one of her favor-
ite subjects, which is why she worked
on the school newspaper at the High
school back then. Later, she became
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the press officer for the Rugby Club,
until she was asked by the editorial
the  “Schwabische
Zeitung” if she would like to work as a

manager  of

freelancer in the editorial depart-
ment.

From the first issue in November
2004 until the end of the print edition
in March 2020, Moni wrote for the
NRWZ. In the meantime, she worksfor
different editorial offices in the region,
publishes the "Blickpunkt-Magazin"
and, on the side, takes on the job of
the the
"Schwarzwald-Baar-Heuberg”  choir

press spokesperson for

association and the "die Grinen"
party in Rottweil. As an editor, she has
published articles for the local daily
newspapers “Schwabische Zeitung”,
“Stdkurier”, “Sltdwestpresse” and
"NRWZ". She has also worked for the
"Jewish Allgemeine Zeitung” in Berlin
and writes advertising copy for various

companies.

What do you particularly like about
journalism and working in a news-

room?

The stress. The pressure to be fast
and up to date, to do five things at
once and to have a great paperat the
end. The variety of topics. The en-
counters with many people. The feed-
back from readers when they think
something is particularly good - or
even terrible. And the fact that | get
the boss on the phone, instead of just

the little clerk, as | used to do as a so-
cial worker. That | can expose griev-
ances,put my finger in the wound and
pester the powerful.

How has journalism changed during

your time as a journalist?

The internet has changed a lot. Be-
fore, we were almost the only ones
who spread the news. Today, every-
one can inform themselves. Opinion-
forming has changed a lot. Good
journalism is often no longer valued.
And due
measures, editorial offices are getting

to many cost-cutting
smaller and smaller, which means that
quality is decreasing, which also con-
tributes to readers becoming more
dissatisfied - and the number of sub-
scribers continues to decline. Free-
lancers take over the editors' work,
and there is a lack of exchange and
feedback.

What does "qualitative journalism"
mean to you, what values are associ-
ated with it?

To me it is about good ideas, thor-
ough research, intensive conversa-
tions, being close to people and listen-
ing well. It means fairness, originality

and good language.
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How do print articles differ from ar-
ticles that appear online? Is there a

different approach to the produc-
tion and publication of articles?

| can really only judge from my work
at NRWZ. The online edition was re-
sponsible for quick, current topics
and things like club reports, the print
edition brought backgrounds, feuille-
ton, reading stories, nicely designed
and also readableon the net. | think it
was a good concept, all free of
charge, with high coverage and there-
fore interesting for advertisers. We
also had readers inSydney and New
York.

What are the advantages and disad-
vantages of online articles?

Positive is the high accessibility world-
wide and the fact that you don't need
paper. On the other hand,many say
they like to have something in their
hands - and that doesn't only apply
to older people.And there is always
the question of how to finance online
journalism. How much are people will-
ing to pay? | don't think anyone has
found the perfect solution yet (except
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maybe us with the small NRWZ). Ad-
vantage as well as disadvantage:
online, people can express their opin-
ion on an article quickly and conven-
iently. Who still writes a letter to the
editor nowadays?

Do you think there are differences
in quality between print articles and
articles that appearonline?

The web is faster, | think small mistakes
are more likely to be overlooked or tol-
erated. But there shouldnt really be

any differences.

Moni Marcel with the German politician Win-

fried Kretschmann © Moni Marcel

Do you think there are differences
in quality between print articles and
articles that appearonline?

The web is faster, | think small mistakes
are more likely to be overlooked or tol-
erated. But there shouldnt really be
any differences.

Do interactive features like user
comments or sharing articles on so-
cial media influence the way articles

are written?

Sure. As a journalist, | am much more



directly exposed tocriticism and also
hostility. That doesn't make critical re-
porting any easier. It takesmore cour-
age today to express one's opinion
publicly. And sharing articles again
raises thequestion of copyrights and
the financing of journalists' work.

What role do social media like Face-
book or Instagram play in online

journalism?

The diversity of opinion is greater,
they make it easier for users to inform
themselves - leaving aside the ques-
tion of quality. Good journalism has to
stand out and offer more quality. On
the other hand, italso makes it easier
to find topics that interest people.
There are now colleagues who com-
pile articlesonly from Facebook com-
ments without having spoken to any
of the authors.

What role does transparency play in

online journalism?

Certainly a greater role than in the
days when there were only printed
newspapers. Because it's easier for
readers to access information them-
selves and thus to question the state-
ments in the article. But of course that
applies just as much to print media to-
day. As ajournalist, you should always
pay attention to the greatest transpar-
ency in order to remain credible.

Does the commercialization of
news media influence the objectiv-
ity and quality of articles?

That depends on how the editorial
offices deal with it or are allowed to
deal with it. Are they stillcompletely
independent in their reporting? What
do publishers dictate? | think it de-
pends on that.

What opportunities do advertise-
ments on the websites of online
news media offer and what disad-
vantages can they create?

As | have already said, if they are
clearly labelled as advertising and en-
sure that the editorial teams are paid
and can work independently and neu-
trally - okay. For the reader, on the
other hand, it is extremely annoying
having to constantly remove adver-
tisements in order to continue read-
ing. That's why | think it's a good so-
lution, as many do today, for the
reader to pay a small amount for an
ad-freepage.

How has the work in a newsroom
changed in recent years, what role
does the internet and online media
play in the process?

There are two sides to everything. Re-
search on the internet makes the work
easier, but the reporting has to be
faster, it has become more difficult
to attract readers. Here too, | can
only speak for thelocal newspapers,
whose teams have been and are be-
ing thinned out more and more,
where theeditors sometimes have to



cover all areas, even acquire adver-
tisements. This does not make the pa-
pers any better if there is no time for
research and writing. The number of
subscribers to local newspapers has
been declining constantly for a long
time, and as far as | know this is not
compensated for by online subscrip-
tions.

How do you think digital journalism

will develop in the future?

There is a slight trend towards good

journalism after the Trump and
COVID chaos. It seems to have be-
come clear to people - at least to
some - what value good researched
articles can offer. But will thisbe a re-
sounding change? Will readers be
able to tell if information on the net is
reliable? To distinguish good journal-

istic work from populism?

What challenges will journalists have

to face in the future?

The challenges are already there:
How do traditional publishing houses
deal with the internet? How can you
still make and sell newspapers today?
How to get readers to spend money
on information when it is available for
free elsewhere? Moreover, there are
fewer and fewer jobs for editors, and
publishers are cutting back heavily on
staff.

What would be an ideal future sce-

nario for online journalism?

| think the concept of NRWZ for the

local sector is viable for the future.
The combination of fast online report-
ing and a nice printed edition for the
weekend. Free of charge, large reach,
thusinteresting for advertisers. | have
had

about this in the last few years, also

thousands of conversations
with countless people who com-
plained on Monday morning because
the NRWZ did not land in their letter-
box at the weekend. However, there
was not only a lot of heart and soul in
the NRWZ, but alsoa lot of voluntary
commitment. So | can't say that it re-
ally paid off in the long run. Basically,
| think that there will also be a printed
newspaper in the future. In the last
few months, many people have said
to me that they don't feel like looking
at a screen in their free time when
they already have to sit at a computer

and mobile phone all day.
Thank you for the interview Moni.

It has become apparent: the internet
has changed journalism and has intro-
duced both advantages and disad-
vantages to digital reporting. Online
journalism is primarily characterized by
its participatory culture as well as high
and international accessibility - on the
other hand, it is not only more difficult
to attract readers, but also the quality
is decreasing more and more fre-
quently due to many cost- cutting
measures. As far as the financing of
online journalism is concerned, it only
remains to be seenwhat solutions and

models can be found in the future. And



as Moni has stated: most importantly, it
iscrucial to maintain the independent,
neutral research and reporting, which
is the essence of professional journal-

ism.



Daily Mail Online home reporter Jack Wright: ‘Online

is the best place to be now’

MailOnline journalist discusses the current status of online journalism while re-

flecting on the influence that the Covid-19 pandemic has had on digital journal-

ism in the past two years. He also elaborates on the future of the news making

process and the global establishment of subscription based model.

Ivan Topadze & Pauline Stateva

Having graduated from the university
in Edinburgh with a degree in history
and politics, five years ago Jack
Wright moved to London to start a ca-
reer in journalism. To gain experience
in the field Wright trained at a big UK
agency called PR Media and worked
in South West News Service (SWNS),
Bristol's news agency. He is now em-
ployed as a home reporter at
MailOnline, Daily Mail’s website, cov-
ering the UK news in a field of law and

politics.

Question. Why have you chosen to
work in the online journalism field?
Have you ever tried any other type

of journalistic job?

Answer. | haven't really worked in
print, so I've only worked in online
media. When | was in the South West
News Service, | did writing exclusives
for newspapers. However, after that |
quickly got into online journalism, be-
cause print media has been declining
for a long time, particularly the past
couple of years, so | didn't want to

stay in that field. The example would

131

be London'’s Evening Standard News-
paper, one of the two commuting
newspapers in London which my
company owns. At one point during
the pandemic crisis they made a large
number of their editorials redundant,
not just journalists, but people who
worked on that side, because people
were working from home. Then, ad-
vertising revenue fell through, be-
cause companies realised that there
might not be much point in advertis-
ing in newspapers if not enough peo-
ple read them. The general trend in
newspapers is down, and at the same
time people still want that news. So,
online is a good fit for that: if you want
your work to be read, and if you want
to make money, then you have to ex-
pect that you work a lot of long, diffi-
cult antisocial hours, nights and so on.
Where | am, there is good pay, but
that place is quite modest and at a lo-
cal level it can be breadcrumbs.
Online, | think, is really the best place

to be now. Some time ago | heard
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that, probably, a lot of big media pan-
icked when online came along, so
they had to quickly invest in it. And, |
suppose, after that happened, the
trend seems to be one-way. But it is
absolutely worth trying to get into
online media. As | say, often a lot of
people are doing it for reasons of
good pay.

Q. Would you say that today there
is a significant difference between
media and

working in online

printed media as a journalist?

A. Despite the fact that | don't have
experience in print media, the big dif-
ference is, | think, that online media is
instant, it's 24h news. There's pres-
sure. The deadlines are instant. The
cliché about print media is usually
that you have a deadline and you
work to it. Where | am, you get to get
as many stories quickly as you can.
That's the main difference. When you
go through the newspapers the next
morning, you'll notice all the news is
the same, lots of it has already been
there the day before. But sometimes,
newspapers work on their own stuff.
The Sunday newspaper in the UK
have more time to get their own sto-
ries, they get some good scoops
which is often why the newsweek in
the UK is regarded to start on Sunday,
because a lot of the big stories that
set the agenda for the week come out
on Sunday. In print media they prob-

ably give a bit more money to the re-
porters, which means they really in-
vest in teams that do get exclusives.
Where | work, we have a team that is
called ‘global’. These are the scoop
journalists who will get their tickets
paid to fly to certain places where
there's a big story. For example, at
the weekend, last Sunday, in Brent-
wood, Essex, two teenage boys died.
They were killed in a suspected stab-
bing, as they say, but it's not been
confirmed yet. The eight men were
arrested. The decision was made to
send ‘global’ to speak to the family
members of one of the victims. And it
became an exclusive, because we got
some quite strong quotes from them.
But the biggest difference is for the
most part online is instant, it's break-
ing. In terms of the news that you are
writing, you also have more space in
the online rather than in the newspa-
pers. We've got a chance to really
flash out the story, to explain it, to in-
corporate all the aspects that news-
papers don't have space for. Also, we
can, as we say, ‘clone’ the story and
just change the top for the next story.
The idea is that you have all the con-
text and you just retopping it with a
new one, so every story has the same
talking points. This is what we can do
online, which no newspapers can.
Those are the typical differences.



"Everything seems to be
accelerating so much, and
the need for more news
more quickly at all times
seems to be a thing”

Q. How does the difference be-
tween online and print media affect
the perception of the profession of
journalist in general? Do you think
it could be true to say that journal-
ists become less professional in
terms of standard journalism or it is

just a change in media?

A. | don't know if journalists today are
less professional than journalists of
the past. There was a piece in The
Critic Magazine where the journalist
Peter Hitchens was describing his
days as industrial correspondent back
in the 70s or 80s. Many people, not all
of them though, were drunk most of
the time, while they were obviously
not permitted to be intoxicated at
work. But | wasn't there and | don't
know anybody who was. So | don't
know whether or not there’s a differ-
ence in discipline and professional-
ism. In my experience, there are al-
ways people who work hard and who

do not.

Q. Let’s talk about the current state
of online journalism. Which chal-
lenges does online journalism face
during the digital era and how were
they altered after the Covid-19 out-

break? Are we in a position to make

—
(@8]
(@8]

conclusions now or do we have to
wait a few more years to see the full
picture?

A. | think it's true to say that you al-
ways need more time to see what's
going on. What's the state of online
journalism? Not all outlets are as suc-
cessful as each other, that's the most
obvious point. | think many publishers
have realised that newspapers are al-
most going to be loss-making and
that it was better to shift online. The
Sun newspaper, as far as | know, for
the last few years has been loss-mak-
ing. The Sun Online was set up not
long ago, and Private Eye Magazine
did a piece about it with the view of it
competing with Daily Mail Online.
MailOnline was really the first big
online newspaper in the UK and the
interesting thing about it is that Daily
Mail Online is free at the point of en-
try, so we make a revenue from adver-
tising. It's possible that we're so suc-
cessful because we were the first ones
and we have the most traffic to the
website, we have the most readers.
Therefore, companies want to adver-
tise. There was an interesting survey
done and published by Press Gazette
that said that Daily Mail Online is the
most read newspaper website in the
UK. In terms of the news in the UK in
general, it's second after BBC News,
but it's the biggest newspaper web-
site. In regards to how the pandemic
crisis has affected journalism, it can

be said that during the pandemic the
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traffic to our website increased, and
almost in every country, by nearly 50%
back in March 2020. That's a crucial
moment, because people wanted to
know what was going on, so as long
as people are interested in the world
and want some basic news literacy,
they will read news. It would be inter-
esting to compare free websites from
the point of access with others that re-
quire subscription money. | do re-
member getting emails last year
which suggested that people do sub-
scribe and the numbers of people
willing to pay for access to magazines
have been rising. Journalism will be
okay as long as people are interested
in reading the news. The interesting
thing would be whether or not web-
sites free from the point of access will
regard themselves as competing with
websites which are behind paywalls.

Q. Let's move on to the discussion
of the notion of digital journalism
and its key features that are com-
monly referred to as: interactivity,
immediacy, hypertextuality, and
multimodality’ . Out of these fea-
tures, would you be able to high-
light one or two that stand out the

most based on your experience?

A. We do have a large social media
presence, quite a large number of fol-
lowers on Facebook, we have a Snap-

! See: Deuze, M. (2003). New Media & Soci-
ety, 5(2), 203-230; Massey, B. L., & Levy, M.

chat channel. And we are actually en-
couraged to put hyperlinks into our
stories. Sometimes it's just a credit to
another newspaper if they've got a
story or if we need to say where we
gotit from, and what will happen after
the story is live, you'll notice some
names or words come up in blue. That
takes you straight to another
webpage with all the latest stories
about that subject or person. So,
popular ones are ‘the Queen’ or '‘Bo-
ris Johnson' and other major political
figures, and then words like ‘Brexit’,
‘COVID-19',  'lock-

down’, ‘crime’, ‘London’, ‘Russia’,

‘coronavirus’,

‘Spain’, ‘Germany’, ‘France’. If we can
add hyperlinks like that, that's always
good, because people will go on
them and find the stories, and the
main thing for us is how many clicks
we get. In terms of interaction with
our readers, in the comment sections
on our stories we have lots of com-
ments which are not especially help-
ful. Sometimes we follow the things
our readers say and that might be the
basis for a story in the sense that if
they show it from a different angle or
if they give me a tip. We tend to get
lots of posts on social media too, par-
ticularly on Twitter. Ultimately, we
need the readers. If we don't have
them, there won't be any advertisers
and we can't do anything that we're
doing anyway. We do need people to

R. (1999). Journalism & Mass Communica-
tion Quarterly, 76(1), 138-151.



visit the website and we do need peo-
ple to read it. It's worth bearing in
mind what our readers will want, as
well as bearing in mind what they are
saying through social media, com-
ments and tips, phone calls and in-
box.

Q. Would you say that in the con-
text of modern digital journalism
‘hypertixuality’ contributes to the
establishment of tranceprcy, an
open dialogue between the pub-

lishing and its audience?

A. No, | don't think so. Transparency
is a sort of word that people want the
government to use. Newspapers are
interested in the truth, but | don't
think it affects the way we operate,
particularly apart from the fact that we
want people to visit the website. So
it's just practical to be able to add

links to our stories.

Q. A trend for the fast-paced nature
of news delivery today seems to be
more prominent than ever. Do you
think that the race for immediacy
questions such criteria as objectiv-
ity and quality that are essential for
journalism? In your opinion, which
side will eventually take the lead —

speed or quality?

A. | can say that the two can go hand
in hand. You see, a lot of news is just
reporting what people have said and
done, and you actually don’t need
that much time to know what some-
body said. | think what takes more

time is the bigger picture, the context
of the story. If multiple stories are
coming out, then it's worth stopping
to think, ‘'What does it mean more
generally? What's the broad pic-
ture?’. An example would be — during
the week we did a story about internal
government modeling for Covid,
which suggested that cases would
plummet to about 5000 a day this win-
ter or by Christmas, without the need
for more restrictions. And that was in-
teresting, because later the govern-
ment representative had given a big
press-conference, where he threat-
ened to impose them again. And in
fact a couple of days later the prime
minister spokesman came out to say
that plan B restrictions will bring cases
down, which is an interesting tense,
because it suggests that they were
going to do them anyway. And there
were so many other stories about
Covid crisis coming out at that time,
that it required some more time to
see the bigger story, sort of the Covid
wrap, but there wasn't necessarily a
need for that to be breaking. The
breaking news case would be that a
few days back Buckingham palace an-
nounced that the Queen was going to
pull out of the COP26 Climate Sum-
mit. And it takes a few seconds to get
something up just saying that. So,
speed and quality of work can go
hand in hand. But | think more gener-
ally, particularly in breaking, the qual-
ity of writing isn't as good. And that
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would be because people are right in
the eye of the storm, and that is why
journalists have editors. Answering
the question about which one would
take the lead — | don't really know.
Everything seems to be accelerating
so much, and the need for more news
more quickly at all times seems to be
a thing. But then again, sometimes
Sunday newspapers will have a big
exclusive in a long form that would
have taken some time to put to-
gether, and people will read it. So,
there is no magic formula - that
would depend on the publisher, the
newspaper or the website and their
methods of cooperating.

| reckon that there was a
point where the editors of
all big newspapers might
not have panicked when
the online first came along,
but | think electronic media
is too powerful and radical
now”

Q. Going back to the interactive
part that you have briefly men-
tioned. From vyour perspective,
what is the best way for journalists
to make their publishing material
interactive? Is there in general an
objective for journalists to get feed-
back from their readers?

A.ldon't think journalists are trying to
get feedback on their stories. Jour-
nalists, particularly national ones, get
flak for a lot of the things they write.
And that's often because a lot of peo-
ple don't know what they're talking
about. But | don't think we're really
trying to get feedback. One of the
things we have to be really careful
about, and actually it ties back to the
previous question about quality of
work, is that the things we write have
to be accurate, which is to say that it
has to be true or factual. So we do
have to be very careful of that, and we
do take more formal allegations of in-
accuracy much more seriously. And it
isnt just some journalist on a news
desk having to handle all of that, we
have lawyers and, what we call, man-
aging editors — people who handle
complaints. So it is not really my job
to get feedback, the most important
thing for me is to write accurately,
having a sense of what readers could
be thinking about, but ultimately aim-
ing to please my bosses, my editor
and the publisher of the website.
That's really the main thing — they are
the people who are paying my salary,
so it does matter.

Q. And would that be correct if we
say that accuracy and factuality that
you've mentioned define the
‘good’ or ‘quality’ digital journalism

nowadays?

A. Oh yes, absolutely.



Q. In the academic field media con-
vergence is usually described
through different types and con-
cepts. One of the most conven-
tional typologies includes 4 sorts of
convergence: technological con-
vergence, business convergence,
professional convergence, and con-
vergence of contents?. While work-
ing as a journalist, have you ever ex-
perienced the influence of these
processes? Do you feel the need to
perform multitasking and show ex-
pertise in several professional do-
mains in order to maintain your

working position?

A. The only way | know how to answer
that is by the time when | was being
trained back in January of last year.
The mentor that had me for a few
days did say that when you work here
you become part journalist, part edi-
tor, part photo editor, part lawyer.
And he had a point: when you are do-
ing a story, there are certain things
that you instantly think about. On
nights and weekends you are often
suggesting headlines — and headline
writing is another discipline entirely.
You are also thinking about what pre-
view images will look like. And then of
course when it comes to reporting
court cases there are also lots of

things we have to bear in mind. In par-

2 See: Siapera, E., & Veglis, A. (Eds.). (2012).
The handbook of global online journalism.
John Wiley & Sons.

ticular, contempt of court and report-
ing preliminary hearings. So, you do
develop an antenna for these things
and you do begin to think about get-
ting opinions on it — you consult the
lawyers, the managing editors on sen-
sitive subjects, such as trans issues,
gender politics, suicide stories. We
just have to bear a lot of things in
mind. Ultimately, you just have to be
disciplined and professional, but in
the job itself you are not only thinking
about how to write a story, but also
about how much you can say and if
there are any restrictions, etc. So an-
swering your question in short: yes, it

is multifaceted in that sense.

Q. There is a point of view which
says that convergence is on the one
hand about increasing the produc-
tivity of journalists but at the same
time is about decreasing salaries of
journalists and job loss, since eco-
nomically it is not profitable to keep
several professionals in a workplace
when there is someone who can
take on more than one job by them-
selves. Has this been the case for

you or your company?

A: I don't think so. | mean, maybe in
other cases it happens, but not in my
experience. | dont know anybody
who was let go because they couldn’t
write a story and also manage a

router, for example. | don't really
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think that is a thing. Successful com-
panies center people professionally,
and they have large teams and they
hire people to do different things. In
our company we have a whole picture
team and a video team. They
wouldn’t dream to write a story, but |
wouldn't try to process anything that
they do. So where | am, it's not really
a thing.

Q. An integral part of online jour-
nalism for some time now has been
public involvement, and there is a
debate about the control of the
news flow by audiences who seem
to be getting more power in decid-
ing what type of news they want to
see. Do you consider public partic-
ipation in the news making process
to be rather a virtue or a burden
that can negatively affect profes-

sional journalism?

A. That is a fair point. | can actually
give you an example on this: during
the week in the U.K. there has been
quite a rout about the sewage prob-
lem, and | don't think the government
expected such a backlash from peo-
ple. What went down was, basically,
Downing Street inclined most of the
conservatives to vote down the
amendment to a bill that was going
through the Parliament, which would
place legal duty on water companies
to stop dumping raw sewage into wa-
terways. The amendment was voted
down and had to be rearranged, but

in the meantime there was actually an
enormous public outcry about this,
and several places picked it up, in-
cluding ourselves, once we realised
that people were angry. And | don't
think Downing Street was expecting
such a backlash, because in the end
that became quite a big news piece,
and last night the government said
that they would meet people have
way on this problem and would place
legal duty on the water companies to
make, what the call, ‘progressive re-
ductions’ of dumping water sewage,
which basically means they'll keep
doing it but the idea is that they will
dump less of it overtime. So, that
might not have happened if we
hadn’t been aware of the public an-
ger. In this case it is true that, to an
extent, we were sort of following the
crowd since we picked up on a lot of
fury about it. But by and large, there
are also times where we take a story
and we make it a big issue. The pan-
demic crisis, for instance, is an inter-
esting one because it's hard to know
how much of the public fear of the vi-
rus comes from media reporting on
the issue. The pandemic makes a
good copy and good photography,
so people want to read those stories.
And there is something dramatic
about seeing lines of ambulances
outside hospitals. But then again |
don’t think that we created that panic.
It's more likely that we just amplified



it. So with news it is hard to know who
is setting what, really. | think it is fluid.

“It's not true to say that
free media fail, because
'free at the point of access
with advertising’ models
can be quite lucrative. Daily
Mail Online seems to be
the striking example of
this”

Q. What kind of business model
does Daily Mail Online use? Could
you please explain how the moneti-

zation process is organised?

A. Daily Mail Online is free at the
point of access. It means that we use
advertisements for our revenue,
which is different compared to other
places that put their stories behind
‘paywalls’ and therefore rely on sub-
scription money. This works well for
some places and not so well for oth-
ers: people come to our website be-
cause it is free and it is possible that
many of them would stop visiting the
page if they had to pay to access it.
It's interesting to note that last year
MailOnline reported a profit, because
the area of online journalism grew
significantly.  Generally  speaking,
Daily Mail Online belongs to the Daily
Mail, but it is actually slightly separate

from it and its sister paper The Mail
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on Sunday since it has its own editors
and journalists. They are more like sis-
ter papers or sister publications. And
yet Daily Mail Online pays the paper
and The Mail on Sunday about 10 mil-
lion pounds per year to access their
stories. In return these papers remain
viable because our website is so pop-
ular. It is especially important to them
since there is a general decline in
newspaper sales that has been accel-
erated by the past couple of years.
Another interesting comparison of
our company would be not just with
outlets that use subscription models
but with other free websites. For ex-
ample, The Sun Online, which has sort
of set itself up against us, has no ad-
vertisement. It is owned by The News
UK that gives The Sun Online some
part of their money per year. So | think
The Sun Online isn't there to make
money unlike us in Daily Mail Online.
And the results show that it works
since we make profit and we do re-
main popular. There are some inter-
esting graphs that show that it's not
true to say that free media fail, be-
cause 'free at the point of access with
advertising’ models can be quite lu-
crative. Daily Mail Online seems to be
the striking example of this. Alt-
hough, | don't know if it is a general
rule or it's partly because we were the

first ones to do it.

Q. Print media market seems to be
gradually recovering from the

Covid-19 pandemic’s damage, so
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maybe it's too early to write it off.
Do you think there is still room for
conversation about the rivalry be-

tween online and print media?

A. | think at this point the online me-
dia has set itself as a leader. | reckon
that there was a point where the edi-
tors of all big newspapers might not
have panicked when the online first
came along, but | think electronic me-
dia is too powerful and radical now.
And it seems that people like to be
able to check information not just on
their computers but on their phones
as well. | am pretty sure that Daily Mail
Online gets most of the traffic on the
website through the app. So | think
the online media place in journalism
is pretty set now. But it'll be interest-
ing to know whether or not the print
media picks up properly. And will it
be this sort of vinyl revival, because
now people buy LP’'s and stuff like
that again, when everyone thought
that it would only be Spotify, Apple
and such. But of course the digital
music sources are still dominant. So |
think it'll be a similar thing with digital
media. It is still possible that print
magazines could still do fine. The ex-
amples include The Spectator, The
New Statesman or The Critic Maga-
zine which is quite new and has been
doing well. So there may be a differ-
ence on how newspapers and print
magazines pick up eventually.

Q. And our final question is, what
do you think will be the future of
online journalism? Do you believe
that there is a chance for the sub-
scription model to become com-

mon in coming years?

A. | don't know how widespread sub-
scription models will be. | am not nec-
essarily sure people will pay to login
to our website, whereas people have
it in their heads that they would pay
for a subscription for The Times or
The Telegraph as they consider them
to be respectable. There is something
about the fact that Daily Mail is a tab-
loid newspaper that might make peo-
ple a bit snobby about it. That is why
| am not sure that the future is sub-
scription. And the sorts of people that
have subscriptions usually tend to be
journalists or well off professionals
who are middle-aged, | am guessing,
and | don't think that a lot of young
people who are not journalists will
read The Times or The Telegraph. But
as a general point, | would guess that
the ‘free at the point of entry’ model
is still going to be the best shot in the
long term, because people will still
want to be able to read their news
and I'm not sure if they will be willing
to pay for it.
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