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“Vivimos en un mundo en constante y rapidísima
transformación y no se puede seguir pensando y sintiendo
como si nada hubiera cambiado. Los cambios hay que
reconocerlos y aceptarlos, si se quiere, en consonancia,
ser aceptado.”
[Ryszard Kappuscinski, Los cínicos no sirven para este oficio]
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IntroductIon
The origin of the Internet dates back to the late 60s, in the middle of the Cold War,
as part of an American military project. The main objective of this early Internet,
called ARPAnet, was ensuring communication in the event of attack. In other words,
ARPAnet was created as way to ensure a communicative channel in crisis situations
(Gromov, 1995; Braman, 2011; and Lukasik, 2011). The final push to the Internet
came from British scientist Tim Berners-Lee at CERN, in the late 80s, with the
creation of the web (Berners-Lee, 2001; De Vicente, n.d.).
Since then, the Internet gradually started to gain social space –such as meeting
points in both spheres private and work-related– as well as in communication and,
as such, in journalism. All these elements established the suitable environment for
the triggering of online journalism. Thus, in November 1993 at the University of
Florida, at the Faculty of Journalism and Communication, the first journalistic
website was born and in January 1994 the first digital newspaper that publishes
content regularly was created: Palo Alto Weekly in California (USA) (Stassen, 2010:
119). This ecosystem has opened up a new world of possibilities where media outlets
have to face the challenge of a more open and new format, and journalists have to
deal with the consequences that this innovation has brought to journalism. In this
sense, it should be said that modern nowadays technologies allow an “interactive
communication” (Atkin, 2009:3) which certainly provides the best arena ever to
disseminate media messages and also to keep in touch with media outlets’ current
or potential audience.
In some way, the Internet creates a space where all media formats can converge.
In fact, even before the boom of digital newspapers, authors like Canga et al. (2000)
forecast the potential that this technology would bring. Despite the fact that the
emerging new media might look like a hybrid of the classic media (radio, television
and newspapers), they posses particular features brought about by the possibilities
provided by the Internet itself. Hence, we are seeing a type of format which will deal
9
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in almost everything: text, video, audio, photos and, the most important of all, users’
instant interactivity. So, this necessarily makes the difference.
The plurality of formats in which digital information is transmitted should also
be considered. It is enormous and in consequence, this has its effect on journalism.
Besides the change from analogue to digital, journalism involves access to
information anywhere and in several types of different formats (computer, mobile
phones, tablet and other electronic devices) which results essentially in two things:
firstly, adjusting the digital content of the plurality of formats would be a requirement;
and secondly, the user can have access to the information at anytime and anywhere.
The 'nomadic' nature of having access to information no matter where the user is
located, has definitely transformed the consumption of news and, therefore,
traditional media outlets’ audience ratings (Fortunati, 2014: 33).
It should be said that although in studies of this area it is common to find the
term "new media" or “new technologies” as a way to name this ecosystem, it is
seen by some authors as erroneous. In an earlier age of the development of digital
journalism, Wolf (1994: 183) maintains that just by improving pre-existing media
outlets in an effort to create a closer approach to a ‘natural model’, it does not
mean that it is new. In the same line as Wolf, later on other authors also considered
that named as ‘new’ these type of media fully integrated with the internet is
erroneous due to the reason that it is just a platform which is nothing but the
mixture of other pre-existing media which are only using Internet as a
communication platform and are also taking advantage of these social features
(Geiger and Lampinen, 2014: 339; Schulz, 2014:12).
Is true that up to some point the so-called news media means a fusion on one
multimedia platform which withstands the traditional type of media, but it should
be considered that in fact there is a innovation inside it: the almost instant
interactivity that this media allows and how the bi-directional communication
(journalists/media- users) flows. Anyway, online journalism itself is not new. It is
something that was born in the last century and it is now that it is booming, but that
is not enough reason to be classified as ‘new’. With the advent of the Internet and the
emergence of media in this technological environment the way journalists used to
work changed radically, but is not an innovation anymore. It is new if we compare it
with other technologies or with the classic mass media: television, radio and
newspaper. However, is not a fresh media in the strict sense of the word, because it
is a development that dates back now almost 40 years. However, and despite the fact
that the author of this thesis considers that there is no reason to refer to this as ‘new’,
10
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it has been decided to refer to this technology as ‘new’ in order to clarify the discussed
issue and to distinguish it from the journalism developed as a result of the ‘analogic’
technology.
In this research social networks and social media have been used as synonyms.
Nevertheless, there are several experts who defend the idea that social media and
social networking (or social network) aren’t exactly the same. Most of them agree on
defining social media as a multimedia platform used by someone (companies
included) with the purpose of establishing a one-to-many communication and
consider social networking as the use of these multimedia platforms (such as Twitter
or Facebook) in order to build connections and establish links with others (Stelzner,
2009; Hartshon, 2010; Burke, 2013). With the goal of providing smoother reading
and avoiding the creation of a repetitive text by using the same term over and over,
this study uses social network and social media as a synonym.
This thesis dissertation has been motivated by the firm purpose of adding
knowledge to Communication Studies and to the research related to social media
platforms and any changes that have happened in the journalistic profession. It is the
main aim of this work to analyse and investigate the transformation in journalism as
a consequence of the new digital environment. It is clear that the Internet in general,
and social networks in particular, have led to a transformation in the way in which
the reporter conveys a story, and even in how these fragments of reality have been
written. Social networks are also seen as a place to promote media outlets’ and
journalists’ brands and stories, and even as a sphere to achieve a higher audience share,
as well as a place where the audience plays an important role because of the faster
communication achieved by an almost instant conversation possible on these digital
social platforms (Beckett and Lumby, 2014: 117). So, unavoidably these have involved
a number of transformations in journalistic practices and the desire of this research
is to investigate them.
In order to achieve a well organised structure and a fluent reading, this research
was divided into two parts. The first one has the major objective of making a literary
review of what has been written about journalism and social media. Over three
chapters, from the previous stages when journalism entered into the Internet
environment until the current stage where social networks have reached a remarkable
role in journalism will be seen.
The empirical part is included in the second part of this thesis, which consists of
four chapters. In order to fulfil the main objective of this research, two empirical
studies have been carried out: the first one (chapter 5) is conducted to determine
11
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media outlets’ performance on social networks, and the second one (chapter 6) seeks
to approach the journalists’ point of view on the changes they are facing with the
effects of social media on their daily professional routines. These two investigations
were done by using different methods: content analyses (chapter 5) and in-depth
interviews (chapter 6). These studies were carried out within the frame of two similar
political process happening in two different locations, during the autumn of 2014:
the Scottish Referendum (Scotland, United Kingdom) and the Catalonia Sovereignty
Consultation (Catalonia, Spain). As a way to add context of both processes and
countries, a chapter which addresses this matter (chapter 4) has been written.

12
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Introduction
The first studies into the explosion of the Internet were already foretelling of the
importance this new technological environment would have for journalism (Pérez y
Giraldo, 2010). From the relevance of the hyperlink, through the implementation of
multimedia elements, to –in this latest period– platforms that enable more fluid and
rapid communication (social networks). All of these have left no doubt that the media
professional must now adapt to this new environment. However, the way in which
this has come about has facilitated the emergence of two distinct understandings of
online journalism: Internet journalism and journalism on the Internet (Gil, 1999).
This chapter will offer a brief review of just how it was that the Internet explosion
impacted so upon journalism. Firstly, it will discuss in specific terms how this trend
effected a migration of journalism to the Internet (1.1). Next, it will describe the
opportunities that the Internet has opened up to media companies, which in turn
have given birth to a new form of journalism where special importance is placed
on both the use of multimedia and on immediacy (1.2). Finally, it will examine how
all of this has affected the journalist/audience relationship, itself markedly affected
by two key elements of this new environment: interactivity and personalisation (1.3).
In short, this chapter will seek to identify the foundations of some of the ideas and
concepts that will emerge throughout this doctoral thesis. It will also seek to determine
the first approaches to these ideas, which years later would reach far beyond what had
ever been expected and in large part down to social networks. However, this chapter
will not seek to go in depth into the emergence of social networks (this issue will be
explored in chapters 2 and 3) but instead focus on the origins of journalism on the
Internet and the academic contemplation this initially provoked.

1.1. Journalism enters the web
Historically, journalism has changed at the same time as technology (Cebrián, 2010;
Echeverría, 1998; Pavlik, 1999). From Gutenberg and his printing press to Mark
Zuckerberg with Facebook or Jack Dorsey with Twitter, with the invention of radio
and television between. García (2000) reflects on the constant technological change
that the news professional suffers:
“As journalists, the first contact we had with a computer was to write on
them. Was the replacement of the old Olivetti or Remington from the

17
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newsroom or press room. As time passed, not so much, we began to use
their tools, such as Word or Excel to store data. Shortly after, we use email
to send our notes to the newsroom or to receive an official document or
even answers from some interviewee”.

From 1995, little by little, all kinds of media –especially newspapers– have been
turning to the Internet, which has brought journalism new expressive possibilities
with the creation of new types of reports (Edo, 2009). Nonetheless, the ‘technological
revolution’ associated with the Internet could not be possible without the
developments of the decade of 1980.
The 80’s marked journalism in two senses: first of all, print newspapers started
production using electronical devices; and secondly, newsrooms started to adapt to
computers (Díaz Noci, 2005). Newspapers began to think about the possibility of
spreading their news through electronical devices. In this context, videotext, teletext1
and, later on, faxed newspapers appeared in the first indication of an electronic
platform (Díaz Noci, 1997). Both videotext and teletext –in a very primary way–
provided access to services and also to information; although, the information that
was provided was extremely general. News, cultural activities, guides to restaurants,
hotels and citizen information, etc. are just a few examples of the kind of information
that were available on that platform. In the case of videotext, communication through
emails and the possibility of buying and selling was also allowed (Abadal, 2001; Díaz
Noci, 2005; Díaz Noci, 1997).
After this earlier stage, the invention of the web in the late 80’s by Tim BernersLee (Berners-Lee, 2001; De Vicente, n. d) and the Internet boom in the middle of
the 90’s, triumphed over all these elements (Luzón, 2000). Luzón (2000) relates
how the computer replaced the typewriter and led to a new journalistic era: firstly
called electronic or cyberjournalism and later on, digital journalism (Caminos et
al., 2006). In line with this, Luzón (2000) highlights how this technological
replacement fared:
“Computer displaced the old typewriter by assuming several real
advantages over the mechanical media. And what began as a saving of
paper or as a word processor, has become in a net of internal and external
communications, in a new source of information, and even in a new
broadcast format" (Luzón, 2000).
1

Teletext used television airwaves and videotext was a machine –some type of computer– that through telephone
line provided information.

18
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Cyber-journalism refers to electronic media activity on the Internet. Therefore,
cybermedia is a content sender which mediates between facts and the public by
mainly using criteria and journalistic techniques accompanied by multimedia,
interactive and hypertext elements and, of course, updated and published on the
Internet (Díaz Noci, 1997; López García et al., 2005: 40). However, the new media –
that emerged in this cyber context– is a mixture of traditional media features
–reporting facts and sending content to the audience by using journalistic
techniques– and the modern dynamic of cyberspace –hypertext, multimedia and
interactivity– (López García et al., 2005: 44). A different definition of cybermedia
and cyberjournalist will be seen in point 1.2
The adaptation of newspapers to the digital ecosystem was conducted in various
stages (Pavlik, 1997). In the first step, newspapers opened a website with the same logic
and displaying the same content as in the offline edition. Journalistic language started
as a copy of what was featured in traditional language. In fact, the press edited on paper
and on a digital format has a long record of equal coexistence (Armentia, 2000;
Cabrera-González, 2000; Edo, 2000; Elexgaray, 2000; Juanatey-Boga, 2012; Moreay,
2005; Salaverría, 2006). For a period of time digital press offered exactly the same in
both versions: digital and paper. For instance, if someone had opened the Spanish daily
El Mundo around 20 years ago on the Internet and had read this newspaper on paper
as well, this person would have found exactly the same content. However, the nonnative newspapers that adapted their newsrooms to the Internet world ended up
having to introduce language that was exclusive to radio or television (Edo, 2009).
In the second phase, it went a step further and elements such as audio and video
were incorporated and, therefore, journalistic strategies designed for the digital
edition became very important. Caminos et al. (2006) argue that also, in this step,
media did not publish the same for both the paper and Internet editions. Journalists
are aware that the Internet is more than a platform; they have realized that it is a
new media with its own particularities (Luzón, 2000; Pérez-Luque et al, 1999).
According to Caminos et al. (2006) this ‘emancipation’ from the paper edition
resulted in the emergence of new genres (readers’ interviews, forums, flash graphics,
etc.), new channels of communication with the reader (blogs, polls, comments,
emails, etc.), the continuous renewal of content and the acquisition of a specific
denomination (as has been explained before, first cyberjournalism and secondly,
digital journalism). In this last step, which is the current stage, use of language and
multimedia items are important elements to care about. Another important point
as well, in this last step, is trying to obtain an economic response deriving from digital
journalism (Fortunati, 2012: 30).
19
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Media outlets look at the digital age
In the last few years, news corporations have seen the Internet as a giant that they have
to catch; but, why have the news media found this platform so attractive? Díaz Noci and
Meso (1999) point out several reasons that could explain why news corporations decided
to create digital newspapers. Firstly, the authors highlight an incapacity to expand the
number of readers. According to the scholars, the number of readers started to plummet
and the media, in an attempt to maintain their readers, decided to offer them
information that was interactive and allowed users to adapt it to their needs and personal
preferences. As Larrañaga (2010: 75) argues, the newspaper industry has registered a
strong reduction in income due to the fall in newspaper sales and the decrease in
advertisers. Dekavalla (2015) also points to the fact that newspapers were in “a privileged
position” to provide advertisers a large share of audience with returns for newspaper
companies; nonetheless as Dekavalla (2015) suggests, the fact that digital media can
offer “more efficient and targeted promotion for products and services” has resulted in
a control of the advertising market by the digital format. So, new technologies were seen
as an opportunity to help “reverse the trend in declining readership” (Peng, 2009).
The Internet is big media which collects big ratings in terms of audience. In
comparison with the traditional media evolution it could be said that the Internet is
the media that has increased its audience more quickly. Radio needed 38 years to
obtain 50 million users (in the 30’s); television had to wait just 13 years to achieve
that rate (in the 60’s); meanwhile the Internet in only 4 years (1991-1995) was able
to obtain 50 million users around the world (García Avilés, 2015). However, in this
big cyber-world there is so much information and so many webpages that it has
implemented “attention economy”; that is the need to obtain people’s attention in an
overloaded world (García Avilés, 2015; Webster, 2014).
Secondly, following Díaz Noci and Meso’s (1999) reasons that would explain why
media outlets turn to digital, there is such an amount of information available that
is not possible to publish all of it in a paper edition. For example, when Wikileaks2
worked with five top newspapers around the world (The New York Times, Der Spiegel,
The Guardian, Le Monde Diplomatique and El País) to publish information about
the US government it was unthinkable to be able to publish it, with so much detail,
without the support of the digital editions.

2

More information about what happened here: http://www.theguardian.com/media/2011/sep/02/wikileakspublishes-cache-unredacted-cables
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Screenshot from The New York Times.
Here is shown the reporting of the files in the digital edition

The third explanation that the authors argue (Díaz Noci and Meso, 1999) is that
news corporations found in the digital world mass media business diversification.
News companies decided to turn to multimedia media and at the same time tried to
extend their activity to other fields. Media companies are also looking forward to
find news possibilities that ensure the preservation of their presence and their
strength. Moreover, Arsenault and Castells (2008) warn that this process has led to
a journalistic space featuring “countless players” due to the fact that few big media
companies are providing news in several platforms. García Avilés (2015), who views
the diversification as a media convergence, goes further and explains that an
increasing number of journalists create content for different platforms (printed,
online…) as a part of their daily job.
As a consequence of this, a new type of newsroom emerged: the multimedia
newsroom. However, in the early years of newsrooms digitalization there were two
different newsrooms inside the same newspaper: the offline newsrooms and the
digital newsroom (Steensen, 2009). In the offline newsrooms everything worked in
almost the same way, except for the introduction of Internet access. Meanwhile, in
digital newsrooms they had to do their job by using different tools and materials.
21
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Steensen (2009: 711) defines journalists’ jobs in digital newsrooms as a “great
workload” where they have to do multiple tasks:
“They had to master a great variety of technical skills, including some html
editing and photo editing. They mastered all the different stages of
production and publication themselves, from idea development to
research, writing, editing, finding illustrations, publishing and postpublish editing”.

After 2000, the big news corporations realized that the best choice was to
converge both types of newsrooms. So, even though there are still some companies
which prefer to keep their newsrooms separate, most newsrooms nowadays have
become one: a digital and multimedia newsroom where everyone is a multitasking
journalist (Kerschbaume, 2002). Therefore, the most important journalistic features
that characterise the online newsroom are; good command of written, audiovisual,
oral and multimedia language; ease in using digital tools (editing and design); and
being able to manage online content and oversee users’ participation (García Avilés,
2015).
Fourthly and finally, Díaz Noci and Meso (1999) point to the lack of paper and a
bigger concern over the environment as another reason that would explain the media
outlets’ increasing interest in digital platforms. Editing print newspapers incurs huge
expenses (paper, distribution etc.). If this is married with the increasing concern about
the environment it would explain why newspaper editors have found a perfect solution
in Internet editions. Smith (2011) defines this solution as “some kind of salvation” for
editors. This author also points out that it is a relief because of the “expensive
commitment with the forest issue” and due to the “complex transportations system”.
Fifthly and finally, the scholars also suggest that these technological improvements,
especially in computers and connectivity, have reduced news media’s costs. According
to Smith (2011) this has brought more freedom to journalists:
“Thousands of journalists around the world have changed newsrooms to
the blogosphere, where they can write what they want and address to the
readers who really valued them. They can argue and debate with others
journalists from others rivals blogs without any editor interfering in
matters of length, style or editorial line".

Considering all these factors, the emergence of new communication channels is
a chapter in the history of journalism. It is undeniable that we are facing a new stage.
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Although the basis of journalism remains intact, largely, the rest of the journalistic
structure especially its technical aspect, (understanding by technical, the platform
through which the journalistic message is transmitted and the set of tools used to
deliver that message) has suffered and continues to suffer a major transformation
(Bernal, 2015). Luis Foix, managing director of the Spanish newspaper La
Vanguardia (retrieved from Echeverria, 1998) defined this as the 'Internet
phenomenon':
“Is just the tip of the iceberg, is the paradigm of the digital society.
Internet is a new media. First it was the press, then radio, then
television. Now we are witnessing the birth of a new medium for
information, which will be the most valuable commodity of the XXI
century”.

In contrast, Pérez and Giraldo (2010) highlight that technology has captured all
the attention, meanwhile other aspects like the importance of sending interesting
messages do not attract as much attention as the technological instrument itself. It
should be taken into account that the most important point of all this technological
revolution is still reporting news to the audience. Following this argument, Smith
(2011) underlines the main role that the media has to perform in this technological
era:
“In our era, the technological change is disclosing massive transformations
in the way people self-defined themselves and the media must cover the
need of all the people”.

Smith (2011) tries to show how news media have to adapt to the Internet in order
to survive. The Internet has brought several elements that have altered the journalism
world (like hypertext or multimedia resources). These aspects will be seen in the
following points of this chapter.

1.2. Journalism and the web
The Internet is changing journalism in different ways, but mainly in these double
senses: it offers the media professional a lot of resources and technological
possibilities to work with, and it creates a type of journalism related to the Internet:
digital or online journalism (Bardoel and Deuze, 2001).
23
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Customization, interactivity3 and multimedia are certainly relevant to digital
news (Pavlik, 1999). The Internet has brought endless possibilities which allow
users to personalize their news according to their likes, to interact with journalists
and to enjoy news in several formats. For instance, in the screenshots below it
demonstrates how the public British television corporation The BBC combines
interactivity (by giving their audience the opportunity to make contact with the
media4), multimedia (there are several photos and videos) and also customization
(by using hyperlinks their audience can choose which report they will read next)
in the same item.
In 1999 Deuze defined online journalism or digital journalism, named at that time
as cyberjournalism, as a “professional performing journalistic tasks within and for an
online publication”. Therefore, cyberjournalism, or online journalism, is the type of
journalism that is utilized when using the digital environment. According to Pérez and
Giraldo (2010), since 1996 scholars have been discussing the terms cyberjournalist or
digital journalist. Among all these definitions, a clear evolution in the definition at the
time that technology has been changing can be observed. So, in the first ten years of
the discussion (1996-2007) digital journalists, mostly called cyberjournalists, were seen
as «orchestra-journalists», in the words of Pérez and Giraldo. That is, able to assume
duties related to production in press, radio and television (Díaz and Meso, 1999;
Echverría, 1998; Edo, 2000; Gil, 1999; Pérez and Giraldo, 2010).
After that first period of time (from 2007 and beyond) journalists, now called
online journalists or digital journalists, are seen as content managers that filter the
huge amount of information (Cappelletti and Domínguez, 2014; Emmett, 2009;
Hermida, 2010; Pérez and Giraldo, 2010; Tejedor et al., 2009). However, this term
is just a definition associated with a technological tool. In this sense, Quinn and
Lamble (2012) claim that essentially journalism is about “working with information
and the Internet is one of the world’s single largest sources of information.”
Schulz (2013) considers that this scope of work brings several advantages.
According to the academic, the Internet permits working in a global context with a
better distribution of messages. In this sense, Fortunati (2005) sees the Internet “as
the most suitable terrain for the spread of news outside the online classic media”. The
author explains as well why the Internet is so popular as a broadcasting platform:
3
4

In point 1.3 this aspects will be seen in depth.
In this stage, before social media appeared, the audience’s interactivity on cybermedia was feasible through
emails or comments on the news. Later, in the social network era, readers could also contact the media by
using social media.
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"The spread of news implies a substantial change in the very connotation
of news. As the medium is the message, a piece of news that arrives at
one’s mobile number, which is generally the number of one’s intimate
net, means that the news, from being public, has become intimate".

Schulz (2013) also suggests that the Internet allows a fluent interactivity unknown
until now (Kiousis, 2002). The author also suggests that it is a space where old and
new media converge, so readers will find offline media which offers more detailed
information on its online reports. These issues will be seen in depth in the next point
(1.3) and in chapters 2 and 3.

BBC screenshots about the Greek referendum, which illustrate
the possibilities that the Internet has brought to reports
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The way the adaptation of traditional journalist to the new type of working has
been realized has resulted in two types of professional. So Gil (1999) distinguishes
between “Internet journalism” and “journalism on the Internet”, the former being
the most closely tied to this new form of journalistic support. It is the “Internet
journalist” who is connected digitally to his sources, his readers, other journalists
etc. and his tasks will not coincide with those of the traditional journalists, nor
will they coincide with the “journalist on the Internet”. According to Gil (1999),
the online journalist, or more properly digital journalist will work through
“creating and consolidating new routines of his own in a process of
communication that is multimedia, multi lineal and interactive”. Meanwhile, the
“journalist on the Internet” will be he or she who is committed to “several
journalistic processes adapted and evolved to the online environment”. Salaverría
(2005) states that there are no “walls for journalists”, so they can “make their
reports from the place of the news”. All in all, they can tell what is happening, no
matter where they are. For that reason Meso (2002) claims that journalists are
suffering the issue of ‘self-recycling’:
“There is no doubt all these new technologies will end up altering
significantly the journalistic practice, but this will require that
professionals in this sector self-recycling and learn about these new
technologies".

In contrast with traditional media, the Internet is clearly genuine due to its
features: horizontal, multidirectional, without a center and interactive net
(Echeverría, 1998). In fact, the “anti-hierarchical network structure” and the
possibilities that this introduces into reports bring about a huge transformation of
journalism while remembering its major aim: public service (Domingo, 2008).
Levi et al. (1997:161) described journalists’ work in the digital environment as
an:
“Awesome construct where the publishing efforts of thousands of people are
interlinked into a massive seething monument to human expression, enabling
everything from shopping for a new car to keeping track of Madonna’s
biological clock.”

There are two important aspects related to the digital sphere that have been
included into journalistic practices: multimediality and immediacy (Bardoel and
Deuze, 2001; García Avilés, 2015; Orihuela, 2002; Pavlik, 1999).
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Multimediality. This term, when referring to online journalism, is about the
“convergence of traditional media formats” around only one piece of news (Bardoel
and Deuze, 2001). The previous example of the report about the Spanish Senate
could illustrate this concept, in the online edition of that article video with sound,
images and text were all seen. So, all these traditional formats (image, audio and
text) can coexist in the same space. Bardoel and Deuze (2001) explain how this
improves the user’s experience:
“The Word Wide Web offers the individual user the option to choose
between the respective elements of the story and offers the journalist to
‘play around’ with these elements: every single story can have a different
angle, a different way of telling the story”.

Journalists do not produce information thinking solely about a specific media
(Beckett and Lumby, 2014: 117), due to this mixture of formats media professionals
have to deal with more elements (video, photo, text and even audio) and take all of them
into consideration. That is to say, for instance, a news reporter will not write an article
just thinking about the text; he or she will probably have to think about the multimedia
resources that will fit into his or her report. Orihuela (2002) highlights the importance
of generating content in different platforms that permit access to that content from a
variety of devices. Thanks to this, the user can read the content no matter where he or
she is and from which machine he or she is connecting. To this concern, Orihuela (2002)
also adds the shifts that the media has experienced when adapting to it:
“Every new medium based on its communicative potential of the used
platform has developed content, language, syntax and own aesthetic,
meanwhile its emergence has led to the old media to redefine their
identity”.

Immediacy. Until a few years ago, immediacy was a factor only possible on
television and radio, but with the emergence of the Internet it has extended these
new pillars of journalistic information (Deuze, 1999). Pedro A. Muñoz5 (quoted in
Meso, 2002) describes the situation in the following terms:
“[journalists] will not have to return to their office to write, submit their
articles and seek appropriate images for an issue that has just been

5

Muñoz, Pedro A. (1995): Un futuro interconectado y digital. Madrid: Ericsson.
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covered. They will simply write from the location of the event, typing on
powerful laptop computers, equipped with a series of design programmes,
text and graphics processors through which rapidity and effectiveness can
be achieved”.

As such there now exists an elaborate journalism that involves a long production
process, a form of journalism that Ramonet (1998) describes as “instantaneist”. This
characteristic of digital journalism places further emphasis on the race to be the first
to bring a newsworthy event to light, while at the same time doing so in the best and
most effective way possible (Linnell, 2014:112). Regarding this race, García Avilés
(2015) points out that this speed has turned words like “daily newspapers”, “daily
bulletins” or “monthly magazines” into old-fashioned parlance, because of the culture
of updating the news website continuously.
It is obvious that the Internet has definitely changed the way people communicate
and furthermore, how the mass media and the journalists spread the news; but, as
Salaverría (2005) argues about classic journalistic writing, it “serves, but is not enough”.
The digital environment asks for specific requirements that classic journalism is not
prepared for, particularly in regard to the audience.

1.3. Journalism and the audience
For a long time, more than a century, communicative studies have focused on mass
media society; however, since digital platforms are a reality, the interest has changed:
from the mass media to the net society (Scolari, 2014). In this context, traditional
journalism has to adapt itself if it wants to survive (Ferré, 2014). The Internet and
the net society appear as a new sphere with concrete characteristics that, to
a greater or lesser extent, affect the audience. The most important of all of them are:
interactivity and customization or personalization (Bardoel and Deuze, 2001; García
Avilés, 2015; Orihuela, 2002; Pavlik, 1999).
Interactivity. The Internet, where there are several points of production and
consumption, allows better communication between humans (García de Torres and
Pou, 2003). At the same time, it also permits a faster communication media-user.
Against the old model of communication into one-direction (one point versus many),
the net is more flexible and permits a multi point model (many to many) (García
Avilés, 2015; Orihuela, 2002). It has definitely, set a new stage for interactivity,
bringing it to a point hitherto unthinkable. However, despite the fact that it is closely
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related to facilitating “fast work”, it must not be confused with immediacy -the term
previously explained and associated with “the speed of news and journalistic activity”
(Deuze, 1999). The big difference –compared with the previous technological
component– is the degree of the audience’s enjoyment of the “news experience”
(Bardoel and Deuze, 2001). That would explain why the main element that digital
journalists have to deal with, when writing articles, is interactivity. Meso (2002)
explains that in online journalism, journalists can take communication with their
readers to another level, which can also be used as a source of information:
"Users communicate information, questions, etc., to journalists whom
will undertake their work as complete as possible. It will be a direct contact
with the reader, it will be feasible interaction with him, knowing him, and
know what and how information needs and requests”.

Interactivity can be performed through multiple channels: by sending an e-mail,
dropping a comment (Bardoel and Deuze, 2001) or more recently by sending a
message on social media platforms.
In 1989 Heeter identified six dimensions of interactivity: complexity of choice
available, effort users must exert, responsiveness to the user, monitoring information
use, ease of adding information and facilitation of interpersonal communication.
Despite the fact that these dimensions were identified in the late 80’s, they are still
useful in present-day technologies (social media):
A) Complexity of choice. According to the author new technologies usually give
more options to users than traditional ones. However, users could be
sidetracked as a result of too many options.
B) Effort users must exert. The audience has to make an ‘effort’ in order to be
informed. In modern times, it is not enough to just switch on the electronic
machine, he or she has to access the media webpage and then ‘make the effort’
of choosing which news to read and in what format –the user has to decide
whether to just read the text or also play the video.
C) Responsiveness to the user. Heeter argues that the degree of interactivity that
a user will show, depends on the uses and gratifications perspective.
D) Monitoring information use. The interest that the media has in doing this is
“for programming system content to meet user interests”. It is obvious that
if the news corporations give their audience what they want, they will reach
their audience share. Users tend to share a lot of personal information about
29
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their lives and preferences on social media; so, through them news media are
able to know users’ preferences better than ever.
E) Ease of adding information. Heeter asserts that with current technology some
users are in a position to act as an “information source”. Nonetheless, Orihuela
(2002) warns that the number of people publishing information when they
actually know very little about what they are writing, is increasing. The way
the audience enrich journalists’ work, their role as a source of information
through social media and also the risks that entails will be looked at in depth
in this PhD.
F) Facilitation of interpersonal communication. The big advances in technological
issues make the interaction between the media and their audience easier. The
author summarizes what this process means to human communication in
general: “Technologies now permit machines to process faster than humans
can, with data transfers occurring at fractions of a second”.
Customization / personalization. The Internet not only makes it possible to publish
news faster, a quicker interaction between news corporations and their audience or
the convergence of different formats, but it also permits users’ personalization
(Bardoel and Deuze, 2001). Deuze (1999) first proposes two terms which categorized
how the personalization of the content could be possible: pull and push. Deuze
associates the first element, pull, to the hyperlinks that online news sites provide.The
second term refers to asking the user about their preferences and, according to that
information, delivering an “individualized content”. Later, Bardoel and Deuze (2001)
add to this categorization a further one: custom content, which “gives the user an
option to create his or her own homepage” on the newsite.
Nowadays, taking into account Deuze (1999) and Bardoel and Deuze’s (2001)
explanations, these three terms which explain how customization works: pull, push
and custom content, could be exemplified as follows. Pull content refers to all
hyperlinks that are included in a report and also that block of the web which contains
hyperlinks to the most read articles (picture no.1); push (picture no. 2) is the
newsletter that the readers whom decided to subscribe to it receive via their emails
suggesting certain articles on the website; and custom content (picture no. 3) is an
option that several newspapers –the number of which is increasing every day– have,
and permits users to receive news personalized according to their preferences and
also to design a profile with their comments and previously read articles. This is
strongly linked with the possibilities, which will be seen in chapter 3, that a news
corporation like the UK newspaper The Guardian brings to the audience.
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Picture no. 1
Screenshot from The Guardian

Picture no. 2
Screenshot from The Guardian
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Picture no. 3
Screenshot from El Mundo

The shifts that the Internet has generated in the “communicative environment”
have been demonstrated (García Avilés, 2015). However, it should not be forgotten
that the term ‘audience’ has experienced an evolution; the perception of the passive
audience exposed to mass media has changed. We are in the user era, where the user
uses the content in an active and enriching way (Orihuela, 2002; García Avilés, 2015).
So, even though it is more correct to call them users rather than audience, in order
to make this thesis more fluent, both terms will be used as synonyms.
Another important aspect of this first step of digital journalism is the audience.
The relationship between journalists and the audience since the perspective of
interactivity and personalization has already been seen; however, it should also be
noticed that thanks to the Internet, journalists have to deal with certain elements all
of which are strongly related to the users and the Internet. There are a lot of them,
but based on Deuze (1999) and Bullon’s (1999) research the most important of all
these aspects could be categorized in three: writing an online story, using interactive
tools and using Internet possibilities.
Online reading. Bullon (1999) underlines that the experience of reading is different
on digital formats. Journalists have to take into account that online reading is not
linear (Bullon, 1999; Deuze, 1999). This means that the structure of reports is not
hierarchical; it has a heterogenic and decentralized order. This is the opposite of
traditional journalism which used to be: centralized, homogeneous and less
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pluralistic (Becket and Mansell, 2008; Livingstone, 2004). In the digital edition, the
reader constantly has the temptation of going from one report to another in the
event that an article has not engaged with his or her interests. According to this,
Deuze (1999) exemplifies how any reader logic works:
“Any story can be cut up into smaller pieces and spread out across a
number of web pages. Each of these pages can be accessed separately by
the user – in any order he or she wishes. This means that a reader can first
go to page 4 of a 10-page story because that is where the video footage is,
then browse through the picture gallery on page 9 to finish off with the
headlines on page 1 – and each time still getting the news. This puts a
huge demand on the skills of the journalist, who has to make sure each
content section offers the news as well as something new and making sure
it is still part of the whole”.

For that reason, Bullon (1999) explains that even though knowing how to write
a report properly is still important, the structure has changed. Therefore, any report
has to be “brief, concise and enticing the user to follow the storyline” (Deuze, 1999).
Ergo, the pieces of information should be adapted to this structure.
Interactive tools. News corporations are able to have a closer relationship with their
audience by using certain tools. Through social networks or even by email, journalists
and media have a method that permits better communication between them and the
audience. In fact, when email was seen as the interactive system that would
revolutionize the interactive system of the time, Deuze (1999) warned about the
importance of establishing a better relationship with the audience: “Taking readers’
comments seriously is a way of keeping them”. Orihuela (2012: 26) asserts that news
professionals have to learn to communicate with the audience; to be successful at that
they have to include topics in their reports that really matter to their native digital
users. So, journalists need to do their job while considering the audience’s feedback
more than ever. This feature will be studied in depth throughout this thesis.
Internet possibilities. As has been explained before, online reading is not linear
and this is mainly because of the hyperlinks. Cebrián (2010: 265) highlights the
impact that the hyperlink has in general, in the written, and particularly, in the
chronological narrative:
“From a basic view, www is characterized, as is well known, by the use of
a particular type of hypertext markup language, an expression that makes
hypertext writing specific and distinctive media on-line".
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As Orihuela (2012) suggests, the future belongs to information, not to the media;
so, it is important that the media adapts itself to the new sphere, if they do it well
they will have a great future. In the Internet society communication technologies are
not substituting each other, they are mixing together and establishing unions
(Cardoso, 2008). However, this technological mixture also implies a shift in the
knowledge that is required in journalists. This will be seen in chapter 2 and 3.
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Introduction
The concept of ‘social networks’ was not born as a result of new technological
environment, but is a term associated with social and human character and behaviour
derived from a social being par excellence: the human.
The need for communication and socialization of humans has found in the media
a basic pillar of support. By using the media, individuals are constantly informed of
what is happening around them, which allows them to share their concerns or
opinions with other beings.
The role of the media as an important daily tool is not new. Scholars and
researchers have been studying it for ages. However, mass media in the digital era
has created a new research field. It should not be forgotten that cyberspace also covers
the need for contact with the outside world, the inner world of each individual. It
should also be noted that online social networks are based on the real world, where
the goal is simply to communicate with, and express feelings to, other people.
This chapter will highlight the relationship between two social networks, the
media and the audience. So, this chapter has a double purpose from two different
viewpoints: of the users and the media. On the one hand, from the audience’s
perspective, the first aim is divided into three parts: to review the natural interaction
on social networks (2.1), to explain users’ experience on social media (2.2) and to
show how audiences deal with social networks (2.3). On the other hand, from the
media point of view, the focus will be on the strategies that news companies carry
out within social media (2.4).

2.1. Virtual social networks
A social network is a wide sociological concept that covers all the interactions that
connect human beings in social life. Barnes (1954) was the first scholar (Del Fresno
et al., 2014) to use the term ‘social network’. In his research, on the relationships
between the citizens of a Norwegian fishing community, he concluded that “the
image I have is of a set of points some of which are joined by lines. The points of the
image are people, or sometimes groups, and the lines indicate which people interact
with each other” (Barnes, 1954: 43). Sanz Menéndez (2003) goes further into depth
on the relationship between users inside social networks, and defines it as “sets of
social or interpersonal relations that link individuals or organizations in «groups»”.
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The concept does not therefore designate a reality that emerged in the environment
of cyberspace (virtual/digital social networks), but this definition is extrapolated to
social networks’ characteristics in this new environment, such as Facebook, Twitter,
LinkedIn, etc. (Del Fresno et al., 2014).
Some academics (Walters et al., 2010: 248) consider that virtual social media or
social networks6 started in 1980 with mailing lists. Nonetheless, the communication
did not flow as it flows with current digital social networks. The old fashioned
mailing lists lacked the amount of multimedia resources that could be used and the
almost instantaneous character of networks like Facebook or Twitter. Strictly
speaking, it is true that mailing lists were a social network –in the sense that it is a
group of people interacting with each other–, and although they cannot be referred
to as the first digital social network; they could be categorized as a tool which
belonged to the prehistoric times of social media. Leng (2011: 102) explains what
the main uses of virtual social networks are:
“They allow people to stay in touch with their Friends and maintain
existing social relations in a virtual Community through the sharing of
information and friendship. As members of social network sites are likely
to know each other, there is also a high level of trust and communication
within the social network sites”.

So, virtual social media7 has created a new sphere where people keep in touch
with other people. Sometimes by using this media, they can also make new cyberfriends, which does not necessarily mean they are real friends. According to
Whitty (2008: 10) the online environment “presents more opportunities than the
offline world to be playful”. This means that individuals can be creative when they
talk about themselves with others, because they do not think that the online world
is a real world; so they can pretend to be what they would like to be without any
consequences. That could explain why sometimes people have cyberfriends –
which means that they are online friends, who do not meet each other in the real
world.
Social media is commonplace on the Internet, because as social beings we need a
place to discuss and explain our ideas or thoughts, to ask questions or even to
establish relationships with other people. In this sense, Lipscomb (2010: 74) asserts
6
7

Social network and social media are have been used in this thesis as a synonyms.
In this thesis, from now on both terms (social media or social networks) refer to virtual social media/social
networks.
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that the current virtual social media (social networks refer to social media such as
Twitter, Facebook) is:
“A natural environment in which people can easily engage in conversation
about any topic. Individuals use social networks to discuss everyday
events, spread news stories, comment on products or services, find jobs,
and even market products”.

If something is really clear by now, it is that academics agree on the importance
of the relationships between people on social networks, which means that the word
‘social’ in social media or social networks is not simply fortuitous (Safko and Brake,
2009; Caldevilla, 2010). We are discussing a term which refers to a ‘human’ feature:
that of socializing with others; but, in this context, it is taking place in digital world,
which implies slightly different characteristics to those in the non-digital world.
Campos Freire (2008) suggests characterizing social media according to three
criteria: community, thanks to the platforms where users interact, converse and add
communication and knowledge; flexible technology and the bandwidth needed to
exchange information and web standards; and a modular architecture that encourages
the creation of more complex applications in a faster and cheaper way. Among these,
the most important from the sociological perspective is the first of these aspects. As
Flores Vivar (2009) explains, virtual social networks are a meeting point for friends or
people with the same interests. In fact, almost all social media platforms include a chat
system which allows fluid communication between users. Social networks try to
emulate, to as great an extent as possible, a conversation in real space. Caldevilla (2010)
argues that on virtual social networks people look to get in touch with those that they
have lost contact with, maintain friendships, meet new people or even find a job.
In this sense, social media links people in personal relationships, and permits the
generation of social groups. These virtual groups start at the moment that a certain
social media user decides to add another and categorizes him/her according to either:
the previous relationship outside a virtual social network (offline categorization) or
the relationship that is generated in virtual social media (virtual categorization).
On the one hand, offline categorization is the one that is based on the preexisting
relationship outside a virtual network (friends, workmates, family, etc.) and whose
classification is extrapolated into the online environment. Although, it occasionally
happens that the original relationship, the preexisting one, turns into a new type of
relationship, a different one from the original one that was created in the real world.
This can happen, for instance, when a person adds a workmate on Facebook and
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after long conversations –through this virtual sphere– they end up becoming friends
instead of workmates. From this offline categorization, Pérez-Latre et al. (2011: 67)
underline that social media has the potential to consolidate preexisting relationships:
“Most available research suggests that the majority of social networks serve
a need to reinforce existing relationships. We could say that they cater to
a need: building bridges between the online and offline worlds”.

On the other hand, virtual categorization starts –as in the offline categorization–
when a net surfer adds people close to his/her relatives, the detail being that these
are people that do not know each other in real world, therefore there is no previous
relationship. The categorization is that this user will do it based purely on the
relationship that will be created in the online world.
Far from being just a space to meet people, social media is also a sphere that allows
immediate interaction between millions of users throughout the world. Lipscomb
(2010: 74) highlights the social factor of the virtual networks:
“Social media is an open invitation to congregate and interact with
millions of people. If you are genuine, make a contribution, and take time
to listen to what others have to say, you will find that you also will have a
following of people who want to hear what you have to say”.

Lipscomb (2010: 14) also points out that given the social nature innate in human
beings and the socialization feature involved in the digital environment, the media
itself cannot avoid being on virtual social media:
“The truth is that you cannot afford to be just a picture on a postcard or
a voice on the radio. Social media will make you look like a real person,
and this is what consumers desperately want”.

Wimberley (2010: 14) stresses that in social media there is nothing new, due to
the fact that in some way they have been ever present. However, the author assumes
the importance that the current social networks (virtual social networks) have and
how essential it is for users and companies to have an account on these platforms:
“I have no doubt that in the coming years more and more people will know
exactly what a tweet is, and shows and organizations will figure out that
social media is fast becoming one of the most exciting and effective
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communication tools available to maintain existing attendees, as well as
attract new ones. And that is hard to ignore”.

Aware of this tendency, media outlets have adapted their journalistic practices to
this new type of communication and have developed a strategy with the aim of being
in accordance with the new times8. This will be seen in chapter 3. The decisive
commitment to being present in participatory spaces that has been undertaken by
many newspapers (Masip et al., 2010) is the maximum indication of the change inside
journalism in the last few decades. However, and although interactivity will be
discussed in more detail later, a few small guidelines should be given just to reflect
the importance of interactivity; by doing this, it can be more easily understood why
social networks have become a remarkable technological development.
The arrival of the Internet gave great hopes to journalism, as long as it was conceived
as a tool that would revolutionize journalism (Dahlgren, 1996; Heinonen, 1999; Masip
et al., 2010; Pavlik, 2001). However, it was not until the emergence of social networks
when there really was a before and an after. Social networks allow an interactivity with
the audience hitherto unthinkable. Bretz (1983, cited in Rost 2006: 178) communication
is the situation in which each of two (or more) communicants respond to the other”9.
This communicative situation was previously not feasible, at least not in terms of realtime interaction and not in the area of the mass media. Masip et al. (2010) describe
three models of interactivity applied to the medias: selective, communicative or
participatory, and productive. The difference between them lies mainly in the degree
of involvement of the individual. In regard to this, Masip et al. (2010: 570) state:
“selective, which allow users to interact with the contents and directly overlaps with
hypertext; communicative and participatory, that enables the interaction between
individuals; and productive, in which readers can contribute with their own content”.
Rost (2006: 195) defines the interactivity of the media as “the gradual and variable
capacity that the media has to give a greater power to users/readers both content
selection (selective interactivity) and the possibilities of expression and
communication (communicative interactivity)” . Although, the author sees that there
are different degrees of interactivity and that the lesser or greater degree of interactive
involvement depends on each medium.
Even with similar approaches and different shades, if anything is fully agreed
upon by Bretz (1983), Masip et al. (2010) and Rost (2006), it is the need to highlight
8
9

This will be seen in chapter 3.
Bretz, Rudy (1983) Media for interactive communication. Londres: Sage.
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the crucial role that interactivity represents in the media. It is obvious that as social
beings, humans would like to converge in areas of interest where they can express
their thoughts and share them with others. So clearly, when digital technology
develops a set of tools that enable such a situation, this takes place. Although these
individuals are in different physical spaces and in different conditions, given the role
of journalists as one and the listener as another, it would be illogical to think that
media companies do not take advantage of the participatory spaces even if they have
to do so with virtual portals outside the media (Facebook, Twitter etc.).
Therefore, as Masip et al. (2010: 570) highlight, these participatory spaces “are
about a phenomenon associated with technological innovations and the social use
of the Internet, but also about traditional journalism” .
Hence, the presence of media on social networks responds to the need to remain
in touch with the audience, providing them (the audience) with content according
to their needs and demands. This could be possible thanks to the technological
developments that imply a conception of the Internet as a social element.

2.2. evolution and profile of social networks’ users
Several academics agree with the fact that social media has gained an significant role inside
journalism (Carrera et al., 2012; Casero-Ripollés, 2013; Farrel, 2013; Masip et al., 2010;
Pérez-Latre, 2011). However, this is not a unique reality; social networking is as important
as it is for two main reasons: firstly, because the audience gives social media the power to
create a type of audience sphere, where a lot of people look forward to receiving news
and information about their worries or interests; and secondly, due to the fact that
journalists have noted that sphere and have decided to take advantage of this situation.
Carrera et al. (2012: 34) stress the idea that the media have no longer has control of the
news:
“If we had to summarize in one sentence the complex situation of the news
media today, we could do it in quasi-Marxist terms: news media on the
Internet have ceased to control the means of production and the
distribution of their product and have gone on to be ‘renters’. They are the
new tenants of Twitter, Google, Facebook, Apple, YouTube, etcetera”.

It is important to understand that since the advent of social networks, journalism
changed forever. Journalists and journalistic companies are not the landlords of the
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news anymore; they need to do their job by taking into account social networks –or
at least the most popular – because that is where the users “hang out” and even
reside. Kietzman et al. (2011:250) express this clearly: “Social media introduce
substantial and pervasive changes to communication between organizations,
communities, and individuals”. They list what they call “seven functional building
blocks”, that in all, are seven features of social networks that clearly explain the “user
experience” inside these platforms and “its implications for firms”. The blocks are:
identity, conversations, sharing, presence, relationships, reputation, and groups.
Identity. This term explains how users reveal their identity on social media. The
term of Kietzman et al. also includes “disclosing information such as name, age,
gender, profession, location, and also information that portrays users in certain
ways”. Krämer and Winter (2008) assert that humans need to maintain or raise their
self-esteem and that they can reinforce their self-esteem with social media: “It can
be expected that people will strive for positive self-presentations and will present
themselves in a positive light, for example, by presenting large numbers of friends,
by displaying celebrities, or by putting great effort into designing their profiles”.
People could use their social network profile as a way to show others how interesting
they are and could exaggerate their personal features or even invent them. This way
of creating a personality to show who you are to others, represents a risk. The users
do not necessarily have to be honest about their real personality, appearance or even
who they really are; which implies that journalists have to be more careful in the
digital world than in the offline sphere, especially when it refers to sources of
information. This issue and the importance of double-checking the Internet’s
sources, will be addressed later on.
Conversations. The conversations block refers to the platform that social media offers
where “users communicate with other users”. Kietzman et al. argue that most social
network sites “are designed primarily to facilitate conversations among individuals
and groups”. These conversations are designed “to meet new like-minded people, to
find true love, to build their self-esteem, or to be on the cutting edge of new ideas or
trending topics” or “as a way of making their message heard”. Depending on the user’s
aim, he or she will use one social media or another. The desire to communicate online
and the technological developments that allow us to do so are well known by most
media companies. Journalists try to connect with their audience by interacting with
them, meanwhile they are targeting them in an attempt to alert the audience to their
media. Other academics, like Choudhury et al. (2009: 333), understand this term from
the point of view of its technological feature, “as a temporally ordered sequence of
comments posted by individuals whom we call «participants»”.
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Sharing. Users usually “exchange, distribute, and receive content” from other users,
either from existing media or that created by themselves. Sharing opinions, files,
photographs, videos etc are other types of uses that social networking has. News
professionals take advantage of all this material flowing through the network for their
articles. A good example is when a natural disaster happens and there are no media
representatives around and there is no possibility of getting one to the scene. In this
case, journalists usually have a look at social networks, and if they find usable
material –which very often happens– they take it and use it for their report. But,
what are the users’ motivations for sharing content? Smith (2009: 560) explains why
people tend to share on social networks: “Social media have inspired an environment
where sharing opinions and content through the web is fun, meaningful and
rewarding”. All in all, people find on social networks a way to express what they think,
believe and also what they are experiencing. It is a rewarding way to express
themselves.
Presence. Some journalists use this tool to prove that they are in the place that they
say they are in. Nonetheless, audiences use it to inform their ‘friends’, ‘relatives’ or
‘virtual acquaintances10’ about their life, which implies, somehow, satisfying the
necessity to socialize with others and to cover their desire to express their feelings.
The authors also assert that this includes “knowing where others are, in the virtual
world and/or in the real world, and whether they are available. In the virtual world,
this happens through status lines like ‘available’ or ‘hidden’. Given the increasing
connectivity of people on the move, this presence bridges the real and the virtual”.
Relationships. This refers to how different users are related to each other, which
certainly determines the flow of information. Media professionals take advantage
of this fact by trying to interact with their audience; for example, asking for help in
certain articles that require citizen collaboration, such as natural disasters or other
types of ‘hard news’11 that would be enriched, if citizen statements were to be added.

10
11

It could happen that someone meet other person ‘online’ but never ‘offline’, so that is why this type of
relationship has been categorized as ‘virtual acquaintances’.
Although, there is not a consensus on the definition of ‘hard’ and ‘soft news’ (Reinemann et al., 2011:222224) to this research the interpretation of Patterson (2000) and Shoemaker and Cohen (2006) have been
considered. On the one hand, in Patterson’s views hard news refers to events that imply a disruption in the
daily news, like natural disasters or breaking events that involve leaders; however, “news that is not of this
type” is described as ‘soft news’. On the other hand, Shoemaker and Cohen explained the differences between
each by saying that when something happened that should be reported “right away” it is ‘hard news’; but
when there is no “pressure to publish the news at a certain date or time” we are talking about ‘soft news’. Hence,
journalists look to social media when it comes to hard news. The instantaneous and social character of this
platform allows journalists to obtain the information required on time.
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Reputation. Kietzman et al. (2011) defend the position that reputation can have
different meanings on social media platforms; however, most of the time it refers to
both people and their content. This is often ranked by using voting systems (like
buttons on Facebook or the favorite button on Twitter). On social networks, it
happens as happens on television –or with other old media: the audience’s rating
will depend on the media’s reputation. Therefore, media companies –both online
and offline– try to increase their popularity with content that displays these features:
exclusivity, interest and high quality broadcasting.
Groups. Several television programs try to create a community with the aim of
earning the loyalty of their audience. A good example of this is the Spanish TV series
‘Águila Roja’. RTVE (Spanish public television) decided to create a Facebook page
for the followers and fans of ‘Águila Roja’ and it worked, with 335.840 likes12 on
their Facebook page and thousands of likes and comments on every post that was
created by program’s team. The scholars explain this by highlighting the community
building factor: “The group’s functional block represents the extent to which users
can form communities and subcommunities”. Smith (2009: 561) asserts that this is
just a way to embrace the opportunity that is given by social media to find the
audience “in the places where they spend time.”

In the above pictures can be seen the voting systems mentioned before13
12
13

The data is retrieved from: https://www.facebook.com/aguilaroja on 22nd of February 2015.
This screenshots are made from a Spanish Twitter and Facebook account, so it should be noted that ‘Me gusta’
means ‘Like’; ‘Comentar’ means ‘Comment’, ‘Compartir’ means ‘Share and ‘Favorito’ means ‘Favorite’.
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According to Boyd and Ellison (2007: 3) SixDegrees.com was the first social network
with the features that have hitherto been described. Nonetheless, before
SixDegrees.com, there were other types of social media, but as happened with the
mailing list, there wasn’t a social network with the degree of instant interactivity and
social features previously described. Boyd and Ellison explained how this first social
media outlet was fashioned:
“SixDegrees.com allowed users to create profiles, list their Friends and,
beginning in 1998, surf the Friends lists. Each of these features existed in
some form before SixDegrees, of course. Profiles existed on most major
dating sites and many community sites. AIM and ICQ buddy lists
supported lists of Friends, although those Friends were not visible to
others. Classmates.com allowed people to affiliate with their high school
or college and surf the network for others who were also affiliated, but
users could not create profiles or list Friends until years later. SixDegrees
was the first to combine these features”.

Pérez-Latre et al. (2011) explain that audience growth started in 2003, in those
ages the audience could be considered as “massive”; since 2009 social media audience
growth “has been explosive”. The scholars show revealing data about this matter, in
April 2009 Facebook had 200 million users around the world. By November 2010,
it boasted more than 547 million users worldwide. In the case of Twitter, in March
2009 it had 19 million and by March 2010, 75 million. They also claim that the most
currently significant social media platforms were established after 2002 and are:
Fotolog (2002), LinkedIn (2003), MySpace (2003), Last.FM (2003), Hi5 (2003),
Orkut (2004), Flickr (2004), Facebook (2004), YouTube (2005), Bebo (2005), Ning
(2005) and Twitter (2006).
Facebook and Twitter are the most important social networks (Caldevilla, 2010;
Carrera et al., 2012; Pérez-Latre et al., 2011), although the growth in user numbers
and type of use itself varies by country. The study of González and Ramos (2013)
brings to light the fact that Facebook and Twitter are the two most well-established
social networks in Europe. According to the authors, 42% of Internet surfers use
social networks at least once a week, while a third use them daily. The above study
(Gonzalez and Ramos 2013) finds that the countries with the smallest growth in
social network use in the last three years are Germany, Portugal, Romania and
Finland.
Conversely, the countries that register the highest growth in this regard are
Estonia, Italy, Latvia, Greece, Spain and the Czech Republic, with those registering a
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high number of weekly users of social media being Latvia, The Netherlands,
Switzerland, Denmark and Estonia.
Top 5 of
countries

Latvia

Netherlands

Sweden

Denmark

Estonia

60%

60%

59%

57%

53%

(which use
social media
more frequently
per week)

Percentage

Use of social media in Spain and in UK

Social media in Spain and the UK
The first wave identified by the Social Networks Observatory14, presented social
networks as an “emerging phenomenon” in which only 45% of Spanish Internet users
took part. Just one year later, in January 2010, the second wave was showing that
social networks had consolidated, now involving 81% of Internet users. The authors
of this report considered then that social networks as a “unifying phenomenon in
relation to the Internet”, wherein diverse platforms continue to coexist without one
gaining prominence above the rest.
The third wave, of February 2011, brought to light an evolution limited to the
number of users present (with a rise from 81% to 85%)in the third wave. At this stage,
Facebook has already become the preferred network of users. In the fourth wave, of
April 2012, the range of networks and platforms “widens and matures”. 91% of
Internet users present frequent virtual social networks, and the user appears more
sophisticated and active. In this wave, Twitter now begins to appear to have an
important presence, although without toppling Facebook as the preferred social
network of Spanish Internet users.
The fifth wave, of April 2013, opens a stage known as “the reconfiguration”, in
which Facebook loses its notoriety and Twitter continues in its consolidation. The
slight loss of users to Facebook (83% of Internet users utilise this, which is a 2%
decrease on the previous wave) is due in part to the establishment of the mobile
application Whatsapp which enables chat. However, the brands which promote
14

The Social Networks Observatory is a regular study about the evolution of social netowrks in Spain. This
research is done by the company The Cocktail Analysis (http://tcanalysis.com/).
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their products on Facebook, and the social phenomena thus generated, have
allowed this platform to “stay alive”. Nevertheless, and despite the slight reduction
registered in its use, Facebook consolidating its “prescriptive/mobilizing” capacity.
In this period, Twitter is a “more social, universal and all encompassing” network.
Proof of this is the rise in its use by surfers (42% reflecting a 10% rise on 2010)
and the number of new users registered (with a rise in new accounts of 37% over
2013).
In the UK the tendency15 of social media is similar to that in Spain. According
to YouGov16 research, in 2012 Facebook was the most prominent social media in
terms of active users. A total of 65% of the online audience said that they had used
Facebook within the last month, making it the social media site with the highest
percentage of active users. Twitter with 23% had a minor percentage of Internet
users. By 2014, two years later, more than a third of Britons were using Facebook
every day, which means that 24m of the UK population were connecting to Facebook
daily (Sedghi, 2014). In regard to Twitter, in 2014 (Lipman, 2014) the UK was
established in second place of the Top Ten countries17 with the biggest number of
Twitter users, just behind the USA.
Twitter and Facebook have been successful in becoming the platforms that allow
users to share their ideas (by using text, multimedia resources or both), this
encourages users to converse and participate in creating content (González and
Ramos, 2013).

2.3. Users at social networks
An important question should be why audiences use social media. Whiting and
Williams (2013) assert that what people find on social networks is closely related to
the Uses and Gratification theory explanation. Originally this theory, firstly proposed
by Katz, Blumler y Gurevitch (1973) steered attention to “what is the individual
doing with the media?” instead of “what is the impact that the media has on the
individual?” that theories like Agenda Setting or Spiral of Silence propose (Igartua
15
16
17

In this thesis, a comparison between Spanish media and UK media was made, due to this fact it was considered
relevant to add the data about social media in the UK.
A UK survey company. Retrieved from: http://cdn.yougov.com/cumulus_uploads/document/dqwrwuaf7t/
Social%20Media%20original%20PR.pdf
Top 10 countries, number of Twitter users: USA, UK, Canada, Australia, Brazil, Germany, Netherlands,
France, India, South Africa.
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y Humanes, 2010:313). However, the first areas of research in this area focused on
political themes:
“In the original studies, the gratifications sought from watching political
broadcasts clustered into three constructs: political reasons, such as
reinforcement or vote guidance; surveillance for keeping up with the
issues; and excitement, such as seeing which party would win” (Lariscy
et al. 2011:751).

Applying this theory to social media, individuals look forward to finding in the
media something that satisfies their needs which results in gratification (Lariscy et
al, 2011: 751; Martínez, 2010; Whiting and Williams, 2013: 363). Whiting and
Williams (2013: 364-365) enlighten us in seven points as to how individuals deal
with social media:
Social interaction. The authors assert that people are using social networks “to
communicate and interact with others”.
Information seeking. In this case, individuals use social media to “seek out
information or to self-educate”. By having access to cyberspace people can be more
informed than ever and this allows them to improve their knowledge of whatever
they want or need.
Passing time. With these two words the academics underline the importance
that social media has in order to keep users “occupied” and relieve them from
“boredom”.
Entertainment. The scholars explain that this kind of usage has the aim of
“providing entertainment and enjoyment”. This point is really close to ‘passing time’
because users could ‘pass time’ and at the same time be ‘entertained’; nonetheless,
Whiting and Williams categorize this as different points.
Relaxation. They also consider social media as a way to “relieve day-to-day stress”.
As happens with most of the other points of categorization, this is not something
exclusive to social media; by watching television individuals can pass time and enjoy
entertainment and relaxation.
Communicatory utility. The authors describe this as “communication facilitation
and providing information to share with others”. This is different from social
interaction because, in this case, it is not about providing social interaction with a
technological platform, it is about giving material to users that allows
communication with others. For example, when a reader finds an interesting link
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to an article on Twitter and decides to share it with another user. Thanks to this
content, they can share that link with others and at the same time communicate
with these other users.

In this screenshot, it can be observed how
this user shared a newspaper’s information
and added a comment about it. It is an
example of how users communicate with
others by using media content.
The user’s message said: Well done! They
are doing what they criticize as soon as
they’ve got power. ALL are equal!. The
media message said: “Ada Colau hired her
partner through the party in order to
advise her (headline). Ada Colau reported
yesterday that she will hire her partner.
Adrià Alemany, as a head of the Political
and Institutional Relationships of her
party, Barcelona in… (intro).”

As has been highlighted before, people need to keep in touch with people; they need
to communicate with each other basically, because as a social-human being they need
to socialize with others.
Convenience utility. In this case, it refers to being of “usefulness to individuals”.
The above categorizations take into account the perspective of the individual from
the Uses and Gratifications viewpoint; nonetheless, what makes social media so
attractive to its audience? According to Martínez (2010), “mainly, positive values”.
There are a variety of possible ‘positive values’, but the researcher pointed out the
main ones:
Trustworthy. Martínez explains that human networks are composed of contacts
with whom they do not mind sharing a lot of personal issues. These include
information about how you feel (moods) or the simplest daily actions.
Friendship. Social media as a channel to keep in touch with relatives, friends and
acquaintances is shown by the scholar as a channel that “exalts friendship”. The
academic reinforces her idea by giving an example based on how Facebook works:
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“In the case of Facebook, many applications are oriented to endorse the tastes of our
own friends, click ‘Like’, add comments and often badly perceived negative
comments or insults.”
Happiness. This point is closely related to the ‘entertainment’ factor that has already
been seen. Martínez shows social media as a medium by which users “leave aside
the sorrows” and find a “network” full of “entertainment and fun”.
Culture. This mirrors what happens with ‘happiness’, ‘culture’ is similar to
‘information seeking’. The researcher exposes “the cultural factor of the social
media’; she defends social networks as a place where individuals can have access to
knowledge. Understanding the definition of knowledge as knowing something
(about any topic: music, photography, news etc.) that you did not know before.
The Uses and Gratifications theory is connected to the Theory of Human
Motivations (Maslow, 1943). Martínez (2010) explains how they are related:
“Somehow this idea of conversion of Maslow’s pyramid to the virtual
sphere is related with the Uses and Gratifications theory: Fun (covers the
need of personal satisfaction and distraction), Labour Relations (being
included within a group of like-minded people and have a sense of
belonging and be able to exert a role), Identity (cover physical aspects and
psychological person projected through prints published in our social
network) and Security (ability to keep updated your user profile and to
pay attention to the other members updates’)”.

The scholar18 sums up how both theories are linked by using the chart below:
Need

Oﬄine (Maslow)

Online Communities

Physiological

Food, clothing, shelter, health

System access; the ability to own
and maintain one’s identity while
participating in a Web community

Security and Safety

Protection from crimes and
war; the sense of living in a fair
and just society

Protection from hacking and
personal attacks; the sense of
having a “level playing field”;
ability to maintain varying
levels of privacy

18

She made the table based on the paper: We Media, How audiences are shaping the future of news edited by
Media Center, American Press Institute.
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Need

Oﬄine (Maslow)

Online Communities

Social

e ability to give and receive
love; the feeling of belonging to
a group

Belonging to the community
as a whole, and to subgroups
within the community

Self-Esteem

Self-respect; the ability to earn
the respect of others and
contribute to society

e ability to contribute to the
community, and be recognized for
those contributions

Self-Actualization

e ability to develop skills and
fulfil one’s potential

e ability to take on a community
role that develops skills and opens
up new opportunities

An important asset of social networks is existing user profiles, that despite being
distinct individually can be grouped into different categories. The British consultant
Gartner presented in 2011 a study which proposes segmenting users into four
substantive profiles, and a fifth that pertains to those users that assume one or other
substantive role in the function of the context. The substantive contexts would be,
according to Gartner, the following:
Sellers: Those users to whom are attributed a “skill of exceptional persuasion” and
who encourage other users to act. They commonly have a large number of
“followers” (Twitter) or “friends” (Facebook) on social networks.
Connectors: Users who like to share opinions with others about products and
services.
Experts: Specialized in a specific area, in such a way that other users “tend to ask
them for advice, which commonly influences purchase decisions”.
Self-sufficient: These investigate for themselves and do not greatly trust the advice
of other users.
Let us look at a practical example of how these profiles work. The Spanish
newspaper El Mundo –the role of seller– launched the following message on Twitter:
“The latest state budgets have been passed. The Minister of Economy has classed them
as austere but effective. And how would you class them?” User 1 –the role of
connector– “retweets” (resending via Twitter) the news to a friend, User 2, and says
to him: “See? Didn’t I tell you that the budgets would bring much more austerity?”
User 2 writes another message on the same social network, and asks User 3, who is a
recognised blogger on economic issues –the role of expert– “What do you think
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about the latest budget?” However, it’s possible that User 4 –the self-sufficient role–
has seen the message launched by El Mundo on Twitter, has decided to read the
newspaper report and to read the commentary of other users with a certain degree of
caution or to read the same piece of news on one or other forms of communication
media, in the end forming his own opinion on the issue.
Marwick and Boyd (2011) introduce the concept of the imaginary audience to
explain the behaviour of social network users towards their followers. Not knowing
their audience, surfers tend instead to imagine their public, and construct their own
identity on social networks, based on this imaginary audience. In this way, and in
relation to the Twitter network, authors discovered that users with a low number of
followers, used to engage in a strictly personal use of the network, while those who
could count on more followers tended to use it more for self-promotion (microcelebrity). The underlying technique of this use of Twitter in a micro-celebrity
context, consisted of publicising certain details of one’s private life, as public figures
also do. For these users, the mingling of personal information with informative
“tweets” is the ideal formula for maintaining satisfaction among the different types
of audiences that may be interested in their messages.
In this same line, it appears logical to point out as necessary the importance of the
presence of the media in all social networks to reach that audience which has emigrated
to cyberspace. The effort that communication media and journalists must make is now
increasing. It is now not enough to write and expect it to be read. It is necessary to
inform readers, viewers or listeners, in that they can access that content and enable it
through the form of a link. As Stassen de Picard recognises (2009:10) “The mantra for
modern-day news organizations is to be anywhere, anytime, on any platform”. In the
last point it was made clear that news no longer belongs to journalistic companies. In
the words of Richard Sambrook the director of the BBC Global News Division, (cited
in Bunz, 2009), “new organisations don’t own the news anymore”, given that with the
activity that networks such as Facebook and Twitter allow, communication media are
no longer the absolute owners of information. With the Internet and these new
platforms, information is disseminated with great speed with a margin of action for
communication media entities. All that remains is for them to take advantage of this
new tendency, to reach a wider audience and to obtain greater audience share for their
companies. In this way, as Flores indicates (2009:80) the presence of the media in social
networks allows them to widen the range of their collaborators:
“The interactivity of the world, 24 hours a day, 365 days a year, means
that platforms such as Twitter and Facebook are becoming a supply
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network of information to strangers from all four corners of the planet,
which has generated a network of collaborators that, transformed into
citizen reporters, now work in partnership with professional journalists.”

In support of the American expert in digital media, Rosental C. Alves, Flores
(2009: 78) characterizes the behaviour of this new media audience with the term
“Self-centrism”, which recognises that the user accesses the news that he wants at the
moment that she decides. Although this presupposes the migration of the “zapping”
phenomenon to the realms of the Internet, there is change within one new element:
the voluntary participation of users, which can be very beneficial for these same
media, in that they will not only be able to win the loyalty of an audience, offering
the content they seek, but that they will also be able to obtain information coming
from these sources. Likewise, Caldevilla and González Onate (2009) consider that
applications of Web 2.0, among them virtual social networks, enable the limiting of
distance between users and those who publish information, between reader and
journalist.
In addition to the relationship between the audience and journalists, there are
certain groups within society that deal with calling media attention to specific social
topics. In this way, the 15M movement or ‘Spanish Revolution’ in Spain took
advantage of this resource in order to protest their ideas. Authors such as Haro and
Sampedro (2011) are in agreement on the importance that Spanish Revolution gained
from CIT, which sourced inspiration from earlier movements such as Nunca Mais,
13M or El Movimiento por una Vivienda Digna (Movement for the Right to a Home)
(Haro and Sampedro 2011, 159) Haro and Sampedro (2011:161) maintain that these
new forms of communication presuppose a “system of alternative media” which
enables a randomization of the filtering of media groups and therefore enabling that
“new social subjects achieve in this way the capacity to practise without intermediary
communicative actions, an advantage formerly restricted to parties or companies
with large resources”.
In these respective studies, these authors see the Internet as an important tool.
However, Haro and Sampedro take a step further and underline its role in effecting
an impact on communications media and the political class, seeing that, they
maintain, the Internet “as a fundamental mechanism for controlling political power
and impacting upon conventional communications media” (Haro and Sampedro
2011: 167)
Taking into account what has so far been shown, it seems logical to think that the
communications media are aware of the importance of these social networks as
54
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elements for attracting audiences to their message (Farrell, 2013). For this reason,
they take into account the different profiles and roles that experiment in this arena
with one clear objective: to win more listeners, readers, viewers and surfers and also
to enjoy a level of influence on these platforms.
With this in mind, these media see themselves as obliged to develop a series of
strategies with these platforms.

2.4. Media’s strategies on the social networks
There has been a drop in traditional newspaper readership that would explain why
media are looking to digital editions with hope. In fact, news corporations have
found a solution to the traditional journalism crisis in online journalism (Butler,
2015; Stassen, 2010). Big media operators like the Spanish newspaper El Mundo
decided to create Orbyt. This pay-per-use platform allows users to download the
newspaper, but with additional multimedia content that obviously would not be
possible in the paper edition. In addition to this, El Mundo, in order to show its
preferences for the digital world, changed its name on the physical newspaper from
El Mundo to El Mundo.es. In this sense, Lara (2009) points out the importance of
engaging with the audience in this sphere beyond the use of cyber-journalism or
blog techniques (using hyperlinks, allowing comments etc.) in their reports:
“This effect has also dragged media, where the important thing is not to
adopt blog practices –links, comments, etc.– but to develop ways to
engage and involve their audience in the medium [...]. To a certain extent
we could say that the media are under the influence of the blog, but now
the challenge is to attract new audiences and turn their audience into
social networks”.

For journalists it is not enough to be an information provider who uses tools of
the digital medium (such as hyperlinks or multimedia resources); they also have to
be inside the virtual social network which allows feedback between users and the
media. Becoming more and more numerous are the communications media that,
in real time, monitor social networks by way of a barometer as to how their content
is sitting with audiences. Spanish television channels show a great interest in this
type of feedback. Channels such as Antena 3 and Telecinco constantly run campaigns
to gauge the opinions of their viewers. As an example, programmes such as El
Hormiguero, during their live broadcast, run phone ins so that their viewers can
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participate in the programme. Through Twitter hashtags19 such as #CarrascoEH, so
that the audience can comment on the invited guest of that day, or allowing votes
through social networks about contestants on the show20.

In the lefthand image one can observe comments produced by readers of the thread initiated after a
message posted by the television programme El Hormiguero during the course of the show. The righthand image of the screen capture corresponds to some of the messages produced on behalf of a boyband contestant on El Hormiguero.

Viewers opinions are taken into account, with a view to allowing their inclusion
as part of the programme itself. The late night radio show La Parroquia del
19

20

The hashtag is the medium through which Twitter enables the ordering of the distinct topics that are generated
on its network. In addition, the most talked about topics become “Trending Topics” which increases the
visibilty of a company brand as much as a television channel. . Hashtags are generated in the following way:
one adds it to a message #message topic. It must always carry this symbol # together with one or two words
(without space) that represent the topic of the message.
As part of the format of this programme an attempt was made to create a “boyband” and every day five
candidates were chosen for this purpose. The decision on who would go through to the final phase depended
on votes run through Twitter as well as on the programme’s own jury.
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Monaguillo, on Onda Cero, bases the themes of its programmes on the different
viewer opinions collected through social networks, the programme’s email and
even contact by telephone. However, social networks allow for a more direct and
fluid form of contact with the contact. And, as Martínez Nicolás (2007: 218)
confirms:
“[…] in some circumstances, interpersonal communication and groups
supported on NTIC (new information and communication technologies) - email, chats debate forums, distribution lists, newsgroups,
communities etc. – can generate dynamics that, from these peripheral
forums of the public sphere, end up bursting onto central forums,
notably large mass media, and in this way are seen to impact upon
society as a whole”.

Social Media is the last step in all these technological changes. Smith (2010)
claims that these sites allow interactivity and promote the exchange of information.
The scholar also highlights the collaborative spirit involved in the creation of
content that users have developed on these platforms. Media companies could
reap huge advantages, if they manage to do it in order to obtain a better and bigger
bang of the buck –in the words of Rachieva-Stover and Burkett (2012)21. Lara
(2008) proposes a few steps that the media need to follow in order to be successful
on social media:
Connectivity. It is not only about having a conversation with readers, but also about
building stronger relationships between users and journalists with the clear aim of
creating a sphere of mutual collaboration and confidence.
Service. According to Lara, even though citizen driven media has sprung up in
many areas, news corporations still have leadership in terms of being the first source
of information. However, beyond providing the news, the media needs to be useful
to users. To do so, they create widgets and apps which help readers to be updated
on what is happening.
Open and high quality participation. Media platforms have to assume that they
need to be more open to their audience and be everywhere. No matter where the user
is. It is also important to promote channels which encourage user participation. The
Spanish newspaper El País has created its own social media forum: Eskup. This social
network allows conversation with journalists and other readers about a topic, and it
21

This will be explained in chapter 3.
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is also possible to read what is said about a certain theme without registration.
Nonethe-less, if the reader would like to post a comment he or she needs to be logged
in. Eskup also permits users to share the content on Twitter or Facebook. So, Eskup is
a social media network which tries to build a bridge between social media and the
media, without forge-tting the importance of the preexisting social media (such as
Twitter and Facebook) and with the aim of offering a new service to their users.

Screenshot from
Eskup.

Screenshot with
the explanation of
what is Eskup

58

07 TESIS 02:Maquetación 1 14/07/16 12:54 Página 59

THE TRANSFORMATION OF JOURNALISTIC PRACTICES IN THE ERA OF SOCIAL NETWORKS
CHAPTER 2. Social networks, users and the media

Other ways of promoting user participation, obtaining visibility for the media and
even achieving new audiences (Tuñez, 2012) are also in play. For example, news
corporations try to offer prizes, such as cash, or, tickets for concerts, etc. They
promote these incentives through social networks. The old fashioned manner of this,
which is still present nowadays, is by traditional announcement, but this does not garner
new audiences because those advertisements are only seen by their existing audience.

Screenshot of the Spanish newspaper El Mundo.
The message said: “Last days to participate in this contest. Do you dare to participate?”

Guidance and drive. According to Lara (2008) the amount of information available
implies greater effort for citizens. They have to find, filter and make sense of the
available data. In this context, the media has been established as an extra way to create
a reliable message. However, the main problem is obtaining high quality data from
social media users that adds extra value to the media’s information.
Knowledge management. Lara (2008) explains that creating and maintaining an
account on social media implies identifying and giving value to the contribution of
their members . For this reason, having a community manager or a social media
manager inside newsrooms could be a good idea22.
22

This new post inside a news corporation and the problematic of obtaining high quality data from social media
users will be seen in chapter 3.
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Despite the importance given to social networks by communications media, as well
as being connected and forming part of this constant technological change, Flores
(2009: 81) considers that “communications media labour under an ever-present issue
with social networks: adapting to survive must be the number one consideration. The
proliferation of social media must always garner a reaction from news companies”. For
this reason, the traditional media makes a constant effort to live side-by-side with the
digital ecosystem and with media born within the digital realm. The place where the
traditional and the digital converge is social networks, and from there exclusively digital
media, such as Confidencial in Spain, and traditional media such as Radio Television
Española (RTVE) manage to compete for audiences in the social network sphere and
the online world. Even if the origins of a media entity may be, like in the case of RTVE,
televised or recorded, the generation of a digital platform adapted to its own medium,
enables it to directly enter into the game of the online realm, at the edge of its familiar
territory. This also encourages television channels, radio broadcasters and the press to
compete to be the first to break a piece of news in one arena – that of online social
networks – where they all share space despite their distinctive characteristics.
Castelló (2010: 82-83) defines some of the ¨business strategies” that have been
put into action as a consequence of social networks. Compartmentalizing - for every
facet for the business scope - what has been put forward by Castelló, the strategies of
news companies, taking into account their specifics, are the following:
Client-based business orientation. Media companies must satisfy the information
needs of the reader, offering attractive news to capture the attention and that will
win their loyalty to the Facebook or Twitter accounts of the company in question.

In the screen capture can be seen, an example in a Scottish media outlet
The Press and The Journal. In the released ´tweet ´they try to attract the attention
of the reader with an ingenious message and an interesting photo
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Segmentation. It is common to find media companies that manage the distinct content
they offer from different accounts. So, for example, rather than having a generic account
for all its content, RTVE makes several others available based on content (such as:
Teledeporte, 24h, Telediario de TVE, La 1, Laboratorio rtve.es, La 2, RTVE videojuegos,
Informe semanal) and geographical location (like: USA 2016 en RTVE, RTVE
Extremadura). On the other hand, it is also common for media companies to generate
accounts based on the programmes they broadcast as the radio channel Onda Cero
does (Al Primer Toque, La Brújula de Onda Cero or Julia en la Onda).

Screenshots from Onda Cero and RTVE Twitter's accounts
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Viral. The role of the reader as content assessor for friends and followers has been
consolidated in the digital sphere into the most common and trusted formula for
users. The fact that a friend of the user recommends a piece of news is seen as more
trustworthy than if it had been recommended by a communications media entity.
Although he may trust this particular media body, he knows the friend directly.

In the Twitter screen capture we can see a worker (Joanna) from the Chamber of
Commerce in Aberdeen (Scotland) who is recommending information about the
institution which has been published in a newspaper. This is positive for the media
company in question, because the news allows for a greater reach in sharing the said
information, through a positive message. These strategies incentivise Joanna’s
followers to consult the information in the Scottish newspaper.
Branding. The effort invested by communications media in social networks is seen
to pay off fundamentally in several aspects: it strengthens the journalistic brand; it
creates a sensation within the reader of being part of a community that shares
common interests and concerns; and it generates in the user a need, while the media
entity itself becomes established as a reliable provider of information in a fast and
interactive sphere.
The first stage of cyber journalism was the use of web tools such as hyperlinks,
videos, podcasts, etc. Nowadays, journalism is in the second stage of cyber journalism.
An era where social networks are not solely understood as a simple tool, but as a new
journalistic environment (Campos, 2008; Cerezo, 2008; Lara, 2008; Flores, 2009;
Lariscy et al., 2009; Noguera, 2010; Overholser, 2009). In the next chapter this second
stage and its consequences for journalism practices will be seen.
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Introduction
Without a doubt, social media has transformed journalism; specifically it has done
it in two ways. It has altered how journalists look for details, stories and how they
build their reports (Canavilhas, 2011; Chadwick, 2011; Domingo, 2006; Elola, 2010;
Feenstra and Casero-Ripollés, 2012; Gallagher, 2014; Kerrigan and Graham, 2010;
Meyer, 2012; Waters et al. 2010). At the same time, this affects the relationship
between journalists and the audience (Benevuto et al., 2009; Del Fresno et al., 2014;
Lee and Ma, 2012; Schulz, 2004; Wilson, 2008). Journalists need these platforms
because, as López et al. (2015) highlight it helps in the journalistic task:
“It is an open field, where possibly significant progress will be produced
at the same time that the transformation and the professionals themselves
are able to push new collaborative networks that work in order to make
easier the exercise of the profession in the complex society of today”.

In this sense, Lee and Ma (2012) underline the “pivotal roles in supporting news
production” that social networks have. Rachieva-Stover and Burkett (2012) also
highlight the importance of Facebook and Twitter in this shift:
“Social media have changed profoundly the way in which news is
distributed and consumed. Time and time again this has been seen in the
way news organizations have used new media tools to advance stories and
convey information through platforms like Twitter, Facebook, blogs and
such video sharing services as YouTube”.

Nonetheless, these transformations involve changes that affect journalistic
language, platform and narrative. Therefore, it should not be forgotten that:
“Despite everything that is said, written or required of the profession due
to the current challenges posed by the Internet, the cyber journalistic
media messages is first and foremost a journalist. And the main challenge,
as information professionals, is to prepare and structure the specific cyber
journalistic media message (Pérez and Giraldo, 2010:276) ”.

In this chapter it will be seen that journalists are using more and more social
networks in their daily journalistic routines (3.1), which is transforming journalists’
roles (3.2), practices (3.3) and style of reports (3.4).
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3.1. the current use of social networks by news
organizations
Since 2008 news companies have realized how important it is to be on social networks
in order to establish contact with their users (Emmett, 2009; Noguera, 2010). The
decisive and definite step was in 2007, when Facebook “opened its software platform
to media and application developers”, which allowed everyone “from gaming
companies to university researchers and media giants the capability to launch news
pages and hyperlinks back to their own sites from Facebook” (Emmet, 2009). This
“fight” continued on Twitter between 2009 and 2010. “A news organization without
a Twitter account was the rare exception in 2010” observed Messner et al. (2011).
Mangold and Faulds (2009: 364) consider that before the emergence of social media,
the way companies used to send a message to the audience was different:
“The organization and its agents developed the message and transmitted
it to potential consumers, who may or may not have been willing
participants in the communication process”.

In the ‘old days’, where there was neither Internet nor social media, news companies
couldn’t provide a system for a realtime and instant feedback, and of course audiences
weren’t able to easily maintain contact with the media. In that era, the message was
sent in one direction; essentially, the media sent a message through its own channel
and the users received that message. If they (users) want to say something about it, they
would interact with other users or try to contact the media by sending letters or by
phone (Canga, 2001). However, the new technological environment and the digital
platform, to which the audience has since migrated, represent a change in the paradigm.
Currently, there is more than one possible way to send a message - news and contents
being readily available at myriad locations - and without the limits of space inherent
to traditional platforms (television, radio and newspapers). Mangold and Faulds (2009:
364) indicate that achieving success in this era “requires the adoption of a new
communications paradigm that acknowledges the pervasiveness of information now
being exchanged among consumers in the social media space”.
As far as has been observed, news organizations are usually present on social
networks in two ways: creating a social network belonging to the communication
medium itself or utilizing the preexisting ones such as Facebook or Twitter (Noguera,
2010). For example, Utoi.es which belonged to the extinct Spanish digital newspaper
Soitu.es, was an attempt to build their own social media. However, the bankruptcy of
the company meant the closure of the social network site. There are other companies
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that have chosen to do
something similar. The New
York Times23 or The Guardian
have made a bid to do something
similar, but it is not working in
exactly the same way as a social
media platform; it is more like a
‘subscribers club’. In the case of
The New York Times they allow
users to report problems that
happened on the streets to the
media. It has more in common
with a citizens’ complaints space
rather than a social media
platform. The Guardian decided
to create a more sophisticated
system which would allow users
to have their own profile and a
virtual space. Here they could
easily find a comment previously
The New York Times site for citizens’ complaints
left; the replies received and the
reports sent to The Guardian in consequence to a specific event or those sent with
the simple purpose of informing the newspaper about something.
Nonetheless, social networks not linked with the news corporation –such as
Facebook or Twitter– are natural environments where interaction flows as an innate
part of the experience. The information that could be obtained by this way would be
of higher quality because the users are not generally aware that they can be observed
and anything that they post is liable to be used as part of a journalistic report. So, in
this type of social media a more natural interaction flows in comparison with that
which could lead from an artificial environment; which is to say those belonging to
journalistic companies, where users are aware of the real aim of their interaction:
contributions to the building of news. Moreover, even when users would like to
collaborate on a media outlet’s report by using Twitter or Facebook, they are doing
so in a comfortable arena with which they are familiar, meaning that the information
sent through this medium can generally be considered to be of greater reliability.

23

See http://maplewood.blogs.nytimes.com/maplewood-seeclickfix/
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The Guardian users’ profile

News corporations are mainly using preexisting social networks with a triple aim:
attracting traffic to their website, achieving and maintaining an audience and
enhancing their brand (Emmett, 2009; Messner et al 2001; Messner and MedinaMessner, 2013; Overholser, 2009; Schulte, 2010; Smith, 2010). It should be noted that
these goals are interrelated.
Traffic drive
As Overholser (2009) underlines, carrying what she calls “journalist values” to social
network would definitely be a positive decision for news organizations. Journalistic
companies take the best of this space –where they can find their regular audience
and their potential audience without investing huge amounts of money– and they
also contribute giving their best content. But, how are news companies are doing
this? Emmett (2009) shows how media are dealing with social networks, using
Facebook as an example. The scholar suggests that mainstream companies on social
networks like Facebook provide their users with a “chance to join fan communities”
where they can have access to news, photos and other types of content and, most
importantly, where they can share said content with friends. But the author also
points out that other news organizations “have gone a step further” by allowing users
68
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to sign in to their media webpage using their social media account. CNN, The
Guardian or The Huffington Post are good examples of companies that have chosen
this registration model: all of them allow their users to enter and register on their
webpage via their Facebook or Twitter account.
This idea is of great interest to companies because, according to Emmet (2009),
“users can import their profiles, privacy settings and lists of friends” from
aforementioned social media as well as being able to “export favorite stories, videos
and blogs for posting on their personal Facebook pages” which means: driving traffic
to news media with audience help. One user may see an interesting article on a news
webpage and he/she could go on to share that content with his/her virtual friend
using Facebook. By doing this. he/she recommends said article to other users and
these other people would then be able to read it.
Allowing audiences to use their social media profile –on the news media
webpage– facilitates driving traffic to the media. Cappelletti and Domínguez
(2014: 19) explain this tendency: “It is increasingly frequent and regular that Internet
users, especially on mobile devices, become aware of the news through social
networks, where they get a first selection of relevant content by people with whom,
by dint of being integrated into their networks, they explicitly establish a degree of
confidence or interest in what they say and, by extension, the content they share”.
Messner et al. (2011: 20) found that on Twitter “most posts by newspapers and
television stations are news related and link to the news organizations’ websites. The
use of the news organizations’ official Twitter channels has not yet developed beyond
the utilization as a promotional tool to drive traffic to their websites”.
Achieving a new audience and retain the current
Companies definitely need to be on social networks because this is where a significant
portion of their existing audience resides and where there is potential to attract further
of same. On social networks, a huge amount of different kinds of information flows
and by just ‘clicking’ the link the user has access to the information of interest.
Nonetheless, this environment changes in a certain sense how users consume news
content. Most of the time, they access a media webpage just because they see an
interesting message on social media that encourages them to ‘click’ on the link. So they
don’t access the media webpage directly. Schulte (2010) underlines a risk that this entails:
“that effect means that readers have less reason to visit a site’s homepage […]”.
News organizations are looking forward to finding other ways to obtain users’
attention, especially in an era where there is no longer a reason to visit the media’s
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home page directly. In addition to this, day by day an audience is more prone to
entering into media content through a message post on a social media platorm
rather than directly from a media company’s homepage. The purpose of
mainstream organizations is to ‘catch’ audience attention through social media,
which obliges them (news organizations) to follow certain ‘rules’ in order to be
successful.
Túñez (2012) conducted research based on Spanish newspapers’ social networks
with more than 10,000 followers. He concluded that “the mainstream media
personalizes their posts on social media, both on Facebook and Twitter, and they
also include expressions that promote resending of the link or the comment, basically
with direct questions or with questions and interactions that invite [the user] to be
proactive on social media”.
According to Túñez (2012: 224), there are a number of “socialization rules” for
companies on the net: personalization of content, adding links or material that belong
not only to the news itself, optimization of the social network profile (such as adding
tabs like: events, notes, images galleries etc.), addressing traffic to their webpage and
fomenting conversation in both of the following senses: provoking it with a message
that promotes feedback and maintaining it by interacting when an answer is given.
So, it is not enough just to update social networks without paying attention to how
exactly they are doing so. The type of language that is used and the snappiness of
messages are established as a key . It is a fact that mainstream corporations look
forward to raising their audience rates and by using social networks they find their
“perfect equation” in achieving this.
However, not all news companies are going in the same direction. “Each [media]
has launched a different strategy in the way they interact with Internet users, the way
they exhibit their content, and the participation levels that enable the bidirectional
or interactivity on the wall” (Túñez, 2012: 233). In this regard, Messner et al. (2011:
5) reveal that “news organizations have been turning to social networking tools in
an effort to build their online audiences”. Thus, journalistic organizations have an
easier than ever approach to their audience in order to gain new rates of audience or
to consolidate them.
Several organizations post on social media just with the aim of driving traffic to
their website; but, in the vast majority of cases, organizations try to drive traffic to
their media at the same time that they try to obtain more audience –or at least to
win the loyalty of their current audience– by engaging users with a message through
social networks (Emmett 2009; Messner et al. 2011; Schulte, 2010). It even helps them
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to establish contact with new targets that are not so familiar with mainstream media
as a source of information. Messner et al. (2011: 8) argue that Twitter, for instance,
offers a new way to connect with other types of audience, like young people, that
“will not pick up a printed newspaper”.
According to Casero-Ripollés (2012: 152), the main reasons that explain why
young people (between 16 and 30 years of age) are less prone to reading newspapers
–both online and in paper format– are threefold: the lack of time, their preference
for other platforms and the little interest that they have in them. Casero-Ripollés
also suggested that the reduced importance of the news to their daily lives and little
connection to their personal experiences and interests24 is another point which could
explain this phenomenon. Therefore, media try to bridge this gap by promoting their
content through social media: “Twitter could be a way to reach younger people who
are interested in certain kinds of news but don’t spend all their time on news
websites”, notes Palser (2009).
Media web pages and social networks are the perfect tools for increasing audience
share. As has been explained before, news organizations can promote their content
online by using their social media profiles and with the help of their followers on
these platforms. This happens because “on the website the user is proactive, enters
and searches for information”, but if the media wants to earn users it is necessary to
“facilitate the flow by incorporating content to a user’s wall or by sending same
through Twitter while highlighting on the website the link for signing up as a
follower and on the network the link for direct contact with the newspaper” (Túñez,
2012: 224).
Brand enhancer
The important point is how profitable social network presence could be for media.
News corporations could not only drive traffic to their website from social networks,
but social media could also be “a brand enhancer”, in the words of Vince Schiller
(quoted by Emmet, 2009), former senior vice president and general manager of
NYTimes.com and current president and CEO of National Public Radio. As evidence
of this fact Schiller cites the case of The New York Times which in one year “grows
from 14.6 million unique visitors a month during September 2007 to 20 million a
year later”.

.24 This will be seen deeply in chapters 3.3 and 3.4
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Accordingly, Campos (2008: 291)25 explains the importance of the “exciting new
channel that brands want to use to revive their ailing branding: listen, segment, talk,
converse, mobilize, help and engage potential customers to become loyal users”. But,
everything involves a risk and an inadequate strategy could turn such a useful tool
against the user, argues Campos (2008). It might be thought that as long as news
media are using social networks as a way to self-promote it could be considered as a
way to enhance their brand. Nonetheless, even if they have the intention of
reinforcing their company, it is not enough to post a two -way message with a link
to the media website. To make social media work as a brand enhancer, a proper
strategy is needed and having a community manager26 inside the corporation to
create that plan has been established as crucial.
Continuing with this argument, Lowery (2009) identifies automating social
network messages27 as one of the “worst mistakes”. She argues that this is not the
aim of social media and if someone wanted to read the headlines, “they’d do so via
RSS or just go to our website”. So, it is important for the media to be on social
networks but it is not enough to ‘just be’. The flow of information through these
platforms should be of unique content and dependent on the features of the social
media –Twitter and Facebook working in a different way– and on no account should
it be an “automatic” message with a link (Farhi, 2009; Hermida, 2010; Lowery, 2009).
Messner et al. (2011: 20) highlight that the automatic messages sent through social
networks mean in some way that there is no dialogue between media and user, which
represents an under-utilization of social media potential:
“Twitter is being used like a streaming RSS service for news stories that
promotes and re-distributes previously published news content. News
organizations should address this lack of community engagement and develop
guidelines that do allow for a better dialogue with their audiences and to make
use of Twitter’s full potential as a social network” (Messner el al. 2011: 20).

Perhaps, the under utilization of this technology could be a ‘fear response’ of the
media to social networks. Mainstream corporations might be afraid of losing power
on giving the scoop. Stassen (2010) concludes her research highlighting that social
media are not the enemy of the news companies, but an important ally for them in
the difficult journalistic task:
25
26
27

Last time revised this data: 23rd of March 2015
This new post will be explained later in chapter 3.2.
There are mainstream companies that updates automatically their social networks
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“By logging on to the right channels, a news organization can have an
‘inside informant’ in every sphere of society helping them to find the latest
information, while at the same time providing a platform on which it can
converse with its audience on the topic. A way forward is for traditional
news organizations to realize the value of social media, and instead of
competing with it for the user’s attention, embracing it and using it to
their advantage [...]” (Stassen, 2010: 128).

Newman (2011: 50) sums up this journalistic fear:
“In short, the great fear is that news sites will become irrelevant as
Facebook and Twitter become the default gateways to news. In the process
they could end up taking the audience and the value leaving nothing to
invest in original journalism”.

Whatever the future brings to journalism, the most important thing is to face up
to it remembering that it is not possible to have journalism without journalists and
also that tools are simply that: resources that make the journalistic profession easier
and quicker. Moreover, that does not mean the death of journalism; it means the
need for changes within journalistic practices.

3.2. New journalistic roles fostered by social
networks
The emergence of social networks, like Facebook or Twitter, involves a new form of
journalistic practices which facilitates journalists’ work (Campos, 2008; Cerezo, 2008;
Lara, 2009; Flores, 2009; Noguera, 2010). However, before the advent of social media,
Bardoel and Deuze (2001) observed that the “journalism of the future” would not
remain unchanged because of technology:
“We have seen that new media technologies and trends in civil society force us
to rethink journalism as a traditional top-down profession –a profession that
used to control the ‘megaphone’ […]. This complex, changing environment
cannot be kept outside of journalism anymore - the journalist does not work in
‘splendid isolation’ anymore –particularly because of the sheer abundance of
information and the fact that the public is perfectly capable of accessing news
and information for themselves […]” (Bardoel and Deuze, 2001).

Following this line, Bardoel and Deuze also suggest what the role of journalists
should be considering technology and the changes it has brought: “The journalist of
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tomorrow is a professional who serves as a node in a complex environment between
technology and society, between news and analysis, between annotation and
selection, between orientation and investigation” (Bardoel and Deuze, 2001).
In this sense, a decade later, as social media goes from strength to strength,
Hermida (2010a) underlines this one feature of the phenomenon: “The institutionally
structured features of micro-blogging28 are creating new forms of journalism,
representing one of the ways in which the Internet is influencing journalistic practices
and, furthermore, changing how journalism itself is defined”. In addition to this, the
author also suggests that the journalist’s role is now concerned with designing the
tools that can analyze, interpret and add context to the collective intelligence, instead
of “the established practice of selection and editing of content through the prism of
news values” (Hermida, 2010a).
As has been discussed, all these changes involve several transformations in
journalistic routines, which mean that journalists have to assume new roles.
Rachieva-Stover and Burkett (2012) discovered in their research that most media
professionals mainly use social networks as a tool for gathering news, researching
information and sources, promoting their news organization, disseminating breaking
news or connecting with the reader. As such, Overholser (2009) justifies the
journalist’s duty of being on social media: “Our job is to keep an eye on the public
interest”.

3.2.1. Journalists’ roles
In light of the views on this matter, considering the use of social networks by
journalists and also the role that these uses require, new journalistic functions have
emerged and can be categorized thus: selector of contents, detective and prescriber.
Selector of contents
Before the emergence of the Internet –as a journalistic tool– a simple daily routine,
like making contact with a source, contrasting information or searching for
information about an interviewee, involved journalists having to invest a great length
time on each. However, using the Internet as an information tool carries with it
inherent risks. Whereas nowadays journalists are sailing on a huge wave of
28

Several academics like Hermida (2010), Sauerbier (2013), Lariscy et al. (2009) define Twitter and other similar
social media as a “micro-blogging”.
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information, in the past there wasn’t so much and as detailed as is available currently.
Therefore, the role of the journalist has shifted from seeking information to navigating
in a world overloaded with information, whose veracity needs must be proven
(Hermida, 2010; Cappelletti and Domínguez, 2014). Vilamor (2000) underlines this
fact by describing journalists’ daily routines: “The journalist has to select, process,
place the information in context, explain its causes and consequences and make it
understandable to their readers, listeners or viewers ” (Vilamor, 2000: 32).
Furthermore, there is so much information related to the same topic that
professionals need constantly to ask themselves whether it is relevant to their
audience or not. At other times, the information found is contradictory or even
confusing; a fact which in itself incurs the spending of significant time assessing
accuracy. Versi (2013: 15) highlights this vast amount of information: “Today we
are overwhelmed at the proliferation of new forms of media: the Internet, Facebook,
Twitter, YouTube and numerous others all vying for our attention and all inundating
us with billions of bits of information, the vast majority of which is of no use to man
or beast”. It is within this context that journalists take on the role of content selectors.
They establish which of all that huge amount of information should be consider
sufficiently important to form part of a report and passed on to the reader.
In accordance with this, Cassidy (2005) maintains that journalists have no power to
decide what the public should know because of the Internet’s global feature: everyone
with Internet connection may access whatever they want. Nonetheless, Cassidy also
postulates the idea that journalists help audiences in the task of understanding the
information accessed by using other platforms which are not media: “The journalist in
the news millennium [...] no longer decides what information the public should know.
Instead, he or she is helping audiences make sense of it” (Cassidy, 2005: 265).
In 2015, Nepal suffered an earthquake. Many of her citizens discovered what had
happened from social networks before they had read or viewed anything on a
television program, radio program or newspaper (digital/paper). Hermida et al.
(2012: 816) explain how this interconnected world works: “The networked audience
is connected not just to the person who sends a message, but also to each other. What
emerges is a networked means of communication that alters the publishing dynamics
of a media system premised on the idea of a broadcast audience”. That would explain
why they knew about the earthquake on social media before they heard anything
related to it through the traditional media.
Social media connects people around the world quite fast, so it is not
unreasonable to think that most of the time they find out that something has
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happened through a social network. In addition to this, news corporations and
journalists have their presence on social network in an attempt not to lose their
informational power. This fact will be discussed in depth in chapter 3.3. However,
returning to the example, users could not get the ‘whole picture’ until they had been
informed about this by news corporations. Large quantities of information regarding
Nepal’s earthquake were immediately available, so, readers needed someone that on
the one hand, showed them what information was reliable and on the other hand,
would explain to them the situation in Nepal, based not only on outlining how the
incident had played out –in a coherent way– but with added context.
In this regard, Meso (2002) states “that his ability [as digital journalist] consists
not only of taking the initiative in the process of producing information, but also in
knowing how to channel all the knowledge generated within the group” . In a virtual
world characterized by information overload, we need someone to take care of
ordering the content, like a ‘“reality sorter” , as proposed by Martínez Rodríguez
(2005), helping the reader in the difficult task of knowing what is important and
what is not. This means that journalists have to navigate a huge amount of data,
selecting the correct elements from within the greater mass. This would also allow a
better understanding of the magnitude of what had happened and thus with being
informed about the issue. All in all, this means that journalists have become
informational selectors.
Detective
Thanks to technology anyone that has an account on Twitter or Facebook is able to
publish anything and to add any multimedia resources (such as photos or videos).
Thus, journalists are looking to these platforms in order to find content that cannot be
found in other ways or that are more difficult to find through the traditional methods.
Spencer (2007) sums up what the journalist can find on social media: “Color. Details.
Depth. A personal perspective; sometimes one from beyond the grave”.
This role of detective of the digital journalist has two possible senses: the first
which is related to seeking of information and the second, related to the classic
journalistic practice –still important in the digital era– of verifying and therefore
contrasting every piece of data that they find.
First sense: seeking information
In the late 90s, during the first steps of digital journalism, journalists looked at the
blogosphere and searched on the net using search engines like Google. Nevertheless,
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since social media are so important –due to the conversations that arise within–
journalists seek information or sources on social networks. Noguera (2012) claims that
looking for people’s stories, has always been a journalistic task. The author maintains
that “all that has changed are the platforms and the spaces where conversations are taking
place and accordingly therefore, the tools that are needed to track it ” (Noguera, 2012:
51). However, if the media professionals look through this platform, they will be able to
find sources of information that may not be attainable by other means. As Messner et al.
2011 assert, “social networking sites are also being used by journalists as an investigative
reporting tool. Many journalists have cited using social networking websites like MySpace
and Facebook as a way to track and contact sources”. Waters et al. (2010: 15) agree with
this detective-aspect of seeking information through social media: “A variety of media
outlets are engaged in the media catching trend to cover national and regional topics
that range from business and finance news to lifestyle and entertainment features”.
Beyond this positive aspect, seeking information through social media entails a
risk that can be easily be neutralized through verification of the information. Noguera
(2012: 51) emphasizes the importance of this issue: “Never before has there been such
a need of a professional information filter that guarantees source quality ”.
Second sense: verification
Special care should be taken with both of the following: information and source of
information contacted through the aforementioned platforms. The veracity of same
should not be taken for granted (Ahmad, 2010). It is at this point where the second
role of detective-journalist comes in.
Lowery (2009) explains how important it is to contrast what is said online: “We
[journalists] filtered the information and confirmed facts. In most cases, the Twitter
community was self-policing, but in one case, a tweet named an unconfirmed
casualty and, while the Twitter community acted quickly to quash it, the name had
already made the rounds. I don’t think this information made it into the mass
media.” Spencer (2007) advises the following in order to avoid publishing false news:
“Double-check everything. Always cite the page. Keep in mind the
information on a person’s social networking page is self-selected and that
“facts” on such pages aren’t necessarily solid. Don’t be surprised to find
angry children creating false sites about a teacher they don’t like, or angry
adults doing the same about a politician they disagree with (though
sometimes the bogus sites themselves can be stories)”.
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The need to contrast information is the top priority for journalism (Chomsky and
Ramonet, 2008; Gabilondo, 2011; Kapuscinski, 2009; Randall, 2009), but in this
communicative era differentiating between who the sender is and who published
that message in order to be sure of the intention behind such data is particularly
important. It is easier than ever to create false or wrong information. Knight and
Cook (2013: 155) sum up as follows this new role of the news professional: “The
journalist’s role has gone from ferreting out tiny pieces of fact to sorting through
mountains of information to find the truth”. Above all, this risk, also warned of by
Ahmad (2010), Knight and Cook (2013), Lowery (2009) and Spencer (2007), has
become a reality on the Internet due to the fact that it is easy to hide a user’s real
identity, and therefore the real intention of the message’s sender.
Journalists assume thus the detective role: by seeking information through social media
and also by contrasting, verifying and showing the reliability of the information found.
Prescriber
Noguera (2010) maintains that journalists, in this digital environment, have the chance
to become, through the use of social networks, a prescriber. The term ‘prescriber’
should be understood as the role that journalists take on when having to recommend
to their audience a piece of information from within social media. This term comes
from the similarity between the doctor’s faculty to prescribe medicines and the faculty
that journalists have to recommend reports to their audience.
Regarding this new journalistic role, Noguera (2010) points out that: “the
audience’s war on cyberjournalism includes a battle to be the best prescribers”. This
means changing the media space within which they had traditionally tried to reach
an audience, and that this ‘war’ now takes place on the most popular social networks
where the media tries to garner audience attention and drive traffic to their own
media outlet. Therefore, journalists will try to ‘sell’ their best reports/products to
users in order to convince them to access that content directly.
In the bellow screenshots it can be seen how The Telegraph and Herald Scotland
try to engage with their audience with Andy Murray’s victory the Madrid Tennis
Open. In the first case –The Telegraph screenshot–, the media tries to connect with
their readers by asking them a question. In the second case –the Herald Scotland
screenshot–, the newspaper tries to catch an audience’s attention by adding a curiosity
related to that piece of news. In any case, the important fact is that both newspapers
had ‘prescribed’ a story to their readers and had also tried to connect with their
audience in order to reach them.
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Canga (2001) notes the importance of the journalist’s role as prescribing
information, as a way to continue to be of use to the reader: “In a context of
superabundant of information, and as has happened throughout history with
traditional media, new media must demonstrate –to their potential users– the
accuracy and weighting of their information or they will be discarded by them [users]
as reliable channels for the transmission of information”.
In short, the role of the ‘prescribing’ journalist is developed through social
networks with a clear double objective: firstly, to recommend information and to be
a guarantor of quality, proven, reliable and objective information and secondly, to
achieve a greater audience share for their media entity. Meso (2002) points out the
danger of disseminating information which does not meet the above parameters,
“information not contrasted with similar, without verification, not referenced, etc.,
which in the end will cause readers to call their reliability into question.” .
It is an undeniable fact that journalism has shifted into a different environment,
marked by its conversational character. In this sense, Noguera (2012: 52) talks of the
appearance of a new type of journalism: “The new media scenario is so heavily
influenced by the conversation flow that its analysis could even be said to have turned
into a kind of new specialization of journalism, led by those professionals familiar
with the logic of network communication.” . This emerging specialization has
resulted in a new field of industry jobs related to social networks.
Changes in the journalistic model: towards the creation of new posts
of employment
Journalistic practices on the Internet and on social networks carry with them the
creation of new types of employment. In this way, figures have emerged such as
‘community manager’ and ‘social media manager’29. The post of community manager
consists of being a channel of communication – through social networks – between
the company (of whichever nature) and the user. The social media manager,
appearing for the first time in the United States, uses a more personal language and
is concerned with aspects such as immediacy and transparency (Castelló, 2010). In
this sense, Arnal (2010) points out that the community manager also manages the
social community and is concerned with bringing the brand closer to the customer.

29

Both terms will be used as synonyms in this piece of work. In Spain the term is ‘Community Manager’, and
although also used in much of the Anglo-Saxon world, in certain areas of the United Kingdom this same post
is known instead as “Social Media Manager”
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Fundamentally, this means bringing the company and the user closer together. In a
certain sense, his job consists of “being the friendlier face of the company”. In line
with this, Ricardo Mena30 (cited by Fernández and Ufarte, 2013) member of the
Spanish Association of Community and Social Media Professionals (AERCO),
argues that this new profession is closely tied to journalism “above all down to its
capacity for communication, its quality writing [on the part of the journalist], as well
as [the ability to] hook the audience with a great story. While the added value that
the journalist brings resides in the correct composition of a blog and effective
management of crises through social media – among other skills - it also lies in
knowing how and when to publish content”.
Radillo (2010) agrees that a community manager’s work process comes down to
a continuous cycle of “listening, responding, informing, keeping one’s counsel,
listening more, bringing oneself closer, involving oneself”. Adapted to the world of
journalism, the tasks that Cobos (2011: 4) and Radillo (2010) attribute to the
community manager would be as follows:
1. Listening: Being constantly aware of what is said on the Internet, especially
regarding those in areas of journalistic interest.
2. Internal circulation of information obtained: This professional must possess
the appropriate skills to capture the important elements of the exchanges
emerging on social media and to pass this information on to his colleague for
purposes of copy production or to the editor.
3. Conveying the position of the company to the community: the community
manager must pass company content through social networks to ensure that
its message reaches both readers and potential readers. On top of this, he must
interact with the audience - which is to say responding and maintaining a
dynamic exchange with the receivers of said message.
4. Identification of “opinion leaders” and “trend setters” both internal and
external. Cobos asserts that “the relationship between the community and
the company is sustained through the work of these leaders or trend setters
both existing and potential”. The community manager must be able to
identify and isolate these – both inside and outside of the organisation.
However, taking into account the needs of the communication media, it is
important to generate opinion leaders centred around the figure of the
30

Interview realised by Fernández and Ufarte (2013:43)for their research into the role of the Community
Manager
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journalist. This is to say one who serves as a referenced source of
trustworthy information, as well as one who interacts with other opinion
makers - such as journalists, politicians, artists and associations – and with
the wider audience. In fact, opinion makers of the same media entity should
manage that entity’s own social networks – rather than the community
manager herself – in order to garner credibility and authenticity with an
audience.
5. Building channels of communication between community and [journalistic]
company. Channels of communication to potential sources should be
opened and awareness must be maintained of the flow of information that
these sources can generate. Thus, on occasion, media bodies will obtain
direct comment from those involved in a news story through the
intervention of said professional in social networks. Others, in contrast with
this, will obtain such commentary by directly questioning the subject
through the use of social media and will receive response through this same
avenue. In addition to these options, it may also be the case that the reader
herself will make contact through a social network. Most commonly, this
will be done with the aim of developing, qualifying or correcting an item of
published information – although there will be other occasions in which a
media outlet will be contacted for the purposes of suggesting a new subject
of coverage.
It can prove difficult to define with precision the functions undertaken by the
community manager, seeing as these functions are often performed within a range
of distinct but closely linked areas. Castelló (2010:84) highlights that the most
important aspect of the figure of social media manager is the fact that his work is
always committed to interaction with readers. “These managers of digital
communities see to it that content finds its readers wherever they may be. On the
web 2.0, listening to and conversing with the audience, and distributing an
organisation’s content through social media are the principal commitments of the
community manager”. However, Castelló (2010) warns that this does not include
publicizing a message in any manner, but that an established plan is necessary to
achieve communication through this channel, given that the character of these same
social networks is “two-way and interactive”.
In the message of the above screen capture, it can be seen how the newspaper El
Mundo seeks cooperation and interaction with its audience by way of a more
intimate form of language.
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Screen shots of El Mundo (Twitter). The message said: «What if we move?
Enjoy the pleasure of running at night in the Night Race»

The community manager is a figure growing ever more present in both small and
large media entities, as with companies of other sectors seeking to develop their
activity. Cobos (2011: 2) relates this need to the high level of acceptance achieved
by social networks, which have, on the other hand, brought about “a horizontal and
direct channel of communication with the public”. However, and despite the
importance and weight awarded to social networks by news companies, there are
communication media that, in managing points of concern within social media –
all the way from publication of news to interaction with the reader – lack a specific
figure on their staff dedicated to this role. These companies generally depend instead
on distributing these tasks among their general employees.
It seems, therefore, that we are seeing the creation, borne of necessity, of a new role
for written news. However, the future may well create new needs related specifically
to the functions of the community manager. In keeping with this, Castelló (2010)
points to the creation of various editorial roles that would be in authority to that of
community manager, such as that known as Chief Blogging Officer, responsible for
blogs; Customer Insight, analyst of client needs both existing and potential; or User
Experience, whose objective would be to create a ‘positive experience’ for the user.
Nonetheless, given that the community manager is a profession in the ascendant, it
remains an unknown quantity” (Fernández and Ufarte 2013:32).
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3.3. transformations in the journalistic practices
of reporting
It is important to understand that the current relationship with the audience has
changed almost everything. Journalism is now inside the “participatory culture”
which is the opposite of the old-fashioned idea of passive audience (Elías, 2010: 49).
The fact that users are being taken into account inside newsrooms, transforms the
journalist’s solitary intelligence into a ‘collective intelligence’, because with the help
of others (i.e. an audience) journalists are able to access more information. Lévy
(2010: 71) defines collective intelligence as “the capacity of human collectives to
engage in intellectual cooperation in order to create, innovate and invent”. In line
with this, Elías (2010: 50) suggests that
“This concept is based on the premise that none of us can know
everything, especially in an interconnected world where there is more
information than the human brain can handle. Because each of us knows
something and knows about something, however, the best option is to
exploit Web 2.0’s more advanced social networking and work together to
build knowledge, contributing our experiences and joining all the pieces
to create new, more precise information”.

According to Domingo et al. (2008), since the late 90s some critical authors have
spoken of a new relationship between journalists and their audience, where a
dialogue takes place in contrast with the more passive experience of one-way
communication (Domingo et al. 2008; Gillmor, 2004 and 2010; Kunelius, 2001;
Massey and Haas, 2002).
Social media and other Internet-publishing-systems like blogs, stimulate the
interaction between journalists and their audience. Gillmor (2004:237) highlights
the ‘feedback power’ that these tools provide: “Blogs and other modern media are
feedback systems. They work in something close to real time and capture in the best
sense of the word the multitude of ideas and realities each of us can offer”. Taking
into account that social media gives us the chance to interact in real time with the
audience, it seems logical to think that the relationship between journalists and
audiences is stronger than it used to be.
However, there are authors who are pessimistic about this. Gillmor (2004) shows
that the media is forgetting something important in this new era: listening. The
author underlines that media “are still in a top-down mode and don’t realize that the
conversation is more important than our [journalists] pronouncements” (Gillmor,
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2004: 237). Six years later, in 2010, Gillmor has not changed his view on this issue at
all: “You almost never find a mass-media journalist participating in the comments
on his or her organization’s website” (Gillmor, 2010: 47). However, he says that there
are signs of change in this area: “Happily, at least a few [journalists] have started
listening, and are joining the conversation on their own blogs, Twitter streams and
elsewhere” (Gillmor, 2010: 47). Journalists are reluctant to accept that the rules have
changed and that they are no longer alone at the top of news pyramid; they have to
accept that they now have new neighbours: their audience.
Túñez (2012) points out that we are at a new bidirectional model. Nonetheless it
is not working like that at all. The scholar explains that there is no real interaction
between users and journalists, because even if the audience sends a message through
social media within the context and relevant to the source, journalists never answer
them. In fact, most of the time the interaction flows exclusively between users and
they interact among themselves as if they were in a forum. Carrera et al. (2012: 37),
in a more optimistic tone, argue that “social media are substantially changing the
ways in which journalists relate to their audiences”, but it has yet to be tested if social
networks are “fostering a better knowledge of the public and their journalistic
interests or whether eventually the ‘public relations’ look shall prevail”.
Nonetheless, there are two types of interaction that are working and have changed
the practices of reporting: when journalists need help with their reports and ask for
data, and when media organizations are looking for new stories (Túñez, 2012). The
possibilities that digital tools (social media) bring to journalists, open up the
traditional ways by which journalists usually obtain information for their news and
how they create their reports (Domingo, 2008). In order to explain in depth these
two factors, it will be explained below how journalists are looking for details and
stories on social media and how they make their news with information obtained.
These practices are changing how journalists report.
Looking for details and stories
Journalists are looking for constantly –sometimes even desperately– new stories to write
about. On social networks, where there are a lot of people telling their stories and
expressing their opinions about something that has already happened, they find a source
of stories. Gallagher (2014: 28) underlines the amount of time that journalists spend on
this: “Journalists are spending hours each day on the Internet doing research, searching
for sources, verifying facts and keeping up with trends on their beats”. It should not be
forgotten that “the lifeblood of reporting is information and there is more of it on the
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web’s media channels [that is social networks] than ever before [...]. You find breaking
news. You find sources. You find expertise. History” (Gallagher, 2014: 28).
It is like the big ‘supermarket’, where media professionals will find wonderful
‘ingredients’ to ‘cook’ a new ‘recipe’. If this is compared with the human need for
food, the supermarket would be social media, while the food would be the audience’s
interactions. The resulting meal would be the journalist’s report, which would feed
the human being with the food –or thoughts– that they need. In this new era the
focus of attention has changed: there has been a shift from when the mainstream
media was the center of everything, with the user now claiming this position
(Canavilhas, 2011; Elola, 2010). This is certainly reflected in how stories are building
inside newsrooms. Currently, journalists could not only find sources of information
for a story that they are working on, but they could also find stories potentially
becoming a report (Chadwick, 2011; Feenstra and Casero-Ripollés, 2012).
Previously in this thesis, this audience role has been explained superficially;
however, it has not been looked at in depth. By using social media, journalists are
able to find sources of information that are quite useful to their reports, because
“consumers can report immediately on what is going on at any given place on the
globe” (Kerrigan and Graham, 2010: 306). As Waters et al., (2010: 56) assert, it could
happen that “when journalists, reporters or bloggers are assigned a new story by an
editor or producer, they may not have the contacts necessary to obtain that
information in a quick manner”. So, by asking for information about that story on
social networks, they can find the information that they were looking for.
Before the social media era, Cohen (2002: 543) stated that “the web provides
journalists with enhanced abilities for composing accurate and complete stories.
Adding-in newsworthy material to complete or ‘filling-out’ a story becomes possible
in an intertextual digital media environment, which encourages viewers to explore
layers of stories”. This is possible because it is feasible to “disseminate an information
request to a large number of public relations practitioners”, which nowadays, in the
social media era, definitely “produces multiple responses which can serve as sources
for the story” (Waters et al. 2010: 258), and also because “social media provides a
platform where once passive witnesses can become active and share their eyewitness
testimony with the world, including with journalists who may choose to amplify their
report” (Diakopoulos et al., 2012). In July 2013, in Galicia (Spain) 80 people died as
a consequence of a train crash, one of Spain’s worst train accidents. The material that
was gathered from social media was very useful in the first media reports, before
official sources count what happened and before reporters arrive at the location.
86

08 TESIS 03:Maquetación 1 21/07/16 14:19 Página 87

THE TRANSFORMATION OF JOURNALISTIC PRACTICES IN THE ERA OF SOCIAL NETWORKS
CHAPTER 3. Journalism and social networks

Therefore, journalists use the information that is published on social networks
to develop their news. For example, to obtain the statements of public figures or
ordinary people that are eyewitness to disasters, riots or incidents. That is what
happened during the Egyptian Revolution, where the population demanded freedom
and a change in their country. Chebib and Sohail (2011: 142) explain the main trigger
of the Egyptian Revolution:
“For decades Egypt has been hiding major problems that caused poverty,
high prices, social exclusion, elite enrichment, unemployment and
corruption in the country. Underlying reasons were always there, until a
catalyst, the Tunisian revolution, triggered the Egyptian. Dozens of deaths
at the hands of pro-regime supporters amplified the protestors’ resolve
to fight for freedom. The revolution in Egypt was a result of accumulated
misery and hardships that the Egyptians have been facing for decades;
autocracy, high levels of corruption, and grinding poverty”.

Social networks played a significant role in spreading news, crosscommunicating and also organizing demonstrations (Chebib and Sohail, 2011;
Choudhary et al., 2012; Eltantawy and Wiest, 2011); all in all, social networks were
important for the Egyptian Revolution, “which drew inspiration from protests in
Tunisia and led to widespread antigovernment uprisings throughout North Africa
and the Middle East, began with protest on January 25, 2011, culminating February
11,2011 with the resignation of President Hosni Mubarak” (Choudhary et al.
2012: 74).
In line with this, Eltantawy and Wiest (2011: 1214) highlighted that the most
important advantage of using social media in the Egyptian Revolution “was its
capacity for swiftly exchanging and disseminating information to millions of people
inside and outside of Egypt”. The revolution started on social networks, and thanks
to this news, the media has noticed that something was happening in Egypt through
social media. The Spanish newspaper El País was able to contact some of the active
users on social media and interview them –through Twitter or Facebook. By using
Facebook or Twitter, El País could contact sources of information which if using the
traditional way –trying to find someone in situ related to the protest– would have
been both quite difficult and very time-consuming to achieve.
Much news about these issues derives from the various testimonies found on
social networks sites. Orihuela (2012: 92-94) spells out how journalists perform this
task. First of all, they ask for information, photos or even videos from the witness;
second, journalists select and edit the information generated by the users on social
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media; third, they use social networks in a different way31; fourth, they explain what
happened by using multimedia resources; and fifth, media companies create topic
pages32 in order to facilitate access to the issue.

Picture 1
Screen shots of El País. In the first picture, it could be seen the number of interviewees among the different Arabic countries. In the second picture, it could be seen an example of the interview.

Picture 2
31
32

For instance, they create specifics Twitter accounts for that propose or even creating lists about sources of
information about Haiti on Twitter.
A topic page is a page where the media updated news concerning an important event. Here are two examples
of topic pages: http://elpais.com/tag/germanwings/a/ , http://www.spiegel.de/thema/germanwings_a320_
absturz_in_suedfrankreich/
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In the first years of digital journalism, it seems that journalists will be able to
report in real time as an event plays out, which will represent a significant change
compared with what went before. However several changes have taken place, but
particularly in the way content is selected for inclusion in newspapers (Domingo,
2006; Mato, 2014; Phillips, 2011). Before the Internet emerged, the media was able
to decide not to cover an event. Conversely, if a news company were to do that in
this era of social media, it would call into question their reliability. Mato (2014: 206)
argues that the media cannot decide anymore whether an event should be covered
or not: “The media entity that doesn’t want to publish something simply because
does not fit with their concerns and interests, will have to do it all the same”. It would
not have been understandable if The Guardian, the BBC or El País, TVE, all of them
big media entities, had not published any information concerning the Egyptian
Revolution or at least not as much information as they published related to it. In this
sense, the media was forced by social media to pay attention to a certain topic. So,
there are situations where news corporations and journalists are pushed by their
audience to focus the media’s attention to an issue.
Making news
In his research, Domingo (2006: 516-517) found two models of news production in
online journalism: the immediate news production model and the specialized news
production model. In the immediate news production the priority is to keep the website
updated even if that means not producing full reports. According to Domingo (2006),
most commonly in the newsrooms that follow this system, there are few journalists
without a field of expertise, which means that there are multi-task journalists who
update the webpage regarding any topic and who may even edit the webpage and update
social media. In this case, journalistic routines are simplified as much as possible.
Conversely, in the specialized news production model journalists and media try to find
topics and themes that other media do not cover in an attempt to be unique among
their competitors. By doing this, news corporations become less dependent on agency
wires, which resulted in journalists reporting news in the traditional way: through
interviewing, covering events on site, attending press conferences and searching for
original source websites (Domingo, 2006: 518). In this case, there is the journalist’s
thematic specialization and even so –notwithstanding the fact that they also consider
being up to date an important issue– it is not the most important factor for them.
There is another tendency inside newsrooms, which is the ‘copy-paste technique’.
News companies have gone from the tendency of exclusivity –which certainly brings
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prestige to the media and to the journalist– to copy topics from other media. In this
sense, Mato (2014: 206) states that the ‘copy-paste technique’ will create the opposite
of an exclusive report: “Interestingly, the network speed means that the copy, a
discredited practice in traditional journalism, usually shunned in newsrooms,
become a daily reality, creating a kind of ‘anti- exclusive’ […] ”. Domingo (2006: 322516) upheld the idea that digital media are the competitors of traditional media, so
“no original reporting from newspapers should be scooped online”. According to
Domingo’s view, traditional media would not publish an exclusive online; they would
wait for the print edition, because “the online product should not overshadow the
traditional”. Almost ten years later than Domingo’s research, slow signs begin to
appear which suggest a change. El País, El Mundo, The Guardian or even the Scottish
newspaper The Press and The Journal, in a clear determination to go a step further
in the digital world, have decided to published exclusive content online and they
even promote such digital content in their paper editions.
The suggestions put forward by Domingo (2006) remain accurate. There are
several newspapers that have not understood the possibilities that social media and
the Internet have brought to journalism. These media outlets are still working as if
they were traditional media without the Internet and social networks; so, they do
not consider the full potential that this environment could bring them beyond its
instantaneous nature: gathering of news, researching of information, exchanging of
information, connecting with sources, researching sources, covering breaking news,
promoting news or connecting with readers (Raicheva-Stover and Burkett, 2012).
As in chapter 3.2 there have been warnings that journalists have to search through
a huge amount of data. In this sphere, the journalist’s duty consists of managing the
content and turning it into understandable and accurate information (SánchezFortún, 2013). In this sense, Meyer (2012) argues that “technologies of the
information age produce data faster than they produce understanding. Instead of
replacing journalism, the Internet is creating a new market need: for synthesis and
interpretation of the ever-increasing stream of facts”. He insists that journalism is
not dying but simply changing. Van Der Haak et al. (2012) underline how journalism
is changing:
“If we journalists are in the business of gathering information, interpreting
it, and spreading it, we certainly have more means than ever to do so. We
are also getting more help, and for free, than we ever could have imagined.
In an unstable and risky world, the public demand for information,
analysis, and interpretation seems to be greater than ever”.
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In the past, journalistic practices were focused on finding information, but
nowadays its major aim –in the era of vast amounts of information– has become
making news understandable. Zorraquín (2011: 210-211) compares journalistic
practices with a funnel that allows “dosing large amounts of data to make it
assimilatable and useful to the audience and for society in general”. In addition to
this, Zorraquín (2011: 211) underlined a second aim of data journalism inside
social networks: “On the other hand, the second major objective would to offer the
total availability of any information that provides the basis to develop the narration
of the facts.” By using social media, journalists can find a huge amount of data
concerning a given event which can help them to reconstruct the details and facts
of a story.
When the Fukushima disaster took place, journalists were able to ascertain
–among other things– the magnitude of the disaster; how their citizens were
experiencing the tragedy; how many survivors there were, and how far from the
affected area they should go, all thanks to people’s testimonies on social media.
With this technology, they were even able to write news based exclusively on
Twitter or Facebook information concerning the Fukushima accident. Additionally,
several citizens regularly updated information about how things were going in
Japan when this catastrophe happened. They also published videos and images of
the incident which had been used by journalists. Van Der Haak et al. (2012)
highlight the characteristics of social media which make it suitable for journalism:
“Graphic design, data mapping, and interactive graphics are essential components
of conveying information”. Though useful there is no need to ‘force’ multimedia
into the news. Zorraquín (2011: 213) remarks that “in short, besides being visually
appealing infographics serve when useful. This is when they help us to understand
reality”.
To achieve the making of history through the data that a journalist can find on
social media they should follow these three steps: collection of data, interpretation
of data, explanation of what is happening and telling of the story (Carrera et al. 2012;
Sánchez-Fortún, 2013; Van Der Haak et al. 2012). When the Scottish Referendum
of 2014 was taking place, mainstream media all over the world was aware of this
issue. Media outlets like the BBC, The Guardian, Herald Scotland, TVE, Al Jaazera,
El Mundo or El País paid attention to people’s reactions through social media and
tried to reconstruct a story and interprete what was happening by collecting data
from social media. Here they could find Scottish, English, Irish and Welsh citizens’
behavior and feelings.
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As has been explained before, all these practices must be performed with the use
of verified information or else “would incur not only legal trouble, but would also
betray the principle of truth in journalism, thus encouraging ignorance” (SánchezFortún, 2013: 243) . However, if something really characterizes the new journalistic
practices, it is the strength that users have earned in the newsrooms (Gray et al., 2012;
Holavaty, 2006; Van Der Haak et al., 2012). This has transformed journalism into
more a participatory phenomenon, which at the same time would explain why
feedback and interaction with audiences has become so important for the media.

3.3.1. The relationship with the audiences on social networks
Clearly, the relationship between journalists and the audience has changed (Lee and
Ma, 2012). Thanks to social media the interaction between journalists and their
audience is easier, faster and more intimate than it used to be (Lee and Ma, 2012;
Wilson, 2008). In fact, after having reviewed literature on this topic (Benevenuto et
al., 2009; Del Fresno et al., 2014; García Avilés, 2011 and 2015; Lee and Ma, 2012;
Mustafaraj et al., 2011; Raymon and Lu, 2011; Schulz, 2004; Van der Haak et al.,
2012; Wilson, 2008), it has become clear that the type of interactions between users
and journalists on social media –from the perspective of what users are doing with
media messages– can be divided into two types: simple interaction and complex
interaction.
Simple interaction
This type of interaction does not tend to feature in many exchanges, and they are
most likely to be read passively rather than run actively. Moreover, the number of
interactions that these users register is low. So they could be considered as “silent
user interactions” (Benevenuto et al., 2009). The truth is that while there are active
users –who are producing more than twice the number of tweets compared to “silent
users”– there are others that remain silent and rarely contribute to the conversation
(Mustafaraj et al., 2011).
On a social media platform, when a reader finds a media outlet’s message on
Facebook or Twitter, he or she is faced with several options, such as sharing the
content (‘retweeting’ on Twitter), marking it as favorite (or on Facebook pressing the
‘like’ button) or making a comment (replying on Twitter). In the simple interaction
case, users are prone to remaining quiet and not leaving a comment. They tend to
share the content –without adding any comment– or mark it as favorite.
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Picture 3

Picture 4

In pictures number 3 (Twitter) and number 4 (Facebook) it can be seen how
simple interaction works. Users just liked or marked the message as favorite.
Complex interaction
In the case of complex interaction, users add a comment. In fact, users that contribute
to complex interaction (vocal minority, in the words of Mustaraf et al., 2011) are
more likely to post a comment on social media than the users from simple interaction
(Mustafaraj et al., 2011). Mustafaraj et al. (2011) argue that these users not only tweet
more, they also tweet in another way: “Concretely, the users of the vocal minority
compose their tweets by using more hashtags, links, and mentions, and retweet at
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double the rate of the silent majority”. In line with this, Schulz (2004) considers that
new technologies make it possible for citizens to contribute to a media entity’s
messages in different ways: by sharing, adding a comment or adding information to
the message. These three points converge into two benefits: richer information and
more readers for the media. Journalists are now more visible and can contact the
audience directly, which was difficult before because technology did not offer this
possibility (Schulz, 2004: 95). This can be done by adding a comment to the media
entity’s message, by sharing its message or by adding a reply. In pictures number 5
(Twitter) and number 6 (Facebook) the option of commenting is shown.

Picture 5

Picture 6
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In the end, it does not matter at all what type
of interaction is taking place. The important fact
is that the relationship between journalists and
readers is simpler than before (Raymon and Lu,
2011; Wilson, 2008). Nowadays real feedback is
possible; before social media and the Internet era
this interaction was difficult (Raymon and Lu,
2011; Mustafaraj et al., 2011). In consequence, it
could be said that the information was almost
entirely in one direction: from journalist to
reader (García Avilés, 2015). Certainly, through
emails or letters to the editor the mass media was
able to collect answers to the messages that had
been sent (Raymon and Lu, 2011). However,
those methods are lack the instantaneousness
and immediacy so characteristic of social media.

08 TESIS 03:Maquetación 1 18/07/16 12:17 Página 95

THE TRANSFORMATION OF JOURNALISTIC PRACTICES IN THE ERA OF SOCIAL NETWORKS
CHAPTER 3. Journalism and social networks

Hence communication through social media is closer to oral communication than
letters or even emails, due to its this real time feature. Schulz (2004:94) argues that
this circumstance will change the nature of the media, whose functions would go
further than the mere distribution of standardized information: “While old media
function as distribution channels disseminating standardized content to an
anonymous audience […], the new media allow their users a directed retrieval of
messages according to individual needs and interests”. In addition to this, journalists
and readers can establish contact in real time, which allows a story to be enriched or
even generated from scratch (Del Fresno et al., 2014: 172-175; García Avilés, 2011
and 2015; Van der Haak et al., 2012).

3.3.2. Leaders interacting with journalists on social media
Politicians and opinion leaders are part of this new type of audience as well. They
are public figures, but they are also an audience with a willingness to interact with
journalists. Although they have their peculiarities, which explains why they should
be seen as distinct from other users.
Politics is strongly related to the media’s influence; although, it is debatable whether
the media is influenced by politics or if the converse is true. However, it is clear that
since politicians and opinion makers are aware of news corporations’ importance, they
have adapted their message to the ‘media rules’. Members of Parliament (MP’s) have
even adapted their speeches in parliamentary sessions in order to garner media
attention (Kepplinger, 2002). It is certainly true that politicians and opinion makers
need the media to convey their message to the citizenry and that therefore they try to
adapt their message to journalistic demands. Otherwise they would enjoy little media
attention and their message would not reach the wider sphere (Kepplinger, 2002).
This effort is referred to as “political mediatization”. Martínez Nicolás et al.
(2014: 43) define mediatization as a “process where the media was able to achieve
influence over political life until they themselves became important institutions
due to their role in the regulation of same”. Schulz (2013: 5) agrees with Kepplinger
(2002) and Martínez Nicolás et al. (2014) on politicians’ dependence on the media;
but, he adds that with the advent of new technologies and the new communicative
environment politicians try to avoid the media filter and instead communicate their
own message themselves: “Political actors can bypass the filtering and gatekeeping
of mass media, thus evading media powers”. These new communication
possibilities –brought about by new technologies– are seen as a great opportunity
by politicians.
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Traditionally those politicians that sought to convey a message to citizens, had to
bypass media filtering. Nonetheless, political communication has moved forward
due to technological elements such as social media, blogs or webpages. Hence,
through their own media (politicians’ social network profiles or political party
webpages) these actors can send a direct message to citizens, although what they
send is a message which lacks objectivity. There is no objectivity in politicians’
messages because their purpose: is to convince users of their ideas (Deltell and
Martínez Torres, 2014; Wilson, 2011). Meanwhile, journalism has the aim of
informing people about what is happening. So, in journalism there is no interest
beyond the informing of people of reality. Caldevilla (2009: 39) underlines this
potential of the digital atmosphere where citizens can “receive first-hand information
with no editors or news directors involved”.
In the screenshots below it can be seen how different the same piece of news can
be when produced by a media source in contrast to that released through a politician.
News corporations are more objective in their announcement of the legalization of
gay marriage, in stark contrast to that of the Irish Prime Minister Enda Kenny. Schulz
(2013) explains the possibility of avoiding the traditional journalistic filter. However,
the scholar does not comment on the lack of objectivity inherent in an opinion
maker’s message.
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Opening up the media to users is not only a matter of feedback and counting on
users’ opinions; also significant are the language, narrative, resources and formats
that news organizations are using (Orihuela, 2012; Sánchez-Fortún, 2013) as will be
outlined in the next point of this chapter.
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3.4. New journalistic style: formats and narratives
The new communication platform brings new opportunities to journalists in two ways:
it shortens the distance to readers and it also provides to journalists the resources to
amplify the impact of their reports. As Salaverría (2005: 67) says, “it gives the
opportunity to multiply speech itineraries, thanks to hypertext. It enables them to
strengthen the relationship with readers, through interactivity. It empowers them to
enrich the expressive possibilities of the messages, thanks to multimedia” . Multimedia
as well as multiplatform is now as integral a part of journalism as if it were part of its
DNA. It does not matter where the user is, they have access to the content everywhere.
At the same time this content is not only based on text and a couple of photos, it also
has several multimedia resources such as video, audio, maps and links for sharing
content on social media. Hermida et al. (2012: 821) point out users’ preferences: “For
now, audiences prefer to receive news and links from family and friends rather than
from journalists. But this may change as people become more used to the idea of ‘liking’
a news organization on Facebook or following a journalist on Twitter”.
By using multimedia resources and having presence on as many platforms as possible,
the mainstream media tries to engage with their audience (Beckett and Mansell, 2008).
In this environment being on several platforms means two things: on the one hand,
being on social networks and on the other hand, providing users with the chance to
have access to their digital edition on any Internet capable electronic device. To be
successful in such a task, news corporations encourage their journalists to tell their
stories through the use of multimedia resources (compatible with all platforms) and to
share it on social media. The fact that “increasingly, journalism is visual and textual at
the same time, integrating video sources in online news articles and extending television
news into second screens and interactive documentary which offer related textual
sources” (Van der Haak et al., 2012: 2931) is changing the journalistic narrative. In fact,
according to Becket and Mansell (2008), the news process itself has changed from “a
linear to a networked process”, where there is a continuous exchange of information.
These changes are particularly evident in three aspects: adaptation of journalistic
language, multiplatform and narrative within digital journalism.
Adaptation of journalistic language
Despite the overabundance of information available, the public has not lost interest in
being informed and knowing what is happening around them. In fact, more than ever the
audience needs such knowledge and they therefore actively seek out new stories (Linnell,
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2014:109). Nonetheless, to narrate these stories journalists have to use a new language
which “captures technologies and societal upheavals that democratize the journalistic
processes of producing, distributing and marketing the news” (D’vorking, 2012:10).
However, despite the growing interest in being informed, the ability to pay attention
in the digital environment is diminished (Wu and Huberman, 2007). Meso (2002)
argues that only a tiny percentage of readers will read a long text, which would explain
why journalists have to offer small pieces of information and in as attractive a way as
possible. In this sense, Linnell (2014: 109-110) asserts that readers are not going to read
more than one or two paragraphs. Accordingly journalists should strive to adapt the
information as if it were of an inverted pyramid structure. To cope with this audience’s
limited ability to pay attention, Linnell stresses the importance of returning to old
journalistic techniques. Linnell also suggests as the ideal technique to garner readers’
attention, breaking an item as if it were a short story. Waters et al. (2010: 247) emphasize
the importance of using photos, audios, videos and hyperlinks in digital journalism and
social networks. Therefore, journalists should adapt their reports to online multi-media
needs and use the new tools that the environment provides, such as hyperlinks. These
elements will enable greater agility to the text, facilitating the reading of it.
Currently, journalists integrate in their reports videos, audios, photos and even
maps and this is not seen as something new, but instead as what audience expects
from them. Audiences are getting used to visual news rather than plain news with
nothing added to complete the information and to enable clearer understanding.
Van der Haak et al. (2012: 2931) assert that using videos on journalists’ reports is of
high importance if they are to catch audience attention: “Visual Journalism Video
news is replacing text-based news as the main source of information for many people
[…]. Digital interaction with visual storytelling is critical, both for engaging viewers
and for complementing the reception of the visual message with self-reflexivity by
the reader/viewer”. At the same time, in this way news media are able to catch
audience attention. All these elements within journalistic content represent a specific
method of writing the story. They have to write in a manner which will enable
multimedia elements to be integrated into a report.
News companies are aware of this and require their journalists to follow certain
instructions. Firstly, they expect that their journalists do not reveal their own political
leanings or opinions in their reports or on social media. Journalists are expected to keep
their politics and personal opinions to themselves (Kovach and Rosenstiel, 2007; Lasorsa
et al., 2012). Secondly, they have to share their reports on social media. In this digital
environment news corporations do not own the power to decide what can or cannot be
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read, with social network users being able to share content which means a loss of
gatekeeper power in favor of audience (Da Rocha, 2013; Lasorsa et al., 2012; Mato, 2014).
Thirdly, journalists have to be more transparent (Lasorsa et al.. 2012). Transparency is
provided in two areas: showing openly what the source of a report may be by using
hyperlinks to external sources of information or uploading documents that prove the
truth of the information, but without being intrusive. This means inviting users to
participate in the news process and integrating both evidence and source into the text in
a way that is visible only to those who want to access it (Phillips, 2010; Karlsson, 2010).
Multiplatforms
‘News consumers’ have interest in using the information that they find on the web:
sharing it, criticizing it, personalizing it etc. In short, users are not passive; they like
to reuse the material that they find (Arias, 2012). This implies a new way narrating
news and doing so by employing these new formats.
The ‘new’ environment requires the adaptation of the narrative to the new format
and with all its peculiarities. The ‘new’ environment is a virtual space that exists in a
lot of different electronic devices: mobile phones, tablets, television, computers or
even watches. All of these are machines which allow connection to social media.

Picture 7

Picture 8

From left (picture 7) to right (picture 8): Example of Twitter account and the possibilities
that The Guardian provides to their users
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The importance of these mobile platforms brings into play three aspects:
personalization, integration and ubiquity (Aguado 2013; Aguado et al., 2014).
Aguado et al. (2014) argue that ‘personalization’ is the possibility of the user to adapt
any feature to their needs. For example, The Guardian’s readers can update their
profiles by adding a personal photo or providing personal details. On social
networks, users can also select which media and journalists to follow. By doing this
they obtain only the information from the media that themselves have selected.
‘Integration’ refers to the option of adding news media information into
audiences’ social networks. Aguado (2013: 17) sees the adaptation of social media
into a user’s life as a key factor: “The integration of mobility to social networks,
adapting it to the culture of consumption, allows the successful inclusion of social
activity into users’ real time, providing an added dimension to what they do with
the content (linking, commenting, forwarding, changing, suggesting..)” . Several
digital editions of several newspapers include the option to integrate their content
into users’ social media at the touch of a button.
‘Ubiquity’ is understood as the content’s availability at every location; no matter
where the user is, they have access to content through a range of digital platforms
(Aguado, 2013; Aguado et al., 2014). As an example someone might read an online
newspaper’s Twitter timeline on his mobile phone in a pub. While the user is
reading, he finds something interesting (on the newspaper’s Twitter account) and
decides to share it with his contact or to add a comment on it, he would be able to

Picture 9

Picture 10

By clicking on Twitter’s (picture 9) or Facebook’s (pictubre 10) buttons, users can share news
with their digital contacts. They also have the option of editing the message that they share

101

08 TESIS 03:Maquetación 1 18/07/16 12:17 Página 102

THE TRANSFORMATION OF JOURNALISTIC PRACTICES IN THE ERA OF SOCIAL NETWORKS
CHAPTER 3. Journalism and social networks

do this just by using his phone from the pub. In addition to this, Aguado et al. (2014)
underline that is not enough just to have access to the content. The audience wants
also to share that content or even to comment on it: “In the context of mobility, users
are increasingly expecting not only to have access to the content, but also to do things
with the content”. Journalists should consider this multiplatform space when
presenting their story.
Narrative inside digital journalism
The narrative inside digital journalism is as important as it is in traditional media.
However, there are certain features inherent to digital journalism as a consequence
of social media. The Internet’s narrative is characterized by the use of a specific kind
of language which integrates the use of hyperlinks as an important feature (Pérez and
Giraldo, 2010). Due to the fact that information is interconnected through
hyperlinks, this specific language enables us to reach information more quickly;
which in itself represents a more rapid and instantaneous form of having access to
information (Tejedor et al., 2009).
There are parallels here with social media. Journalists are able to share in just one
message with only one link a lot of interconnected news. By way of example, The
Guardian published this message, sharing a report related to the situation in Libya:
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This simple message meant that 49 people shared it with their followers on
Twitter, thus amplifying its impact. When readers accessed the report, they could
‘click’ on other links that would provide them with further information related to
that topic. In the above screenshot (as in this example, hyperlinks are usually in blue)
it can be seen that in this case, readers could learn more about Muammar Gaddafi
or Egyptian air strikes. So, as has been said before, in just one link newsreaders were
able to find out many details related to that one piece of news.

In addition, the report has social media buttons that allow the reader to share it easily
through their favorite social media

Pérez and Giraldo (2010: 267) explain that journalists are doing both: using the
tools that the Internet has provided and developing their abilities to do so effectively:
“It is a powerful process that continues to redefine itself in theory and in practice
and which depends on technological innovations that succeed in finding other ways
to raise the vision of reality in the media”. Even if digital journalism and social media
103

08 TESIS 03:Maquetación 1 18/07/16 12:17 Página 104

THE TRANSFORMATION OF JOURNALISTIC PRACTICES IN THE ERA OF SOCIAL NETWORKS
CHAPTER 3. Journalism and social networks

are changing constantly, because technology is progressing at a steady rate, the
success of it will depend on journalists’ and news corporations’ willingness to become
familiar with the technological environment, even as it changes.
The concept of narrative storytelling sums up all these inherent-features. Jenkins
(2003, 2009) was the first scholar to propose the term transmedia storytelling33. The
scholar defines the concept like this:
“Transmedia storytelling represents a process where integral elements of
a fiction get dispersed systematically across multiple delivery channels for
the purpose of creating a unified and coordinated entertainment
experience. Ideally, each medium makes its own unique contribution to
the unfolding of the story” (Jenkins, 2009).

However, transmedia storytelling does not simply involve the adaptation from one
language to another (Scolari, 2013). According to Scolari (2013), earlier audiences
were satisfied simply with consumption of their favorite product. Nonetheless, this
has changed in the last few decades, especially since the advent of the Internet and
social networks. He also suggested that by talking about novels “some consumers
turned into ‘prosumers’ (producers + consumers): they appropriated their favorite
characters and further expanded their narrative worlds” (Scolari, 2013: 27).
Applied to the field of journalism, this means that users take news that they have
a particular interest in and share it. Sometimes, they even rebuild it with their
personal opinion or knowledge. So, journalism is at a new kind of narrative: the
collaborative narrative, where journalists can be helped by the audience to produce
and amplify (share) their reports. Thus, transmedia storytelling is the culmination
of the adaptation of the journalistic narratives to the digital journalism.
Flores and Cebrián (2013:168) explain that storytelling consists of telling a story
in different ways and on different platforms by taking into account the participatory
audience. The authors also suggest that there are several experts that assert that
nowadays journalism is strongly related to the transmedia narrative, because this
term is about telling a story in a variety of forms and platforms with the audience’s
help. To sum up, this concept is about “the media, the content, the audience, elements
inherent in journalism” (Flores and Cebrián 2013: 177). Papacharissi and Oliveira
(2012: 216) contend that social media are platforms that make storytelling possible
in the digital age:
33

In this chapter both terms, transmedia storytelling and narrative transmedia, will be used as a synonym.
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“In the case of Twitter, news storytelling becomes the process of turning
news events into stories, practiced collaboratively through the
accumulation of 140-character updates, where news may be broadcast
instantaneously and stories develop organically and collaboratively. News
frames may be constructed by citizens and journalists contributing to the
feed of news in atomized yet networked mode, and news values may be
similarly ‘‘crowdsourced’’ to the values of the contributing publics. Or,
they may reflect enduring news values which are the products of
institutions and ideologies that have long been in place”.

Other authors explain the new narrative by using the term storystreaming
(Orihuela, 2012), produced when users add content in real time about an ongoing
event. This concept goes a step further beyond the old-fashioned premise that ‘it is
happening and you are watching it’, thanks to a double factor: the instant
characteristic that social media has and the potential to count on the contribution
of all the people that would like to do so. In this same line, according to Pedro Rivas,
journalist and editorial coordinator of Digital Medias from the Peruvian El Comercio
Group (Orihuela, 2012:109), the success or failure of storystreaming in by a media
entity will depend on these three elements: firstly, changing journalists’ minds in
order that they understand that newsreaders are an important part of the storytelling
process; secondly, providing tools to the journalists to help them select the best
material to create the story and thirdly, seeing that journalists update social networks
with the resultant story.
Cappelletti and Domínguez (2014: 21-23; 28-29) call this term collaborative
narrative. The scholars maintain that social networks have been turned into a
promotion and dissemination news platform where journalists can find interesting
information for their reports. They concluded in their research that every user has
an important role, because sharing news, giving their opinion or sharing information
in real time, will be the basis of creating new content. Thus, news consumers become
active and essential subjects in the building of news.
There are authors (Juanatey-Boga and Martínez-Fernández, 2011; Krumsvik,
2012) who claim that journalism has not undergone great changes, and so do not
see a difference between online journalism and traditional journalism. In this chapter
it has been highlighted how journalism has experienced several changes, from
various points of view, and it is therefore clear that journalism is not as once it was
and has experienced significant change.
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introduction
The previous chapters have explained the evolution that digital journalism has had
during the first ages of Internet (Cebrián, 2010; Díaz Noci, 1997 and 2005;
Echeverría, 1998; Gil, 1999 Meso, 1999; Pavlik, 1999) and with the appearance of
social networks (Carrera et al., 2012; Casero-Ripollés, 2013; Farrel, 2013; Kietzman
et al., 2011; Masip et al., 2010; Pérez-Latre, 2011). Also discussed has been how the
emergence of social media and its subsequent profound evolutions have served to
dramatically widen the range of journalistic practices (Benevuto et al., 2009;
Canavilhas, 2011; Chadwick, 2011; Del Fresno et al., 2014; Domingo, 2006; Elola,
2010; Feenstra and Casero-Ripollés, 2012; Gallagher, 2014; Kerrigan and Graham,
2010; Lee and Ma, 2012; Meyer, 2012; Schulz, 2004; Waters et al. 2010; Wilson, 2008).
However, what has not been demonstrated is to what extent Facebook and
Twitter –the most popular social media platforms– have altered the way journalists
used to work and also how these changes have been received by their audience. In
order to determine this, a study has been carried out which deals with journalism
and social media during two political processes which underwent intense media
exposure: the Scottish Referendum and the Catalonian Sovereignty Consultation.
Although before proceeding and explaining how this study was done and its results
and conclusions, the analyzed cases of study and their political and media contexts
should be clarified.
Therefore, in chapter 4 the main features of both political processes (Scottish and
Catalonian) are going to be explained: what happened in Scotland and in Catalonia
(4.1); how the behaviour of the audience was and what they searched for on social
media (4.2); the flow of messages on Twitter and Facebook and how the media outlets
dealt with those events on social media (4.3); and finally, what are the political media
systems upon which Catalonia and Scotland are based (4.4).

4.1. The political processes: Scottish Referendum
and Catalonia Consultation
Spain and the United Kingdom are alike on the issue of identity. Both countries are
made up of multiple regions, each of which has its own sense of identity, and this
fact resulted in several political conflicts that led to the Scottish referendum and the
Catalonian sovereignty consultation. Both political processes will be explained,
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including how Scotland ended up having a legal referendum and why Catalonia ran
an unofficial consultation.

4.1.1. The Scottish referendum
The United Kingdom is made up of four nations: England, Scotland, Wales and
Northern Ireland. Scotland was an independent country until the Union of the
Crowns in 1603, just 13-months after Mary, Queen of Scots, was pushed to abdicate
to her son and Elisabeth I died with no offspring. However, despite the fact that the
Union of the Crowns took place in 1603, it was not until 1707 that the Act of Union
was signed. This brought about a unique Parliament of the United Kingdom of Great
Britain at the Palace of Westminster, which was active until 1997 (Dardanelli, 2005;
Pattie et al., 1999; Perman, 1980; Soule et al., 2012).
In 1979, Scotland held its first referendum on self-government. The purpose of this was
to ask Scottish people whether they wanted to put into effect the Scotland Act of 197834
(Perman, 1980; Soule et al., 2012). Despite the fact that the ‘yes vote’ (32.9%) defeated the
‘no vote’ (30.8%), the results did not have any effect because the ‘yes vote’ constituted less
than 40% of the Scottish electorate, the rate imposed by the Government of the age for the
results to be considered valid (BBC, 1997; Pattie et al., 1999; Pedersen et al., 2014).
So it was not until 1997 when Scotland had their first successful referendum
related to policy. In those days the referendum wasn’t about if Scotland should or
shouldn’t be an independent country. The issues at stake in 1997 were the following:
should there be a Parliament? And should there be powers to set taxes? (Pattie et al.,
1999). The results were clear: Scots called for more autonomy: 74.3% voted in favour
of having a Scottish parliament, while 25.7% voted against it. Regarding tax powers,
63.5% of Scottish citizens voted in favour and 36.5% voted against. The 35 voting
regions voted in favour of having a parliament. Just two regions (Dumfries and
Galloway, and Orkney) voted against autonomous tax powers (MacAskill
and Donegan, 2013). According to Pattie et al. (1999: 307), the political situation in
Scotland may have explained the increased nationalist feeling:
34

The Scotland Act 1978 specified the legislative and executive powers devolved from Westminster.
However, it was widely criticized for being confusing, unclear and difficult to understand. Leicester
(1996) explains why it was so confusing: “The Act was very difficult to understand. Because of the
detailed listing of statutes and provisions, it is impossible from a reading of the Act alone to gain
any clear idea of what precisely is devolved, still less any sense of the principles governing whether
matters are devolved or not”.
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“Ironically, the very electoral success of the Conservatives throughout the 1980s
and early 1990s helped rekindle demand for a Scottish parliament. Thatcherism
was particularly unpopular in Scotland […] and the Scottish economy did not
perform well enough, relative to the south of England, to compensate. The net
effect was to increase Scottish resentment of the Conservative government and
to foster demands for a separate Scottish parliament”.

Fourteen years later, the Scottish National Party (SNP) won the election with a wide
majority, and this resulted in the signing of The Edinburgh Agreement in 2012. The
Edinburgh Agreement is the deal in which the Scottish Referendum was passed. More than
300 years after the union with England (Quinlan, 2013; Burnett, 2014:22-24), Scotland
decided to ask their citizens whether they would like to remain as a part of the UK or not.
Of course, this consultation was made with the endorsement of the UK Government.
The agreement was signed by David Cameron, prime minister of the UK, and
Alex Salmond, prime minister of Scotland. “Under the agreement and its
accompanying memorandum, responsibility for managing the referendum was
transferred to the Scottish parliament on the understanding that, among other things,
the ballot paper would contain a single question (inviting yes or no vote) and the
referendum would be overseen by the Electoral Commision” (Walker, 2014:746).
According to López Marcos (2014), Scottish citizens want an independent country
due to these four main reasons:
1. Scotland’s Government fears that the National Health System could be turn
over from the public to the private sector due to the reduced budget.
2. The fact that they don’t want nuclear weapons in their country.
3. Most of the Scottish people wish they could make their own decisions without
being controlled by Westminster.
4. And finally, because they believe that they will be richer without having to pay
taxes to the UK Government.
Since 2012 both sides - those in favour of remaining united (Better Together campaign)
and those against remaining a part of UK (Yes Scotland campaign)- started to work
towards winning the election. The Better Together camp was supported by the Labour
Party, the Conservatives, the Liberals and the government as well, of course, by the people
and organizations who defend the “no vote”. In Scotland, its leader was Alistair Darling.
The Yes Scotland campaign was led by the Scottish Nationalist Party (SNP) and
also by the people and organizations in favour of Scotland as an independent country.
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country. Its visible faces were Alex Salmond, the Scotland First Minister (SNP) at
this time, and Nicola Sturgeon, the Deputy First Minister (SNP). Between 2013 and
2014 she participated in a considerable number of debates with the speaker of the
Better Together campaign (Pedersen et al., 2014). In the last three months before
referendum day, Alex Salmond rose in visibility, and therefore he participated in twoout-of-three-last televised debates against Alistair Darling.
Throughout all the campaign both sides defended their positions be they for a yes or
for a no vote. The no campaigners highlighted the risk an independent Scotland would
run for the economy, such as the impossibility of keeping the pound, the limited oil
reserves35 and the difficulties Scotland would probably face in the near future in paying
for its public services. The no side also argued that Scotland would automatically have to
exit from the European Union. Brooks and Carrell (2014) explain the no vote position:
“The no campaign has been relentless in highlighting the risks of
independence to the Scottish economy. These include the uncertainties over
what currency the country would use in the event of a yes vote, as well as
raising doubts over the reliability of oil reserves and how the country will
pay for its public services, in particular in relation to its ageing population.
It underlines the threat to jobs if businesses pull out of Scotland as some
have threatened to in the event of a yes vote, and notes that economic
instability would be exacerbated by uncertainties around Scotland’s
continued membership of Europe”.

In contrast, the yes campaigners argued that Scotland is not a single-economy
country and that they have other means of sustaining welfare spending (such as on
pensions and childcare plans). They also asserted that if Scotland became an
independent State, they would finally have the government they vote for. In this sense
they complained of being governed by a distant government located in Westminster
who imposed several cuts and privatisations. The yes vote side expressed their concern
about nuclear weapons, the cost that it involves and the fact that Scotland has to assume
as a part of the UK. Brooks and Carrell (2014) summarize the yes vote position:
“With this comes a belief that an independent Scotland would create a
better society for its people, in terms of fairness and social justice as well
as economic prosperity. The argument for independence is fundamentally
about hope for a better future for generations to come. The expectation is
35

Scotland’s main economic drivers are oil and gas industry, whisky and salmon.
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that, by governing itself, Scotland would become a more socially
democratic, equal and progressive place, with the motivation to address
its most pressing problems of child poverty and poor adult health and care
for its most vulnerable members”.

Since the beginning of the campaign, several debates have taken place as a way of
exhibiting the positions of both sides. Nonetheless, the last three debates, broadcast through
August and at the very beginning of September (the month before the referendum36) one
on the BBC and the other two in STV, were the most important of all for three main reasons:
its close proximity to the referendum dates, the fact that they were the final debates on the
issue to be broadcast on television and, finally, the importance of the speakers involved.
Debate

Audience

Air time

Channel

Debaters

8pm-10pm

STV (commercial
television channel)

Yes vote: Alex Salmond
No vote: Alistair Darling

Debate 5th
August 2014

- 350 people at the studio
- 765,000 viewers37
- Plus: 500,000
online viewers38

Debate 25th
August

- 843,000 viewers in
- Scotland
- 1.7 million UK
television audience

8:30pm-10pm - BBC (public
Yes vote: Alex Salmond
- television/non
No vote: Alistair Darling
- commercial channel)
- Was also simulcast
on Sky News

Debate 2nd
September

No available data

8pm-10pm

- STV
- Was simulcast on
itvnews.com, as well
as the STV website,
and then repeated at
10.35 pm on STV’s
network partner ITV
for the rest of the UK

Yes vote: Nicola Sturgeon
MSP (SNP), Patrick
Harvie MSP (Coconvenor of the Scottish
Green party) and Elaine
C. Smith, actor and
political activist.
No vote: Douglas
Alexander MP (Labour),
Ruth Davidson MSP
(leader of the Scottish
Conservative party) and
Kezia Dugdale MSP
(Scottish Labour) for
Better Together

Retrieved data from Pedersen et al. 2014
36
37
38

The dates were as follows: 5th August, 25th August and 2nd September 2014
It should be said that STV was only shown in Scotland. However, it was possible to watch the
debate in the rest of the UK on the digital edition of STV.
Perdersen et al . (2014) indicate that some users had problems watching the debate online. Some
of them went to Twitter to follow the debate.
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4.1.2. The Catalonian sovereignity consultation
Spain is a country politically structured into 17 autonomous regions (including the
Balearics and the Canary archipelagos) and two independent cities in the north of
Africa (Ceuta and Melilla). In the whole territory the official spoken language is the
Spanish; however, there are five regions where there are other co-official languages:
the Basque Country (Basque), Galicia (Galician), Catalonia (Catalan language),
Valencia (Valencian language) and the Balearic Islands (Majorcan), the last three
sharing the same linguistic roots.
In Spain there are two strong separatist movements: in the Basque Country and
in Catalonia, although in other regions there are minority nationalist movements. In
the Basque Country, the independent movements seek the independence of the whole
Basque Country and some sectors of the independent organizations also want the
annex of Navarra and the French Basque Country. In this Spanish region there are
different kinds of nationalist movements. The most moderate are peaceful and are
even integrated into political parties like the PNV (Nationalist Basque Party). In
contrast, there is other sector that for decades has engaged paramilitary operations
such as those carried out by ETA, a left wing terrorist organization which until its
disarmament in 2011 killed 858 people (Escrivá, 2011; López Romo and Van der
Leeuw, 2013; La Vanguardia, 2011). The current news related to independence
ambitions is centred around Catalonia due to the last sovereignty consultation of
2014. Before the 2014 sovereignty consultation, there are several key dates that explain
the present day relationship between Catalonia and Spain (Viana, 2014a; Viana,
2014b).
In the first decade of the XVIII century, Spain underwent a change of monarchical
dynasty. The King Carlos II (Charles II), from the Austrian dynasty, died without
descendants; so, after several conflicts, Felipe V (Philip V), of the French dynasty of
the House of Borbón (Bourbon), was crowned King of Spain. One of its most
remarkable actions was the establishment of the Decreto de Nueva Planta (the Nova
Planta Act) by which all the regions of Spain that had local laws and languages had
to respect Spanish central government laws and to use the Spanish language in
preference to their local language (Bonell, 2010). More than a century after this, in
1873, the independence of Catalonia was proclaimed unilaterally,, though it lasted
just two days (Viana, 2014a). In 1913, the Spanish Parliament enacted the
Commonwealth39 law that allowed the regions to self-govern but just in respect of
39

Here I pretend to say “ley de mancomunidades”.
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administrative procedures. Previously, in 1907 Enric Prat de la Riba (the governor
of the Provincial Council of Catalonia) tried to integrate Catalonia’s four provinces
(Barcelona, Gerona, Lerida and Tarragona) as a way to ensure more power. However,
in 1913 with those new laws the central government only authorised the union of
the regions for administrative purposes, although this resulted in the creation of a
General Assembly with 96 deputies and a permanent Council but without legislative
capacity and resources (Illán, 2002; Viana, 2014a).
A few years later, in 1919, there was an attempt to create a Catalonian Statute of
Autonomy but with the coup d’état of Miguel Primo de Rivera in 1923 the move was
doomed to failure (Rodríguez Jiménez, 2008; Viana, 2014a). In 1931 the Second
Republic was established, and in this period of time40 Catalonia achieved its Statute of
Autonomy in 1932. With this text, Catalonia had wide legislative and executive powers
in finance, economy, education, culture, transport, communications and public order,
though in case of crisis the central government could take these powers over. Another
important point concerning this statute was that the Catalonian language and the
Spanish language were both official languages in Catalonia. Nonetheless, a number of
Catalonian nationalists were not satisfied with it, because the statute considered
Catalonia an autonomous region within the Spanish State, rather than as an
autonomous state within the Spanish Republic. This Statute of Autonomy was valid
until the regime of General Franco41 (Illán, 2002; Rodríguez Jiménez, 2008: 210-213).
In 1977, two years after Franco’s death and in the midst of the transition to
democracy, in a massive demonstration Catalonia demanded the return of their
statute (La Vanguardia, 13th September 1977). A year later, the new democratic
government, with Adolfo Suárez as Prime Minister, allowed the reinstatement of the
Statute of Autonomy (Puig, 2007).
In 2006, during the government of the socialist José Luis Rodríguez Zapatero, the
Spanish Parliament enacted a new Statute of Autonomy for Catalonia with some
articles that were denounced as unconstitutional by the conservative Partido Popular
(Popular Party). In 2010, the Constitutional Court endorsed the view of the Partido
Popular and declared as unconstitutional most of the articles that the Partido Popular
had claimed as unconstitutional (RTVE, 2010).
In Catalonia, the separatist movement wanted to establish Catalonia as an
independent country. This group sees themselves as a nation oppressed by the
40
41

The Spanish Second Republic lasted until 1939 (Rodríguez Jiménez, 2008).
After the coup d’état of General Franco in 1939, Spain had a dictatorship between 1939-1975.
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central government. In fact, in 2014 while the economic downturn put increasing
pressure on the autonomous regions. The Government of Catalonia, inspired by
the Scottish referendum, asked for a sovereignty consultation, even though such a
practice was illegal (Ruiz, 2012; Badcok, 2014; Ignatieff, 2014; Little 2014).
According to a report drafted in 2015 by the pro independence political party
Convergència Democràtica de Catalunya, the party in charge of the Government
of Catalonia, the reasons why some Catalans demand independence can be
summarised in four points: firstly, they consider that there is a lack of dialogue
between the regional government and the central government concerning Catalans’
grievances; secondly, they argue that their regional financing model is unfair,
because the proportion between the taxes they pay and what they receive from the
Spanish government is not well-balanced; thirdly, according to them, since the
Partido Popular (Popular Party, a Spanish conservative-right wing party) is running
the central government and trying to push back autonomous regions’ selfgovernment powers; and fourthly, that Catalonia is a region in Spain, like others
in the country, which has a co-official language, the Catalan language. The
independence supporters defend the dominance of Catalan over Spanish but the
latest educational reforms legislate for the dominance of Spanish (Cañizares, 2013;
El País, 2015; García, 2015; Noguer, 2015).
The point is that the Spanish Constitution doesn’t allow for the hypothetical
independence of a part of its territory:
“The Constitution is based on the indissoluble unity of the Spanish
Nation, the common and indivisible homeland of all Spaniards, and
recognizes and guarantees the right to autonomy of the nationalities and
regions of which it is composed and solidarity among them” (Article 2,
Spanish Constitution).

Nonetheless, there are three kinds of referendums that are legal. According to
Díaz Revorio (quoted in Ruiz, 2012):
"The advisory comitee, which is the objective of Artur Mas [the current
president of the Catalonian autonomous government], has to authorize
the government, so there is already a vice of origin. And in any case, if
authorization were to be achieved, Mariano Rajoy [by this time President
of Spanish Government], would request a constitutional amendment, not
direct independence”.
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However, Artur Mas claims that he does not care at all whether Rajoy, Spanish
prime minister, authorises the referendum or not. In the event that he couldn’t count
on his permission, he would move Catalonian elections forward and bring about a
consultation (De Gregorio, 201342, in La Vanguardia, 2013).
There are three main reasons which explain why Catalonia wants to be an
independent country in 2014 (Lamelas, 2013; Segovia, 2014; Oppenheimer, 2014):
– In the first place, they strongly believe that they have a strong enough economy
to allow for a separate state. In line with this, Catalonian politicians argue that
an independent Catalonia will be able to maintain both the Euro and
membership of the European Union.
– In the second place, they believe that the Catalonian crisis was caused by the
Spanish Government and that if they become an independent country, the
economic situation will get better.
– In the third place, the Spanish Government created a new education law known
as Wert’s law. One of the most controversial points of this law is the fact that
the Spanish language should grow in importance in respect to the other regional
languages such as: Galician, Catalan and Basque.
The question that the citizens of Catalonia had to answer was controversial
because it was a double question and just those that said ‘yes’ to the first one could
answer the second question. Let’s see exactly how it was. The first question was: Do
you want Catalonia to become a state? (yes/no). And the second question, which
could only be answered in case of affirmative answer in the first question, was: Do
you want this state to be independent? (yes/no) (Ferrer, 2013; Pérez and Ríos, 2014).
Ferrer (2013) asserts that this double question was controversial because it was seen
as a ‘trap’ double question whose aim was to serve their propaganda purposes:
“To ensure their propaganda purposes are met, in the manner of a spoilt
kid, they have devised this referendum trap by introducing a second
question reserved only for those who defend the Catalan state. By doing this
the other half of Catalan society, which they see as an obstacle to their aims,
is being excluded. In this way they can win by a landslide, by asking only
those who do want an independent state. Surveys confirm that more than
80 percent of that half of Catalans would answer "Yes" to the first question
and would also answer "Yes" to the second. Therefore the answer to this
42

De Gregorio, C. (2013, December 27). Quel rivoluzionario in abito grigio che vuole liberare la
Catalogna. La Repubblica.

119

09 TESIS 04:Maquetación 1 14/07/16 14:31 Página 120

THE TRANSFORMATION OF JOURNALISTIC PRACTICES IN THE ERA OF SOCIAL NETWORKS
CHAPTER 4. Scottish and catalan political processes: approaching the cases of study

question: "Do you want Catalonia to become an independent State?”, would
ensure an overwhelming yes, forcing the ambition into a social reality. The
impression would not be that half of the public has rejected independence,
but that over 80 percent of people voted for independence”.

Retrieved from Ferrer (2013). The results on which this chart is based are not those
of the true vote; these data are based on a poll on the issue whose aim was to explain why
for some this double question is problematic. Chart translation: 1. Do you want Catalonia
to become a state? (yes/no/blank vote, null vote/ don’t know, don’t answer).
2. In the case of an affirmative answer, do you want this state to be independent?
(yes/no/blank vote, null vote/ don’t know, don’t answer)

Foreign newspapers covered the consultation, as happened with the Scottish
referendum. This situation created much interest in media outlets, although in the
political process of the UK, not until one month before the Scottish Referendum took
place was there an awakening of the interest in the issue among the foreign press.
Hence, many foreign media were in Catalonia during consultation day. Kassam
(2014) from The Guardian described the climate of those days:
“The atmosphere on the streets of Barcelona was festive, as young and old
made their way to polling stations across the city, some with Catalan flags
wrapped around them and others snapping selfies as they cast their ballots”.

Finally, the Catalonian consultation was celebrated on November the 9th 2014
with 81% (2,305,290) of votes in favour of independence. In the last regional and
independence elections in 2012, the electoral roll registered 3,657,753 people.
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However, in this consultation those allowed to vote were: Catalonians older than 1643
years and foreigners with Spanish identity card or with residence card since more
than three years (Pérez and Ríos, 2014). It was run without an electoral register
because it was not an authorised consultation, and therefore the regional government
could not have access to the electoral register. In any case, the results and the process
itself were not legally binding (Menéndez et Carpio, 2014; in La Vanguardia, 2014;
González, 2014). As a result of the legal situation, in 2015 the Constitutional Courts
declared the Catalonian consultation null (Brunet, 2015; Peral, 2015).

4.1.3. Scotland and Catalonia, UK and Spain
The possibility that Scotland would become an independent country shook those
countries in European Union that have independence movements. What could have
happened in United Kingdom is of interest44 in Spain because, like the UK, Spain
has a constitutional system which recognises the importance of regional democracy
and also, as in Scotland, the regional Parliament of Catalonia is dominated by
nationalist parties (Breda, 2013: 70-73). In the event of a new state emerging from
the independence of a territory which belonged to a member country, it seems
impossible that this new independent country would automatically become a
member of the EU (Breda, 2013; Rodríguez Bausero, 2014). What is more likely to
happen is that this new state would have to pass through the whole process from
scratch, as if it had not been a territory of the EU in the first place. That is what could
happen in theory, because according to Rodríguez Bausero (2014) there exists no
specific legislation of what would happen in the event that a part of a country
declared independence and sought EU membership. Nonetheless, Breda (2013)
argues that in the case of an independent Scotland it would not have as long an
admission process as a new country would due to two principal reasons: firstly,
because a hypothetical independent Scotland would probably be responsible for some
of the UK’s international duties; and secondly, because it is unlikely that after 40 years
of living within the European Union, Scottish citizens would be stripped of their EU
status. The author also suggests that the European Union would not be in favour of
allowing automatic admission, because it would set a precedent for other European
countries with similar problems. But, considering that Scotland has been part of the
UK for so many years and therefore a member of the EU –when the UK became a

43
44

In Spain until you are aged of 18, you are not allowed to vote.
In fact, the Scottish referendum received significant press coverage in Spain (Reguero et al. 2015).

121

09 TESIS 04:Maquetación 1 14/07/16 14:31 Página 122

THE TRANSFORMATION OF JOURNALISTIC PRACTICES IN THE ERA OF SOCIAL NETWORKS
CHAPTER 4. Scottish and catalan political processes: approaching the cases of study

member– it seems likely that the process would be easier, compared to other
countries that have never been members and request admission to the Union.
So, in Spain the concern is due to the possibility that Scotland could set a
precedent with respect to the EU admission of a separate state. The UK and Spain
share similarities insofar as both have secessionist matters governed by a pro
independence party, but in what other ways are Catalonia and Scotland similar? In
the chart below, the main points of both campaigns can be observed:

Issue

Scotland

Catalonia

Population

5.3 millions

7.5 millions

History

Until 1707 Scotland was an
independent country, although in
1603 the Union of Crowns took
place.

Catalonia has never been an independent
country. Nonetheless, it was a part of the
Aragon kingdom. In XV Century with
the marriage of the Catholic Kings
(Fernando and Isabel) both kingdom
were united.

Economy

Contributes 8,2% of GDP with 8,4% Contribute nearly 20% of GDP with
population of the whole UK.
16% of the whole population of Spain.

Official languages

English, Scottish, Gaelic

Spanish, Catalan

Political frame

Staging a referendum is possible

According to the Spanish Constitution,
it is not possible to stage a referendum
on the independence of a region

Own elaboration based on the following authors:
Breda, 2013; Oppenheimer, 2014; Pérez, 2014; Vidal-Folch, 2014

On the one hand, there are similarities between Catalonia and Scotland. Both, have
nearly the same population and proportionally both contribute to the GDP in direct
proportion to the population of their respective countries. Also, both possess a coofficial language spoken only in their respective territory. On the other hand,
historically Scotland was once an independent country which is not true in the case
of Catalonia. With respect to the legislation, the truth is that the realities of Catalonia
and Scotland are quite distinct. The Spanish legislative system does not permit the
fragmentation of Spain. In the following chapters, the differences will be seen between
both countries from the perspective of the journalistic practices of the digital age.
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4.2. How the United Kingdom and the Spanish
media work
Traditionally, newspapers have been used as an identity reinforcement element by
the audience (Giró, 2002; Rosie et al., 2014). Giró (2002) outlines the role of
protagonist that media outlets play, especially when concerning the creation of
perception around conflicts:
“If we understand the collective identity as the way a group see themselves
as a human collective different from other collectives, we therefore
understand that the identification and differentiation in groups take place
mainly through conflicts. And if the mental representation that we have
about conflicts has been co-constructed by the media, it is not difficult to
believe that the media –and particularly daily papers– co-construct
collective identity too”.

In his explanation of collective identity, Giró (2002) highlights conflict between groups
as a main cause. Therefore, in this case when Giro (2002) refers to “conflict” it can be
associated to the national identity that certain regions have, as with Scotland or Catalonia.
Afterwards, conflict is generated when a group, which has their own point of view, creates
a conflict by emerging and then defending an alternative set of rules in the social sphere
(González and Garrido, 1991: 7). This distinct perspective becomes visible through the
media. Daily papers aware of this fact try to engage with their audience by producing a
special edition for each location. So, in Spain national newspapers produce one edition
per region and in the UK one edition for: England, Scotland, Wales and Northern Ireland.
This is possible thanks to technological developments, which have made “remote
newsgathering, editing and printing easier” (Rosie et al., 2004). For instance, in Scotland
newspapers like The Guardian, in order to connect with their Scottish audience, slightly
vary their Scotland edition. Rosie et al. (2004: 440) highlight the importance of
introducing slight changes in local/regional editions:
“Even when they buy the ‘same’ titles, readers in England and Scotland
may find editorial copy quite different. Editorial changes range from the
minimal – such as the ‘Northern’ edition of the Guardian sold in the North
of England and Scotland which changes television programme
information and little else – to the creation of a substantially different
paper, with different news stories, pictures, leader comment and political
‘line’ as in the Scottish Sun”.
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However, when subjects arise regarding the independence movement as with the
Scotland and the Catalonia, newspapers deal with this issue in a different manner.
Castelló and Capdevila (2013: 994-995) point out in their research that the approach
of the information will depend on the alignment of the daily papers for or against
the independence movement:
“More positive handling was evident to a higher degree in the Scottish and
Catalan owned newspapers (The Herald/Sunday Herald, Avui and La
Vanguardia), whereas more negative and symbolic approaches were
evident in the English and Spanish owned publications (The Daily
Telegraph/Sunday Telegraph, The Guardian/Observer, El País and El
Mundo). However, there were also differences in the ideological positions
of the state based newspapers and we could distinguish between, on the
one hand, publications that were more aligned with conservative and
unionist positions (The Daily Telegraph/Sunday Telegraph and El Mundo)
and, on the other hand, less conservative but still fairly unionist
publications (The Guardian/The Observer and El País) that were more
ambivalent and even ambiguous regarding their position”.

Obviously, the reports included in daily papers owned by pro union bosses, will
show the good points of union in contrast to those of independence. This does not
mean that all the reports on the independence topic are biased, that will depend on
the ideological position of the newspaper and also in their more or less degree of
sensationalist press. In the screenshots below, it can be observed how The Herald
Scotland (pro independence) and The Guardian (pro union) chose a headline which
clearly shows their position on the Scottish issue.
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Depending on the country, the media system will be more or less influenced by
the government. Which media system is in each country should be taken into
account for a better understanding of the results (chapter 5 and 6). Based on the
relationship between politicians and journalists, according to Hallin and Mancini
(2004) there are three media systems: the polarized pluralist model, the corporative
democratic model and the liberal model.
In the polarized pluralist model, characteristic of Mediterranean countries like
Greece, Portugal, Italy or Spain, the government and political parties have a big
influence on the media. The countries which belong to this type of model did not
achieve democracy and press freedom at least until the second half of the 20th century,
so they have a late media industry development. Spain is clearly framed within the
pluralist model because in this country it took too long to: establish a commercial media
system (not related to the state and the government) and to allow press freedom
(Martínez Nicolás et al., 2014). Both elements started in the late 70s with the end of
the Spanish dictatorship. Nowadays, this type of political model is also notable for a
kind of journalism which focuses its agenda on politicians and even places journalism
under political power (Martínez Nicolás et al., 2014); in other words, Spain –as with
other Mediterranean countries framed within this mode– is notable as having a
“sacerdotal journalistic culture” (Van Dalen, 2012: 39) . Stömbäck and Luengo (2008:
559-560) concluded in their research, regarding the election news in Spain and Sweden,
that Spanish articles concerning the political process tend to be oriented towards a loweducated audience and more focussed on the general issue and the political parties,
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instead of “the conflicts between different political actors”. In fact, Van Dalen (2012:
49) claims that despite the “conflictive nature of Spanish politics” the coverage of it is
“significantly” low. Hallin and Mancini (2004) explained this situation by saying that
this media model is characterized by a “lower degree of journalistic
professionalization”. Martínez Nicolás et al. (2014: 55) found in their research that this
relationship between political actors and journalism resulted in a lack of ability “to
mediate the political by guiding media coverage of this area from professional criteria
not subordinated to the interests, needs and conveniences of the political actors”.
The second model, the corporative democratic, is established in the center and in
the north of Europe in countries such as Austria, Belgium, Denmark, Finland, Germany,
Holland, Norway, Sweden or Switzerland. In these countries newspapers have high rates
of printed copies sold; in fact, this model is characterized by being a “newspaper-centric”
system, so much so that in Sweden almost 80% of adults read a daily newspaper at least
five days a week (Strömback and Luengo, 2008: 548). It is also notable for its hybrid
system where the commercial media coexists with other media which belong to political
parties or social groups (Hallin and Mancini, 2004; Martínez Nicolás et al., 2014). It has
a high degree of professionalism in journalism where the government is plays an active
role, despite being legally limited (Hallin and Mancini, 2004).
In contrast to these models, in the liberal model there is less intervention from the
government, therefore the media outlets are notable for being more neutral, with a
higher degree of journalism professionalization and also by being more independent
from government (Esser and Umbricht, 2013; Hallin and Mancini, 2004; Martínez
Nicolás et al., 2014). Hence, this model, established in the United Kingdom, Ireland,
the United States and Canada, has a commercial model of media where the
government’s influence is really low. This system, also known as the Anglo-American
model, is the most valued within the journalistic profession and also the most studied
(Hallin and Mancini, 2004). In fact, this model is clearly linked to UK because their
democratic system is older than others –especially when compared with the political
systems in Mediterranean countries and therefore, journalism was able to achieve
press freedom earlier than in other European countries. Particularly, according to
Van Dalen (2012: 39) the most important characteristics of the news corporation in
the UK come from the “television market”, its “strongly developed commercial mass
press” and its higher degree of attention to “the conflicts in the news”.
Already seen are the models in which are framed the studied cases but what are the
essential differences between both models? Undoubtedly, the development of press
freedom was achieved at a different time in each country; in the UK press freedom arrived
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earlier than in Spain. So, as can be expected, this fact influenced the political media system
on which each case study is based. Hence, the UK has a commercial TV and press market,
which allow them more freedom from government control (Hallin and Mancini, 2004;
Van Dalen, 2012). Another noticeable difference is the fact that in the UK political news
tends to focus on “government and parliament actors”; while Spanish media outlets are
more likely to cover “political actors outside the government and parliament, such as
chairmen of political parties or ex-politicians” (Van Dalen, 2012: 44).
This dissertation analysis has only considered two of the three explored models: the
polarized pluralist and the liberal. This is because two dynamic political processes have
been studied which have a high mobilizing effect, and which were framed in these two
different media systems. The way journalists use social media will probably be different
in the UK and in Spain and this is, partly, due to their respective systems of media. It is
interesting to compare both countries because, according to Van Dalen (2012), in the
UK journalists are looking forward to finding conflict in the political sphere -which
resulted in giving the opposition the chance to express their ideas; while in Spain, the
opposition parties do not have as much media attention as the Spanish government.
Therefore, British and Spanish journalists may use social networks in different ways.
This aspect will be looked at in depth in the results of chapter 6. Before starting the
research, it is needed a shortly review about the media outlets in Spain and the UK.
Newspapers in Spain and in UK
In Spain and the United Kingdom there are survey companies which measure the
level of audience that each media outlets register. In Spain the most popular statistics
organization which measures the average of the newspapers’ daily readers is EGM.
It performs three surveys per year.
EGM’s data sheet46
Universe

Population of 14 or more years of age.
Total: 39.725.000 people

Collect data method

– Face to face interview
– Phone interview

Sample

Random selection of households and one person selected for interview
per home

46

More information about how EGM Works here: http://www.aimc.es/-Datos-EGM-ResumenGeneral-.html

127

09 TESIS 04:Maquetación 1 14/07/16 14:31 Página 128

THE TRANSFORMATION OF JOURNALISTIC PRACTICES IN THE ERA OF SOCIAL NETWORKS
CHAPTER 4. Scottish and catalan political processes: approaching the cases of study

In the UK a popular statistic is the NRS (National Research Survey) and it also
offers data from readers of newspapers. In contrast with EGM, it carries out just one
survey per year.
NRS’s data sheet47
Universe

Britons of 15 years of age or older.

Data collection method

NRS conducts a continuous survey, 12 months of the year and 7
days per week. 2,692 interviews are conducted each month (32,300
interviews per year) by interviewers. The average interview takes 27
minutes. Interviews are conducted 7 days a week. Since October
2003, interviews have been conducted using Double Screen
Computer Aided Personal Interviews (DS-CAPI). All prompt
material is shown to respondents on a tablet screen that is
controlled by the interviewer’s laptop.

Sample

Random sample of adults aged 15+ in Great Britain.

Interesting are the tendencies as regards the reading of newspapers in each
country. According to both statistics48, in Spain 79.7% of the population of 14 years
of age or more read print newspapers, magazines or newspaper supplements while
on Internet 64.8%, of the same population read newspapers or magazines. In contrast,
in Great Britain49 84% of the adults of 15 years of age or more read a print newspaper
or magazine and 71% consume newsbrand or magazine brand content via their PC
or mobile device. As revealed by these data, the percentage of newspaper readers in
Great Britain is only slightly higher than in Spain (4.3%). However, the Internet
percentage should not be compared because both data are not measuring exactly the
same things. In Spain, EGM gives the overall audience that is Internet registered in
this country. Nonetheless, in NRS the provided information is refers only to the
percentage of users that read newspapers or magazines on the Internet. Despite this,
the results suggest that in both countries the Internet registers a high degree of use.
As can be seen from figures 1 and 2 daily papers appear, in the ranking of the
most read newspapers and these also publish news from a specific region. For
instance, figure 1 shows: London Evening Standard, the Scottish newspaper The Press
47
48
49

Information about NRS methodology was provided by David Hart Research Manager from NRS.
These data are from: October-May 2015 of EGM and April 2014 – March 2015 of NRS. These
periods of time were the latest available at the time of writing.
The survey did not offer information about the whole of the UK in this regard.
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and The Journal or The Scotsman; and in figure 2 daily regional papers like the
Catalonian La Vanguardia, the Galician newspaper La Voz de Galicia or also the
Catalonian El Periódico in the top most read daily papers. It should be noticed that
in the Spanish chart (figure 2) these types of newspapers are top position, even higher
than other national newspapers like ABC. In the UK (figure 1) something similar
happened with London Evening Standard which is in a higher position compared to
The Guardian, The Independent or The Times.

Figure 2
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4.3. The social media on the Scottish referendum
and the Catalonia consultation
When a user approaches Twitter or Facebook they do so with a clear aim. Thanks
to these platforms readers are able to reinforce their ideas about certain topics.
Unsurprisingly, social media plays a big part during important events, especially
for those linked to a political process, like the Scottish referendum or the Catalonia
consultation. It is within this context that Quinlan et al. (2014: 195) claim the
importance of social networks as a tool that users have in order to be informed:
“Social media provides a new avenue where citizens could become more
engaged and more informed on an issue, at a relatively low cost and by
which geographical boundaries/location can be overcome”.

In fact, users can also be influenced by what is said on social networks, especially
regarding politics (Law, 2015). Furthermore, with the consolidation of social media
as a social communication tool which provides information, the role of the opinion
leader reemerges as an important figure inside the communication process. It could
be said that we are seeing a reconfiguration with opinion formers, an as yet unfinished
process of change. It is clear that interaction and participation with the audience is
now simpler, but it is still too soon to speak about a symmetric model, where there is
no group with influence upon the other. This is proposed by Pavlik (2000b: 235) who
argues that a symmetric model has emerged. Pavlik (2000b: 235-236) describes it thus:
“In this model, the flow of communication is much more balanced, much
more a dialogue between both or all parties to the communication. No
one group dominates the process of persuasion”.

Although the essence remains the same –in respect to the configuration of opinion
formers in the digital realm– the way in which these opinion formers establish
themselves, consolidate their position and interact is different. There are occasions
when what is expressed by a citizen may be the prelude to the establishment of a new
opinion leader, always when he or she manages to generate a collective reaction among
those that are listening to the message. This is what would happen were the same
message to be broadcast by an established opinion former. However, given the short
time that these opinion formers in the digital realm have maintained their sway, we do
not refer to opinion formers in the classic sense but more properly in that of the
transient –which is to say that they will remain only as long as this information
131

09 TESIS 04:Maquetación 1 21/07/16 14:32 Página 132

THE TRANSFORMATION OF JOURNALISTIC PRACTICES IN THE ERA OF SOCIAL NETWORKS
CHAPTER 4. Scottish and catalan political processes: approaching the cases of study

continues to have an impact on society. These situations often come about in the context
of an event of great social impact and a result produce a strong reaction in society. Kozar
and Zigurs (199250, quoted in Luor and Lu, 2012: 33) defined searchers of opinion as
those who would seek opinions and clarifications of events within a specific group. Said
and Arcila (2011: 81) consider the numbers of followers on social networks as a
determining factor to decide whether or not we are dealing with an opinion former:
“From our perspective, the mere fact that a massive following exists for
certain individuals on social networks, makes them opinion formers, and
thus we understand that their messages have a greater impact and that they
have been chosen by their followers precisely because they possess a higher
degree of credibility. This means that even if they don’t conform to the
traditional characterization of the opinion former, these figures of digital
media raise an interesting sociological profile, which significantly
distinguishes them from other citizens that pass unnoticed in the Internet”.

An illustrative example was the incident on the Spanish television channel La Sexta
with the lawyer Lorena Ruiz-Huerta. Her comments on the programme regarding justice
transformed her from anonymous citizen to an opinion leader. It even converted her into
a “trending topic”51 and her number of Twitter followers soared (from just over 90
to 5,000 in the wake of the event52). During the programme, the defence counsel stated
that 90% of those detained on a shift suffered maltreatment on the part of the police.
After these assertions, Ruiz-Huertas saw not only a rise in the number of her followers,
but received calls from numerous media sources seeking to give her a voice. She took
advantage of her new role by continuing to broadcast her opinions related to the field of
justice and to tell of the consequences of the statements she had made on the programme.
50
51

52

Kozar, KA and Zigurs, I. (1992): “Human and machine roles in team product reviews A
prescription for change”, Information & Management, 23, pp.149-57
Trending topic is one of the 4 or 5 most commented upon themes on Twitter. To get to be a Trending
Topic on Twitter it is necessary for many followers to be speaking about the subject on the social
network . According to the Company Buzzgain (quoted in www.solucionesim.net/blog/
2012/11/como-generar-un-trending-topic-en-twitter/ last reference 07/07/14) at prime time (when
this phenomenon occurs) at least 1.900 messages and 923 users speaking about the subject are
necessary for the theme to become a Trending Topic inside of 11 minutes.
There are no conclusive studies of how many followers a Twitter account must have to be considered
influential. Factors such as the number of retweets and interactions with published messages have turned
out to be crucial to measuring the true influence of a Twitter profile. There are many to that serve to
measure the influence of a Twitter profile such as Social mention, Topsy, Tweet Grader or TwitterCounter.
. However, in the case of Lorena Ruiz-Huertas the growth in number of users after her appearance on
the programme and the ripples that her words generated in the online universe were striking.
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Screenshots from the Twitter of Lorena Ruiz-Huerta @LorenaRuiz_H
First message said: The ones, who do not understand what democracy is threaten to injustice
does not withdraws. They will not be success! @ivannmuflo
Second message said: This night we have our future at stake! The regime is dying
Come to celebrate the fall. 8 pm in the main square of your city

This fact can be explained by the social context in which the words of the lawyer
were framed. After protests for certain reforms and against high unemployment, an
ideal climate existed for the creation of new leaders who would express the feelings
of a large part of the population. It should therefore be borne in mind that opinion
leaders are not simply broadcasters of opinion but that they also aid the opinion
seeker (as defined by Luor and Lu, 2012) in reinforcing his own ideas. Given the
open character of Twitter, in contrast with the private nature of Facebook, it is the
preferred environment for the creation of the transient opinion leader.
Escolar et al. (2012) define this e-leader’s profile as a Twitter frequent user, who
writes up more than 10 tweets daily with mentions53 and retweets. In the vast
majority of the cases these e-leaders are women below the age of 30.
53

A mention in Twitter is when user A inserts the name of user B in an attempt to notice user B, and
that user A sends a message related to him (user B). Example of a message with mentions
(.@AlexSalmond is the mention):
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It has already been seen how users deal with social media when dealing with
big events which affect them. In the case of the Scottish referendum and the
Catalonia consultation, although both processes were similar because of their
high news value, how news media covered the political process was different in
each country. In Scotland, during the election campaign, media outlets focussed
on Scottish independence; while in Catalonia the independence issue “was largely
trivialized” (Castelló and Capdevila, 2013). In any case, both process generated
media reaction on social networks. Hence several academics went a step further
and studied not only the political phenomenon, but also the movement that was
generated by news companies on Facebook and Twitter about the electoral
process (Anderson, 2014; Curtis, 2014; Perdersen et al., 2014; Ridge, 2014; Walsh
2014).

4.3.1. The flow of social media on the subject of the Scottish
referendum
The number of messages that were registered on Facebook and on Twitter during
the referendum campaign was huge: 525,000 messages were posted on the 19th of
September54 and in the last month of the campaign over 10 million interactions were
registered on Facebook, of which 8.5 million were made in Scotland (Curtis, 2014;
Ridge, 2014). Although among the campaign the highest peaks were registered on
referendum day and the day following, there were other days which collected a
greater numberof tweets. Those were the days of the TV debates. According to
research done by Pedersen et al. (2014) at Robert Gordon University, the importance
of these debates was reflected in users’ responses on Twitter:
“During Debate 1, a total of 54,811 tweets were collected, with an
average of 456.8 tweets per minute. During Debate 2, 64,041 tweets
were collected, with an average of 711.6 tweets per minute (over 90
minutes) and during Debate 3, 31,715 tweets were collected with an
average of 264.3 tweets per minute over two hours. At the peak of
Debate 2 (broadcast UK-wide), over 1300 tweets were collected in one
minute”.

Although what is said on Twitter and on Facebook is not necessarily linked to the
actual results, it is a barometer of what people feel about a topic and a media tool for
54

It should be remembered that the 19th was the day when the result was announced.
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engaging with them by having this information (Anderson, 2014). In fact, thanks to
all the feelings that had been shared on social networks, journalists could focus their
reports on this issue while knowing exactly what concerned readers most about the
referendum. For instance, according to Anderson (2014) the hot topics discussed on
Twitter55 were: the oil and gas industry, remaining inside the EU and keeping the
pound, therefore journalists could explain to their users, based on what is discussed
on Twitter, the trending topics associated with the Scottish process s Some in the
media even wrote news about what users said on Facebook or Twitter (Walsh, 2014).
So what was published on social networks –during the Referendum and about it–
became the “news event” itself.
Furthermore, the interesting in the referendum was to grow further as
referendum day neared in all those people involved in the issue: politicians,
mainstream media, celebrities and of course, citizens. The BBC headlined the
campaign during the weekend before as: “Thousands on the streets for weekend
campaign”56. It was actually true; the campaign intensified the number of meetings
and events to show their opinion in favour or against independence.
Furthermore, citizens from every part of Scotland went out onto the streets to
voice clearly their opinion. This resulted in widespread media coverage inside the
UK and in Europe57. The increasing interest of media outlets outside the UK can be
explained by the separatist movements located in different parts of the EU. The most
remarkable of all of them is located in Spain (with Basque Country and Catalonia),
Italy and Belgium (Breda, 2013; Keating, 2004).
In Italy there are independence movements within the country in several
locations, but particularly those inspired by the Italian Lega Nord a political party
which seeks the independence of the north of Italy. This party was born in the early
90s when the traditional political parties were marred by corruption. In the north
of Italy a feeling against the “thieves of Rome” sprang up, which created a demand
for the independence of an invented region in the north of Italy: Padania. This would
include the regions close to the river Po such as Venice or Milan. This independence
movement led by the Italian Lega Nord stands against the Italian Government and
also the European Union (Egurbide, 1996; Ordaz, 2014).
55

56
57

This ranking was made by considering all those readers who had used the hashtag #indyref,
between 1st of January and 8th of June 2014. #Indyref was the most important hashtag related to
the referendum.
Retrieved from: http://www.bbc.com/news/uk-scotland-scotland-politics-29190306
The author of this thesis was in Scotland at this time.
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Belgium is a country founded in the first half of the XIX century with two
important regions: Flanders and Wallonia. The conflict there is due to the fact that
there is not just one common language (Flanders, Flemish and Dutch is spoken in
Wallonia, in Brussels, French and in some small cities the spoken language is
German), these regions do not have a common history and finally and mainly,
because each region demands more self-governments powers. Brussels, the capital
of Belgium and an independent city belonging to Flanders, is at the centre of the
conflict because Wallonia would like to annex the capital to their land (Missé, 2007;
Martínez de Rituerto, 2010; Abellán, 2014).

4.3.2. The flow of social media on the subject of the Catalonia
consultation
Despite the fact that no paper or article was found which can give the exact number
of messages on Twitter and on Facebook during the Catalonia consultation campaign
and voting day, Scottish Referendum and Catalonia consultation were alike because
in both cases media outlets drew on users’ interactions on Facebook and on Twitter
to build their own stories and to learn which aspects of the political process was of
interest to their readers.
Hence, the media used audience messages to write reports based on audience
Twitter comments about the consultation. For instance, El Periódico published
an article showing users’ opinions on the process on voting day58. In fact, what
the public said on social media would even form the basis of a report. That was
the case of the hashtag #mierdivots 59 . Some newspapers (El Mundo, La
Vanguardia or El Periódico) published a report based on those users who
decided to add funny messages to their ballot papers and published a photo
about it on Twitter. In the report the media outlets showed some of these users’
photos.

58
59

This article is available here: http://www.elperiodico.com/es/noticias/redes/consulta-catalunyatwitter-3599890
In English would be something like: #shitvotes
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Screenshot of El Mundo. It can be seen in the above picture what users wrote on their ballot papers.
In the first one is written: (Long Live Spain!) Sons of bitches! And in the second one: Because this is
not legal. Mr. Mas doesn’t know how to do things right. (and nor does Rajoy).
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Other way Spanish news media dealt with the flow of messages generated on Facebook
and Twitter, was by integrating users’ comments into their reports as if they had asked
them to express their opinion on the process. That was the case of El Confidencial which
decided to add users’ impressions of the consultation day as a part of their live coverage.

However, media outlets used social networks not only as a way to find out what
their audience thought and liked, but also to know what was on the mind of the
politicians regarding the process. Therefore, it was possible to find reports which were
based on the different interactions of political party spokesmen on Twitter or Facebook.
In these kinds of reports politicians’ priorities related to the political process could be
observed. As such, Vera and Saiz (2014) wrote an interesting report60 published in El
Mundo with the headline “El soberanismo arrasa en la Red” (“Sovereignty breaks the
Internet”). In this article, they were able to write about which the hot topics are for the
60

Retrieved from http://www.elmundo.es/espana/2014/05/03/5364174fca4741bd3b8b4576.html
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politicians and also what the composition might be of the Autonomic Chamber (see
bellow picture) just by taking into account the most used hashtag about this issue
(elections) and the number of followers, interactions and messages of each candidate.

Screenshot of the mentioned article published on El Mundo. Whole article:
http://www.elmundo.es/espana/2014/05/03/5364174fca4741bd3b8b4576.html
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In this chapter it has been seen how the traditional newspapers behave in the
United Kingdom and in Spain, but does the same follow as regards digital
journalism? It has also has been seen briefly how media outlets and their audience
deal with social media. However, what has not been analysed is how all of this can
transform journalistic practices. In the following two chapters (chapter 5 and 6) this
question will be dealt with in depth.
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introduction
It is the aim of this chapter to show the results of the research carried out into the
journalistic practices on social networks regarding two political processes, in two different
social and political contexts, which also attracted enormous attention in the autumn of
2014: the Scottish Referendum in United Kingdom, and the Catalonia Sovereignty
Consultation in Spain. The main goal of this study is to discover how the analysed media
outlets have used social networks for these political processes, as well as to describe the
interactions that they might have had with their audience in these two cases.
Underlined previously, in chapter 2, was the increasing importance that social media
has attained with users and as a consequence, with news corporations. It is obvious that
news corporation are interested in being where they can maintain their audience or even
reach new users. This would explain why many academics agree that these platforms
are gaining importance inside journalism (Carrera et al., 2012; Casero-Ripollés, 2013;
Farrel, 2013; Masip et al., 2010; Pérez-Latre, 2011). From 2008, as has been highlighted
in chapter 3, media outlets discovered the importance of being on social networks in
order to establish contact with their users (Emmett, 2009; Noguera, 2010).
However, these are not the only reasons. The social network is as important as it is for
two main reasons: firstly, because the audience gives social media the power to create a
type of audience sphere, where a lot of people look forward to receiving news and
information about their worries or interests; and secondly, that journalists have noticed
that sphere and have decided to take advantage of this situation. So, social media is not
only seen as a way to keep in touch with the audience, but also as a technology that means
transformations to journalistic routines (mainly in the way journalists do their reports),
which means that journalists have to assume new roles (Campos, 2008; Cerezo, 2008;
Lara, 2009; Flores, 2009; Noguera, 2010). These roles, widely explained in chapter 3, can
be summed up in three: selector of content (journalists have to choose from huge amounts
of information, which might be important to their audience), detective (journalists have
to seek information through social media and also by contrasting, verifying and showing
the reliability of the information found) and prescriber (this should be understood as the
role that journalists take on when having to recommend a piece of information).
So, all these elements together created the greatest environment ever to ‘shake’ the
journalism world which has resulted in a new sphere with a huge amount of users who
seek breaking news. Moving these values into a journalism context, social networks
enhance news corporations’ brands as well as provide further disseminating news with
the help of other citizens, increase their sales by raising users’ interest in their news
products and by creating new channels for obtaining feedback from their audience.
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5.1. objectives and hypothesis
As has been highlighted before, the main purpose of this empirical study is to
discover how social media is used by media outlets. This research will focus
particularly on the use of social media in two notable political processes: the Scottish
Referendum and the Catalonian Consultation. Of special interest to this work is also
to assess the interaction of audiences with the media through the messages related
to any of the two studied cases sent by news companies.
In order to determine the journalistic use of social media of the work of García de
Torres et al. (2011: 611-621) on media behaviour on social media has been considered.
In their research, the authors, through the use of content analysis, study the main
purpose to which journalists sent messages through social media. In their research,
García de Torres et al. (2011: 611-621) propose the following categorization related
to the aim by which journalists sent messages to Facebook or Twitter news companies’
accounts: referential (those messages whose main aim is sharing a link and also
address traffic to media’s webpages), conversational (promoting the interactivity
between media and users) and action promotion61 (ask the audience to do something).
They concluded that both Twitter and Facebook are tools mainly used by media
companies as a way of sharing and receiving information. The scholars also came
across the idea that what media outlets find interesting on social networks is the
possibility of driving traffic as well as obtaining information from these platforms.
While looking into this, our research attempts to overcome what we feel are certain
limitations to the work of García de Torres et al. (2011). First of all, the type of
information shared on social networks on the profile of Twitter and Facebook of the
analysed media outlets’ should be taken into consideration. The type of information
shared through messages on social media information concerning politics, culture,
celebrities, life and society etc. might have had influence on the final results. It is obvious
that while certain topics will register more ‘activity’ in terms of users’ interactivity than
others, there are certain journalistic formats that will engage more with users than others.
Taking this into account, we must include an extra code: type of information and topic
as a way to discover whether these two parameters have any influence on the results.
And secondly, particular consideration should be taken of the audience reaction to
media outlets’ messages in a more determined way than in the work of García de Torres
et al. (2011). Users are a big part of the social media platforms, hence, although by a
minor approach, it is necessary to consider the audience factor in the research.
61

The Spanish original term for this category is: “mensajes conativos”.
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Despite these two limitations mentioned above, to investigate the aim with which
media companies sent messages via social media, the categorization of García de
Torres et al. (2011) has been considered. However, their categorization was
redesigned, with the sole propose of making it more complete. Which type of
information is shared and users’ reactions to these messages has been also
investigated These aspects have been researched by following other criteria different
from that proposed by García de Torres et al. (2011). By doing this, three key aspects
concerning to media outlets’ behaviour on social networks could be known: firstly,
what is the purpose to which the media sent messages; secondly, which types of news
are those that news companies tend to share; and, thirdly, to measure the audience
reactions.
By taking into account all the aforementioned considerations, the objectives and
hypotheses of this research related to the use of social media by news companies
regarding the Scottish and Catalonian processes are the followings:
1. Discovering media outlets’ behaviour through their activity on Facebook
and Twitter.
Twitter and Facebook are the most popular social media platforms among journalists
and users. Although, they have their own features. Due to this, media outlets share
messages in one way or another depending on the specific social network. This
means that news companies are not behaving in the same way on each social media
platform and they are clearly not sharing the same message on Facebook and on
Twitter. Both Twitter and Facebook are social media platforms, although they do not
work in the same way, which results in having to develop a different strategy for each
one, particularly in terms of the number of shared messages. Sending a huge number
of messages immediately on Facebook may lead to a loss of followers; meanwhile,
on Twitter this would not happen. Twitter is more instantaneous than Facebook;
from one minute to the next this network may receive hundreds of new messages.
This is because of the great number of messages that are shared on this social media
and the possibility that it brings to the users to review anyone’s comments in their
timeline (Arrington, 2006; D’Monte, 2009; Ezumah, 2013: 29). On the other hand,
Facebook feature such immediacy and their users are allowed to read on their
Facebook timeline a certain number of their contacts’ messages, not all of them and
not from all of their contacts (Cassidy, 2006; Zhao et al., 2008: 1821). It should also
be noted that despite their differences, when a big event is happening social media
has an important role, especially for those linked to a political process like the
Scottish referendum or the Catalonia consultation (Anderson, 2014; Curtis, 2014;
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Law, 2015; Perdersen et al., 2014; Quinlan et al. 2014: 195; Ridge, 2014; Walsh 2014).
It may happen that media outlets’ activity will increase when the process is coming.
Regarding these arguments, the following hypothesis was posed:
H1. Media companies tend to share more messages on Twitter than on
Facebook.
H2. When a remarkable event (such as the Scottish referendum or the
Catalonian sovereignty consultation) happens, the number of
messages about such topic will be higher when the event day is
coming.

2. Identifying the purpose (providing news, providing opinion, selfpromotion, action promotion and conversational) by which the media
broadcasts a message through social networks.
Media outlets mainly use social networks in order to drive traffic to their webpage.
They achieve this objective by engaging with their audience through the shared
content on social media (Emmet, 2009; Messner et al., 2011, Cappelletti and
Domínguez, 2014). In their study, García de Torres et al. (2011) reveal that in the
vast majority of cases, news companies tend to share referential messages62.
However, it might happen that when a breaking event takes place, the purpose to
which media outlets send a message changes. The media may be interested in the
conversation due to the relevance of the event. Taking into account these arguments,
these hypotheses have been considered:
H3. Regarding the Scottish Referendum and the Catalonian Consultation,
media companies are more likely to send messages with the clear aim
of providing news and conversation.

3. To analyse the type of information (news, interview, report, live coverage,
opinion) that are most likely to be posted by journalists on social networks.
Undoubtedly, the way news is made has changed. This has happened as a
consequence of the changes that have been introduced to the journalistic language,

62

García de Torres et al. (2011) described referential as those messages whose main aim is to use the new
platform as channels for transmitting messages and to promote the activity on the web, this refers in
particular to those messages which were sent with a link. However, in order to dissect this issue, this thesis
term of “referential” was divided into three categories: providing news, providing opinion and selfpromotion.
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narrative and platform. Journalistic practices, as has been explained in part I of
this thesis, have had to adapt to the requirements of the new digital media (Jenkins,
2009; Waters et al. 2010; Van der Haak et al.; 2012; D’vorking, 2012; Orihuela,
2012; Scolari, 2013; Linnel 2014). Therefore, in this new ecosystem, media outlets
have to follow certain rules in order to share their content successfully. These rules
can be summed up in two parts: being more transparent and neutral (Kovach and
Rosenstiel, 2008; Lasorsa et al., 2012), and also inviting users to participate in the
news process (Phillips, 2010; Karlsson, 2010). The journalistic genre which best
fulfils these rules is the news. News is supposed to be reported in the most neutral
tone and with the most transparency possible; in addition to this, it is also very
easy to ask the audience to participate in the news process by, for instance, asking
them for multimedia resources relevant to what has been reported. So, our
hypothesis is that
H4. On social networks, news media usually share news instead of other
types of information.

4. Study the participation of the audience in connection with the purpose by
which media outlets send a message on social media.
Certainly, news companies need to be on social media because is where a
significant portion of their existing and potential audience resides. News
organizations know that users tend to access their webpage through a link that
they have found on any of the existing social media platforms. So they do not tend
to enter into the media’s home page directly (Schulte, 2010). Hence, the media
tries to catch their online-audience’s attention by updating their social network
accounts with information of users’ interest and with every little detail about an
ongoing breaking event (Emmett, 2009; Messner et al. 2011; Schulte, 2010). In line
with this, we expect that
H5. The audience is more likely to interact with conversational types of
messages rather than with other kinds.

5. Investigate if the fact that social networks are set in an international context
will have any consequence on the number of message that each country
shares with the other country’s political process.
This means researching whether Spanish and UK media outlets would be more likely
to update their social media accounts with information about the Catalonian process,
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Scottish referendum or both in balance. The advent of the Internet set journalism into
an international context which brought several tools which would change journalism
profoundly (Dahlgren, 1996; Heinonen, 1999; Masip et al., 2010; Pavlik, 2001). A few
years later, the arrival of social networks opened a new global world full of possibilities
for journalism (Carrera et al., 2012; Casero-Ripollés, 2013; Farrel, 2013; Masip et al.,
2010; Pérez-Latre, 2011). However, in spite of producing content for an international
audience journalistic companies apparently still produce content for a segmented-local
audience. So, we expect that
H6. Despite the global context that social media provides to media
outlets, the higher number of messages about the Scottish
referendum and the Catalonian consultation will be registered with
the newspapers located in Scotland or in Catalonia, respectively.

6. Comparing media outlets' behaviour regarding the use of social mediain
each country (Spain and UK) in order to find similarities and potential
dissimilarities.
According to the Social Networks Observatory and the YouGov research, seen in
chapter 2, the Spanish and UK populations exhibit similar tendencies on social
media. Facebook is established as the most prominent social media in terms of active
users, with Twitter following far behind (Sedghi, 2014; Lipman, 2014). So, by
considering users’ behaviour in each country, news companies do not show
significant differences between each studied country. Our hypothesis states that
H7. There are no significant differences between how UK and Spanish
media outlets act on social media.

5.2. method: content analysis
Content analysis consists of “an approach to the analysis of documents and texts that
seeks to quantify content in terms of predetermined categories and in a systematic
and replicable manner” (Brymar, 2004:183), so it’s quantitative research that is helpful
in turning words into numbers which makes the study more transparent and
objective. Bertrand and Hughes (2005:177) underscored the fact that content analysis
provides a scientific framework by defining this method as a “methodology
development to study media content within a social science framework, and adopting
a basically linear view of communication”.
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Another reason supporting content analysis is the aim of endowing more
objectivity to this research. Briman (2008:288) believed that content analysis is a
very “transparent research method”, so much so that the author said that this
technique is often referred to as “an objective method of analysis.” We also chose
this method because “it is a highly flexible method” (Briman, 2008:289) and it
allowed us to analyse to what purpose journalists send a message -as a part of their
job- through a newspaper’s social media accounts. If we hadn’t used this method,
we probably wouldn’t have obtained as objective information as we did.

5.2.1. Sample design
As has been mentioned before, the messages from a sample of selected newspapers
sent through social networks about two political processes have been analysed:
Scottish Referendum (celebrated the 18th of September 2014) and Catalonia
Sovereignty Consultation (celebrated the 9th of November 2014). These two
processes were selected because of their relevance and huge impact on the social
network-flow-of-information. Another reason why these cases were studied is the
fact that they were both similar in the sense that they were both political processes
and they drew huge media attention throughout their duration.
A total of ten newspapers were selected and their social media messages were
analysed. In order to be representative enough of the aforementioned cases of study,
the chosen media outlets were selected following a geographical criterion, to their
political alignment and to their position in media outlets’ survey.
Geographical criteria: to preserve an equitation criteria between both cases, five of
the chosen newspapers should have been from UK and the other five from Spain.
Furthermore, in each country two out of the five analysed newspapers should have
been from the region where the process was to take place.
Political alignment: the political orientation of each newspaper has also been
considered. For this reason, a distinction was created between conservatives and
progressives. It was considered that this subcategorization was needed due to the
fact that when it comes to the independence of one of the territories belonging to a
country, the number of messages that a conservative newspaper would send on this
issue may be fewer than the number of messages sent by progressive newspapers.
As has been underlined in chapter 4, the ideological position and therefore, its
political alignment, might determine the media’s treatment of certain issues;
especially, those concerning political topics.
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Media surveys: Taken into account were the rankings of the most popular media
audience company in the UK (National Readership Survey - NRS63) and Spain
(General Study of the Media - Estudio General de Medios, EGM64). By doing this it
was possible to discover what the most important newspapers in each country are
according to objective criteria and to decide which should be included.
Public media: two public media (one per country) were also included as a way of
ensuring a representation of neutral and public media inside the sample. This might
have not had any influence over the final results, however. It was considered that
public media may act differently on social media to private media and this was the
way to find out (Casero - Ripollés, 2008: 114-117).
As a result of applying these criteria, these were the chosen media:
— UK media: The Guardian, The Times, The Herald Scotland, The Scotsman and BBC.
— Spanish media: El País, ABC, El Periódico, La Vanguardia and TVE.
Chart 1.1. Selected sample
Location

Political Alignment

Medias

Progressives

e Herald Scotland

Conservative

e Scotsman

United of Kingdom
(without Scotland)

Progressives

e Guardian

Conservative

e Times

UK Public Media

Neutral

BBC

Catalonia

Progressives

El Periódico

Conservative

La Vanguardia

Progressives

El País

Conservative

ABC

Neutral

TVE

Scotland

Spain (without Catalonia)
Spanish Public Media
63

64

National Readership Survey (2014): “NRS Readership Estimates - Newspapers and Supplements AIR - Latest
12 Months: July 2013 - June 2014”. UK: July 2013- June 2014. Disponible en: http://www.nrs.co.uk/latestresults/nrs-print-results/newspapers-nrsprintresults/
Asociación para la Investigación de Medios de Comunicación (2014): “Estudio General de Medios (EGM)”.
(General Media Studies) Spain. April 2013- March 2014. Retrieved from: http://www.aimc.es/-Datos-EGMResumen-General-.html
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As has been explained in chapter 2 (see 2.2.2), Facebook and Twitter are the
most important social networks (Caldevilla, 2010; Carrera et al., 2012; Pérez-Latre
et al., 2011). According to Ristova (2014: 182-187) there are several reasons that
explain why Twitter and Facebook are the most popular social media platforms
for journalists: on the one hand, “Facebook provides users with an online profile
page where people can post things they are interested in and discuss topical
events. Profile Pages are a personal place where people share comments, videos
and pictures, etc.”; and, on the other hand, “Twitter is an additional tool that
companies can use to promote their products and also to follow the opinions of
users and maintain constant communication, allowing the company to improve
the quality of products or services offered”. Without a doubt, Facebook and
Twitter provide (to the journalists) a very important tool for two reasons: firstly,
by contributing to the aim of spreading media news as has been seen in chapter
3; and secondly, it gives the audience the opportunity to share their opinion about
the news, even offering them the chance to share multimedia material related to
breaking news.
In addition to this, Facebook is the most important social network with 1.19
billion users all over the world; Twitter, the “fastest growing social media website”,
with around 883 million users runs a second position (Towley, 2014:42). However,
as has also been seen in chapter 2, the degree of importance of one or other social
media platform, will be different in each country. Nonetheless, Facebook is seen
as the most commonly used social network while Twitter is established as the
second most used social media. These reasons, widely argued in chapter 2, would
explain why Facebook and Twitter were selected as the platforms for study. Both
of them are the most popular with the audience, therefore these social media are
the most important of all for media outlets as well. As has been dealt with in
chapter 3, news media are using social networks to: drive traffic, achieve new
audience and retain the existing one, and enhance their brand. So, to achieve all
these important objectives they have to be where the audience is: on the most
visited social media platforms; in other words, a news company will be wherever
their audience is.
To this thesis and in order to measure the activity of the chosen newspaper on
Twitter and Facebook, of consideration were the messages that they sent through
their profiles on these social media platforms. However, not all the sent messages
were analyzed. This research has focused its attention on a sample of all the messages
that the selected newspapers sent through Twitter and Facebook about the Scottish
Referendum or the Catalonian Sovereignty Consultation. It was collected four weeks
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before the political processes, during the week when the process took place and two
weeks afterwards. Particularly, the samples in the case of the UK media were from
20th August until 1st October and for the Spanish media the collected samples were
from 12th October to 23th November. This produced 3,127 messages for analysis. It
is important to note that it is not the goal of this thesis to evaluate the results or the
political consequences of either political process.

Chart 1.2. Selected sample: number of fans and followers
Media

Number of fans
on Facebook

Number of followers
on Twitter

Total of messages
analysed

The Herald Scotland

3,929

27,887

Twitter 244
Facebook 7

The Scotsman

42,141

57,929

Twitter 741
Facebook 62

The Guardian

3,957,494

2,905,081

Twitter 389
Facebook 27

284,738

313,162

Twitter 113
Facebook 6

12,350,772

3,425,202

Twitter 433
Facebook 10

El Periódico

221,532

195,943

Twitter 364
Facebook 15

La Vanguardia

146,252

361,426

Twitter 168
Facebook 42

El País

1,551,949

3,709,486

Twitter 179
Facebook 5

ABC

439,651

646,136

Twitter 171
Facebook 7

TVE

437,290

754,101

Twitter 135
Facebook 9

Total

--

--

Twitter: 2,937
Facebook: 190

The Times
BBC
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5.2.2. Variables and coding criteria
In addition to the investigation of García de Torres et al. (2011: 611-621) about media
behaviour on social networks, which is an interesting study that has been considered
for this thesis as was previously explained, a previous master dissertation65 carried
out by the author of this PhD thesis has also been taken into account. This preliminary
work concluded that social media are important tools for media outlets and also that
news companies tend to use these platforms to spread news.
So, attending to the proposed criteria of García de Torres et al. (2011) and based
on the previous experience of the aforementioned master dissertation work, the
following variables were considered:
A) About the aim of the messages
As has been mentioned earlier, in order to determine the goal for which media
outlets send messages through social media, of consideration was the
categorization that García de Torres et al. (2011) proposed in their research about
the journalistic messages on Twitter and Facebook on the Iberoamerican media
outlets. However, here is proposed an alternative categorization to the one
suggested by those authors. So, for this thesis these aims were considered while to
analysing the messages:
Providing news. In these messages the transmission of objective news takes priority
over the opinion. In cases in which the messages had certain opinion content, the
preponderance of one or another had been evaluated, assigning them to an
informative purpose or an opinion purpose.
Providing opinion. These are those messages whose purpose is to judge facts.
This kind of information is clearly dominated by opinion rather than by
informational content. Nonetheless, in this type of message we find information
as well, but the point is that in this categorization opinion takes precedence over
information.
Self -promotion. The ultimate goal of these messages is to be successful in pushing
readers to take some action related to the media, but with the clear aim of promoting
their activity or their products. We have this tweet from STV as an example:
65

The tittle was: The use of social media by Spanish media carried out by the author of this research and
supervised as well by the supervisor of this PhD.
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These messages (Providing News, Providing Opinion and Self Promotion) are
considered by García de Torres et al (2011) as "reference points" but it is more
appropriate to emphasize whether or not there is an opinion involved and also if it
has a promotional purpose, that is the reason why the category was divided into three.
Action promotion. By using these messages, the media requests that the audience do
something out of the virtual world and outside the media, like the following example:
"This afternoon, 15-M protest in Sol. Go and fight for your rights this afternoon ".
Conversational. These types of messages promote the conversation with the user in
an explicit form. In this category, messages that encourage the public to give their
views in relation to current events in the media are included, as proposed by García
Torres et al. (2011).
B) About the type of information shared
The traditional categorization of journalistic information is immersed in an academic
debate due to the fact that is not sufficiently within the classic definition, because of
the number of possibilities that the Internet and the digital universe have brought to
journalism (Cantalapiedra, 2004; Domínguez Quintas and Doval, 2014; Edo, 2009;
Fernández Parratt, 2001).However, there are some scholars (Cantalapiedra, 2004;
Edo, 2009) who even suggest a change to the nomenclature for the categorization of
the news. In the coding sheet (chart 2) of this thesis the categorization was quite
similar to the traditional nomenclature66 –for journalistic news– despite the fact that
the meaning of the categorization of the news was not the classic one, but the digital
one. This categorization is:
News: Its main aim is not interactivity, nor is it providing background or extra information.
Though some of these aspects can be present, they are not the main reason for this kind
66

A traditional nomenclature was used, instead of the new one, in order to simplify the names for collecting
and analysing all the data more easily.
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of news. The focus here is connecting and explaining what has happened and who the
protagonists are within the issue (Cantalapiedra, 2004). This is still the main type of
information used by the mainstream media whether they are offline or online (Edo, 2009).
Report: in this case the objective is providing detailed information, background and
even documentation (Cantalapiedra, 2004). To achieve this in the digital world
hypertext is the key, although the potential of digital journalism on making reports has
not been explored due to “the speed in making them [the reports] and in the
consumption67 of this new journalistic product” (Domínguez Quintas and Doval, 2014).
Interview: This is one of the most attractive genres for digital journalism, particularly
when it is about increasing the number or readers (Edo, 2009; Domínguez Quintas and
Doval, 2014). Because this type of information is very popular especially for those “readers
who love high-speed-information consumption” (Domínguez Quintas and Doval, 2014).
On air/ live coverage: this name is related to the promotion of the live coverage that
mainstream media carried out regarding the cases of study. Among all this research two
ways to promote this message were observed. Firstly, through messages that clearly
promote that the media is covering a certain event live and that invite the user to visit
their site. And secondly, by updating media outlet’s profile on social media with
information about the event at the same time that it is happening. So through this option,
coverage is through social media although sometimes media outlets include a link to
their site, where the audience can find more details about the on-going breaking news.

Screenshot from the television channel STV Facebook’s profile.
The message clearly promotes STV live coverage of the event
67 Users do not spend time on screens reading the same newspapers, as much time as they do with the print
edition. See Gutiérrez, E. (2013). “Leer digital la lectura en el entorno de las nuevas Tecnología de la
información y la comunicación”, Signo y pensamiento, vol. 28, nº 54: 144-163.
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Opinion (ask or give): During this research, a differentiation between giving or
asking for opinion was made. When a message was marked as an "ask opinion" this
was because media outlets look forward to interacting with their audience, therefore
they request answers about any breaking news issue from their users. However, when
the category is "giving opinion" it means the traditional opinion article that any
journalist or expert writes in the media.
C) About the political process concerned
In this research the topic –concerning of one of the political processes– is included
in the sent messages has also been analysed:
Catalonia: all the messages about the Catalonia consultation were taken into account
in both cases of study.
Scotland: as happened in the case of Catalonia, all the tweets and Facebook messages
about the Scottish referendum were analysed for this PhD.
Scotland and Catalonia: this categorization refers to those messages which contain
information about both processes.
Scotland abroad: this theme was used when a Scottish media outlet published a
piece of information about the perception of the Scottish referendum outside UK.
Catalonia abroad: in this case, all those messages were considered which contained
news about the view of the Catalonia consultation from other countries outside
Spain. Obviously, this criterion was only applied to the Spanish media.
D) About the audience feedback
Information was also collected regarding the number of interactions that media
outlets received from Facebook (number of shares, likes, comments per message) and
Twitter (number of retweets and messages marked as favourite). By doing this, it
could be observed which “aim” (see A. About the aim of the messages) received a
higher degree of interactivity and it also discover by which social media news
corporations obtain more audience feedback.

5.2.3. Coding sheet
Following the previously explained variables of analysis, this is the sheet that was
used for the content analysis:
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Chart 2. Coding sheet
Variable

Categories

V1. Social Media

– Facebook
– Twitter

V2. Media

1.
2.
3.
4.
5.
6.
7.
8.
9.
10.

V3. Aim of the message

–
–
–
–
–

Providing news
Providing opinion
Self-promotion
Action promotion
Conversational

V4. Kind of information shared

–
–
–
–
–
–

News
Report
On air/ live coverage
Opinion (ask the audience about their opinion about the topic)
Opinion (give, classic opinion article)
Interview

V5. Messages topic

–
–
–
–
–

Scotland
Catalonia
Scotland and Catalonia
Scotland abroad
Catalonia abroad

V6. Users feedback

Which aim of the message received higher number of user
interaction?
On Facebook:
• Providing news:
– No. share
– No. like
– No. comments
• Providing opinion:
– No. share
– No. like
– No. comments

The Herald Scotland
The Scotsman
The Guardian
The Times
BBC
El País
ABC
El Periódico
La Vanguardia
TVE
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Chart 2. Coding sheet
Variable
V6. Users feedback

Categories
• Self-promotion:
– No. share
– No. like
– No. comments
• Action promotion:
– No. share
– No. like
– No. comments
• Conversational:
– No. share
– No. like
– No. comments
On Twitter:
• Providing news:
– RT (retweet)
– Favourite
• Providing opinion:
– RT (retweet)
– Favourite
• Self-promotion:
– RT (retweet)
– Favourite
• Action promotion:
– RT (retweet)
– Favourite
• Conversational:
– RT (retweet)
– Favourite

5.2.4. Procedure of data collection and analysis
The collection of the messages sent by the selected media about either of the studied
cases on Facebook and Twitter was done in two periods of time: one for the Scottish
Referendum and another for the Catalonian Consultation. The two samples were
collected taking into account three weeks before the day of the referendum / consultation,
the week when these events took place and also two weeks after these processes happened.
Hence, the sample was picked within these periods of time:
• Scottish Referendum (18th of September 2014): sample from 20th August until
1st October.
• Catalonian Consultation (9th of November 2014): sample collected from 12th
October to 23th November.
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In this collection only considered were those selected media messages sent
through Facebook or Twitter which were about the Scottish Referendum or the
Catalonian Consultation: so, other messages concerning other issues were not
included in the sample. The data was collected by using different programs
depending on which social media was analysed. Once all the data was picked and
analysed, it was included in several Excel sheets (one per social media platform and
country) for a closer inspection. A short summary of how the data was collected in
each social network is included below:
Twitter: In the case of Twitter two applications have been used: Twitonomy and
Excel. Twitonomy is an analytical tool which allows the selection of Twitter data
from a particular range of days. All the information retrieved from Twitonomy can
be downloaded into an open Excel document. Then, the data was analysed following
the set codes into an Excel sheet.
Facebook: During this thesis a complete tool was not found which would permit
collection of all the messages that the analysed media had uploaded to its Facebook
account on a particularly date as well as compile all the interaction made by the
audience (measured on Facebook through the buttons: like, comments and share).
Therefore, a basic method was needed for gathering data from this social media
platform. Every day all the messages about the Scottish Referendum or the Catalonia
Consultation were selected and copy/pasted into a Microsoft Word document. After
that process, as happened on Twitter, all the messages were analysed by using an
Excel sheet which contained the set of codes.

5.3. Results
After analysing the data, several results were obtained which allowed the fulfilment
of the posed objectives and also to test the hypothesis. In order to answer all these
points, the results were divided in different subsections according to the objective
and hypothesis which were linked.

5.3.1. Media outlets activity on Twitter and Facebook
In this section will be shown the results regarding the media outlets’ behaviour on
Twitter and on Facebook. Also discussed will be the related hypothesis (H1 and
H2).
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UK media
Between the 20th of August and the 1st of October UK newspaper accounts on social
media sent 2,032 messages related to one of the analysed cases of study (the Scottish
referendum or the Catalonia consultation, although of these 97.24% on Twitter and
96% on Facebook were about Scottish referendum and just a tiny 0.74% on Twitter
and 2.45% on Facebook were about Catalonia), 1,920 (94.49%) of them from Twitter
and 112 (5,51%) from Facebook (chart 3). Therefore, different media behaviour
towards each studied social media has been observed.
Chart 3. Number of sent messages in UK’s media outlets
UK Media
Number of messages on Twitter

Number of messages on Facebook

1,920 (94.49%)

112 (5.51%)
Total: 2,032 messages

UK news companies are more likely to share more comments on Twitter than on
Facebook, which at the same time could indicate that we are seeing a common
behavioural pattern; particularly, considering the fact that it has been observed that
this is a tendency among all the analysed media outlets in Scotland and also in the rest
of UK. The discovered trend has shown that each media outlet shared a higher number
of messages through Twitter than through Facebook (see chart 4) which may indicate
that they were trying to engage with their audience on Twitter as a favoured option.
Chart 4. Number of sent messages in each UK’s media outlet
on Twitter and on Facebook
On Twitter

On Facebook

The Herald Scotland

244

7

The Scotsman

741

62

The Guardian

389

27

The Times

113

6

BBC

433

10
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It is also interesting to see media outlets’ behaviour the sooner the referendum
is. In the the graphics below, it can be observed that on the referendum day as well
as during the previous day the number of messages about this issue on Twitter and
Facebook rose compared with other days further from the decision date (18th of
September 2016). Therefore, the 18th and the 19th of September were the days which
registered a higher number of messages. The 19th of September was the day when
the results of the referendum were announced. This would probably explain why
these days, the mainstream media shares so many messages. It should also be noted
that on the 25th of August and surrounding days a peak was registered; this could
be because that day the BBC broadcast a debate between Alex Salmond and Alistair
Darling about the referendum.
Graph 1. Messages from UK media outlets on Twitter

It is interesting to see the behaviour that the apparently pro-independence
newspaper The Herald Scotland exhibited on Facebook. Its highest number of
messages on Facebook was during the debate of the 25th of September, although on
Twitter its highest number was during the referendum day. Interestingly it did not
register any message on Facebook on the day the result was announced. It should
also be noted that the newspaper The Herald Scotland was the only one which
significantly stood out over the others on Twitter, particularly on the day of the BBC
debate (25th of August 2014) and the surrounding days. A possible explanation for
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Graph 2. Messages from UK media outlets on Facebook

this may be the fact that The Herald Scotland is a progressive Scottish newspaper and
according to several newspapers (BBC, 201468) Alex Salmond, at this time Scottish
prime minister and one of the most visible faces who defended the independence of
Scotland, won the debate. These facts may have had some influence over the Herald
Scotland decision in publishing more information regarding the referendum and
sharing it on Twitter.
Nonetheless, further research should be done in order to determine if the ideology
of the newspapers could influence its strategy on social media, particularly when about
political issues. It should also be said that The Scotsman was the UK media outlet on
which the highest number of sent messages were registered. It might be the case that
due to the fact that The Scotsman is a Scottish newspaper with a higher number of
followers (compared to the Herald Scotland) it found in the Scottish Referendum an
opportunity to increase its number of readers and followers on its social networks.
Spanish media
In the Spanish case, between the 12th of October and the 9th of November, a total of
1,095 messages sent by Spanish media (including Catalonia media outlets) were
collected, 1,017 (92,88%) of them were from Twitter and a total of 78 (7.12%) messages
68

Retrieved from the BBC online edition, see: http://www.bbc.com/news/uk-scotland-28685126
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were from Facebook. However, if the messages from Twitter and Facebook are to be
considered 1,095 messages were analysed concerning either of the analysed cases of
study (Catalonia consultation or Scottish referendum; although, in this case, 96.09%
of messages on Twitter and 81.40% on Facebook were about the Catalonia consultation
and 1.34% on Twitter and 11.75% on Facebook were about Scottish Referendum).
Chart 5. Number of sent messages in Spanish media outlets
Spanish Media
Number of messages on Twitter

Number of messages on Facebook

1,017 (92.88%)

78 (7.12%)
Total: 1,095 messages

In percentage terms, in 92.88% of the studied cases Spanish media are more likely
to ‘tweet’ something rather than send a post on Facebook (7.12%). Furthermore, this
preference of sending a high number of messages on Twitter instead of Facebook
has been observed in each analysed media outlet (see chart 6). Although the rates
are slightly different, differences were not found in terms of preferences on one social
media platform or another between the UK and the Spanish media. In fact the UK
media reflected the same situation: they sent a high number of messages through
Twitter. Hence, this tendency is not something exclusive to one territory, therefore
we could be seeing a general media behavioural pattern.
As with the UK media, it is interesting to observe how the number of messages
increased when the consultation’s date grew near. In the figures below, it can be seen
Chart 6. Number of sent messages in each Spanish media outlets
on Twitter and on Facebook
On Twitter

On Facebook

El Periódico

364

15

La Vanguardia

168

42

El País

179

5

ABC

171

7

RTVE

135

9
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that the number of messages about the Catalonian sovereignty consultation grew as
the consultation day (9th of November) approached. Hence, the 8th, 9th and even a
couple of days after the consultation the highest peaks were registered. Over the days
after the consultation a lot of politicians expressed their opinion about the process;
therefore, the peaks after the consultation day would probably be due to this.
Graph 3. Messages from Spanish media outlets on Twitter

Graph 4. Messages from Spanish media outlets on Facebook
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A peak can be observed around the 14th of October. In those days Artur Mas, the
president of the Regional Government of Catalonia, announced that they would run
the consultation by using volunteers without electoral register. Otherwise, the
consultation would have been openly illegal due to the fact that it was not a legal
electoral process. Therefore, the Regional Government could not use the electoral
census or even organize polling stations. This news caused tremendous media hype;
so, that could have caused a rise in the number of messages about the Catalonia
sovereignty consultation.
Regarding the behaviour of the Spanish media, almost all news companies showed
similar behaviour in terms of the number of messages shared with two clear
exceptions: El Periódico and RTVE. El Periódico is the studied media which had the
biggest number of shared messages considering the number of sent messages on
Twitter and on Facebook jointly. This might be because apparently this newspaper
is in favour of the independence of Catalonia. However, as has been warned of
previously in the case of The Herald Scotland, further research should be done in
order to determine if the ideologies of certain newspapers could influence strategies
among social media. Concerning RTVE, despite not being the media outlet which
shared the highest number of messages, it was the one which registered the highest
peaks when the Consultation took place. Perhaps its public nature might have had
influence on the number of messages that this media shared on Twitter and on
Facebook regarding this issue. The duty of service information when some big event
is happening of highest importance, however, this phenomenon had not been
observed on the BBC. So, this suggests once again the necessity for more research,
in this case, with the clear aim of investigating the role of the public media on social
networks when an important event is taking place.
Media outlets’ activity on social networks: Hypothesis and discussion
The hypothesis that has been raised about media outlets’ behaviour on social networks
regarding the Scottish referendum and the Catalonia consultation (H1) was that
Twitter received a higher number of media outlet messages than Facebook. Our results
proved that Twitter registered a significantly higher number of messages than
Facebook, both in the UK media and in the Spanish media, as expected by our
hypothesis, and in line with the results of several previous works regarding the use of
social networks by media outlets (Arrington, 2006; Cassidy, 2006; D’Monte, 2009;
Ezumah, 2013: 29). The fact that Twitter registered a high number of messages is
probably due to the nature of Twitter of being both immediate and up-to-the-minute.
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Facebook is a quick way to communicate, but Twitter without a doubt is faster, inside
of two minutes what was at the top of Twitter’s timeline was not there anymore.
Meanwhile, on Facebook it is easier to find the same updates –even 10 minutes later–
at the top on Facebook’s timeline. Another reason that may help to understand these
differences is the functioning of Facebook itself. If a media outlet constantly updates
their pages on this network, it could saturate users’ timelines and that could lead to
the rejection of the newspaper social media account by the audience.
Another of the posed hypotheses (H2) is that the sooner the referendum is, the
higher the number of messages on Twitter and Facebook on the issue is. The obtained
results allow us to say that the hypothesis was right. Although some peaks were
registered some weeks before either of the political processes, the number of messages
either issue significantly increased when these process were growing nearer. As other
authors (Anderson, 2014; Curtis, 2014; Law, 2015; Perdersen et al., 2014; Quinlan et
al. 2014: 195; Ridge, 2014; Walsh 2014) have previously shown when a big event
happens, such as the two studied, it will impact upon media outlets. In the past this
was reflected with a special edition or programs about the issue, but since the advent
of social networks when something important happens it also has its impact on social
networks. So, it should also be said that in view of the results in both countries (Spain
and UK), media outlets’ social network accounts registered major peaks when a topical
issue was happening. In fact, not just the Referendum and the Consultation registered
peaks. Other days with intense breaking news activity, regarding any of the processes,
also increased the number of sent messages on social media, particularly on Twitter.

5.3.2. Purpose of the messages
As was explained earlier (see 5.2.2.), the posed categorization regarding the aim by
which news companies share messages is as follows: providing news (priming the
transmission of objective information over opinion), providing opinion (with these
messages the main purpose is judging facts), self-promotion (here the clear aim is
to promote the media’s activity or products), action promotion (in this kind of
message, the media ask their users to do something outside of the virtual world) and
conversational (in this case conversation is encouraged).
UK media
As shown in the results, the UK’s media outlets are more likely to share messages
with the clear aim of providing news, which means that they tend to share objective
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and informative information with their users through Twitter and Facebook. In the
second place, they share messages with the purpose of self-promotion, which entails
placing importance on the promotion and strengthening of their brand. Nonetheless,
a common point was not found in the purpose by which news companies share a
message –on Twitter and Facebook– when it is regarding the other posed goals
(providing opinion, action promotion and conversational). Hence, different behaviour
was observed beyond the informative and the promotional aims. Let’s analyse the
purpose to which the British news media shares a message on each social media
network:
Twitter. The overall tendency by which UK media used Twitter (graph 4) appears
to be for those messages whose aim is provide news with 70.26%, while in the second
position self-promotion sets its percentage at 24.17%. As can be seen from the graph,
in the third position at 3.59% conversation appears and with a minor percentage
follows providing opinion (1.77%) and action promotion (0.21%).
Graph 5. Purpose of the messages Twitter (UK)

Facebook. The results are almost the same as on Twitter but with slight differences
in terms of figures (graph 5). The highest rates are recorded for both providing news
(69.64%) and self-promotion (20.54%). Perhaps surprisingly, providing opinion and
conversational hold exactly the same position as in the case of Twitter but, on
Facebook’s results, with 4.46% in each category (4.46% conversational and 4.46%
providing opinion). At the bottom end of the results, a mere 0.89%, action promotion
is established as the last purpose.
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Graph 6. Purpose of the messages Facebook (UK)

Hence, the fact that UK media outlets tend to share messages firstly with the
purpose of providing news and secondly with the aim of self-promotion reinforces the
idea that in the majority of cases UK media will share a message with the clear
purpose of providing information or promoting their media. Particularly, by
considering the fact that these aims constitute the 94.43% of the purpose (providing
news + self-promotion) to which the UK media analysed shared messages on Twitter
and 90.18% in the case of Facebook. Therefore, this finding which suggests that
journalists tend to share more information through Twitter than on Facebook is in
line with what several previous works (Arrington, 2006; Cassidy, 2006; D’Monte,
2009; Ezumah, 2013: 29) pointed out previously regarding the use of social networks
by media outlets.
However, further research seems to be necessary in order to see if with another
topic and also a higher sample (which would involve a longer period of time and a
large number of analysed media, also including news companies from Ireland and
Wales) the results associated with the categories of: conversational, action promotion
and providing opinion, would be different.
Spanish media
As can be observed in the results, Spanish media outlets tend to share messages on
Twitter and on Facebook with the purpose of providing news. Unlike in the case of
the UK media, just one coincidence was found concerning the purpose by which the
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Spanish media shares a message on Twitter and on Facebook. Therefore, beyond the
aim of providing news further common points were not found (self-promotion,
providing opinion, action promotion and conversational) on any of the studied social
networks. Below is a detailed analysis of the reasons for which Spanish news
companies share a message on social media:
Twitter. As revealed in graph 6, as happened in the UK case, in the vast majority of
cases providing news is the first aim by which Spanish journalists send a message
through Twitter (82.83%), whereas self-promotion is in second place with 12.23%. A
tiny percentage of providing opinion came next (3.03%). At an even smaller
percentage was conversational (1.68%) and action promotion (0.22%) proposals close
this categorization.

Graph 7. Purpose of the messages Twitter (Spain)

Facebook. On Facebook the results are quite different. Providing news leads with
75.64% while conversational takes the second position at 10.26%, followed closely
by self-promotion messages at 8.97% and finally, unlike on Twitter, providing
opinion is in fourth position at 5.13%. In contrast to Twitter, on Facebook the
action promotion purpose did not feature in a single message.
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Graph 8. Purpose of Facebook messages (Spain)

So, the fact that Spanish media are more likely to share messages with the goal of
providing news reinforces the idea that Spanish news companies tend to share
messages on social media with the clear purpose of sharing objective information
concerning a topical issue. It should be noted that the main reason for which Spanish
news media share a message on Twitter and on Facebook is providing news with a
percentage of 82.38% on Twitter and 75.65% on Facebook, which allows us to assert
that this is the predominant tendency among Spanish media. Nonetheless, as in the
UK case, further research is necessary to determine whether with other topic and
with a higher sample the results associated with the aims of: conversational, action
promotion and providing opinion, would be different.
Purpose of the messages: Hypothesis and discussion
As has already been seen, both UK and Spanish media tend to share messages on
Twitter and on Facebook with the aim of providing news. This is the principal reason
for which news media share messages on social networks, which means that they are
more interested in giving information about topical issues to their users and promising
them objective data about it (providing news), rather than offering them opinion
(providing opinion), asking them to do anything outside the digital world (action
promotion), promoting conversation (conversation) or enhancing their brand (selfpromotion). So, this interest would explain why news companies tend to have the same
objective with both of the social media platforms studied: Twitter and Facebook.
Concerning this objective, a hypothesis was proposed which suggested that media
companies are more likely to send messages with the clear aim of providing news
and conversation. Hence, the third suggested hypothesis (H3) was partially true
because providing news is the principal aim with which journalists send a message
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through Twitter and Facebook in the two analysed cases, but in none of the studied
cases has the conversational purpose been established as the second aim with the
highest number of sent messages.
It is not surprising that providing news was established as the first aim with which
news media share messages on social networks. Previous research of García de Torres
et al. (2011) concluded that media outlets tend to share messages with the clear purpose
of sharing a message with a link which promotes what has been updated online. The
aim which is clearly linked to this tendency is providing news because it favours
informative data over opinion and also over the purpose of self-promotion. There is not
any opinion involved in this type of message and there is not any obvious interest in
sharing those messages beyond keeping citizens informed of what is happening.
The messages with the purpose of self-promotion are in second position in the case
of the UK media on Twitter and on Facebook and in the Spanish case this position is
achieved only on Twitter. Media outlets probably tend to use self-promotion messages
as a way to openly drive traffic to their media web page. It may also happen that news
corporations find –to this purpose– the best choice for enhancing their brand and
improving their current and potential audience share for their news corporation. As
has been widely discussed previously (see chapter 3), media tend to share messages
on social media as a way to reinforce their brand and apparently this may be connected
to the purpose of self-promotion. However, it would be of interest to conduct more
research in order to see if the obtained results in a larger sample, would put selfpromotion in second place in the ranking of the reasons for which UK and Spanish
media companies share a message on Twitter and on Facebook.
As Colussi (2010) observed in her research about the interactivity between journalists
and the audience during the first online electoral debate in Brasil, technology makes
easier the communication between journalists and the audience. Nonetheless, this does
not mean that a fluent conversation happened between journalists and users. Perhaps
news companies do not work on improving this situation. As has been demonstrated
with the obtained results, establishing a conversation with the audience is the last
purpose to which media outlets share a message on Facebook or Twitter. It might occur
that nowadays news corporations are not ready for the conversational level that social
media platforms involve; in consequence, they are not exploring this possibility fully.
Therefore, they tend to fix their media conversational strategy simply by trying to
involve their audience in a conversation by sharing a tiny percentage of messages which
clearly seek audience participation. However, it would be interesting to do further
research in the near future in order to investigate if with another issue (which does not
involve any political event) the results would vary.
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Hence, notwithstanding that the conversational aim did not prove to be one of
the main aims –after the aim of providing news– the proposed hypothesis (H3) about
the journalistic aim of sending a message through the social network, it has been
also proved to be partially true.

5.3.3. Type of information
Below, the achieved results will be analysed from the perspective of the type of information
(news, on air, report, opinion give, opinion ask or interview) that news companies share on
Twitter and on Facebook. The related hypothesis (H4) will also be discussed.
UK media
Unsurprisingly, it was found that news is the principal type of information that the
British media tends to share on the social media platforms studied, followed by
reports although with a minor percentage. So, the majority of the information shared
on both social networks was news and reports. Nonetheless, the tendency in the other
categories registered slight variations depending on the chosen social media. The
results for each social media platform are explained below:
Twitter. In first position is news with a 76.11%, in second position of the type of
information most shared is the report at 12.62%, behind that by some margin is
opinion (give) at 3.83%, then comes on air with 4.10%, in fifth position is opinion
(ask) category at 2.77% and finally at a negligible figure is the interview type at 0.57%.
It should be said that no Interviews were shared through Facebook on the UK media.

Graph 9. Type of information on Twitter (UK)
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Facebook. In the first place appears news at 65.5%, followed by report at 24.41%,
then comes the type of information on air with a percent of 4.15%, in fourth position
with a tiny percent is opinion (give) with 2.87% and, finally, with an even smaller
percentage appears the opinion (ask) category with a mere 3.06%. It should be said
that it was no interview comment was registered on Facebook.
Graph 10. Type of information on Facebook (UK)

It is not surprising that news companies considered news genre as the most used type
of information to share, because the ability to pay attention in the digital environment is
diminished (Wu and Huberman, 2007) and just a small percentage of readers will read a
long text (Meso, 2002). Therefore, that would explain why they opted for this format: it
is short and therefore it can ensure audience engagement. So, media companies will find
it more helpful to share messages with links associated to news rather to a longer type of
information as a way to create a better connection with their current or potential audience.
Although reports are longer than news, it also makes sense that it this category that appears
in second position. Due to the complexity involved in either of the analysed cases of study
(the Scottish Referendum and the Catalonian Consultation), it might happen that in
order to ensure a better understanding of the facts, news companies have to use the report
type of information which allows the addition of more details and further information
which might be necessary to understand what it is happening. So, in this situation the
best format is the report and not the simplicity that the type of information news involves.
Anyway, it should be noted that usually digital reports –although longer than news– are
considerable shorter than those that can be found in the printed edition, because of the
reader’s shorter attention span.
Spanish media
The obtained results show that Spanish news companies are more likely to share news
in their messages rather than other types of information through Twitter and
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Facebook. In contrast with the UK media, beyond the news category the tendency
of sharing one type of information or another, among Twitter and Facebook is quite
different and will vary depending on which social media platform it is. Let’s see the
difference between each social media platform:
Twitter. As shown in the graph below (graph 10), the majority type of information
shared on Twitter (72.52%) and also on Facebook (65.40%) is of news. On Twitter
on air messages were the next most sent type of message with a 16.20%, followed by
tiny percentages of the other types: report (4.80%), opinion (give) (3.10%), interview
(1.73%) and finally, opinion (ask) (1.64%).
Graph 11. Type of information on Twitter (Spain)

Facebook. As can be observed in the below graph (graph 11), Facebook’s tendency
is quite different. After the news type (65.39%), comes opinion (give) at 12.48%. At a
slightly lower percentage was registered opinion (give) messages at 9.08%, then at
6.86% was on air, followed by opinion (ask) at 3.33% and at the bottom end at an
almost insignificant number were registered interviews with 2.86%.
Graph 12. Type of information on Facebook (Spain)
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The majority type of information that news companies choose to share is news,
this could be because media outlets are really concerned about being read by their
users. As has been explained regarding the UK media, the ability to pay attention in
digital formats is limited (Wu and Huberman, 2007) which implies that just a tiny
percentage of the audience will read a long text (Meso, 2002). So, news is the perfect
format for two reasons: it is short –which ensures readers’ attention– and it is also
objective, lacking in opinion which is also key to achieving readers’ attention on
social media (Kovach and Rosenstiel, 2008; Lasorsa et al., 2012). It should be
remembered that as well as being concise, this news ecosystem also features
information which is more transparent and neutral (Kovach and Rosenstiel, 2008;
Lasorsa et al., 2012) and more participatory (Phillips, 2010; Karlsson, 2010)69. So, by
considering these three factors (short information, transparency and participation)
it makes sense that news is set as the type of information most commonly shared in
both UK and Spanish media outlets.
Type of information: Hypothesis and discussion
The results have shown that the most commonly used type of information on Twitter
and on Facebook is news in both cases. The benefits that this format can bring to the
digital format are obvious: this kind of information is known for its lack of opinion
discourse and it is short. So, the posed fourth hypothesis (H4) has been shown as
correct in both analysed media systems (UK and Spanish). The tendency is that
media outlets usually share news on social media, instead of other types of
information. As has been explained earlier (see 5.1), the most suitable way to
successfully share content on social networks is by sharing transparent and neutral
information (Kovach and Rosenstiel, 2008; Lasorsa et al., 2012) and news seems to
be the most accurate type of information, as has been demonstrated in the obtained
results.
The UK media results share more a less the same ranking-position for Twitter
and Facebook, nevertheless, this is not the case with the Spanish media. It seems that
in the case of Spanish media outlets, they follow different strategies when sharing
type of information on Twitter and on Facebook. Apparently they just agree with
publishing news as a first option. In light of the results, Spanish media do not follow
the same pattern, while, UK media share almost the same view –with the exception
of opinion ask and give– on both social networks.

69

Also see chapter 3.
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It should also be said that the interview category is in the last positions in both
studies. A possible explanation could be that media companies are afraid of sharing
interviews -the reading of which is more time consuming- on their social media
accounts at the expense of news, which is a journalistic genre proven to be the most
appropriate for this type of platform. It is shorter and also does not require an
exhaustive reading by users.
It is interesting to observe in which position the opinion ask type of information
comes. In the two cases and also for Facebook and Twitter, this category –opinion
ask– occupies the last post in the ranking. This fact might be related to what has been
previously shown about the small percentage that the conversational purpose
constitutes. Clearly, if it is established that looking for conversation with the audience
is in almost the last position of all the categories, opinion (ask) type of information
will also be in the last positions as well. Once again, it has been demonstrated that
there is a long way to go in order to improve the communicative channel that social
media brings to media companies. In fact, the first step should be to seek their
audience’s opinions on topical opinions more often.

5.3.4. Audience participation
A minor approach to the user’s feedback has been taken in order to find out if the
intention to which journalists send a message on social media has an impact on the
audience’s behaviour. It should be considered that after the moment of data collection
the reader still had the possibility to interact with the message, so the registered
information was not hundred percent conclusive.
UK media
The obtained results show an important difference of audience interaction towards
media outlets’ messages on each studied social media platform. No coincidence in
the audience behaviour was found on either Twitter or Facebook as a result of the
media outlets’ messages. So, the UK audience exhibits different behaviour regarding
the media outlets’ message which will vary depending on the social media platform.
Therefore, UK users will interact more with one type of message or another
depending on the social networks; hence, they behave differently on Twitter and on
Facebook. The results are shown as an average of the number of times that Internet
users did something with the media’s messages such as retweeting or marking as a
favourite (on Twitter) or sharing, pressing the like button or sending a comment (on
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Facebook). For instance, the number of retweets concerning the providing news aim
is 44.94. This means that on average the number of times that users have retweeted
messages whose aim is providing news is 44.94. Therefore, a message sent by the
media whose aim is providing news received on average 44.94 retweets. It should be
remembered that this was studied from the perspective of the aim by which news
companies share a message on social media.

Chart 7. Audience reaction on Twitter in the UK media
Average of the number of times that readers have retweeted or marked
as favourite a media outlet’s message
Providing
opinion

Providing
news

Selfpromotion

Action
promotion

Conversational

Number of
Retweet (average)

44.94

32.9

24.19

15.2

2.2

Number of
Favourite (average)

20.96

12.72

11.36

7.2

1.35

Twitter. On UK media outlets’ accounts on Twitter, as shown in the below charts, the
most retweets and favourited messages are those which provide opinion, closely followed
by providing news, in the third position and at a considerable distance behind is selfpromotion and finally, the least popular messages are conversational. Surprisingly, users
seem to be more comfortable interacting with the providing opinion type of message
and media outlets do not tend to share mainly this type of messages. This phenomenon
will be looked at in depth in the section below, in the discussion of these results.
Facebook. On Facebook, providing news leads in the UK media; in second position
is providing opinion in terms of the number of shared messages, but in the number
of likes and the number of comment items, self-promotion is in second position;
following this is self-promotion in the number of shares, while in the number of ‘likes’
item is providing opinion and regarding the number of ‘comments’ item is
conversational. In the last place is the conversational category for the number of
shared messages and the number of ‘like’ messages registered, nonetheless, providing
opinion register the higher number of ‘comments’. The action promotion messages
have not registered any interaction.
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Chart 8. Audience reaction on Facebook in the UK media.
Average of the number of times that readers have shared,
liked or commented on a media outlet’s message

Number of Shares
(average)
Number of Likes
(average)
Number of
Comments (average)

Providing
news

Selfpromotion

Providing
opinion

Conversational

Action
promotion

906.99

110.01

165.57

65.9

--

2,172.17

657.51

335.43

91.90

87.37

42.07

195
46.4

---

The differences found between audience participation on both social media
platforms clearly shows that each social network has its peculiarity. This would
probably explain audience behaviour on each social media platform. Twitter’s
characteristics, distinguished for being more immediate and in consequence for
receiving a higher number of messages than Facebook, would explain why this social
media registered a lower number of user interactions. More messages flow in this
platform than on Facebook, so readers find so much information that they are not
able to comment on all of it with the same intensity as they do on Facebook, where
there is a lower number of messages and therefore they seem to be more likely to
interact with those messages.
Regarding the interaction in connection with the aim by which media companies
share a message, it is interesting to observe that providing opinion is set as the purpose
that accumulates more audience on Twitter, which contrasts with the result obtained
in this respect in Facebook, where providing news appears in first position. This could
be because although this digital ecosystem is distinguished by being more transparent
and neutral, as seen in 5.3.3., due to the speed with which messages flow on Twitter,
users tend to be more likely to express their opinion on almost anything in order to
attract media and other users’ attention on Twitter than on Facebook.
There are so many participants expressing ideas, posting messages or even sending
messages on Twitter that to draw attention to themselves they have to share marked
messages. The best way to achieve this is by sharing comments on their opinion
regarding anything and basing their opinion on media reports that reinforce their
ideas. Hence, their favourite option is those messages shared by news companies
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whose aim is providing opinion. In contrast, Facebook users are more likely to interact
with those media outlet’s messages that have been shared with the aim of providing
news. Facebook is a platform where the messages flow with less intensity than on
Twitter and in consequence its users are more likely to interact and also to do so with
less ‘aggressive’ and ‘anxious’ messages, mainly because they do not have to be so
competitive to ensure the visibility of their messages.
Spanish media
As happened with the UK media, the results between audience participation with
Spanish news media on Twitter and on Facebook are very different. The data is
shown as an average of the number of times that the Internet users’ did something
with the media’s messages such as retweeting and marking as a favourite (on Twitter)
or sharing, pressing the like button or sending a comment (on Facebook).
Twitter. On average, regarding Spanish media outlets messages, providing news were
registered in a higher number of users’ interactions on Twitter, although this number
was followed by a significant proportion of the users who interacted with selfpromotion messages, with a slightly small number it was registered that part of the
audience who opted to interact with action promotion messages, the opinion messages
were in the following place and at the bottom end of this categorization were the
conversational messages.

Chart 9. Audience reaction on Twitter in Spanish media.
Average of the number of times that readers have retweeted
or marked as a favourite media’s message
Providing
news

Selfpromotion

Action
promotion

Opinion

Conversational

Number of
Retweets (average)

133.564

73.22

84.8

54.306

28.368

Number of
Favourites (average)

49.47

37.78

37

35.112

16.93

Facebook. On Facebook a few differences were found. If the “share” and “like”
buttons of Facebook are to be considered, the results established that online users of
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of Spanish media on Facebook are more likely to interact with providing opinion
messages than with other types of messages. As revealed by the chart, the next types
of messages which registered higher interaction criteria were the self-promotion,
providing news and conversational aims. Perhaps surprisingly, the obtained data
regarding the “comments” registered on Facebook is completely different. As can
be seen from a closer inspection of the audience reaction on the Facebook chart, the
higher number of audience interactions were of the conversational type, followed by
providing news, then by self-promotion and follow by far by the providing opinion
kind of message.

Chart 10. Audience reaction on Facebook in Spanish media.
Average of the number of times that readers have shared,
liked or commented on a media outlet’s message
Providing
opinion

Selfpromotion

Providing
news

Action
promotion

Conversational

Number of Shares
(average)

356.43

81.78

42.86

--

31.18

Number of
Likes (average)

508.57

367.78

206.92

--

168.09

Number of
Comments (average)

50.86

62.33

73.06

--

163.73

As has been shown, there are significant differences between how users interact
with media outlets on each analysed social media platform and also between the
studied UK and Spanish media entities. The fact that UK media registered a higher
number of messages than Spanish media may indicate that UK media outlets are in
a different digital evolutionary stage compared to Spanish news companies and
therefore this is also affecting each audience. This might explain why Spanish
audiences are more likely to interact on Twitter with those messages whose aim is
providing news rather than with other ones.
Twitter is an open space –unless users decide to lock it, which does not happen
in the vast majority of cases– where anyone can read other user messages. This –in
a society which seems to be slightly less evolved in using social media as a way to
interact with news companies– might produce anxiety and result in an audience
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which prefers to be cautious and not to express their opinion in such a public forum
even if it only implies sharing (retweet) or marking news media opinion as
favourite.
In contrast, Facebook is a more private space –where only people that have been
previously authorised by can read their messages–, so it seems to be a ‘safer’ place to
openly show their opinion by sharing or marking as favourite news company
messages whose aim is providing opinion. However, they apparently do not seem to
be likely to comment on those messages, perhaps due to the reason that those
comments can be read to other users who follow those media outlets on Facebook.
On the contrary they prefer to comment on those news media messages whose aim
is providing news. So again it is a matter of feeling comfortable and avoiding a
controversial situation. Perhaps, also the later development of democracy in Spain
and in consequence the later appearance of the press freedom (in the late 70’s) might
be related to this audience behaviour. Further research which considered the media
system posed by Hallin and Mancini (2004) as a factor is needed in order to
determinate the accuracy of this suggestion.
Audience participation: Hypothesis and discussion
It has been demonstrated that there are significant differences between how the
audience interacts with news companies on each social media platform depending
also on whether it is the UK or Spain.. A coincidence was not found in any of those
cases which suggests the necessity of further research in order to further the reasons
for this. Despite this, the posed hypothesis (H5) about the audience reaction
regarding media messages on social media has been shown as partially true because
it was just proved as true in the Spanish case, particularly on Facebook’s “comments”
category.
On the one hand, in the UK case the conversational type of message, which was
thought as the type which would register the higher number of user interaction, were
in last place for the kind of messages which caused reaction on media outlets’ social
media messages. In fact, it should be noticed that on Twitter in the majority of cases
users tend to interact more with providing opinion type of messages. Meanwhile, on
Facebook the audience is more likely to interact with the providing news type of
message.
On the other hand, in the Spanish case the providing news criteria registered the
higher number of reactions on Twitter, while on Facebook the “share” and “like”
items registered the higher number of interactions in the providing opinion option
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and the higher number in the “comments” item was for the conversational messages.
It should be said that because none of them (providing opinion and conversational
messages) were the most-shared type of message by the news company (see 5.3.2.),
it was interesting to find that conversational messages generated the higher number
of comments on Facebook and also that the “share” and “like” options caused in the
majority of the cases a reaction in the audience when it was about providing opinion
messages.
These results give us two main conclusions about what the reasons are that push
users to interact with media outlets on social media. First of all, the fact that overall
users feel more comfortable with interacting with the providing opinion and providing
news type of messages might be because of users’ need to know what is happening
in order to be and feel connected to the world around them. The Uses and
Gratifications Theory suggests that people are likely to choose and use certain media
by following their needs such as: social integration, evasion, understanding their
surrounding world or finding an explanation for the ongoing events (Igartua and
Humanes, 2010: 313-333; Lariscy et al, 2011:751; Martínez, 2010; Whiting and
Williams, 2013: 363). This could be applied to user behaviour on social media; hence,
the types of messages that best match with these requirements are: providing news
and providing opinion. Both give information to users and even with providing
opinion help them in the task of forming or reaffirming their own opinion about
topical issues.
Secondly and lastly, these findings indicate that the media needs to re-think its
strategy on social media. Perhaps, if they opted for publishing more opinion types
of message, they would rise in terms of audience ratings. As has been seen in 5.3.2.,
media outlets tend to share messages with the clear aim of providing news, while the
percentage of sent messages with the aim of providing opinion is really low. Therefore,
there is still room for improvement which could result in increasing the size of the
audience.

5.3.5. Theme of the message
In this section the theme of the analysed messages is going to be analysed. As has
been explained before (see 5.2.2., section C), which topic is the most shared in
the media outlets’ sent messages has also been studied. The themes were
categorised into four groups: Catalonia (messages about the Catalonia
consultation shared on the social media accounts of media outlets), Scotland
(messages about the Scottish referendum shared on the social network accounts
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of the media companies), Scotland and Catalonia (those messages which contain
information about both cases), Scotland abroad (UK media messages about other
countries’ perceptions of the Scottish referendum) and Catalonia abroad
(Spanish media messages about other countries’ perceptions about the Catalonia
referendum).
UK media
The overall tendency in the themes of the UK news companies sent messages, on
both Facebook and Twitter, appears to be for the Scotland messages which registered
more than a 95% of the UK's sample messages. Although important differences were
not noticed between the most chosen theme with UK messages, certain variations
in terms of percentage in each result should be observed :
Twitter. Taking into account the average of all the Twitter messages sent to it by the
sample of UK media that has been selected, 97.24% of those were about the Scottish
referendum from the perspective of the UK, distantly followed by a tiny 1.52% whose
theme was the referendum from the point of view of foreign countries, close
following this percentage was information about the Catalonian consultation with
0.74% and, finally, a mere 0.49% of the registered messages were about Scotland and
Catalonia.

Chart 11. Average theme
of messages on Twitter in UK media

Chart 12. Average theme
of messages on Facebook in UK media

Scotland

97.24%

Scotland

96%

Scotland abroad

1.52%

Scotland abroad

Scotland and Catalonia

0.49%

Scotland and Catalonia

1.06%

Catalonia

0.74%

Catalonia

2.45%

—

Facebook. On Facebook, the tendency is quite similar. As can be seen from the chart,
96% of the messages were about Scotland, just 2.45% of the registered messages were
about Catalonia and only a tiny 1.06% of the messages were about Scotland and
Catalonia and no messages were about Scotland abroad.
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Graph 13. Theme of messages on Twitter in UK media

Graph 14. Theme of messages on Facebook in UK media
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The results clearly highlight that even though social media allows the sharing
messages in a global sphere, media companies still opt for sharing national
information on their social networks accounts. Perhaps, they feel in some way
afraid of losing audience if they share more news not connected with their
country or region. Hence, the place where the newsrooms are located is still
important, particularly when it is associated with writing reports about topical
issues. So, as Randall (2009: 45) suggests, the media outlets’ areas of distribution
are important and this is strongly related to the reported themes and this old
principle seems to be in force nowadays. Thus, in a closer inspection of the
analysed messages of each media outlet, it can be observed that it does matter
where the location of the media is. The fact that their main newsrooms are
established in England (The Times, The Guardian, BBC) or in Scotland (The
Scotsman, Herald Scotland) was the primary reason why the studied UK media
mainly shared messages on Facebook and on Twitter regarding the Scotland
theme and a minor coverage about the Catalan or the Scotland and Catalonia
topic was done.
Spanish media
The overwhelming majority of the message themes sent on Twitter or Facebook by
Spanish media outlets were about the Catalonia sovereignty consultation. This theme
registered more than 88% of the Spanish sample. Although the other topics follow
far behind the Catalonia theme, interesting variations in the registered percentage
on each social media platform has been observed:
Twitter. On this social media the Catalonia theme has been used in 96.06% of cases,
whereas 2.07% of the time the messages were about the perception of Catalonia
outside Spain, whilst just 1.34% of the information was about the Scottish referendum
and at the bottom end at only 0.51% were those messages which talked about both
processes: Catalonian and Scottish.
Facebook. Here, as on Twitter, the Catalonia topic was the most shared theme
(81.40%); followed distantly (11.75%) by those messages about the Scottish
referendum (11.75%) which registered a significantly higher percentage than the
one for the information sent about the news of the Catalonian consultation outside
Spain (6.86%). No message regarding Catalonia and Scotland was registered on
Facebook.
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Chart 13. Average theme of messages
on Twitter in Spanish media

Chart 14. Average theme of messages
on Facebook in Spanish media

Catalonia
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Catalonia
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Catalonia abroad

2.07%

Scotland

11.75%

Scotland

1.34%

Catalonia abroad

6.86%

Catalonia and Scotland

0.51%

Catalonia and Scotland

--

As in the UK case, the results showed that despite the global possibilities brought by
social networks, media outlets are still interested in sharing national reports on their
social media accounts. It might be the case that they consider outside of their target
those potential global audiences and in an attempt to avoid losing audience, they opt to
maintain the national/local one. Therefore, as has been shown with the UK media
outlets, it is still considered as a news value where the topical issue has been produced.
So, this is currently a determining factor in deciding whether that information will
receive media coverage or not despite the worldwide context provided by all these social
platforms. In addition to this, if each Spanish media is considered by itself, the same
conclusion as the UK case can be drawn: is a determining factor the location of the
media’s newsroom. As can be observed in the below graphs, in those media outlets
mainly placed in Catalonia (El Periódico, La Vanguardia) or in the rest of Spain (El Pais,
ABC, RTVE) the tendency was to share messages about the Catalonia theme and a fewer
number of the messages concerned the Scotland or Catalonia and Scotland issue.
Graph 15. Theme of messages on Twitter in Spanish media
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Graph 16. Theme of messages on Facebook in Spanish media

Theme of the message: Hypothesis and discussion
The main conclusion of the results is that notwithstanding the worldwide possibilities
which social media allows (Carrera et al., 2012; Casero-Ripollés, 2013; Masip et al.,
2010; Pérez-Latre, 2011), the location of the issue is still important in order to
determine whether this topic will obtain media coverage or not. However, the posed
hypothesis regarding this concern (H6) is that the newspapers located in Scotland
and in Catalonia will tend to share more information about the Scotland theme
(Scottish referendum) or the Catalonia theme, respectively, rather than other media
outlets which do not have their main newsroom established in Scotland or in
Catalonia. The obtained results have proven that this hypothesis was wrong.
Although the results clearly show that where the newsroom is located is an
important decision-point, it was not found that the local factor take priority over the
chosen theme. So, it was not discovered that media outlets in those areas where the
political process happened (Scotland and Catalonia) used in the higher number of
occasions the theme regarding their political process compared with national news
corporations. This means that it was not found that the Scottish media shared a
higher number of messages about the Scotland theme than the rest of UK media.
This is also the same in the Spanish case. Probably, this may indicate that when it is
about a big event which involves a whole nation, both regional and national media
outlets will cover it in the same way. Hence, up to some point where the topical issue
happened is still important, therefore, the location of a newsroom is important when
it concerns the same country or nation, but is not relevant when it is referred to being
placed in one area or another of the same territory.
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In the UK media, it has been observed that as long as there is clear leadership of
the Scotland theme among the shared messages of the media outlets located inside
and outside Scotland this hypothesis (H6) were tested as incorrect. It should be
considered as well that it was only analysed messages related to both processes: the
Scottish referendum and the Catalonian consultation. Therefore, the themes for this
thesis are limited and perhaps in other themes the results might be different.
In Spanish media outlets, this hypothesis (H6) was also proved as not right. As
has been shown, it was not important whether the newsroom was located inside or
outside Catalonia, all the Spanish media analysed mainly spread messages about the
Catalonia theme on social media.
Another factor that should be taken into account for future research is the size of
the newsroom, which might be related to the amount of information that news media
publish. Apparently a greater number of journalists working in a media, more
information may occur. Thus, two extra factors should also be studied: the effect of
the newsrooms’ size and the validity in future research of this hypothesis in another
event unrelated to politics.

5.3.6. Media messages of the UK and Spain on social media:
a general comparison
The results in the media outlets of the UK and Spain have already been seen.
Although both have their similarities between each other they also have differences.
Therefore, a comparison of the results obtained in both cases will be explained.
Media behaviour on social media. Although UK media outlets registered a major
number of sent messages (on both Twitter and Facebook), the obtained results clearly
show a prevalence of Twitter over Facebook in the two studied cases; that is, that
media outlets are more likely to share information through Twitter than on Facebook.
Despite the fact that this research has been done from the point of view of two similar
political processes, it should be noted that the Scottish referendum may have inspired
stronger feelings, because the obtained results of this process will be relevant for the
future of a whole nation. This would explain the higher number of messages on UK
media social network accounts towards this issue.
Regarding the behaviour of the media when it comes to a current issue, it has been
proven that in the UK and in Spain the procedure is almost the same: the nearest an
ongoing event it is, the higher the number of messages about it are sent. It also has
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been discovered that when important news about a future important event (such as
the Scottish referendum or the Catalonian consultation) it does not matter how far
away the event is, the number of sent messages about that issue will increase to a
greater extend on Twitter or to a lesser degree on Facebook. Anyway, in both cases
and with both social networks the results are conclusive: the closer the process is,
the higher the number of messages about the event are written.
Although significant peaks long before voting day have been registered, it does not
alter the results, because they are related to breaking news related to both processes
as has been explained in 5.3.1. Probably, the instant nature of Twitter would explain
why this media platform registers a higher number of messages compared with
Facebook, which is significantly slower and less immediate. So, it might be the case
that media outlets’ behaviour on social media would be marked by the features of each
social network and they would act on each platform according to each feature and,
therefore, they would follow different strategies for Twitter and Facebook.
Chart 15. Number of messages on Twitter and on Facebook
in the UK and Spanish media
Twitter

Facebook

Total UK/ Spain

UK

1,920

112

2,032

Spain

1,017

78

1,095

Total

2,937

190

3,127

93.92%

6.08%

UK: 64.98%
Spain: 35.02%

Percentage

Purpose of the message. In both cases the majority of the messages have the aim of
providing news on Twitter and on Facebook. Although the same does not happen
with the other purposes. Meanwhile in the UK on Twitter messages, the tendency –
after news messages- is self-promotion, conversation, providing opinion and action
promotion e. In Spain the tendency is quite different, on Twitter it is self-promotion,
providing opinion, conversational and action promotion. On Facebook the behaviour
is similar. Whilst on UK media on Facebook the tendency is self-promotion, providing
opinion and conversational (both in the same post as has been explained before) and
action promotion, on Spanish media on Facebook the situation is conversational, selfpromotion and providing opinion.
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Chart 16 UK and Spanish media outlets aim on Twitter and on Facebook
UK Twitter aim

Spain Twitter aim

UK Facebook aim

Spain Facebook aim

Providing news

Providing news

Providing news

Providing news

Self-promotion

Self-promotion

Self-promotion

Conversational

Conversational

Providing opinion

Providing opinion

Self-promotion

Providing opinion

Conversational

Conversational

Providing opinion

Action promotion

Action promotion

Action promotion

No action promotion
messages

Amazingly enough, if a comparison between the aim of the use of Spanish Twitter
and UK Facebook is done, we find that the results are exactly the same. If the same
is done with the UK Twitter and the Spanish Facebook, the results are almost the
same, except for the self-promotion and conversation purposes which have a different
order. Therefore, it can be said that the aim with which Spanish and British
journalists share their messages is not the same for Twitter and Facebook, although
it is the same for the Spanish journalistic aim on Twitter and for the UK Facebook
and nearly the same for the UK journalistic aim on Twitter and Spanish Facebook.
So, as has been proven news companies share as their favourite option messages with
the aim of providing news, apparently because this purpose provides neutral and
transparent information which is the best way to engage with their audience and to
drive traffic to their webpage.
As several authors point out (Emmet, 2009; Messener et al., 2011; Cappelletti and
Domínguez, 2014) media outlets use social media as a way to drive traffic to their
digital version and they will try to achieve this through the shared content on social
networks. So, sharing messages with the clear goal of providing just information
without opinion or further intentions seem to be the most appropriate idea to engage
with the news companies’ audience among these social platforms.
Type of information. In UK and Spanish cases of study, the widest spread type of
information spread among Twitter and Facebook was the news. However, no
similarities were found for the rest of the types, not even for the Spanish news media
Twitter accounts compared with the UK media outlets’ Facebook accounts.
Surprisingly, the interviews were the kind of information least shared on social
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media. This is interesting because through sharing interviews in theory, news
companies will be able to achieve more audience, because if the interviewee has a
social media account he or she will probably share the hyperlink of their interview
with their “followers” (Twitter) or “friends” (Facebook).
Chart 17. UK and Spanish media outlets type of information on Twitter
and on Facebook
UK’s Twitter Average
Average
type of information

Spanish Twitter
Average type
of information

UK’s Facebook
Average type
of information

Spanish Facebook
Average type
of information

News

News

News

News

Report

On air

Report

Opinion (give)

On air

Report

On air

Report

Opinion (give)

Opinion (give)

Opinion (ask)

On air

Opinion (ask)

Interview

Opinion (give)

Opinion (ask)

Interview

Opinion (ask)

No interview messages

Interview

In the previous subsection, it has been shown that the media’s aim regarding the sharing
of a message on social media is providing news, so in line with this it makes sense that the
most shared type of information is news. News is the most appropriate journalistic genre
to social media because is brief, neutral and invites media outlets’ audience to participate.
All these characteristics fulfil the adaptation’s requirements in the news companies
proposed in previous research (Jenkins, 2009; Waters et al. 2010; Van der Haak et al.; 2012;
D’vorking, 2012; Orihuela, 2012; Scolari, 2013; Linnel 2014) as necessary to survive due
to the digital ecosystem which also has been proved as vital on social media platforms.
All these authors also agree with the fact that journalistic practices have suffered a
remarkable transformation, especially among these journalistic areas: language, narrative
and platform. In consequence, in this new ecosystem media outlets have to follow certain
rules in order to share successfully their content. According to Kovach and Rosenstiel
(2008) and Lasorsa et al. (2012), these rules can be summed up in two categories: being
more transparent and neutral and also inviting users to participate in the news process;
so, news due to its features perfectly matches with this objective.
Audience participation. In UK Twitter media accounts, users are more likely to
interact with those types of information whose aim is providing opinion, whilst, with
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Spanish news media, Twitter account audiences usually interact more with the
providing news messages. On UK Facebook media accounts users tend to interact
more with the messages whose aim is providing news; meanwhile, in Spain this
tendency is not like that. For Facebook’s “comment” option the favourite purpose
was conversational, although it is not the same case for the “like” and “share” button,
where the audience’s favourite messages are the ones that provide opinion.
As has been widely discussed in 5.3.4., there are important differences between
the audience’s behaviour on each analysed social media and also between the studied
UK and Spanish media regarding news companies’ messages. The most significant
difference is the fact that UK media registered a higher number of messages than
Spanish media, which may indicate that UK media outlets are at a different digital
evolutionary stage compared to Spanish media which is certainly reflected in their
audience. This might explain why Spanish audiences are more likely to interact on
Twitter with those messages whose aim is providing news rather than with other ones.
Twitter is a native open space –distinguished by being a sphere where anyone can
read other people’s messages– which contrasts with the private nature of Facebook,
where only previously authorised users can read other users’ messages.
So, in an open space such as Twitter, a society apparently less evolved in digital
platforms seems to be more ‘secure’ and feel that they are running a lower risk
interacting just by sharing (retweet) or marking as ‘favourite’ information neutral and
devoid of opinion. This clearly contrasts with the Spanish audience’s behaviour on
Facebook, where they seem to feel ‘safer’ due to its private nature, and, in consequence,
they are more likely to show their opinion by sharing or marking as favourite news
companies’ messages whose aim is providing opinion. It should also be noted that they
do not tend to comment on those messages whose purpose is providing opinion,
instead they opt to comment on providing news. This is probably because those
comments can be read to other users who follow those media outlets on Facebook.
Chart 18. UK and Spanish users’ most common interaction on Twitter
and on Facebook
UK Twitter Aim/
users interaction

Spain Twitter aim/
users interaction

UK Facebook aim/
users interaction

Providing Opinion

Providing News

Providing news
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Surprisingly, the UK audience is more likely to interact with providing news on
Facebook. This might also be because they are using Facebook as a way to
recommend content to their friends rather than to express their opinion and also
because, as explained in 5.3.4, the message-flow on Facebook is not so intense and
therefore its users do not have to be ‘aggressive’ to gain attention; so, a different use
towards each social media in each case of study has been observed. Perhaps, the later
development of press freedom in Spain might also be related to this audience
behaviour. This highlights the necessity for further research which takes into account
the approach proposed by Hallin and Mancini (2004) regarding the media system.
Theme of the message. In Spain and in the UK the obtained results are very similar.
On Twitter and on Facebook the message themes were mostly for news related just
to the case of study in each country: the Scottish referendum (in UK) and the
Catalonian consultation (in Spain). The next theme in importance on Twitter was
that about reporting news about each process but outside its country of origin:
Catalonia abroad (in Spain) and Scotland abroad (in UK), although an almost
insignificant percentage has been registered. However, on Spanish and UK Facebook
the second most spread theme was about Scotland (Spain) and Catalonia (UK). In
the UK case, on Twitter and on Facebook, appears in the third position those
messages which shared news that compared the two political processes. In contrast,
in Spain on Twitter the third position is for Scotland and on Facebook for Catalonia
abroad.
Chart 19. UK and Spanish theme
of messages on Twitter

Chart 20. UK and Spanish theme
of messages on Facebook

Average theme
of message
(UK/ Twitter)

Average theme
of messages
(UK/ Facebook)

Average theme
of message
(Spain/ Twitter)

Average theme
of message
(Spain/ Facebook)

Scotland

Catalonia

Scotland

Catalonia

Scotland abroad

Catalonia abroad

Catalonia

Scotland

Catalonia

Scotland

Catalonia abroad

Scotland and
Catalonia

Catalonia and
Scotland

Scotland and
Catalonia
Scotland abroad

Catalonia and Scotland

So, both cases have brought to light that despite the worldwide context provided by
social networks, news companies are mostly sharing reports about their geographical
scope on their social media accounts. This also suggests that is still a news value where
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the topical issue has been produced which means, as well, that it is a determining
factor in deciding whether that information will receive media coverage or not.
Media messages in the UK and Spain on social media: Hypothesis and discussion
The comparison between the UK and Spanish cases showed that overall there are slight
differences between both countries’ media behavioural pattern among social media.
The main differences were found in the number of shared messages (UK news media
seems to be more active) and in the participation of the audience (apparently the UK
media system is in a more evolved digital era than the Spanish one which is reflected
in audience behaviour). However, although dissimilarities between both countries have
been found, both analysed processes shared more common points than dissimilarities.
Therefore and in connection with the last hypothesis (H7), it can be said that
despite having found differences particularly regarding audience behaviour and in
the intensity of their activity on Twitter and on Facebook the overall tendency is that
UK and Spanish news companies act more a less in the same way, in both studied
cases it has been found that the sooner an important event is, the higher the number
of messages in this regard will be; they also shared messages mainly with the same
aim (providing news); they also updated their social media with the same type of
information (news) and their behaviour regarding the most shared theme is the same
(both share mostly information about each country).
Therefore, despite reflecting dissimilarities towards the audience reactions and
their intensity on social media, it can be said that in both countries news companies
act in a similar way on social media. Hence, the posed hypothesis in this regard has
been proved as a correct statement. As could be observed, although differences were
not found in the sent messages by the studied media outlets, it could not be
considered as a significant difference between both countries. In the vast majority
of the shown cases, coincidences were found among both cases of study and just in
a small percentage were found dissimilarities. It is true that comparing the activity
on social media between Spain and the UK, the UK media seems to be more active
on Twitter and Facebook than Spanish media. Nonetheless this did not affect the
way each country’s analysed media behave on social media; that is to say, that
although UK media outlets registered a higher number of sent messages, significant
differences between UK and Spanish media behaviour on Twitter or Facebook have
not been found, particularly from the point of view of: purpose, type of information
and theme of the sent messages. However, further research is needed as a way to
ensure whether these results will be the same with another topic.
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5.4. Conclusions
A total of 3,127 messages from Twitter and Facebook have been analysed in order to
determine the journalistic use of social media as part of their job at a media outlet.
It should be noted that for some objectives and hypotheses further research is needed
in order to research deeper into the matter and try to extrapolate the results with
other types of news which are not related to electoral processes. Specifically, from
Twitter a number of 2,937 messages and from Facebook a total of 190 were collected,
which means that 93.92% of the overall messages came from Twitter and a minority
of 6.08% from Facebook. Therefore, the tendency is clear that media outlets prefer
sharing their news on Twitter rather than on Facebook. In terms of regions, in the
UK news companies are more prone to using social networks than in Spain.
In addition to this, it has been proved that when a remarkable event occurs the
number of messages that will be sent by using social networks will increase. The
analysed data show that the sooner the referendum (in Scotland) or the consultation
(in Catalonia) were, a higher number of messages was sent about those topics.
Although it was not just for the dates before the event and during the event, the days
after the incident also registered a flow of messages. This fact underlines that
Facebook and Twitter are strongly connected to scoops and when something
important happens it is reflected on social networks as well. As has been explained,
media outlets try to raise their audience share by taking advantage of these type of
events–as with the cases of study– by sharing content when the event is closer and
when it is taking place. They tend to share information related to remarkable news
or occasions as the same time as it is happening. This is not something new, it is one
of the traditional journalistic principles, but merely translated into the digital world
and in particular, into the social media era.
Secondly, the aim (providing news, providing opinion, self-promotional, action
promotion or conversational) by which the media sends a message through social
networks when news events of special importance happen was identified. It is
obvious that news media choose –the vast majority of the time– news as a type of
information shared. The average amount of time spent reading a message on social
is quite low, due to the fact that users can receive huge amounts of information per
hour and many of these tweets or posts have hyperlinks (Gómez-Rodríguez et al.
2014; Mislove et al. 2007). Therefore, those messages of the providing news purpose
will have the perfect format because includes the most important information about
an event in a few words. It is interesting to observe the small percentage where the
rest of the aims are set, which are distantly following the providing news purpose
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and none of them where higher than 25%. It was surprising to find that the
conversational and opinion aims did not reach an important percentage, particularly
when considering that social media is spheres made for conversation with others
and sharing of opinions and information. The low percentage of the self-promotion
messages is also striking, especially because news companies could have taken
advantage of the political process and tried to enhance their brand by sharing selfpromotion messages.
Thirdly, it was analysed whether there is any particular type of information (news,
interview, report, live coverage or opinion) that is more likely to be posted on Twitter
or Facebook. Apparently this aim might look similar to hypothesis two, but it is not.
It is different to measuring the aim (providing news, providing opinion…) by which
news corporations share a message than to research which type of messages (news,
reports, interviews...) are the most shared kind. The results demonstrate that media
outlets tend to share news on Twitter or on Facebook. What was surprising was the
higher rates by which news was established as the most shared type of information,
compared to the other types which registered a considerably lower rate. This
highlighted a reality within social media: news is the quickest type of journalistic
writing which at the same time allows a faster reading by users, therefore it should
not be surprising to discover this finding. It might be surprising that news media do
not tend to share interviews on social networks. It is also surprising to find this type
of information at the bottom. This would be an interesting line of study for future
research: why do journalists share certain types of information and not others?
Fourthly, it was evidenced that users tend to interact with the messages that have
the aim of providing opinion or providing news. In such intense political processes,
users are looking to be informed and to obtain formed opinion on the event.
However, it was surprising that news companies did not share so many messages
with the clear aim of providing opinion; particularly, in light of the obtained results,
which show that users are also likely to interact with providing opinion messages.
Perhaps, media outlets should think about this regard and consider the providing
opinion goal as purpose to keep in mind when sharing messages on social media. It
was not expected that the conversational purpose would register such a low rate of
interaction. Nonetheless, other authors (Colussi, 2010) have highlight before that
despite the fact that social media are platforms thought of as a place to interact,
actually this is not what is happening. As has been shown in the results, the number
of users’ interactions with the conversational purpose collected is quite low. So,
presumably audiences tend to interact on their own initiative and not only just
because news media ask them to do so.
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Fifthly, evidence was found which proves that the location of the newspaper, is
still important and in fact it results in a major information through social media
about each case. For instance, as has been shown with the Scottish referendum, a
newspaper located in the UK will first share on social media information about the
Scottish process before information regarding the Catalonia consultation. Hence,
these results are in line with the idea of proximity as a news-value, this means that
there is a connection between the location where the event happens and the distance
of the population where the news media is located; presumably, the closer the
location of a piece of news is, the higher news coverage will have it (López et al. 1998;
Shoemaker et al. 2007; Túñez and Guevara, 2009). However, more studies which
include another topic without political issues involved are needed in order to
determine if the proximity is still a news value when it is about sharing news on social
media.
Sixthly and finally, although, certain differences between the use of social media
in each studied country was found, but it could not be said that these are substantial.
In fact, in general it can be said that there are a lot of areas of common ground
between journalistic use of social media in Spain and the UK. However, further
research should be needed in order to determine whether this tendency is also real
in another type of event regarding another subject which is not referred to politics.
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6.1. Rationale and research focus
Beyond the use of social media by journalists, although closely related to the
implementation of social media as a part of their job, there are other aspects that are
changing as a consequence of the latest digital sphere. The innovations introduced
by technology has resulted in a reconfiguration of journalism. These shifts a
concerned particularly with journalistic practices and the relationship with the
audience. In chapter 3 it has been seen how these types of digital social platforms
narrow the gulf between journalists and their readers and also the features of social
media as a tool to spread and share pieces of news (Beckett and Mansell, 2008;
Hermida, 2012; Salaverría, 2005). In the end, this has led to changes within
journalism in several ways: inside newsrooms (they are not how they used to be; the
technological environment has developed innovations in how reports are written
and published), by creating new routines inside journalism (monitoring social media,
catching trends and interacting with the audience) and also by creating new sources
of information (now journalists can find information on social networks); all this
connected to an improvement in the relationship with the audience (Becket and
Mansell, 2008; Carrera et al., 2012; Meso, 2002; Pérez and Giraldo, 2010; SánchezFortún, 2013; Van der Haak et al., 2012; Wu and Haberman, 2007).
Previously in this thesis, in chapter 3 the condition of the relationship between
journalists and users since the advent of social networks has been thoroughly
explored. Journalists used to have the absolute control over what should or should
not be published although in the last decade, and little by little users have achieved
more power in this regard. Due to social media, the interactivity between journalists
and their audience is easier and faster than it used to be, which means that media
outlets have gained access to more information about the interests of their audience,
which ultimately gives them essential clues into what they have to include in their
media to improve their audience ratings (Del Fresno et al., 2014; García Avilés, 2011
and 2015; Lee and Ma, 2012; Raymon and Lu, 2011; Van der Haak et al., 2012;
Wilson, 2008). As García Avilés (2015: 104) suggests:
“From a passive perception of the audience, characteristic of the mass
communication, the Net Society is structured among the interaction of
the users, that is to say, of individuals who “used” content in an active and
enriching way”.

So, this is not the end of journalistic control over the content; it is just the end of
the absolute-journalistic control. In the past, information used to flow almost entirely
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in one direction (from the media to the user). It is true that it was possible to contact
the audience though emails or letters to the editor, but nonetheless, those systems
do not allow an instant and quick communication –nowadays made possible through
social media– which ended up in an audience with little interest in interacting with
media outlets. Currently, that era came to an end with the implementation of social
networks (especially Twitter and Facebook) as a way to obtaining feedback from the
audience. So, information has gone from one-way to bidirectional-way, where the
user is interested in sharing their opinion, comments or content and journalists are
more likely to answer their audience’s concerns, comments and tastes (García Avilés,
2015; Raymon and Lu, 2011; Van der Haak et al., 2012; Wilson, 2008).
In chapter 5, the motivation has been analysed that drives journalists to send
message through social media, the type of messages sent, the audience’s reaction to
those messages and the chosen theme of those messages. Also carried out has been
a comparison between Spanish and UK media messages. However, what has not been
examined in depth are the underlying causes involved in the use of social media by
journalists. Hence, and in order to examine how journalism has changed as a
consequence of the new technological environment, in-depth interviews have been
carried out with journalists from the UK and from Spain, the two countries involved
in the political processes we analysed in chapter 5 regarding the use of social
networks: the Scottish Referendum (UK) and the Catalonian Sovereignty
Consultation (Spain). In this research was considered journalists from the same
countries in order to obtain coherent results and the way to ensure so was by
considering the same countries.
Considered at the beginning of this research was the possibility that Spain and
UK’s framing in different media systems (shown in chapter 4) might have influence
on the final results; that is to say, that journalists in Spain might make different use
of social networks compared to UK journalists. However, the achieved results have
shown that the use of social media by journalists in the UK and in Spain, is not an
issue which is linked with the media system. In fact, differences in the use of social
network between Spanish and Britons journalists were not found.

6.2. Research questions
The main objective of this thesis dissertation is to research the transformation that
has affected journalistic practices in the era of social networks. In order to achieve
this, as has been explained previously, two different investigations have been
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conducted: a content analysis (chapter 5) and several in-depth interviews (this
chapter). The information collected from the interviewees gave us insight into the
discourse of journalists regarding the changes that journalism has undergone, the
new routines in journalism and whether there are new sources of information for
obtaining data for journalistic reports.
In order to the subsequent analysis easier, the following research questions based
on the theoretical approach seen in chapter 1 to 4 was really helpful:
1. Changes inside journalism
Journalism has been affected by the emergence of social media. As has been
explained in chapter 3, it has transformed journalism in two senses: how journalists
look for details and stories and how they report (Canavilhas, 2011; Chadwick, 2011;
Domingo, 2006; Elola, 2010; Feenstra and Casero Ripollés, 2012; Gallagher, 2014;
Kerrigan and Graham, 2010; Meyer, 2012; Waters et al. 2010). The way news is
distributed and consumed is different than it used to be (Rachieva-Stover and
Burkett, 2012), which certainly has its effects on journalistic practices, particularly
in newsrooms; journalistic language, platform and narrative; and finally, also in the
relationship between journalists and users. Journalistic practices are mainly altered
due to the platform by which journalistic products are shared. News corporations
need to adapt their messages from “a linear to a networked process” (Becket and
Mansell, 2008) which necessarily involves some changes. It should also be noted that
“participatory culture” has undoubtedly had its effect on journalism, because in the
past the audiences used to be passive (Elías, 2010: 49) and this is not the case
anymore. Following this idea, the following research question was posed:
RQ1. Are any changes inside journalism as a consequence of the advent
of social media? If so, how is journalism currently? Has there been any
innovation inside newsrooms or in the way news is written?

2. Routines inside journalism
Social networks are consolidated as a platform where there are a lot of people sharing
stories and showing what is happening, especially when it is something regarding a
topical issue. Therefore, journalists spend a lot of time monitoring social media
looking for stories or for material for their reports (Gallagher, 2014). A new era where
media outlets are not the centre, but the users are –in fact, audiences occupy that
position (Canavilhas, 2011; Elola, 2010)– news companies have to be attentive to
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online trends in order to satisfy their public informative-hunger. Hence, considering
the “feedback power” and the new acquired strength of the audience, media outlets
find themselves at a new point where the communication flow in both ways is easier
than before: from media to audience, but also from audience to media (Domingo et
al, 2008; Gillmor, 2004 and 2010; Kunelius, 2001; Massey and Haas, 2002). In line
with this, it is the aim of this thesis to discover:
RQ2. What is the daily job of a journalist nowadays? Are there any
differences due to the implementation of social media? Do they have to
deal with new duties or responsibilities?

3. New sources of information
It is clear by now that social media are a big source of information due to the huge
wave of people updating it with information about any type of event or issue. There
is news that derives from stories or testimonies found on social networks.
Furthermore, on some occasions those stories would have not written or at least
would have not been so complete, if it had not been for a journalist who discovered
a story on social media or because a journalist found enough material to write a
whole report. Moreover, in the Internet era media outlets are forced by social media
to pay attention to a certain topic, just because it becomes a trend on social media
and that topic is of the users’ interest (Domingo, 2006; Phillips, 2011; Orihuela, 2012,
Mato 2014). Nonetheless, despite the increasing importance of social networks as a
source of information being verified before publishing anything is still considered
as important as it was before the advent of online era (Lowery, 2009; Spencer, 2007;
Ahmad, 2010; Knight and Cook, 2013; Gabilondo, 2011). Therefore, it is the aim of
this research to investigate:
RQ3. Have social networks introduced new ways to obtain information
for reporting? Does the audience play an important role in providing
data to journalists or media outlets?

6.3. method: research interviews
The first thing to keep in mind when speaking of in-depth interview or research
interview is that it is a qualitative method, whose maximum function is to have access
to the knowledge of a particular fact by using the knowledge and experience of
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another person. The interviewer understands the social world by listening to and
interpreting what they hear. That is what Fielding and Maclaran (2003: 5) point out:
“Interviewing assumes that we can understand the social world by listening to talk
and interpreting what is said”. In fact, the interview is a technique where one person
requests information from another person in order to achieve personal, in detail and
far-reaching data about a certain issue (Rodríguez, Gil Flores and García, 1996: 167).
As a qualitative social research method, in-depth interviews are slightly different
compared to the interview as a journalistic genre. Although in both cases there is an
interaction between two people, where one asks and the other answers, with the
ultimate goal of obtaining information from respondents. In-depth interviews, unlike
the journalistic interview, is "a digging tool" (Benney and Hughes, 197070, quoted in
Taylor and Bogdan, 1987: 194) that facilitates the attainment of knowledge possessed
by the subject interviewed on the subject under investigation. Thus, in-depth
interview is based on to "a conversation between equals, rather than a formal
exchange of questions and answers" (Taylor and Bogdan, 1987: 195). In this vein,
Braun and Clarke (2013: 80) argue that the interviewer is not a robot programmed
to perform predetermined questions, but is a human who can use their social skills
to guide the interview in the most appropriate way to the needs and demands of the
research. In contrast with journalistic interviews, in a depth interviews are an open
situation where the aim of the research dictates the questions and their order
(Rodríguez, Gil Flores and García, 1996: 169). Callejo (2002: 416) differentiates
between in-depth interview and conversation by referring to the first one as:
"A situation, usually between two people, in which they take turns in
taking the word, so that the interviewer proposed themes and the
interviewed tries to produce locally acceptable answers. But it is precisely
such particular characteristics of the situation that take away the interview
from an ordinary conversation”.

Furthermore, Frutos (1998) says that another important difference is that "while
the dialogue is generally characterized by argumentative strategies, in the interview
narrative strategies predominate". Alonso (1998: 76-77) also points out the
importance of re-constructing, through the discourse of the interviewees, the social
issue that the researcher is exploring. In this sense, the author suggests four
knowledge fields were the research interview is useful:
70

M. Benney and E. C. Hugher (1970). “Of sociology and the interview”. In N. K. Denzin (ed.), Sociological
methods: A source book. London: Butterworth.
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1. Re-construction of past actions.
2. Study the social customized performances, such as: assuming a set of rules and
values.
3. Study the interaction between personal psychological constitution and specific
social behaviour.
4. Exploration of archetypical discourse.
There are also different kinds of research interviews, choosing between one or
another will depend on the aim of the researcher. Taylor and Bogdan (1987: 195)
explain these three types of in-depth interviews. First, life history or sociological
autobiography, in which "the researcher tries to comprehend the notable experiences
from the life of a person and the definition that person applies to such experiences".
Second, interviews aimed at learning about events and activities that cannot be
observed directly, "they should not simply reveal their own ways of seeing [of the
respondent], but should describe what happens and how others perceive it”: And
third, qualitative interviews aimed "at studying a relatively large number of people
in a relatively short time compared with the time required to research through
participant observation".
Therefore, the researchers will choose one type or another depending on the needs
required for its study and its research purpose. Therefore, it is not correct to speak
of a better method over another; what is appropriate is talking about what is the most
suitable for the work to be carried out. Although, as with everything, this technique
has its risks. Taylor and Bogdan (1987: 198) warn of the problem that the use of the
interview could involve:
"The interviews are likely to produce the same forgery, deception,
exaggerations and distortions that characterize the verbal exchange
between all kinds of people. Although verbal reports of people can provide
understanding on the way they think about the world and the way they
act, there may be a large discrepancy between what they say and what they
actually do”.

Attending to the type of questions involved in the in-depth interview there are
also two types of interviews: structured or open. On the one hand, the structured
has preset questions strongly related to the aims of the research. On the other hand,
the open type would ask questions among the conversation flow although focused
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on the research topic. Also of note is the categorization that Rodríguez, Gil Flores
and García (1996: 175-178) underline as key to the in-depth interview. According
to the scholars there are three types of questions: descriptive, structural and
contrastive.
Descriptive. The aim was to achieve an approximation to the context. Here it is
important to encourage the individual to talk about their daily routines or about
places or materials that he/she uses to do a certain activity.
Structural. These kinds of questions are used in order to determine whether the
understanding of some concepts by the interviewer and proposed by the interviewee
are right.
Contrastive. These questions are used to discover the relationship between different
terms but used by the interviewee as a part of the same category.
These kinds of questions represent three steps in the approach to the research
topic: knowledge, verification and relationship. The following examples, extracted
from our own work in this thesis, will show exactly which kind of questions
correspond to each category:
Example of descriptive
1. Interviewer: In which way has journalism changed since the Internet has
arrived?
2. Respondent: When you arrive at the office, what is the first thing that you do
related to social networks?
Example of structural
1. Interviewer: You told me that some journalists have their own social media
accounts, but is this because STV told them to do so or because they wanted
to do it?
Respondent: Most of all the journalists here have Twitter. It’s becoming sort
of a fact of journalism that while they're out on the scene they will tweet
updates and its useful for the users because it shows us that we are there, we
are present, we are updating things and it’s also useful for me because I can
keep an eye on what they are all saying and it means if there’s a photo, it’s
maybe an easy way to get something back. Rather than having to tweet it to
me and upload it on the website, I can just take it off of Twitter and upload it
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that way. So it’s useful for multiple reasons. So I think they realise that
themselves. I don't think there’s anyone, you know, saying “do we need to do
that?”.
2. Interviewer: Do you think that the way that journalists interact with the
audience has changed?
Respondent: Yeah I think in some cases, I think that it’s become much easier to
reach out to journalists/news organisations and to voice an opinion.
Example of contrast
1. Interviewer: Do you think you could make news from a tweet? For instance, if
Alex Salmond or Alastair Darling said something on Twitter, do you think you
could write a piece of news from that?
2. Interviewer: You have told me that you used Twitter but, do you use any other
social media? (if yes) Which one would you consider more useful for
journalists?

6.3.1. Sample design
In order to achieve the journalist’s discourse on the impact of social networks on
his/her own work, ten in-depth interviews with news people from UK and Spain
have been conducted. These two countries were selected because it was considered
important to maintain the same sample location in both sets of research (the content
analysis in chapter 5 on the two political processes we analyse, the Scottish
Referendum (UK) and Catalonian Sovereignty Consultation (Spain); and that based
on in-depth interviews) to ensure the coherence of the results. The sample followed
one of the typological criteria explained by Valles (1997: 212), according to which
there are two typological criteria regarding the choosing of research sample: one that
allows the distinguishing between normality, marginality and individual excellence
being present in the field; and another that differentiates between key, representative
and special subjects. Due to the difficulties that lie in interviewing journalists
(because of the intensity of the journalistic task) from the media of our content
analysis sample (see chapter 5), the second typological criteria mentioned by Valles
was chosen (1997).
Hence, the selected journalists have been chosen following this criteria:
— Key informants. Journalists working in any relevant media outlet of the UK or
Spain.
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— Representative informants. Any journalist using social networks as a part of
their job.
— Special informants. Online journalists.

Chart 1. Interviewed journalists in UK and in Spain
Country

Media Name

Journalist Name

Job

Criteria

UK

Press & Journal

Martin Little

Online editor

UK

Scottish Television (STV)

Chris Footie

Online reporter Key informant, special
informant

UK

Scottish Television (STV)

Neil Drysdale

Online
journalist

Ken informant,
special informant

UK

British Broadcasting
Corporation (BBC)

Ken Banks

Journalist

Key informant,
representative informant

Spain

La Voz de Galicia

Rosa Paino

Journalist

Key informant,
representative
informant

Spain

Radiotelevisión Española71 Agustín Alonso Social Media
(RTVE)
Editor RTVE

Spain

La Vanguardia

Toni Rubies
Cenoz

Online journalist Key informant, special
and person in informant
charge of
social media
participation

Spain

Onda Cero

Gema Ruiz

Journalist

Spain

El Mundo

Elena Mengual

Online journalist Key informant, special
informant

Spain

La Razón

Ángel Luis
de Santos

Online editor

71

Key informant, special
informant

Key informant,
special informant

Key informant,
representative informant

Key informant,
special informant

Radiotelevisión Española means: Spanish Radio and Television.
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6.3.2. Procedure of data collection
The interviews were done in the period of time between the 23rd of July 2014
and the 4th of February 2016. Almost all of them were done in each journalist’s
newsrooms and a recorder was used. Considering that it did not involve any
transportation inconveniences for them, it was felt that journalists would feel
more comfortable and relaxed if the interview was done at their place of work.
The average duration of each conversation was between one hour and a half
hours/ two hours. There were just two interviews that could not be done on-site
and that needed to be done via email. That was the case of El Mundo and La
Razón. It was really difficult to achieve any contact with these media companies,
and finally an email interview was proposed. It should be noted that all of the
recorded interviewees went ahead with the full authorization of each journalist.
Although a semi open technique has been chosen, it should be considered that
there are some questions that were the same for all the interviewed journalists in
order to ensure information from all of the interviewees about the key topic
explained before (in the research questions section of this chapter). This means
that even though there was a pre-existing questioner it was possible to add more
questions to clarify or to expand the answer that the interviewee gave to one of
the pre-existing questionnaire. So, it might be said that a fully open interview was
not carried out, because a mixture between the structured and the open interview
was done as a way to ensure the obtaining of as much information as possible. It
seems that using an established questioner would not work. Due to the fact that
it is not a ‘closed’ topic what is researched in this thesis dissertation, it is –in the
same way– an ‘open’ and subjective issue. Hence, a semi open interview has been
chosen because it was the aim to re-construct an archetypical discourse (Alonso,
1998: 89-90); the discourse of the journalists regarding how they use social media
as part of their daily job and therefore, in which sense this has changed their job
and routines. So, the interviewee discourse was used in this research as a tool for
obtaining the knowledge about in which way journalism is not the same as it was
before the advent of social media.
Once all the interviews were transcribed they were analysed and organized under
three titles related to the hypothesis of this research. These titles are: changes in
journalism, new routines in journalism and new sources of information. The samples
that have been used in this study, allow an approach to the opinion of journalists in
United of Kingdom and Spain about online journalism.
210

11 TESIS 06:Maquetación 1 14/07/16 23:26 Página 211

THE TRANSFORMATION OF JOURNALISTIC PRACTICES IN THE ERA OF SOCIAL NETWORKS
CHAPTER 6. Journalist discourse on the use of social networks in journalism

6.4. Results
In order to answer the previously posed research questions (see 6.2), in the following
section journalists’ discourse regarding the changes among the journalistic practices
(RQ1), journalists’ daily routines (RQ2) and the sources of information as a
consequence of social networks’ advent (RQ3) is going to be reconstructed. It was
the purpose of this research to explore what exactly represents all these
transformations. In other words: according to the journalists, up to what extend has
been affected journalism by social media?

6.4.1. The changes in journalism practice
It is clear by now that journalism has undergone several transformations as a
consequence of the existence of social media and its whole technological environment.
It has been determined what exactly those changes are involves by asking online
journalists about their job and routines inside newsrooms. Interviewed journalists
agree with the fact that nowadays journalism is “static” (UK, journalist) which at the
same time creates new ways of publishing news that drive more traffic to media
outlets. All of this also means changes within the relationship with users, which also
leads to new jobs postings where the old practices (such as verifying and contrasting
information) are still key, although the high-speed of news production represents a
smaller size of reports and fewer unique and exclusive articles. They also indicate the
increasing importance of the audience and of keeping in touch with their public.
This perception was not unexpected because it is in line with the reviewed
literature among this research. Hence, this “exciting new channel” (Campos, 2008)
which facilitates journalists’ tasks (Campos, 2008; Cerezo, 2008; Lara, 2009; Flores,
2009; Noguera, 2010) “is influencing journalistic practices and, furthermore,
changing how journalism itself is defined” (Hermida, 2010a). Without doubt, social
media has become a powerful weapon to reinforce media outlets’ branding due to
its inherent features: immediacy and transparency (Castelló, 2010). Journalists
mainly highlight three matters regarding these changes: less ‘leg work’, splitting news,
driving traffic and posting of jobs.
Less ‘leg work’
The results highlight that journalism has gone from an active profession which
involves going anywhere to report stories, to a “dynamic activity” but by far with less
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“leg work on the ground” (Spanish journalist, UK journalist). Journalists point out
two main reasons as possible explanations of this reality. On the one hand is the high
speed required by social media. The need of being informed through Facebook or
Twitter is increasing day by day, so news companies aware of this tendency push their
journalists to report faster than ever. In fact, as has been seen in chapter 3, Meyer
(2012) explained that “technologies of the information age produce data faster than
they produce understanding”, and in consequence they are creating a new market
for journalists, now “synthesis and interpretation” of the facts is needed. There is so
much information that audiences need a ‘prescriber’, who suggests to them which
information to read. Furthermore, despite the fact that journalists can find free-help
on social networks, the audience is still demanding “information, analysis and
interpretation” (Van Der Haak et al., 2012).
On the other hand, the easier access to material for journalists’ reports or even to
new stories through social networks has its effects on newsrooms. Journalists find it
easier to obtain information for their news by looking on the most popular social
networks rather than in the street. One of the journalists interviewed defines this
situation as a trend inside newsrooms: “I’m now no longer really out on stories unless
its perhaps for a bigger feature” (UK journalist). Another of the Spanish journalists
interviewed illustrated this transformation by explaining the media coverage of the
Arab Spring. Media outlets were able to communicate what was happening due to
all the information that could be found on social media about this issue without
actually being on the ground.
Hence, journalistic activity has turned into a more “office based job”, to use the
expression used by a UK journalist, where the most important thing is to update
media webpages and to share the report quickly on social media. So, for journalists,
journalism has undergone a transformation from a ‘street/ground profession’ to an
‘office profession’, where what is really important is being quick enough to publish
reports on the media outlet’s webpage and to share that piece of news on social media
as soon as possible. So, the key to becoming successful in that ‘duty’ is obtaining
information to write the article as quickly as possible.
Therefore, for journalists getting information about certain topic without going
out makes it easier for them to be faster in reporting to their media and also to share
it on any social media. Although, their job is more “static” than it used to be, they
still have to verify the veracity of the received information. This classic journalism
principle is still present in present day newsrooms as a guarantee of trustworthy
information (Gabilondo, 2011). The most basic rule of journalism is “filtering the
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information and confirming facts” (Lowery, 2009). By following this rule,
professional information is guaranteed with a degree of quality in the sources of
information used (Gallagher, 2014; Noguera, 2012). Consequently, journalists stress
the importance of verifying all the obtained information even if it is multimedia
material and they also warn of the problems of not doing so:
“In the end there is one thing in journalism which is called verifying the
data […]. If not it has been known to happen that, they [the audience] slip
fake videos to us that were about other things” (Spanish journalist).

So even though social media introduces innovations inside journalism, certain
old values such as verifying information are still a ‘must’ in the journalistic world. In
fact, that principle is present in every single piece of information. That is the example
which one of the UK journalists explained with a report concerning a helicopter
crash. The journalist highlighted that “as soon as we had it all confirmed, we just
tweeted”; that is to say that first they confirm and then they share the information.
Above all, journalists still consider it important to check the information that they
are going to publish in their media:
“Yesterday, we had an exclusive about the helicopter crash off Shetland
last year in which four people died. We picked up a story about the crown
prosecutors office here seeking the black box flight recorder from the
investigation branch. So, we tweeted just a link, as soon as we had it all
confirmed, we just tweeted a link to say we had that and shortly after, the
story was live and published and we tweeted that as well. And then later
on in the afternoon there was reaction coming in which again were all
individual tweets so we just try and keep the feed rolling as much as
possible” (UK journalist).

As has been discussed earlier (see chapter 3), Knight and Cook (2013: 155) proposed
a new challenge that journalists have to face in the digital era: currently news
professionals have to navigate between “mountains of information to find the truth”. It
should be noticed that the vast majority of journalists would probably follow this de
facto rule, but the point is that the desired speed is sometimes the great enemy of the
double check news and the best friend of the copy-and-paste-information. Journalists
don't have too much time and in some newsrooms they opt to save time by making
content which is not checked or exclusive. Furthermore, communication departments
are obvious beneficiaries of this because “what the majority of the media outlets do is
take the press releases from the communication cabinets” (Spanish journalist).
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Split news
In the pre Internet age, the rivalries between media push the journalist to be faster
than others, but they don’t publish anything until they have the whole story.
Currently, social media platforms involve a technology which involves not only an
increasing rivalry between media outlets to be the first news company to give the
news, but also an audience who demands faster information. Sometimes the
consequence of that is a piece of news that has been related less rigorously, just
because journalists prefer updating their stories rather than waiting until they have
their story 100% complete and checked. They point out that this need for speed can
have its impact on the exactitude of the reported facts:
“It’s this need for speed which then compromises accuracy and means that
sometimes especially when a story first breaks the public can be fed wrong
information […]” (UK journalist).

Fortunately, new technology allows journalists to re-write a story instantly and
also to add information to a previously published article really fast. Therefore, when
wrong information has been published it can be corrected easier and faster.
Journalists consider this consequence a risk as a result of becoming “a slave to
immediacy and to being the first to report news” where sometimes “speed trumps
quality” (Spanish journalist). Domingo (2006) named this type of journalism as
“immediate news production model”72 featured by keeping the website updated and
doing it as fast as possible, even if that means publishing incomplete stories.
This tendency of constantly updating media outlets’ webpages - and therefore their
social media accounts - has developed a new type of reporting: fragment stories; that
is, a serial of short stories which as a whole represent the complete story. By doing
this, journalists ensure their leadership of being the first to report. They break the
story into short pieces that they will fulfil at the same time that they have more
information or even re-write it once they have checked the published information.
As has been highlighted before, they can easily correct errors in previous information,
therefore verifying information is not considered as important as it should be.
The need to be the first to give the scoop is not the only reason for this reporting
technique. The ability to pay attention in digital formats is diminished (Wu and
Huberman, 2007). This means that only a tiny percentage of users will read the whole
72

The news production inside the digital sphere is widely explained in chapter 3.3. “Transformations in the
journalistic practices of reporting”.
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story which would explain why the trend is moving towards publishing shorter reports
(Meso, 2002). Therefore, adding attractive elements such as photos, audios, videos or
hyperlinks and even adapting the order of how the information is related (as if it were of
an inverted pyramid structure) are seen as the most accurate methods for fighting against
users’ lower attention ability in the digital environment (Linnell, 2014; Waters et al. 2010).
In this regard, the interviewed journalists agree with the convenience of creating shorter
information in order to retain readers’ attention. In fact, one of the interviewed journalists
underlines as key being “more crisp and concise” which is in other words being “more
short/sharp, grabbing users interest in the first paragraph” (UK journalist). This certainly
will be a determining factor in achieving audience attention.
However, it is also an overall perception that there is risk involved in needing
audience attention that has sometimes resulted in splitting a long story into several
pieces or making sensationalist information. By taking into account the interviewees’
point of view and experience, two main dangers can be highlighted. Firstly, the fact
that journalists will try to do anything to ‘trap’ audience attention could mean falling
into sensationalist press: “We sometimes sensationalise -or kind of make it- a dramatic
headline, just to grab people’s attention” (UK journalist). This type of journalism bases
its reports in shocking-low quality stories; but, although it increases the number of
publishing articles and it might also raise audience ratings, it is not a high quality
journalism and in the end could result in a ‘impoverishment’ of journalism.
Secondly, splitting the story into several parts takes for granted that their readers
will be aware of the previous and following pieces of the report, but sometimes users
won’t be. It might be presumptuous to believe that users’ major concern is to follow
the different parts of a whole story that news media has published. Usually, the
rhythm of users’ daily lives do not provide them enough time to be aware of the
updates of media outlets: “We can’t assume that people are always clicking on [news
media outlets’ reports]” (UK journalist). In addition to this, splitting news might also
involve the risk of losing audience. Sometimes, users start reading the second part
of a story and do not understand anything because they have lost the first part, so
what happens next is that this reader “will close the window and the newspaper will
lose that reader” (Spanish journalist). Even though when the second part is linked
with a first part, readers would not click on it because they just simply do not want
to waste their time reading many stories. Here is an example of one of the UK
journalists’ opinion about cutting news into two parts:
“I did a couple of weeks ago an interview with Nicola Benedeti the Scottish
violinist who is, she's world famous she's recorded albums and she's
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playing the Commonwealth Games opening ceremony tonight […]. She
gave me far more than I could use and I almost wanted to run it into two
parts. But then I thought that if people don't read part one, they might
not know about part two […]. So, we can’t give them part two if some
haven't read part one”.

Thus, according to the interviewee, fragmenting a long report into short pieces
involves a risk and it is better to try to write shorter reports with attractive elements
in it (photos, videos, audios), which certainly catch readers attention and preserve a
high quality standard. One of the journalists also suggests as a best way to catch
audience attention making content exclusive to the media:
“If for example, you had only the announcement of the lottery, everyone
would want to see it because it is a relevant product” (Spanish journalist).

However, what this journalist proposed is an ideal journalistic practice which is
not the reality in most of the newsrooms. Domingo (2006) termed this model as a
“specialized news production model”, which unlike the immediate news production
model, media outlets and journalists try to publish exclusive topics. Obviously, this
type of information is the opposite of the copy-paste technique. In the vast majority
of cases, as has been seen before, the frenetic daily rhythm inside newsrooms resulted
in a copy-paste information and a reduced number of exclusive content. In this sense,
Mato (2014) suggests that this kind of published information “becomes a daily
reality” which in the end has developed into “creating a kind of ‘anti-exclusive’”.
Drive traffic
Another important feature that the interviewed journalists agree on is the ability of
social media to provide news companies’ traffic to their online edition, allowing media
companies to strengthen and improve their brand position. In an age where there is
no reason to directly visit a news media homepage (Schulte, 2010), social media adds
an important value in terms of spreading media outlets news and successfully achieving
more traffic to the media’s webpage. Hence, news companies are doing so basically by
personalising their messages on social networks, they (news organizations) also include
expressions in their messages which promote two types of user behaviours: clicking on
the piece of news and audience interaction on social media.
This audience proactivity can be produced in two senses: resending the link to
their friends or commenting on the media’s message (Túñez, 2012). It should be noted
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that there are two main types of user interactions through media’s messages: simple
and complex. In the simple interaction readers tend to just share or mark as favourite
the media’s message and to not leave any comment, so, they could be considered as
“silent user interactions” (Benevenuto et al., 2009). Meanwhile, in the complex
interaction users not only tend to share the media’s message, but also add a comment
to it before sharing or simply post a comment regarding that message. This kind of
user is more active than the ones featured as simple interaction (Mustafaraj et al.,
2011). Therefore, media outlets share a message with the clear purpose of driving
traffic to their website, but, at the same time they try also to engage with their current
and potential public (Emmett 2009; Messner et al. 2011; Schulte, 2010).
As noted from the journalists interviewed, this news media presumption “is
definitely changing how people are sharing information” (UK journalist) which is
certainly the expected answer to the media outlets’ strategy. News organizations are
looking for users’ access to their webpage through Facebook or Twitter. This is the
reason why media disseminates messages on social networks “with the aim of
achieving that the user navigates” (Spanish journalist) on the media outlet’s online
edition. Taking into account that news media lives off audience ratings and in the
online world from the audience traffic, it should not be surprising that the important
thing is to achieve that the public “goes from navigating on Twitter, on the timeline,
and ends up surfing on the media” (Spanish journalist).
Hence the perception of the social media as a traffic driver is clear by now.
Journalists consider that social network platforms bring to their media outlets the
possibility to drive traffic to the media website, which in the end means increasing
their audience rating and also improving their brand perception. Gaining traffic from
social media is as easy as sharing a report on any social media platform with an
attractive message, which engages the audience, and waiting until users ‘click’ on the
report or even share or interact with that content.
Jobs
The possibilities that social media brings in terms of interactivity also provide extra
value to journalists. Some news media companies will hire a journalist depending
on how many followers they have on their Twitter account, because this will help
them to bring audience to their online newspaper. In the past, most of the time media
used to hire a journalist depending on their reputation based on their writing skills,
but the parameter that they have now to measure this is something more objective:
the number of followers through their social media personal accounts. Thus, an
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interviewed UK journalist explained his media preference of hiring a journalist who
can attract traffic to their online edition: “I would happily pay a journalist more
money if they had a hundred thousand twitter followers”.
This journalist even points out that whether a journalist is a great writer or not it
is not a determining factor:
“It is all about the audience journalists bring, and suddenly journalists,
who have been paid crap money for years, may well find themselves
become more valuable than they thought”.

So, an emerging tendency has been noted of hiring journalists depending on the
number of followers that they reach. However, this is not fully expanded over all
media, but it is a trend, and perhaps it will be greatly expanded in the next few years.
So, being on social media is not a choice for the journalist. It is crucial for journalists
to have a Twitter or Facebook account:
“As twenty years ago, having to carry a type writer around was vital, it’s
now vital to be on Twitter and to know how it works and how to use it”
(UK journalist).

Furthermore, even new job positions have been created since the Internet
appeared in the journalistic sphere. The community manager (also known as social
media manager) is a new post that has appeared as a consequence of social networks.
This post is about being a channel of communication between the company and their
public whose main concern is bringing the news where the audience is by following
the principles of immediacy and transparency (Arnal, 2010; Castelló, 2010). Ricardo
Mena73 (cited by Fernández and Ufarte, 2013) member of the Spanish Association
of Community and Social Media Professionals (AERCO), highlights the importance
for the modern day journalist in having the following features: “quality writing” as
well as “hooking the audience with a great story” and “knowing how and when to
publish content”.
This is the case of Martin Little (online editor), Chris Footie (online reporter),
Neil Drysdale (online journalist), Agustín Alonso (social media editor) or Toni
Rubies (online journalist and person in charge of social media participation). They
are good examples of new positions related to Internet and social media. One of these
online journalists explains why these jobs are needed:
73

Interview conducted by Fernández and Ufarte (2013: 43).
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“The news has been broken through a medium which is free and easily
available […]. So you have a job which wouldn’t have existed a few years
ago” (UK journalist).

In fact, the person in charge of social media has to take control of a variety of
different parts such as: “marketing, communication, informative journalism.
Actually, you have to know how to choose an attractive headline and a suitable photo”
(Spanish journalist). This new role put journalists in touch with the audience. Due
to social networks, media and the public are more connected than ever. The
instantaneous nature of new technologies makes communication smoother and more
rapid, thus recreating the atmosphere of a real conversation (Ramonet, 1998; Campos
Freire, 2008; Flores, 2009; Cobos 2011).

6.4.2. The innovations in journalistic routines as a consequence
of social media
The impact that social media has had on journalism has already been described.
Nonetheless, all these changes have resulted in certain added new routines to the
journalists’ job. Hence, when the interviewed journalists are asked about these, they
agree that the new journalistic routines are strongly linked to catching what is a trend
on social media; and also to be the first media to bring that trend to their audience.
So, in the end this result in a multitasking journalists whom not only have to report
pieces of news but also share them without neglecting interaction with the audience
through social networks. Therefore, from the speech of the interviewed journalists it
is suggested that there are three main new tasks that have been introduced: catching
online trends, relationship with the audience, and strengthening ties with them.
Catching online trends
On social media there is so much information that journalists have to navigate
through it in order to select and discern what is important and what is not, as if
journalists were a “reality sorter” (Martínez Rodríguez, 2005). So, as Meso (2002)
observes, journalists currently need the ability of preserving “the initiative in the
process of producing information”, while they also have to be aware of “how to
channel all the knowledge generated”. How are journalists dealing with the current
double journalistic requirements? By constantly monitoring74 what is said on social
74

This aspect –journalists monitoring social media– it will be developed in the next section, 6.4.3.
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networks due to the fact that they have to be attentive to online tendencies: “If there
is a big event taking place overnight, it would usually have made its way onto social
media by the morning” (UK journalist). Journalists also agree on the necessity of
looking for online tendencies in an attempt of not being outdated or being overtaken
by the competition: “I will look at our feed and make sure there is nothing on there
I need to be aware of ” (UK journalist).
Hence, there are two reasons involved in searching social media trends: not being
missed by other media outlets in competition, and also improving audience ratings
by offering information of interest to them. In addition to this, as a Spanish journalist
points out, it is not enough to just “listen to the conversation that occurs on social
networks”, it is also needed to “provide content”. Therefore, although it is of high value
to journalists’ to report and to add information on their reports with material found
on social media (more details, multimedia resources etc.) or even to make a report
about citizens’ reactions to a topical issue, it is not enough. Journalists have to add
their ‘journalistic value’ to their reports, even though the primary source for having
created it comes from Facebook or Twitter, by providing added context and an
explanation of the issue. This is the case in what has been explained in chapter 3 with
the Nepal earthquake. There were large quantities of information regarding this
incident among social media; nonetheless, readers needed someone who showed them
which information is reliable and also an explanation of the magnitude of the issue.
However, some of the interviewees state that it is interesting to publish a report
just based on what was found on social networks and not adding any extra data. The
vast majority of this type of report happened when media or journalists found a
multitude of people’s reactions to a specific event (like the Scottish referendum or
the Commonwealth games). On some occasions this could lead to a report itself by
headlines such as the following: Scottish Referendum: funniest Twitter reactions
(Gadd, 2014) or 'Och aye, it's the noo!': How celebrities reacted on Twitter to the news
that we really are Better Together (Williams and Spillet, 2014). It may be the case that
if journalists did not consider reporting on what they have found on social media,
they would not write articles which allow them to engage with their audience and
also to increase their audience ratings. Here follows a motivation for using this
manner of reporting:
“There was an article on the Commonwealth Games we did which was
simply Commonwealth Games Opening Ceremony: Twitter Reacts. And
there was another one we did which was Barrowman Gay Kiss at the
ceremony where we said Twitter reacts to John Barrowman gay kiss at
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Glasgow Commonwealth Games opening ceremony’ that was the headline,
that was just the story. It was about engaging twitter, engaging people who
are out there and what they are saying and acknowledging that it’s there
and getting the interaction going. We got a huge amount of traffic from
doing a story on what people are saying on twitter” (UK journalist).

Publishing what the audience has said on social networks is a way of connecting
them to media outlets. By doing so, users will see that what he/she comments on
social media is listened and it is also likely to be included in a report. In fact, one of
the Spanish journalists also links the importance of social media with the idea of a
platform which helps in a better understanding “of citizens’ interests”, while it is also
useful “to reach a wider audience and citizens who are not readers of your media”.
Therefore, by doing this, news companies try to strengthen the relationship with
their public and thus provide themselves with major traffic to their webpage.
Relationship with the audience
Another point emphasized by the journalists interviewed is the increasing
importance that the audience has achieved through social media:
“There is not a one-way journalist anymore, who from a pulpit, from a
media source, tells us what we have to ‘eat’. Not anymore” (Spanish
journalist).

In the past, the media used to have total control over what was in the newspaper,
in which order and they could sometimes even influence people’s perceptions about
what is news and what is not. Nevertheless, social networks provide an extraordinary
channel to communicate with the audience which results in a bigger influence of the
audience through the media. The public are influenced considerably by the decision
of what is in the newspaper.
According to Mato (2014) the media cannot decide anymore whether an event
should be covered or not; they should consider more than ever the “audience factor”.
In this sense, the media is forced by social media to pay attention to certain topics.
So, there are situations where news corporations and journalists are pushed by their
audience to focus the media’s attention on an issue. As one of the UK journalists
expressed, this has direct effects on the news conference:
“The first thing we raise at our news conference is how our stories have
fared online that day so far, and what traffic has been like. What that does,
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it dictates the direction of news conference and what decisions we make
when we first place stories in the paper […]. All the social media now
gives us is a better indication for web traffic, a better indication of what
sells most and realises the position what story we have on front page.”
(UK journalist).

Bardoel and Deuze (2001) referred to this situation as a profession that “used to
control the megaphone”, in clear reference to this change which implies that a
journalist does not work in “splendid isolation” anymore and, therefore, journalism
is not now a “top-down profession” where journalists communicate a message
through an audience and that was the end of the process. Nonetheless, interviewees
do not consider that this means a complete loss of control by journalists. They
highlight the positive aspects of this technological environment despite the
increasing influence that audience has:
“We still reserve absolute right over what we do and what we move.
Newspaper editors would always move stories around the paper according
to what story sells the paper most, that’s always happened. All the social
media now gives us is a better indication for web traffic, a better indication
of what sells most and realizes the position what story we have on front
page […]. So, we don't allow the audience to dictate what we do; however,
we take them into account” (UK journalist).

So, the perception of the audience’s role can be described as a ‘business
opportunity’ to news companies, which is far from the perception of a ‘dramatic’
loss of control over news content, due to the fact that thanks to audience feedback
media outlets can have a better understanding of what of interest to the audience
and therefore obtaining higher rates of sales by giving it to them. Therefore, it is also
important within this environment to ‘keep an eye’ on the audience’s likes or dislikes
and look after them, particularly those who ‘follow’ media outlets’ profiles on social
networks. These two aspects are seen as key to achieving users’ fidelity.
“The important thing is to have many followers, but also to be a very
engaged community and this is achieved in two ways: on the one hand,
being a niche content; and on the other, taking care of them” (Spanish
journalist).

Journalists should also be careful and try to avoid losing their ‘warranty role’ of
publishing information of a certain quality. This is to say that despite the fact that
222

11 TESIS 06:Maquetación 1 14/07/16 23:26 Página 223

THE TRANSFORMATION OF JOURNALISTIC PRACTICES IN THE ERA OF SOCIAL NETWORKS
CHAPTER 6. Journalist discourse on the use of social networks in journalism

audiences are more likely to express what they want to read, it is fundamental to
know that sometimes the public tend to get obsessed with sensational stories. Thus,
journalists have to listen to what the audience is saying, but at the same time they
have to be careful with publishing macabre and ghoulish news. As a UK journalist
says, otherwise “the site [the media site] wouldn’t work”.
Strengthening ties
As has been mentioned before, Facebook and Twitter are distinguished as being
natural environments where interaction flows as an innate part of the experience.
Thus, it is not surprising that among this platform the interaction between media
and public has flourished. In fact, as seen in the above sub-section (relationship
with the audience), interacting with users has become a new added routine in the
journalistic job. Trying to connect with the audience is not anything new, but the
innovation lies in the almost instant experience (Rost, 2006; Masip et al., 2010) that
those social digital platforms provide which in the end promotes public
interactivity. Túñez (2012) proposed “socialization rules” as a way to connect with
the audience. These rules are: personalization of content, adding links or material
that belong not only to the news itself, optimization of the social network profile
(such as adding tabs like: events, notes, images galleries etc.), addressing traffic to
their webpage and fomenting conversation in both of the following senses:
provoking it with a message that promotes feedback and maintaining it by
interacting when an answer is given. By following these key aspects, the media will
be in a better position to improve its relationship with its public. Messner et al.
(2011) also emphasize that news organizations are working hard as a way to “build
their online audience”, which is to say that without audience there is no media and,
in consequence, no tie to strengthen. So, it is evident that although when concerning
a non-native digital media outlet, they have to build their audience online as if they
were a new form of media, because it is a new platform where they are foreigners
and not veterans. Of course, the fact of being a pre-existing offline media (people
will probably be familiar with the brand) is helpful but they have to work on
building a new audience: an online audience.
All these requirements are reflected in what journalists do on social media. Media
awareness of the importance of social networks follow a two-way interaction and,
in consequence, interact strategically with their audience in spite of the erstwhile
one-way flow of communication. This can be noted in the way news is spreading.
As soon as news professionals’ have updated or posted information on their media’s
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online edition, they post a comment on the media social networks accounts. One of
the UK journalists explains how they do their job online: “We would look to promote
our existing content, now the reason for that is they are such big traffic drivers for
us” (UK journalist).
Furthermore, all that has been mentioned in this sub section is strongly related
to the emerging job post of community manager. In fact, in some newsrooms this
figure is not an independent position or it is a share of responsibility between
journalists and the community manager. This is the case when each journalist is in
charge of sharing his/her report on social networks. So, undoubtedly, digital
journalists that have to assume these tasks have the most important thing in common
with a community manager: “finding readers wherever they may be” (Castelló, 2010).
Certainly, publishing a message with the clear aim of promoting journalistic reports
has the ultimate purpose of finding users who read it. So, in this sense, journalists
have similar duties to those of a community manager as far as both have to get closer
to the audience in order to reach as much traffic as possible.
The interviewees point out that online journalists are “multitasking”, which is a
growing tendency especially in those working in digital media. Nowadays, journalists
not only need to write properly, but they also need to share their reports on social
media with an attractive message which sometimes even includes multimedia
resources that have been previously edited by the same journalist who has written
the story. So, usually there are no multiple professionals involved in the production
of news. In the vast majority of cases, the same journalist who writes that story is he
or she who shares that content on social media, who updates the media webpage and
who also monitors users’ reactions and comments on social networks. This is also
the case even when there is a community manager or social media manager inside
newsrooms:
“Now you need to deal with several elements, it is not enough to write
properly [...]. Online journalists must know the media quite well, because
as always the media is the message” (Spanish journalist).

In this regard, Domingo (2006) warns that often this kind of multitasking
professional, who “updates the webpage regarding any topic and who may even edit
the webpage and update social media”, is more likely to simplify journalistic routines
as much as possible. In consequence, this type of journalist will tend to follow the
“immediate news production model” featured by valuing speedy over quality. The
increasing possibilities of making mistakes over this type of new production model,
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apparently does not seem as important to journalists because it is possible to modify
it really fast.
“Now the news is on the networks and they are monitored, you can
modify, correct or increase them depending on the development of events”
(Spanish journalist).

The previous explained changes and new routines inside journalism have
developed a journalist who has to face a lot of different task as a result of the new
technological possibilities. So, nowadays and more than ever, journalists have to
be up to date with the innovations provided by this platform due to two reasons:
firstly, “because as always the media is the message” (Spanish journalist); and,
secondly, journalists can find in social media new sources of information to build
their stories.

6.4.3. Social networks as a new source of information
for journalists
Journalism has always been strongly linked to looking for people’s stories and making
reports about them. Nonetheless, with the advent of social media all that has changed
is the place to find these conversations and, therefore, where stories are created
(Noguera, 2012). Nowadays, journalists can obtain enough resources to build a
complete story on social media (Linnell, 2014). In fact, social networks are generating
such interesting new stories with the huge flow of user activity involved that otherwise
it wouldn’t attract media attention: “What social media has helped is generating
interest in some stories which perhaps would not have got interest in the past” (UK
journalist).
Hence, the advent of social media platforms allows journalists to find new sources
of information as a consequence of their constant monitoring activity or also from a
request made by news media professionals through social networks, but without
forgetting the importance of verifying the authenticity of the obtained information
in a story.
Monitor what’s happening on social media
Journalists need to constantly be vigilant about what is happening on social media, with
two purposes: to find out if something important has happened and to check users’
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dialogue in order to discover topics or extra information for their reports. Without doubt
media outlets take into account that the way people engage with media outlets is not how
it used to be. Messner et al. (2011) states that social networks are being used as an
“investigative reporting tool” which undoubtedly provides journalists with a large source
of data and contact sources. In this same way, Waters et al. (2010) suggest that the
importance of these social digital platforms are what provides a wide range of topics to
“cover national and regional” information. In addition to this, Gallagher (2014) asserts
that the added value found on social networks is the fact that these platforms provide
breaking news, sources and expertise. One of the Spanish interviewees points out that
journalists have to monitor what is said on social media for a two reasons: firstly, to be
aware of what other media outlets are publishing in order to ensure that they have also
covered such topics; and secondly, to be up to date with the trending topics and the
conversation on this virtual space just in case it appears to be a good idea for a new report.
That is the case with the coverage of the UK’s first spaceport by one UK media outlet:
“That information came through on Twitter, because the UK space agency
tweeted it before they put out an email, it was about fifteen minutes of
difference. So, because of that, we were able to be the first people in the UK
to reveal the eight possible locations for the first spaceport. And that’s purely
because, we were looking on Twitter we were looking at the right account,
we got the information, we got the link and it was done” (UK journalist).

Journalists also highlight a new tendency in the behaviour of the audience which
has an impact on journalism. According to them, nowadays users are more likely to
post anything related to a breaking news event on any social media platform, instead
of contacting the media straight away: “Years ago if there was a house fire, the first
thing somebody might have done is call the local paper” (UK journalist). Meanwhile
now the tendency is completely different. Citizens are more likely to update their
social media account with information about the house fire, mentioned before, rather
than calling the media. This would also explain why it is so important to monitor
what is said on these platforms. It is a clear change in audience conduct, which also
has a direct effect on journalism. So, as one of the Spanish journalists asserts,
nowadays journalists have to constantly monitor and be aware of the changes which,
in the end mean being able to be more “adaptable than ever”. Thus, that flexibility
can be noticed in the configuration of their daily strategy concerning which
information goes to one platform or another. One of the UK journalists explains that
sometimes based on what they observed on social media, they decide on what
information will go to their website and what to their newspaper.
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A shift towards where the hub of the news is produced has been clearly observed.
As has been seen previously in this chapter, in the past journalists used to have all
the power of decision regarding what should be included as a report and what should
not, while currently, with the user claiming this position (Canavilhas, 2011; Elola,
2010), an unavoidable change inside the news production process has been produced.
Nowadays journalists have to consider the audience factor in all of their reports and
the best way to do so is to monitor social media and to look at sources of information
or extra data regarding information that they are working on, as well as finding stories
that might become a new report (Chadwick, 2011; Feenstra and Casero-Ripollés,
2012).
Seeking new sources of information
The increasing importance of the online audience in the news production has also
meant that by using social networks journalists are able to hunt for interesting stories
and also to publish information with multimedia material due to the cooperation of
users that provide that material: “A normal guy who picks up his mobile phone and
decides to send things” (Spanish journalist). Therefore, obtaining information
through social media is a bidirectional issue: from the users to the journalists or as
a requirement of journalists from their audience. The interviewees also highlight the
fact that new technologies have demoted the interactivity with users to social media
which at the same time transforms the old method into old-fashioned techniques:
“Nobody really calls the office or sends in letters anymore; it is all pretty much
through social media now, because it’s so easy” (UK journalist). From what the
interviewees have said it is also suggested that this collaboration comes about in two
ways: when journalists ask for it or when they find what they are looking for after
monitoring audience activity.
Firstly, obtaining information as a result of the media’s request happens when
journalists ask using social media for material to illustrate their report or even for
extra information concerning an event. One of the interviewed journalists explained
what happened to them with a story about a fire in a car park of a shopping centre.
To write this story his media company needed help from local residents:
“We couldn't get a photographer there fast enough to get the fire but there
was somebody who was there who snapped it on his phone, put it on
twitter and we just pulled that off and put it on our website. So yeah we
would do that all the time to encourage people to send stuff in” (UK
journalist).
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Another example is what happened at a Spanish media company. They organized
a meeting between fans and the actors of a TV series and they asked for photos on
social media:
“This is generating content. It is not new. Previously they could send
pictures by letter or whatever, but social networks made it easier. But
clearly, that allows us [journalists] to turn [this user’s feedback] into real
time information” (Spanish journalist).

So, this idea is strongly related to the idea (catching online trends) of publishing
reports about users’ opinions on social media as a way to engage with them. By
publishing an audience’s photos about the meeting, that Spanish media outlet tries
to generate loyalty towards its brand. Their public will feel grateful for being part of
the report and they will also feel that in some way their loyalty has a reward: being
important enough to be in the news. This technique is a way to enhance media
outlets’ brand (Campos, 2008; Emmet, 2009), this means to self-promotion of news
companies’ brand through social networks in an attempt to improve their visibility
and the audience perception of their company.
Another interesting aspect of using social networks as a source of information
is the possibility of contacting the protagonist of an event. Traditionally, looking
for the protagonist involved in the story might be difficult and might also entail
a long process before the journalist can contact the person, “previously it was
phone call after phone call, until you found the person who you are looking for”
(Spanish journalist). This is an authentic example from an interviewed UK
journalist:
“The swimmer Ross Murdoch who won the gold medal, he had received
a letter written by a little boy that was just addressed to Ross Murdoch
Common Wealth Games winner. […] The reporter in Glasgow had
managed to get in touch with him via Twitter, so he had replied and now
there’s a story on the website” (UK journalist).

And secondly, there is the situation where news professionals look on social
networks straight away without asking anything from their audience. In this situation,
journalists simply look for multimedia resources on social media and use it in their
reports. Because of this possibility, it is possible to publish as much information as
is published with multimedia material.
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“Many of the news that has been published, has been published because
someone who is not a journalist has had a mobile phone and has sent
photos or information” (Spanish journalist).

Hence, the audience could be seen as a large multimedia archive full of resources
regarding an ongoing event, which provides interesting material to journalists,
particularly, to those (journalists) who could not be on location when the event
happened and they therefore do not have multimedia resources or even statements
from the witnesses that were on location. Here is an example of one of the Spanish
interviewees about the terrorist attack that Paris suffered in November 2015:
“The latest attacks in Paris [in November 13, 2015] were a clear example.
Due to the lack of official information, the testimonies of the witnesses
uploaded to their accounts on Twitter or Facebook was the only first-hand
information available” (Spanish journalist).

Journalists seek new stories on Facebook or Twitter also as a way to find stories
that otherwise would be impossible to know. So, journalists insist that on so many
occasions they discover something on social networks that they would not have
found on another platform. The possibility of finding new topics or events that are
happening in those moments are certainly seen as a positive aspect by the
interviewees. As Gallaguer (2014) proposes “the lifeblood of reporting is information
and there is more of it on the web’s media channels [which is to say social networks]
than ever before”. In consequence, it should not be surprising that journalists see this
aspect as very positive. Considering that there are millions of users on social media
updating it with photos, videos or just information, it is obvious that journalists
consider this space as one of the biggest advantages in audience terms.
It may also happen that a citizen asks the media to cover a certain story and to
make that contact using social networks. The reaction of the journalist is to ask that
person for further contact details, and if the issue is certainly interesting they will
cover it. However, they see this situation as a complex scenario which forces
journalists to be even more rigorous in avoiding mistakes. Journalists must then
consider, on the one hand, the interest of that source of receiving media coverage
and determine whether there may be ‘malicious’ interest involved in it, while on the
other hand, they have to contrast the veracity of the proposed story to the user who
made contact through social media with the news company. Nonetheless, although
these two aspects are not exclusive to the online world because they are inherent to
journalism –guaranteeing the quality of the sources must be one of the most
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important pillars of the profession–, they are even more important in social media.
In a virtual space where there is no immediate possibility to see another person face
to face and where it is relatively easier to hide other people’s true identity, those key
aspects have achieved an even greater importance.
Hence, social media (particularly Facebook and Twitter) are very potent tools for
obtaining information produced mainly through two channels: through a request
by journalists (either as a result of journalists directly asking for information or of
journalists looking for material on social media) or as a demand of the citizens.
Whichever of these cases it may be, it should be noted that journalists need to make
sure that the information that they are obtaining from social media is true.
Verification
One of the biggest principles of journalism is to verify75 everything and to not trust
anybody (Chomsky and Ramonet, 2008; Gabilondo, 2011; Kapuscinski, 2009;
Randall, 2009). This maxim is still active in the digital era.
“So, it’s no different to if you met someone on the street, or you’d received
a phone call from somebody - you still do the same checks. It’s just how
you’ve received that information that changes” (UK journalist).

Nowadays, there are huge amounts of information, which means that journalists
have to discern which information is valid and which is not. The veracity of
information should never be taken for granted. Everything has to be contrasted in
order to ensure its validity (Spencer, 2007; Lowery, 2009; Ahmad, 2010) because it
might be the case that the things found on social media might not be true. As Spencer
(2007) warns, the best way to avoid publishing false news or reporting on the basis
of erroneous material is to “double-check everything”. One of the UK journalists
points out what could happen if a news professional do not check the information:
“You still have to always double check things otherwise you could find yourself not
being in journalism for very long” (UK journalist). Beyond putting in danger the
credibility of the media company that this journalist is working for, he/she is also
compromising his/her own reliability and therefore, his/her future in journalism.
Journalists have even to research the origin of multimedia material in order to
ensure that it comes from where the user has said it has. The interviewed journalists
75

See chapter 3.2.1.
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have said that they may at times receive photos or any other kind of multimedia
material that is not from the place that the sender said it was from. Therefore, news
professionals have to be careful with this material and determine whether they are
using fake material or not. Reviewing the metadata attached to the photo can be
helpful to ensure that the photo was taken at the right time and in the right place.
Sometimes it is difficult to know, particularly with photos on social media, but by
using maps which provide real views of the streets, it can be easier to discover
whether that image corresponds to the place it is said to have been taken.
“So if somebody claims it to be a photo of a fire, you can go, you can ask
them where it was taken. You can go to that spot on street view and look
and see if it is possible to take that photo, from that spot” (UK journalist).

As explained in chapter 3, this risk also warned by Ahmad (2010), Knight and
Cook (2013), Lowery (2009) and Spencer (2007) has become a reality on the Internet
due to the fact that it is easy to hide a user’s real identity, and namely the real
intention of the message’s sender. In such a way, journalists have become ‘detectives’
by observing what is said on social media, looking for information and stories and
also contrasting its reliability. In the end, what has changed is the medium itself, but
not the most important thing in journalism which is providing a good-quality story
and, as a Spanish journalist interviewed has said, “a good story is obtained with
professionalism”. So, journalists, even in the ‘new era’, are key to creating good
journalism. No matter how sophisticated tools are that have been developed or how
many changes have been suffered in journalism as a consequence, there is no
possibility of good journalism without professional journalists.

6.5. Conclusions
The obtained results have established two general conclusions:
1. The changes inside journalism as a consequence of the advent of social media
are determined by the implementation of social networks as a part of the
journalistic role, which in the end leads to the development of new journalistic
routines associated with the use of this social digital platforms: less ‘leg work’,
split news and driving of traffic. These new routines have also led to a creation
of new posts, which are necessary just to cover the needs of the new digital
sphere.
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2. Even though it is true that there are differences in how journalism used to be
practiced, there are still similarities between the old journalistic practices and
the new. There has been emphasis on the importance of double checking every
piece of information that is going to be published whether it comes from social
networks or another source.
These new forms of journalistic practices are defined due to their channel as
‘digital’. ‘Digital’ means a new –although nowadays it is not so new– virtual space
where the times are shortened and the possibilities enormous. In this space virtual
platforms have proliferated which allow their users to interact between themselves,
these being social media or social networks. Since 2008, when news companies
realized how important it was to be on social networks, the role that social media
has in journalists’ daily routines has increased. The journalists interviewed revealed
that currently journalism, due to its immersion in the digital world, has changed as
a whole, which also means its routines have changed too. Nowadays, the journalistic
profession has gone from an active profession to a dynamic activity which does not
involve going somewhere to report what is happening. The need for speed demanded
by the online audience and their short attention span in digital formats explain why
reports have been affected by this environment. Online news is shorter than it used
to be, and sometimes the information can be split into several parts in order to be
faster than other media or to avoid writing a long story. The need for ‘speed’ in
updating media outlet webpages as soon as possible, as well as the long-standing but
still current need to be the first media outlet to give the scoop make for a more static
journalism which has its good and bad points.
On the one hand, the great disadvantage is that the resulting reports are shorter
and most of them are not exclusive content of a specific media company due to the
fact that online users have a reduced capacity for staying with the same article or
piece of news –no matter how much multimedia it may contain– for a long time
and also there is no time to write longer reports. So, the first strategy for attracting
users’ attention is to write short reports, but sometimes journalists are not careful
enough to avoid writing reports from a sensationalist perspective and they do it
solely to connect with the audience.
On the other hand, the major advantage is the feedback and interactivity that all
these platforms permit. Social media such as Facebook and Twitter make it possible
to have a real interaction with any citizen who has an account with this virtual space,
which ultimately entails a ‘fresh’ and ‘living’ source of information where journalists
can share their reports- which will give the media outlets higher rates of traffic on
232

11 TESIS 06:Maquetación 1 14/07/16 23:26 Página 233

THE TRANSFORMATION OF JOURNALISTIC PRACTICES IN THE ERA OF SOCIAL NETWORKS
CHAPTER 6. Journalist discourse on the use of social networks in journalism

their website- or even find new stories or extra information (data or multimedia
material) which needs to be verified –as happens with any other source– before being
added to their reports. This real-time and instant feedback factor has also resulted
in journalists constantly monitoring what is said on social media in order to pick up
on online trends and to keep in touch with their audience. All these changes in
journalism have developed the need for a new type of professional profile inside
newsrooms. Community manager is the emerging new post resulting from all these
transformations. The main duty here is spreading news media reports to where the
audience is following the principle of immediacy and transparency described by
Arnal (2010) and also by Castelló (2010).
In these routines, where there is less space for ‘leg work’ and where the important
thing is publishing as much news as possible, however short, has been included the
relationship with the users as a key point. In the past, journalists did not have such
a powerful tool which could provide them both material on their reports and also a
bigger impact on their audience. This may even mean a new role for the journalist.
The interviewees agree by saying that they “would happily pay a journalist more
money, if they had a hundred thousand twitter followers”. In the end it is all about
achieving huge audience ratings So, if a media outlet hires a journalist with 100,000
followers and he/she shares what he/she wrote for that media outlet on their own
social media profile, that media outlet achieves an extra audience share within which
to spread that report; which means potential new audience that can be redirect to
the media. This once again is an example of driving traffic.
Despite the fact that it is not the propose of this PhD to research the consequences
of hiring journalists just by taking into account their number of followers, it should
be said that it would be interesting for further research to analyse whether this is an
overall trend that result in the impoverishment of the profession if that criteria is all
that is to be considered and not their writing skills.
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Throughout this thesis has been widely discussed how the advent of social media
has changed the way news media and journalists do journalism. Since the appearance
of the hyperlink, through the implementation of multimedia resources, to the social
digital platforms that open an enormous world of communication possibilities (social
media) -strongly linked to the media outlets- has been described.
Social networks basically facilitate the need to be informed about the world users
live in and also it helps news media and journalists in their duties and expectations.
In the case of the media outlets, they find in this digital platform a useful tool that
makes easier the difficult task of connecting with their audience. Regarding
journalists, they look upon social media as an important ally which provides them
with useful information to their reports or even news stories to inform about.
Therefore, social media has transformed journalism particularly in two ways. How
journalists look for details, stories and how they build their reports has changed
(Canavilhas, 2011; Chadwick, 2011; Domingo, 2006; Elola, 2010; Feenstra and
Casero-Ripollés, 2012; Gallagher, 2014; Kerrigan and Graham, 2010; Meyer, 2012;
Waters et al. 2010) and this situation also affects the relationship between journalists
and the audience (Benevuto et al., 2009; Del Fresno et al., 2014; Lee and Ma, 2012;
Schulz, 2004; Wilson, 2008). So, these transformations necessarily involve a shift
towards the use of social networks by the media and by journalists. This has forced
both news companies and journalists to adapt to the new sphere in order to survive.
Hence, to clarify and investigate to what extent social media has transformed
journalistic practices, two empirical studies have been carried out, one to determine
media outlets’ performance on social networks, conducted by a content analysis; and
another to approach the point of view of journalists, based on a qualitative research
design with in-depth interviews. Both studies were conducted in two countries, the
United Kingdom and Spain. In the case of the content analysis, the collected data
was put together taking as a case of study the media performance during two
comparable political processes: the Scottish Referendum (UK) and the Catalonia
Sovereignty Consultation (Spain) in the autumn of 2014.

7.1. the use of social networks by the media
As we state above, in order to provide a thorough knowledge of journalistic practices
through the social media sphere, a content analysis of sent media outlets’ messages
on Twitter and on Facebook –the main social networks by which media outlets share
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messages with their audience– was done regarding the Scottish Referendum, in the
United Kingdom, and the Catalonia Sovereignty Consultation, in Spain. These two
cases were chosen because both processes are similar and attracted an enormous
amount of media attention. The fact that these processes took place in two different
countries allows for the making of a comparison, thus enriching the study.
The major aim of this research is to study how news companies operate on social
media, especially regarding media outlets’ behaviour through their activity on Twitter
and Facebook, to investigate audiences participation in connection with the purpose
by which media outlets send a message on social media and to compare news media
behaviour regarding the use of social media in each country in order to find potential
similarities and dissimilarities.

The purpose of media messages on social media
In the study regarding the media outlets’ use of social media (chapter 5) previous
research into journalism and social media or new technologies was carried out. In
fact, the categorization used in a previous study carried out by García de Torres et
al. (2011) about media behaviour on social networks was partially applied. In their
study, the authors made a content analysis in order to discover what the main goal
is by which journalists sent messages on social media (Twitter and Facebook). The
researchers categorized as follows the aim by which journalists sent messages on
news companies’ Twitter and Facebook accounts: referential (those messages whose
main aim is sharing a link and addressing traffic to a media outlet’s webpage),
conversational (promoting the interactivity between media and users) and action
promotion (asking the audience to do something). They drew the conclusion that
Twitter and Facebook are platforms basically used with the purpose of sharing and
receiving information, as well as driving traffic and getting information from their
audience.
In our study, we have tried to be more ambitious, focussing on two subjects: media
outlets, of course, but also their audience’s behaviour. In this research it was thought
that when a journalist shares a message through social media, he or she does so with a
clear aim which in the end is just trying to engage or connect with their existing or
potential users. Therefore, exploring how this mixture is working was considered
important. The suggested frame in this thesis was that journalists share a message whose
final objective is just trying to connect with their audience through that comment.
Also, this message has an aim (providing news, providing opinion, self-promotion,
action promotion or conversational) which is also linked to a piece of news (news,
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report, interview, on air/live coverage or opinion) about a topic of any of the two
political processes analysed (the Scottish Referendum and the Catalonian
Consultation). But, on the other hand, the audience can read that message and
interact (or not) with it on social media (on Twitter: retweet, favourite, reply; and
on Facebook: like, share or comment).

Graph 1. Relationship between journalists and users on social media

Therefore, to investigate the aim by which media companies sent messages on
social media the categorization of García de Torres et al. (2011) has been considered,
although this categorization has been redesigned with the purpose of making it more
complete. So, the classification used to study the aim by which media share messages
on social networks is: providing news76 (favouring the transmission of objective news
over opinion), providing opinion (these are those messages whose purpose is to judge
facts), self-promotion (the main aim here is the promotion of media outlets’, activity
or the media products), action promotion (the media outlet requests that the audience
does something out of the virtual world and outside the media) and conversational
(these types of messages promote conversation with the user).
76

The messages providing news, providing opinion and self-promotion are considered by García de Torres et al
(2011) as "reference posts" but it is more appropriate to emphasize whether there is involved an opinion or
not and also if it has a promotional purpose or not, that is the reason why the category was divided into three.
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By doing this analyse, discovering how this ‘media-technological ecosystem’
works became possible. The results suggest that to engage with their audience or
potential audience, journalists tend to share news with the clear aim of providing
information to their readers (providing news). So, in the majority of the analysed
cases journalists share on Twitter or Facebook a piece of news about any of the
political processes studied with the clear aim of engaging with the user through
an informative message. Namely, in the light of the obtained results journalists in
both countries are more likely to share content on Twitter (93.93%) rather than
on Facebook (6.08%). This might be due to the technological nature of each social
media. Twitter is a more ‘high-speed consumption’ social network compared to
Facebook. This means that the timeline of Twitter is changing constantly due to
this platform’s open nature, where users can see almost every post of the people
they follow. In contrast, the timeline of Facebook is more slow-moving and users
can only see the updates of some of their ‘friends’. But, what happened with users’
interaction?.

Interactivity
Perhaps surprisingly, despite being a social environment, the percentage of the
messages analysed that registered complex interaction was really low. This type of
interaction involves a degree of interactivity from the user beyond just sharing or
marking as ‘favourite’ or ‘liking’ a media message. This interaction asks for an active
user who actively makes a comment on that message by using the ‘reply’ option on
Twitter, or the ‘comment’ or ‘share with comment’ on Facebook. Although the
complex interaction does not have higher rates,that does not mean that the same will
happen with simple interaction. This other type of interaction, which involves very
basic interactivity (the audience basically presses the ‘like’ or ‘share’ but without
comment, ‘favourite’ or ‘retweet’ buttons on Facebook or Twitter) was users’ favourite
option for interacting with the media. This is to say that, by considering the obtained
results in this study (for further details see chapter 5), users are more likely to make
a simple interaction rather than a complex one.
Nonetheless, it should be noted that collecting users’ comments on Twitter was
difficult (no digital tool which allows for picking up this data from Twitter was
found). Therefore, on Twitter the simple interaction and not the complex was
analysed. Hence, further research which also includes users’ comments (‘reply’
button) on Twitter are needed in order to determine whether there is any variation
on the obtained results by including Twitter’s ‘reply’.
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The variation in the number of comments and users’ interactions from one minute
to another should also be highlighted. It is possible to share, like or comment on a
message no matter when it has been published, meanwhile the media message is
published on Twitter or Facebook. This means that if for instance The Guardian77
publishes a message the 23rd of February on Facebook, anyone is able to share, like
or even comment on that message in April.
Also amazing was the finding which suggested that users feel more comfortable
interacting with the providing opinion and providing news types of message, instead
of the conversational type. This might be because of users’ necessity of knowing what
is happening as a way to make a stronger engagement with the world around them.
This behavioural pattern may be strongly connected with the Uses and Gratifications
Theory. This theory suggests that people are likely to choose and use certain media
by following their needs regarding : social integration, evasion, understanding their
surrounding world or finding an explanation of the ongoing events (Igartua and
Humanes, 2010: 313-333; Lariscy et al., 2011:751; Martínez, 2010; Whiting and
Williams, 2013: 363). So, by considering that this could be applied to users’ behaviour
on social media, the types of messages that best match with these requirements are
providing news and providing opinion. Both categories are the ones which give
knowledge about the world surrounding the users, and providing opinion makes
easier the task of creating or reaffirming users’ own opinion about ongoing issues.

77

The analysed media allow users to interact with their messages on their social media accounts, although is
possible to lock that option on Facebook and do not bring the option of interact with a message that has been
sent on social media. However, any of the analysed media outlets had locked the comment option. In the
bellow screenshot of Facebook, how to lock this option can be seen:
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This revealed that media should re-think their strategy on social media. They may
consider the idea of publishing a high number of opinion messages, and by doing so
they might increase their audience share. As has been seen in depth in chapter 5,
particularly in section 5.3.2., news media are more likely to share messages with the
purpose of providing news, meanwhile the percentage of sent messages with the aim
of providing opinion is significantly lower. In consequence, media outlets have the
chance to discover whether by changing the type of the sent messages they would
increase their audience’s rates.

The use of social networks by the media in the UK and in Spain
It also must be stressed that slight differences between how UK and Spanish
journalists share messages on Twitter and on Facebook were found. As has been
widely discussed in chapter 5, the most remarkable differences were discovered in
the number of shared messages and in terms of audience participation.
UK media outlets seems to be more active. This is because important variations
in the number of shared messages that each country registered were found. UK
messages registered 64.98% of the total (2,032 messages), meanwhile Spanish
messages noted 35.02% (1,095 messages). On the other hand, the audience has shown
a different behavioural pattern, which suggests that the UK media system might be
in a more evolved digital era compared to Spanish news companies, which obviously
is linked to audience behaviour.
Perhaps all these dissimilarities are due to the chosen political process
considered. Although both cases concern political issues it should be noted that
the Scottish Referendum is a ‘hotter’ topic in the UK compared to the Catalonia
Consultation in Spain, mainly because the obtained results of the Scottish
Referendum were politically binding which was not the case with the Catalonia
Consultation. For this reason, further research is needed in order to ensure that
we face an overall trend and not just an isolated case, especially in the following
aspects: the level of interactivity, the differences between how UK and Spanish
journalists work on social media and the variation in the number of sent messages
between either country.
Nonetheless, it can be said that despite having found differences the overall trend
is that UK and Spanish news companies tend to follow more or less the same
journalistic practices on social media. So, in both studied cases it was found that
media outlets are more prone to sharing messages essentially with the same goal:
providing news.
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7.2. Journalists discourse regarding their use
of social media
The social media platforms have introduced a wide range of changes inside
journalistic routines. So, innovations have even resulted in a reconfiguration of
journalism. As a way to discover in what sense journalism is changing as a
consequence of social networks, a study based on in-depth interviews with
journalists from the UK and from Spain, the two countries considered in the content
analysis of media outlets, has also been carried out. It was thought that journalists
from the same location should be included in order to obtain coherent results and
the way to ensure so was by considering the same countries.
The information collected from those interviewed allows us to find out journalists’
discourse about the changes inside journalism, the new routines involved as a result
of those changes and the new ways of obtaining information (sources of information)
and, also through journalists’ speech, discovering whether there are remarkable
differences between journalistic practices in the UK and in Spain.

Changes and new routines inside journalism
The perception of the interviewed journalists is that journalism has turned into a
more ‘static job’ compared to how it used to be in the past, where journalists needed
to be in the street in order to get stories and testimonies about any ‘hot topic’. This is
not a ‘must’ anymore. Due to social media, journalists can get a story just by
monitoring Twitter and Facebook; although, naturally, they still have to verify the
reliability of that information. So, there are certain traditional aspects that are still
important in present day journalism. This is the case with contrasting information.
Publishing information without doing so entails a risk which, in the end, will affect
to the lesser or higher degree the quality of journalistic information.
The data obtained from the interviewees point out that journalism has gone from
an active profession, distinguished by going anywhere to report, with a “dynamic
activity” but without “leg work”. However, despite the fact that journalism has turned
into less “leg work”, there is an increasing demand by users to have content to read, to
share or to comment on social media. Hence, this introduces a new duty inside
journalistic daily routines. As a consequence of this audience’s demands, journalists are
asked to deal with social networks to engage with media outlets’ users. In modern
journalism, it is not enough to just publish journalists’ reports on a media outlet’s
webpage or through each media channel (TV, radio or paper). This news has to be shared
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within a message sent on social networks, which in the vast majority of cases are Twitter
and Facebook. So, that news content which does not flow on any of the pre-existing
social media platforms is not going to address traffic to the media digital site. This would
explain the reason why it is so important to update media outlets’ social media accounts.

New ways to obtain information
On social networks the huge amount of information that flows and the need to catch
online tendencies brought about an added duty for journalists: monitoring social
media. By doing this, news companies achieve two objectives: not being overtaken
by their competition, and also finding details in their reports or even to discovering
new stories to write about.
The fact that journalists are monitoring social networks has at the same time had an
impact on users. Aware of this reality, users frequently share multimedia information
about any ongoing event with the clear aim of gaining journalists’ attention. In this sense,
due to the social media audience, it has become a powerful and quick source of
information. This does not mean that before the advent of social network platforms,
citizens were not considered a source of information. Of course, if any ordinary citizen
went to a newsroom with a scoop or information about something, journalists listened
to them. Nonetheless, what is new is the channel and the possibilities that this channel
brings to the communication between journalists and the audience. Because this allows
an easy flow of information which is almost immediate.
Therefore, journalism is now a more interlinked profession where the audience
has achieved great power. In the past, as mentioned in this thesis, achieving an almost
instant communication between media and audience was really difficult. However,
new technologies turn this into a real possibility which, at last, has the unavoidable
effect of connecting users and journalists with everything this entails. Currently,
journalists must hear what their audience is saying if they do not want to lose them.
It should also be said that through social media, the audience can easily contact other
members of the audience in an attempt to push the media though a certain issue
related to what was published or to a ‘hot issue’ for which they want to obtain press
coverage. This is an interesting line for future research.

Journalists’ discourse in UK and in Spain
At the beginning of this research it was thought that notable variances between UK
and Spanish journalists would be found due to the fact that each country possesses
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a different political-media system. Hallin and Mancini (2004) identify three politicalmedia systems based on the relationship between politicians and journalists: the
polarized pluralist model (the government and political parties have a big influence
on the media), the corporative democratic model (newspapers have a high rate of
sold printed copies; in fact, this model is characterized as being “newspaper-centric”)
and the liberal model (media outlets are distinguished by being more neutral and
also by being more independent from the Government).
At the beginning of this research, the fact that Spain and the UK are framed in
different media systems (shown in chapter 4) might have had no influence on the
obtained results was considered as a real possibility; which is to say that journalists
in Spain might make different use of social networks compared to UK journalists.
However, the achieved results have shown that the use of social media by journalists
in the UK and in Spain is not an issue which is linked to the media system. Thus,
among the conducted in-depth interviews a significant dissimilar scenario regarding
the use that journalists in theUK and Spain make on social media was not found.
Nonetheless, further in-depth interviews in future research are needed to ensure
the reliability of this conclusion. Perhaps, if more journalists from other media outlets
had been interviewed at another point (with no political processes taking place soon),
the results would have been different. So, this part is a first approach to the issue that
needs further research, in another political context, which would verify the obtained
results. Furthermore, future studies should also include in-depth interviews with
social network users to discover what their motivations are and the behaviour
towards news and reports on social media. This research is limited in this sense. In
this study, users’ interviews were not included because the main goal was to
determine the changes in journalistic practices as a consequence of social networks.

7.3. Concluding remarks
It is clear by now that social networks have revolutionized journalism as far as
important innovations and changes in journalistic practices go. In the research into
the use of social networks by the media, how newsrooms had introduced in their
professionals’ –daily– routines updating social networks as a way to connect with their
existing and potential audience have been seen. This statement corresponds with
what scholars such as Emmett (2009), Messner et al. (2011), Medina and Messner
(2013), Mangold and Faulds (2009) or Noguera (2010) suggest regarding how
important it is for news companies to be on social media in order to establish contact
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with their users. According to them, since 2008 news organizations have realized
how important it is for them to be on social media, especially on Twitter or on
Facebook, as a way to send a message to their audience in an attempt to engage them,
to attract traffic to their website and to enhance its their respective brands.
In the past, neither news companies nor journalists had to worry –at least not as
much as they have to nowadays– about users’ feelings regarding their reports, because
it was not as easy as it is currently to obtain authentic feedback. As has been shown
in these results, users mainly use social media in two ways related to the reporting
process: as a way to share multimedia content or any information concerning a hot
topic or to interact with the news media messages and also with journalists (complex
or simple interaction, which has been reviewed in point 7.1 and developed in depth
in chapter 3).
Surprisingly, although in the research based on the discourse of journalists
concerning their use of social media it has been highlighted that news corporations
have to monitor what is said on social networks and take care of what their audience
is saying through this channel, high rates of communication between the audience
and the media were not registered in the study into the use of social media by news
companies. It is interesting to note that in media outlets’ research a low complex
interaction, particularly regarding to the conversational messages, was registered.
Meanwhile in the study into the use of social media by journalists, it was discovered
that journalists are constantly monitoring what is said on social media and they even
look on these platforms to find details for their reports or new stories. Colussi (2010)
warns in her research that social media attribute a higher interactivity degree to that
between journalists and audience than to what they actually possess. Anyway, this
finding clearly shows the necessity for further research which would help to clarify
the lower or higher degree of interactivity between users and journalists/media outlets.
Finally, it should be highlighted that although differences were found between
UK and Spanish journalists in the research into the use of social media by media
outlets, this was not the case in the studfy into journalists’ discourse about the use of
social networks in journalism. So, further research over a longer period of time and
another analysed topic78 should be considered in order to determine if there are any
notable differences between how the journalistic job is practiced on social networks
within different journalistic cultures.

78

Just in case the topic, by which the sample of the content analyses were selected, would have had any influence
on the got results.
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Esta tesis doctoral tiene el propósito de aportar conocimiento a los estudios de comunicación y a las investigaciones relacionadas con las redes sociales y los cambios
que éstas han propiciado en las prácticas periodísticas. El principal objetivo de trabajo
es analizar e investigar las transformaciones que está experimentado el periodismo
como consecuencia de su migración al nuevo entorno digital. Es evidente que Internet, en general, y las redes sociales, en particular, han propiciado un cambio en la
forma en la que los periodistas producen la información de actualidad. Las redes sociales son utilizadas también como un lugar para promocionar los medios de comunicación, las marcas periodísticas y las historias construidas por los periodistas, e
incluso como un ámbito útil para incrementar los índices de audiencia y en donde
ésta juega un rol importante, dada la rapidez lograda por la casi ‘instantánea’ conversación posible en estas plataformas (Beckett y Lumby, 2014: 117). Inevitablemente,
todos estos aspectos han transformado las practicas periodísticas.
La investigación que proponemos en esta tesis doctoral está dividida en dos partes.
En la primera se hace un repaso de las principales líneas de investigación y las aproximaciones teóricas realizadas sobre la relación entre el periodismo y las redes sociales. Esta parte, estructurada en tres capítulos, comienza revisando la etapa inicial
de este encuentro, cuando el periodismo entra en el entorno de Internet, y llega a la
fase actual, en la que las redes sociales han conseguido un papel central y relevante.
La segunda parte, de carácter empírico, incluye cuatro capítulos en los que se diseñan y ejecutan dos estudios empíricos. En el primero (capítulo 5) se aborda el uso
de que hacen los medios de las redes sociales mediante un análisis de contenido y
tomando como caso de estudio el referéndum convocado en Escocia en septiembre
de 2014 para decidir sobre la independencia de este territorio británico, y la consulta
legalmente no autorizada llevada a cabo en Cataluña también con un propósito independentista (la denominada consulta soberanista), en noviembre de ese mismo
año. En el segundo (capítulo 6), a través de entrevistas en profundidad se hace una
aproximación a la percepción que tienen los periodistas acerca de los cambios introducidos en las rutinas profesionales por la existencia de las redes sociales.

8.1. Antecedentes
Desde 2008, los medios de comunicación han tomado conciencia de la importancia
de estar presentes en las redes sociales con el fin de establecer contacto con sus usuarios (Emmett, 2009; Noguera, 2010). El paso decisivo y definitivo se dio en 2007,
cuando Facebook abrió su plataforma de software para los medios y los desarrolla249
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dores de aplicaciones, lo que permitió a cualquier sector (empresas de juegos, investigadores en las universidades, medios de comunicación) tener la capacidad de lanzar
desde Facebook páginas de noticias y enlaces que redirigían a sus propios sitios web
(Emmet, 2009). Esta ‘lucha’ continuó en Twitter entre 2009 y 2010. "Una organización
de noticias sin una cuenta de Twitter era una rara excepción en 2010", según observan
en su estudio Messner et al. (2011). Mangold y Faulds (2009: 364) consideran que
antes de la aparición de las redes sociales, la forma en que las empresas solían enviar
un mensaje a la audiencia era diferente: "La organización y sus agentes desarrollaban
el mensaje y lo transmitían a sus consumidores potenciales, que podían o no estar
dispuestos a participar en el proceso de comunicación".
En los ‘viejos tiempos’, donde no había ni internet ni redes sociales, los medios de
comunicación no podían proporcionar un sistema de comunicación en tiempo real
que permitiera disponer de información de forma instantánea; y, por supuesto, el
público no podía contactar con los medios de comunicación de manera rápida y
fácil. En esa época, el mensaje circulaba en una única dirección: básicamente, los
medios emitían un mensaje a través de su propio canal y los usuarios lo recibían. Si
los usuarios querían decir algo al respecto, interactuaban con otros usuarios o trataban de ponerse en contacto con los medios de comunicación mediante el envío de
cartas o de manera telefónica (Canga, 2001). Sin embargo, el nuevo entorno tecnológico y la plataforma digital, en la que una parte significativa del público se encuentra actualmente, representan un cambio de paradigma. Hoy en día, hay varias
posibilidades a la hora de enviar un mensaje con información referente a hechos de
actualidad, y sin los límites del espacio inherentes a las plataformas tradicionales (televisión, radio y prensa), permitiendo al usuario acceder al contenido allí donde esté.
Mangold y Faulds (2009: 364) indican que lograr el éxito en esta era "requiere la
adopción de un nuevo paradigma de comunicación que reconozca la omnipresencia
de la información que ahora se intercambia entre los consumidores mediante las
redes sociales".
Hay que tener en cuenta que las organizaciones informativas suelen estar presentes
en las redes sociales de dos maneras: a través de la creación de una red social que pertenece al propio medio , o bien mediante la utilización de las redes sociales preexistentes, tales como Facebook o Twitter (Noguera, 2010). El primero fue el caso de
Utoi.es, que pertenecía al extinto diario digital español Soitu.es, un intento de construir
una red social propia del medio y, por tanto, vinculada a este. Sin embargo, la quiebra
de la compañía supuso el cierre de la red social. Hay otras compañías que han optado
por algo parecido. The New York Times o The Guardian han intentado hacer algo similar, aunque no funciona exactamente de la misma manera que una red social, sino
250
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que más bien se trata de un ‘club
de suscriptores'. En el caso The
New York Times, los usuarios
pueden mandar al medio información sobre lo que sucede.
Suele funcionar más como un espacio de quejas para los ciudadanos que como una plataforma de
redes sociales. The Guardian decidió crear un sistema más sofisticado que permite a los usuarios
tener su propio perfil y un espacio virtual. Aquí pueden encontrar los últimos comentarios que
han dejado en las distintas noticias del medio, las respuestas recibidas y la información enviada
a The Guardian en relación con
un evento específico o los remitidos con el simple propósito de
informar al periódico de cualquier suceso.

Captura de pantalla donde puede verse el espacio
que los usuarios tienen a su disposición para registrar
sus quejas sobre cualquier suceso
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Un elemento positivo de las redes sociales ajenas y, por tanto, no vinculadas a los
medios –como Facebook o Twitter– es el hecho de que son entornos donde la interacción fluye como parte integrante de este espacio digital. Por esta razón, los medios
de comunicación utilizan principalmente las redes sociales preexistentes con un triple objetivo interrelacionado: atraer tráfico a su sitio web; lograr y mantener a la audiencia; y mejorar el posicionamiento de su marca (Emmett, 2009; Messner et al
2001; Messner y Medina, 2013; Overholser, 2009; Schulte, 2010; Smith, 2010).
La aparición de las redes sociales entraña una serie de nuevas posibilidades que
facilita el trabajo de los periodistas (Campos, 2008; Cerezo, 2008; Lara, 2009; Flores,
2009; Noguera, 2010). Antes de la llegada de las redes sociales, Bardoel y Deuze
(2001) ya advirtieron de que en el futuro, el periodismo se vería afectado por los
cambios que pudiera traer consigo la nueva tecnología:
"Hemos visto que las nuevas tecnologías de la comunicación y las
tendencias de la sociedad civil nos obligan a replantear el periodismo
como una profesión de arriba hacia abajo, que solía controlar el
'megáfono' [...]. El periodista ya no funciona en "espléndido aislamiento"
–sobre todo debido a la gran abundancia de información y el hecho de
que el público es perfectamente capaz de acceder a noticias e información
por sí mismos [ ...]" (Bardoel y Deuze, 2001).

Siguiendo esta línea, Bardoel y Deuze también sugerían cuál debía ser el papel de
los periodistas teniendo en cuenta la tecnología y los cambios que estaba introduciendo: "El periodista del mañana es un profesional que sirve como un nodo en un
entorno complejo entre la tecnología y la sociedad, entre las noticias y análisis, entre
la anotación y selección, entre la orientación y de investigación" (Bardoel y Deuze,
2001).
En este sentido, casi una década después, cuando las redes sociales comienzan a
estar asentadas, Hermida (2010a) subraya una característica de este fenómeno: "Las
características estructuradas de micro-blogging están creando nuevas formas de periodismo, lo que muestra una de las formas en las que internet está influyendo en
las prácticas periodísticas y, por otra parte, el cambio de cómo el periodismo en sí
está definido". Todos estos cambios implican varias transformaciones en las rutinas
periodísticas, lo que significa que los periodistas tienen que asumir nuevas funciones.
Rachieva-Stover y Burkett (2012) descubrieron en su investigación que la mayoría
de los profesionales de los medios utilizan las redes sociales como una herramienta
periodística que permite la búsqueda de información y fuentes; promocionar y di252
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fundir las últimas noticias publicadas; y, por último, conectar con el lector. Así pues,
Overholser (2009) justifica el deber del periodista de estar en las redes sociales:
"Nuestro trabajo es mantener un ojo en el interés público".

Transformaciones en las prácticas periodísticas
de producción de noticias
La relación actual con el público ha cambiado prácticamente todo en el ámbito periodístico. El periodismo se ubica ahora dentro de la "cultura participativa", que es
lo contrario a la idea de audiencia pasiva (Elías, 2010: 49). El hecho de que en las redacciones se cuente con los usuarios transforma la inteligencia individual del periodista en una "inteligencia colectiva", ya que con la ayuda de la audiencia los
periodistas pueden tener acceso a más información. Lévy (2010: 71) define la inteligencia colectiva como "la capacidad de los colectivos humanos a participar en la cooperación intelectual con el fin de crear, innovar e inventar". De hecho, desde finales
de los años 90 diversos autores han hablado de una nueva relación entre los periodistas y su público, en donde se produce un diálogo que claramente contrasta con la
experiencia más pasiva de la comunicación unidireccional propia de un tiempo pasado (Domingo et al., 2008; Gillmor, 2004 y 2010; Kunelius, 2001; Massey y Haas,
2002).
Las redes sociales y otros sistemas de publicación de Internet (como, por ejemplo,
los blogs) estimulan la interacción entre los periodistas y su público. Gillmor (2004:
237) pone de relieve el ‘poder de feedback’ que estas herramientas proporcionan:
“Los blogs y otros medios de comunicación modernos son sistemas de feedback. Trabajan lo máximo posible a tiempo real y capturan, en el mejor sentido de la palabra,
la multitud de ideas y realidades que cada uno de nosotros puede ofrecer". Teniendo
en cuenta que las redes sociales dan la oportunidad de interactuar en tiempo real
con el público, parece lógico pensar que la relación entre los periodistas y la audiencia
es más fuerte de lo que solía ser.
Sin embargo, hay autores que son pesimistas acerca de esto. Gillmor (2004)
apunta que los medios de comunicación se están olvidando de algo importante en
esta nueva era: la escucha. El autor subraya que los medios de comunicación "están
todavía en un modo de arriba hacia abajo y no se dan cuenta de que la conversación
es más importante que nuestros pronunciamientos [el de los periodistas]" (Gillmor,
2004: 237). Seis años más tarde, en 2010, Gillmor no había cambiado de opinión
sobre esta cuestión: "Casi nunca se encontrará a un periodista de medios de comunicación participando en los comentarios en la página web de su organización" (Gill253
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mor, 2010: 47). No obstante, se muestra algo más optimista, ya que afirma que hay
signos de cambio en esta área: "Felizmente, al menos unos [periodistas] han comenzado a escuchar, y se unen a la conversación en sus propios blogs, las corrientes de
Twitter y en otras partes" (Gillmor, 2010: 47). Es evidente que hay periodistas reacios
a aceptar que las reglas han cambiado y que ya no están solos en la parte superior de
la pirámide de las noticias; sin embargo, estos tienen que aceptar que ahora tienen
nuevos vecinos: su audiencia.
Túñez (2012) señala que nos encontramos ante un nuevo modelo bidireccional,
aunque advierte que no está funcionando. Este autor explica que no hay una verdadera interacción entre los usuarios y los periodistas, porque incluso si el público
envía un mensaje a través de las redes sociales como respuesta a un mensaje previo
del medio no suelen recibir respuesta del periodista. De hecho, la mayoría de las
veces la interacción fluye exclusivamente entre los usuarios, y estos acaban interactuando entre sí como si estuvieran en un foro. Carrera et al. (2012: 37), en un tono
más optimista, argumentan que "las redes sociales están cambiando sustancialmente
las formas en las que los periodistas se relacionan con sus audiencias", pero aún no
se ha probado si las redes sociales están "favoreciendo un mejor conocimiento de la
opinión pública y sus intereses periodísticos".
No obstante, sí hay dos tipos de interacción que están funcionando y que, definitivamente, han cambiado las prácticas periodísticas en lo concerniente a la producción de noticias. En primer lugar, cuando los periodistas solicitan expresamente
ayuda a su audiencia. Esto sucede, fundamentalmente, cuando buscan nuevas historias en las redes sociales (Túñez, 2012), o en aquellas ocasiones en las que necesitan
ayuda con sus noticias y solicitan datos o material multimedia a su audiencia a través
de las redes sociales. Y, en segundo lugar, cuando los periodistas no piden abiertamente esa ‘ayuda’ al público, sino que, sirviéndose de las posibilidades que las redes
sociales les aportan, buscan allí la información que precisan y la utilizan en sus informaciones (Domingo, 2008).

Nuevo estilo periodístico
La nueva plataforma de comunicación ofrece nuevas oportunidades a los periodistas
en dos sentidos: acorta la distancia con la audiencia y también proporciona a los periodistas los recursos necesarios para amplificar el impacto de sus noticias. Salaverría
(2005: 67) considera que las redes sociales dan a los periodistas "la oportunidad de
multiplicar los itinerarios del discurso gracias al hipertexto. Les permite estrechar la
relación con los lectores, gracias a la interactividad. Les faculta para enriquecer las
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posibilidades expresivas de los mensajes, gracias a la multimedialidad". Tanto lo
multimedia como la posibilidad de estar presentes en varias plataformas es ahora
una parte imprescindible, y por tanto integrada plenamente en el periodismo. La
ubicación del usuario ya no es relevante para el consumo informativo. Esté donde
esté puede conectarse a Internet a través de cualquier dispositivo y consultar la información periodística, que, por otra parte, ha tenido que adaptarse a esta nueva situación. Por otro lado, el contenido disponible no sólo está basado en texto y fotos.
También cuenta con la opción de utilizar varios recursos multimedia, como vídeo,
audio, mapas y enlaces fácilmente compartibles a través de las redes sociales. Hermida et al. (2012: 821) señalan las preferencias de los usuarios: "Por ahora, el público
prefiere recibir noticias y enlaces de familiares y amigos y no de los periodistas. Pero
esto puede cambiar a medida que la gente se acostumbre a la idea de seguir a un
medio de comunicación en Facebook o seguir a un periodista en Twitter".
Mediante el uso de los recursos multimedia y tener presencia en tantas plataformas
como sea posible, los medios de comunicación buscan conectar con su público (Beckett
y Mansell, 2008). La necesidad que tiene el medio de estar en varias plataformas supone,
por un lado, la imperiosa necesidad de estar en las redes sociales; y, por otro, proporcionar a los usuarios la oportunidad de tener acceso a su edición digital en cualquier
dispositivo electrónico con conexión a Internet. Para tener éxito en esta tarea, los medios animan a sus periodistas a contar sus historias mediante la utilización de recursos
multimedia (compatibles con todas las plataformas) y compartirlo en las redes sociales.
El hecho de que "cada vez más, el periodismo sea visual y textual al mismo tiempo que
se produce la integración de fuentes de vídeo en los artículos de noticias" (Van der
Haak et al., 2012: 2931) está cambiando la narrativa periodística. Así pues, de acuerdo
con Becket y Mansell (2008), el proceso de noticias se ha cambiado de "un proceso lineal a una red", donde hay un intercambio continuo de información. Estos cambios
son particularmente evidentes en tres aspectos: la adaptación del lenguaje periodístico,
el entorno multiplataforma y la narrativa dentro del periodismo digital.

Hacia la creación de nuevos puestos de trabajo
Las prácticas periodísticas en Internet y las redes sociales llevan aparejadas la creación
de nuevos tipos de puestos de trabajo. Así, pues, surgen figuras como la del community
manager o social media manager1. El trabajo del community manager consiste en ser un
1

Ambos términos serán utilizado como sinónimos en este trabajo. En España se denomina Community
Manager, y aunque en el mundo anglosajón también se conoce así en determinada áreas de Reino Unido se
llama Social Media Manager.

255

13 TESIS 08:Maquetación 1 23/07/16 15:33 Página 256

THE TRANSFORMATION OF JOURNALISTIC PRACTICES IN THE ERA OF SOCIAL NETWORKS
CHAPTER 8. Resumen en español

canal de transmisión, a través de las redes sociales, entre la empresa (sea de la índole
que sea) y los usuarios. El social media manager, que apareció por primera vez en Estados Unidos, utiliza un lenguaje cercano y cuida aspectos como la inmediatez y la transparencia (Castelló, 2010). En este sentido, Arnal (2012) destaca que los community
manager también gestionan las comunidades sociales y se ocupan de hacer más próximas las marcas a sus consumidores. Básicamente, supone acercar la empresa al usuario; en cierto sentido, su trabajo consiste en ser “la cara más amable de la empresa”
(Arnal, 2012). En esta línea, Ricardo Mena2 (citado por Fernández y Ufarte, 2013),
miembro de la Asociación Española de Responsables de Comunidad y Profesionales
Social Media (AERCO), defiende que esta nueva profesión está muy ligada al periodismo, “sobre todo por la capacidad de comunicación, y la buena redacción [que tiene
un periodista], además de [la cualidad de] saber atrapar a la audiencia con una buena
historia. El valor añadido que presenta un periodista reside, entre otras habilidades, en
escribir correctamente un blog, gestionar una crisis en medios sociales, etc. Pero también
en saber cómo y cuándo publicar contenidos”. Por esta razón, Radillo (2010) considera
que el esquema de trabajo del community manager podría resumirse en un ciclo continuo de “escuchar, responder, informar, callar, escuchar más, acercar e involucrar”.
Puede resultar difícil definir cuáles son exactamente las funciones que desempeñan los community manager, ya que se encargan de distintas áreas estrechamente relacionadas. Castelló (2010:84) subraya que lo más importante de la figura del social
media manager es el hecho de que su labor esté siempre encaminada a interactuar
con los lectores:
“Estos gestores de comunidades digitales se encargan de que el contenido
esté donde se encuentran los lectores: en los espacios de la Web 2.0.
Conversar con la audiencia, escuchar y distribuir contenidos de la
organización en los medios sociales son los principales cometidos del
Community Manager.”

Sin embargo, Castelló (2010) advierte de que no consiste en publicar un mensaje
de cualquier manera, sino que es necesario un plan concreto para establecer la comunicación mediante este canal, dado el carácter de las redes sociales, “dialogante e
interactivo”. Por ejemplo, en el mensaje que puede leerse en la captura de pantalla se
observa cómo el diario El Mundo utiliza un lenguaje cercano, que busca la complicidad e interacción del público.
2

Entrevista realizada por Fernández y Ufarte (2013:43) para su investigación sobre el perfil del Community
Manager.
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El community manager es una figura cada vez más presente en los pequeños y en
los grandes medios de comunicación, así como en el resto de empresas que desarrollan su actividad en otros sectores. Cobos (2011: 2) relaciona esta necesidad con el
gran nivel de aceptación que han logrado las redes sociales, que, por otra parte, han
ocasionado una “comunicación horizontal y directa con el público”. Sin embargo, y
a pesar de la importancia y del peso que cobran las redes sociales en la empresa periodística, hay medios de comunicación que, para gestionar lo concerniente a las
redes sociales –desde la difusión de informaciones hasta el trato con el lector–, no
disponen de una figura específica en su organigrama. Estos medios de comunicación
suelen apostar por integrar el trabajo del community manager en las rutinas de su
personal en plantilla.
Parece, por tanto, que estamos presenciando la creación, surgida de la necesidad,
de una nueva función en las redacciones de los medios. Sin embargo, el futuro parece
que generará nuevas necesidades relacionadas con las funciones del community manager. En consonancia con esto, Castelló (2010) apunta a la creación de varias figuras
editoriales que estarían por encima del community manager, como la que denomina
Chief Blogging Officer, encargado de los blogs; el Customer Insight, analista de las necesidades de los posibles clientes y de los actuales; o el User Experience, cuyo objetivo
sería generar una ‘experiencia positiva’ en el usuario. No obstante, al tratarse la de
community manager de una profesión en auge, está “en continuo cambio y redefinición”, por lo que “sigue siendo una gran desconocida” (Fernández y Ufarte, 2013: 32).
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8.2. Objetivos y método
En los antecedentes de esta tesis doctoral se ha explicado la evolución del periodismo
digital desde la llegada de Internet (Cebrián, 2010; Díaz Noci, 1997 y 2005; Echeverría, 1998; Gil, 1999 Meso, 1999; Pavlik, 1999) hasta el momento en que la profesión
se enfrenta al surgimiento de las redes sociales (Carrera et al., 2012; Casero Ripollés,
2013; Farrel, 2013; Kietzman et al., 2011; Masip et al., 2010; Pérez-Latre, 2011). También se ha abordado en el modo en que la aparición de plataformas sociales como
Twitter o Facebook han transformado las prácticas periodísticas (Benevuto et al.,
2009; Canavilhas, 2011; Chadwick, 2011; Del Fresno et al., 2014; Domingo, 2006;
Elola, 2010; Feenstra y Casero Ripollés, 2012; Gallagher, 2014; Kerrigan y Graham,
2010; Lee y Ma, 2012; Meyer, 2012; Schulz, 2004; Waters et al., 2010; Wilson, 2008).
Para ahondar en los cambios que las redes sociales han generado en el periodismo,
hemos realizado dos estudios empíricos, el primero de ellos con el objetivo general
de conocer el uso efectivo de las redes sociales por parte de los medios de comunicación; y el segundo, con el propósito de conocer el discurso de los propios periodistas acerca de las transformaciones que estas redes están produciendo en el
ejercicio cotidiano de la profesión.
Para analizar el uso efectivo que los medios están haciendo de las redes sociales
se consideró conveniente seleccionar acontecimientos que hubiesen suscitado un
alto interés mediático, y previsiblemente, por tanto, una utilización extensiva e intencional de las redes sociales durante el periodo de vigencia de tales acontecimientos. Por ello, se escogieron dos procesos políticos en dos países diferentes: el
referéndum escocés (18 de septiembre de 2014) y la consulta soberanista catalana
(9 de noviembre de 2014). Estos dos procesos fueron seleccionados por su relevancia
y gran impacto en el flujo comunicativo que tuvieron en las redes sociales. Otro de
los motivos para considerar estos dos casos fue el hecho de que son procesos similares y que se suponía que captarían una gran atención mediática. Además, el hecho
de escoger dos procesos en dos países diferentes permitía establecer una comparativa
del uso de las redes sociales en España y en Reino Unido.
Primeramente, con el propósito de determinar el uso de los medios de comunicación en las redes sociales se llevó a cabo un análisis de contenido de los mensajes difundidos en Twitter y Facebook, las redes sociales más populares, acerca del referéndum
escocés y de la consulta catalana en una muestra de medios de comunicación españoles
y británicos. Y, en segundo lugar, con el objetivo de conocer la percepción que los propios periodistas tienen sobre los cambios acaecidos en el periodismo, se realizaron una
serie de entrevistas en profundidad con periodistas españoles y británicos.
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8.2.1. El uso mediático de las redes sociales
Como hemos dicho, el propósito de este estudio es conocer el uso que los medios
de comunicación hacen de las redes sociales, recurriendo para ello al caso de dos
procesos políticos de alto interés social y mediático, el referéndum escocés y la consulta catalana. Para el diseño de esta investigación se partió del trabajo realizado por
García de Torres et al. (2011: 611-621) sobre el comportamiento periodístico en las
redes sociales. En su investigación, estos autores estudiaron, mediante un análisis
de contenido, el propósito con el que los periodistas envían mensajes a través de las
redes sociales. Atendiendo a los posibles motivos por los que los periodistas pudieran
enviar mensajes a través de las cuentas de sus medios de comunicación en Facebook
o Twitter, García de Torres et al. (2011: 611-621) distinguieron los siguientes propósitos: referencial (aquellos mensajes que tienen como objetivo principal compartir
un link de enlace –a menudo sobre informaciones publicadas por el medio– y redirigir tráfico a las páginas web de los medios de comunicación); conversacional (promover la interactividad entre los medios y los usuarios); y conativo (pedir a la
audiencia que haga algo). Los investigadores llegaron a la conclusión de que tanto
Twitter y Facebook son herramientas utilizadas por los medios de comunicación
con tres objetivos: redirigir a los usuarios hacia su página web (redirigir tráfico);
compartir información; y recibir información.
El trabajo de García de Torres et al. (2011) tiene, sin embargo, algunas limitaciones. En primer lugar, no analizan la temática y el género periodístico de los
mensajes, siendo dos elementos que podrían haber influido en los resultados finales. Además de que ciertos temas incitan a una mayor "actividad" de la audiencia
(es decir, que generan una mayor interacción), hay ciertos formatos periodísticos
que captan mejor la atención de la audiencia que otros. En segundo lugar, en el
trabajo de García de Torres et al. (2011) no se analiza la reacción del público a los
mensajes de los medios. Los usuarios son una parte muy importante en las redes
sociales, y se trata, por tanto, de un elemento a tomar en consideración en una investigación de estas características.
A pesar de estas limitaciones, para descubrir el propósito de la emisión de mensajes a través de las redes sociales por parte de los medios, en el diseño de este estudio
se ha partido de la categorización de García de Torres et al. (2011). Sin embargo, la
categorización que proponen ha sido reconsiderada para hacerla más completa, y,
además del propósito de los mensajes, también se ha investigado el tipo de información que los medios comparten y las reacciones de los usuarios ante los mensajes de
los medios.
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8.2.1.1. Objetivos e hipótesis
Teniendo en cuenta estas consideraciones, los objetivos e hipótesis de este estudio
sobre el uso de las redes sociales por parte de los medios de comunicación en relación
con los procesos catalán y escocés son los siguientes:
1. Descubrir el comportamiento de los medios de comunicación a través
de su actividad en Facebook y Twitter
Twitter y Facebook son las redes sociales más populares entre los periodistas y los usuarios. Sin embargo, cada red social tiene sus propias características. Debido a este hecho
los medios de comunicación comparten los mensajes de una forma u otra en función
de la red social para la que sea el contenido. Esto significa que las empresas de comunicación no se comportan de la misma manera en cada una de las redes sociales analizadas
y, obviamente, no comparten el mismo mensaje en Facebook y en Twitter. Tener presencia tanto en Twitter como en Facebook implica desarrollar una estrategia diferente
para cada red social, sobre todo en términos de la cantidad de mensajes enviados. En
Facebook, el envío de una gran cantidad de mensajes, en un corto periodo de tiempo
puede conducir a una pérdida de seguidores; sin embargo, esto en Twitter no ocurriría.
Twitter es una red más instantánea que Facebook. En un par de minutos esta red social
(Twitter) podría haber recibido cientos de mensajes nuevos. Esto es debido a la gran
cantidad de mensajes que se comparten en Twitter y la posibilidad que tienen sus usuarios de revisar la actividad de prácticamente cualquier persona con cuenta en Twitter
(Arrington, 2006; D'Monte, 2009; Ezumah, 2013: 29). Por el contrario, Facebook no
tiene ese carácter tan inmediato y a sus usuarios sólo se les permite ver en su página de
inicio (timeline de Facebook) los mensajes de algunos de sus contactos, no todos los
mensajes y tampoco los de todos sus contactos (Cassidy, 2006; Zhao et al., 2008: 1821).
También debe tenerse en cuenta que, a pesar de sus diferencias, cuando un gran evento
tiene lugar las redes sociales cobran un papel importante; especialmente en aquellos
vinculados a un proceso político, como es el caso del referéndum escocés o de la consulta
catalana (Anderson, 2014; Curtis, 2014; Ley, 2015; Pedersen et al, 2014; Quinlan et al,
2014: 195; Ridge, 2014; Walsh 2014). De hecho, puede ocurrir que la actividad de los
medios de comunicación aumente con la proximidad del evento. Conforme a estos argumentos, se plantearon las siguientes hipótesis:
H1. Los medios tienden a compartir más mensajes en Twitter que en
Facebook.
H2. Cuando tiene lugar un acontecimiento importante (como el
referéndum escocés o la consulta soberanista catalana), el número
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de mensajes sobre ese tema será mayor a medida que se aproxime
la fecha del evento.

2. Identificar el propósito (proporcionar noticias, proporcionar opinión, autopromoción, conativo y conversacional) por el cual los medios de
comunicación transmiten un mensaje a través de las redes sociales en
cualquiera de los casos estudiados.
Los medios de comunicación utilizan fundamentalmente las redes sociales con el
fin de dirigir tráfico a su página web. Logran este objetivo mediante mensajes cuya
finalidad principal es conectar con su público a través de las redes sociales (Emmet,
2009; Messner et al., 2011, Cappelletti y Domínguez, 2014). En su estudio, García
de Torres et al. (2011) descubrieron que en la gran mayoría de las ocasiones los medios comparten mensajes referenciales. Sin embargo, puede ocurrir que cambie el
propósito que motiva a los medios de comunicación a compartir un mensaje cuando
un asunto de rabiosa actualidad tiene lugar. Pudiera ser que, ante un hecho íntimamente ligado a la actualidad de ese momento, el interés de los medios de comunicación esté más ligado a generar conversación, dada la relevancia del evento. Teniendo
en cuenta estos argumentos, se ha considerado la siguiente hipótesis:
H3. En lo relativo al referéndum escocés y la consulta catalana, los
medios son más propensos a enviar mensajes con el objetivo de
proporcionar noticias y conversación.

3. Analizar el tipo de información (noticias, entrevistas, reportajes, directo,
opinión) que suelen compartir los periodistas en las redes sociales.
Sin duda, el modo en el que se producen las noticias ha cambiado. Esto ha ocurrido
como consecuencia de los cambios introducidos en el lenguaje periodístico, en su
narrativa y, por supuesto, en la plataforma a través de la que se difunde la información periodística. Las prácticas periodísticas han tenido que adaptarse a los requerimientos del nuevo entorno digital (Jenkins, 2009; Waters et al. 2010; Van der Haak
et al.; 2012; D’vorking, 2012; Orihuela, 2012; Scolari, 2013; Linnel, 2014). Así pues,
en este nuevo ecosistema los medios han tenido que seguir ciertas reglas con el objetivo de compartir exitosamente su contenido. Estas reglas puedes resumirse en
tres: ser transparente, ser neutral (Kovach y Rosenstiel, 2008; Lasorsa et al., 2012) e
invitar a los usuarios a participar en los procesos de producción de las noticias (Phillips, 2010; Karlsson, 2010). El género periodístico que mejor cumple estas reglas es
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la noticia. Las noticias dan cuenta de lo que ha sucedido en el tono más neutral y
transparente posible; y, además de esto, es fácil invitar a la audiencia a participar en
el proceso de producción de noticias, por ejemplo, pidiéndoles recursos multimedia
que la ilustren . Así pues, la hipótesis planteada es la siguiente:
H4. En las redes sociales, los medios suelen compartir noticias en lugar
de otro tipo de información.

4. Estudiar la vinculación existente entre la participación de la audiencia
y el propósito por el cual los medios mandan un mensaje a través
de las redes sociales.
Claramente, los medios de comunicación necesitan estar en las redes sociales, dado
que es donde está una parte importante de la existente y potencial audiencia. Las organizaciones de noticias saben que los usuarios tienden a acceder a sus páginas webs
a través del link que han encontrado en una de las redes sociales. Así pues, no es habitual que la audiencia acceda directamente a los contenidos del medio a través de la
página de inicio (Schulte, 2010). Por tanto, los medios tratan de atraer la atención
de su audiencia online mediante la actualización de sus perfiles en redes sociales,
con información que pudiera ser del interés de los usuarios y, además, lo hacen con
cualquier nuevo detalle del que dispongan sobre ese hecho de actualidad (Emmett,
2009; Messner et al. 2011; Schulte, 2010). Conforme a esto, se formula la siguiente
hipótesis:
H5. Las audiencia tiende a interactuar con mensajes del tipo
conversacional en lugar de con cualquier otro.

5. Investigar si el hecho de que las redes sociales se enmarquen en un contexto
internacional tendrá alguna consecuencia en el número de mensajes que en
cada país se compartirá sobre el proceso político del otro Estado.
Esto supone investigar si los medios de comunicación de España y de Reino Unido
tenderán a publicar más información sobre el proceso catalán, el escocés o sobre los
dos por igual. La aparición de Internet pone al periodismo en un contexto internacional que ha proporcionado varias herramientas con potencial para cambiar profundamente el periodismo (Dahlgren, 1996; Heinonen, 1999; Masip et al., 2010;
Pavlik, 2001). Años después de la llegada de Internet, con la aparición de las redes
sociales, se abrieron las puertas a un mundo global lleno de posibilidades para el
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periodismo (Carrera et al., 2012; Casero Ripollés, 2013; Farrel, 2013; Masip et al.,
2010; Pérez Latre, 2011). Sin embargo, en lugar de producir contenido pensando en
una audiencia internacional, las empresas periodísticas siguen produciendo contenidos para una audiencia segmentada, en un terreno local. Así pues, se espera que:
H6. A pesar del contexto global que las redes sociales aportan a los
medios de comunicación, el mayor número de mensajes sobre el
referéndum escocés y la consulta catalana se registrará en los
medios ubicado en Escocia y en Cataluña, respectivamente.

6. Comparar el comportamiento de los medios de comunicación en lo
concerniente al uso de las redes sociales en cada país (España y Reino Unido)
con el objetivo de encontrar similitudes y diferencias.
Según el Observatorio de Redes Sociales y la investigación de You Gov, la población
de Reino Unido y de España tienen comportamientos similares en la utilización de
las redes sociales. Facebook se establece como la red social más utilizada en cuanto
al número de usuarios activos; seguidamente, aunque de lejos, se encuentra Twitter
(Sedghi, 2014; Lipman, 2014). Así que, teniendo en cuenta el comportamiento de
los usuarios en cada país, se espera que los medios de comunicación de cada uno de
los países estudiados no muestren diferencias significativas entre sí. La hipótesis
planteada a este respecto propone que:
H7. No hay diferencias significativas en la forma de actuar de los
medios de comunicación de Reino Unido y de España.

8.2.1.2. Método
Como ya hemos dicho, para este estudio se ha llevado a cabo un análisis de contenido de
los mensajes emitidos en las redes sociales Twitter y Facebook por una muestra de medios
de comunicación en relación con dos procesos políticos, el referéndum escocés y consulta
soberanista catalana. Estos dos procesos fueron seleccionados por su relevancia y gran
impacto en el flujo comunicativo de las redes sociales. Otro motivo que justifica la elección
de estos dos casos de estudio, es el hecho de que los dos son similares en el sentido de
que son procesos políticos que lograron capturar una gran atención mediática.
La muestra está compuesta por un total de 10 medios, seleccionados en base a un
criterio geográfico, a su orientación ideológica y la posición que ocupan en las encuestas sobre índice de audiencia. Los medios escogidos fueron:
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Tabla 1. Muestra seleccionada
Ámbito territorial

Tendencia editorial

Medios

Progresista

e Herald

Conservador

e Scotsman

Progresista

e Guardian

Conservador

e Times

Medio de comunicación público británico

Neutral

BBC

España (sin Cataluña)

Progresista

El País

Conservador

ABC

Progresista

El Periódico

Conservador

La Vanguardia

Neutral

TVE

Escocia

Reino Unido (sin Escocia)

Cataluña

Medio de comunicación público español

La recogida de los mensajes enviados por los medios de comunicación seleccionados se realizó en dos periodos de tiempo diferentes, uno para el referéndum escocés y otro para la consulta catalana, pero siguiendo la misma estructura. Se
obtuvieron los mensajes emitidos durante las tres semanas previas a aquella en que
incluía el día del referéndum o la consulta; los emitidos durante la semana del referéndum o la consulta; y los emitidos durante las dos semanas posteriores. Así pues,
la muestra se recopiló en estos periodos:
— Referéndum escocés (18 de septiembre de 2014): muestra del 20 de agosto al
1 de octubre, ambos incluidos.
— Consulta catalana (9 de noviembre de 2014): muestra recogida del 12 de octubre al 23 de noviembre, ambos incluidos.
Para la recopilación de los mensajes enviados a través de Facebook y Twitter se tuvo
en cuenta sólo aquellos mensajes referentes al referéndum escocés o la consulta catalana.
Por tanto, aquellos mensajes referentes a otros asuntos no fueron incluidos en la muestra.
La recogida de datos se hizo utilizando diferentes programas en función de la red social
analizada. Para la realización de un análisis más exhaustivo y tras la recogida de datos, se
añadió toda la información en varias hojas de Excel (una hoja por red social y país). A
continuación, se expone brevemente cómo se recopiló la información de cada red social:
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Twitter. En el caso de Twitter se utilizaron dos herramientas: Twitonomy y Excel.
Twitonomy es una herramienta analítica que permite recoger, de esta red social, información de un periodo de tiempo concreto. Toda la información recopilada de
Twitonomy pudo descargarse en un documento editable de Excel. Posteriormente,
los datos fueron analizados siguiendo un patrón añadido a las hojas de Excel.
Facebook. No se encontró una herramienta que permitiese recoger todos los mensajes
que los medios de comunicación subieron a sus cuentas de Facebook, en las fechas
seleccionadas y, que además, permitiera cuantificar la interacción de la audiencia (número de ‘me gusta’, número de comentarios y número de veces que se ha compartido
un mensaje). Por tanto, fue necesario emplear una técnica básica, pero que permitiese
recoger todos los parámetros anteriormente citados. Así, todos los días se recogían
los mensajes de los medios seleccionados sobre el referéndum escocés o la consulta
catalana y se copiaban y pegaban en un documento de Microsoft Word. Tras este
proceso, al igual que con Twitter, todos los mensajes fueron analizados a partir de
unas hojas de Excel que contenían un patrón de codificación de datos.
Tabla 2. En esta tabla se muestran los patrones para la codificación de los datos
Variables

Categorías

V1. Redes sociales

– Facebook
– Twitter

V2. Medios

1. e Herald Scotland
2. e Scotsman
3. e Guardian
4. e Times
5. BBC
6. El País
7. ABC
8. El Periódico
9. La Vanguardia
10. TVE

V3. Propósito del mensaje

–
–
–
–
–

V4. Tipo de información compartida

–
–
–
–
–

Proporcionar noticias
Proporcionar opinión
Auto promoción
Conativo
Conversacional

Noticias
Reportajes
En directo
Opinión (pedir a la audiencia su opinión sobre un tema)
Opinión (proporcionar la opinión, clásico artículo de
opinión)
– Entrevista
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Tabla 2. En esta tabla se muestran los patrones para la codificación de los datos
Variables

Categorías

V5. Tema del mensaje

–
–
–
–
–

Escocia
Cataluña
Escocia y Cataluña
Escocia en el extranjero
Cataluña en el extranjero

V6. Respuesta de la audiencia

¿Qué mensaje recibió el mayor número de interacción
por parte de los usuarios?
Facebook:
– Proporcionar noticias:
• Número de veces compartido
• Número de ‘me gusta’
• Número de comentarios
– Proporcionar opinión:
• Número de veces compartido
• Número de ‘me gusta’
• Número de comentarios
– Auto promoción:
• Número de veces compartido
• Número de ‘me gusta’
• Número de comentarios
– Conativo:
• Número de veces compartido
• Número de ‘me gusta’
• Número de comentarios
– Conversacional:
• Número de veces compartido
• Número de ‘me gusta’
• Número de comentarios
Twitter:
– Proporcionar mensajes:
• RT (retweet)
• Favorito
– Proporcionar opinión:
• RT (retweet)
• Favorito
– Auto promoción:
• RT (retweet)
• Favorito
– Conativo:
• RT (retweet)
• Favorito
– Conversacional:
• RT (retweet)
• Favorito
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8.2.2. El discurso de los periodistas sobre el nuevo entorno digital
Los cambios introducidos por las redes sociales en la actividad periodística han supuesto una reconfiguración del periodismo, especialmente en lo referido a las prácticas periodísticas y en la relación medio-audiencia. Las redes sociales acortan la
distancia entre el periodista y la audiencia (Beckett y Mansell, 2008; Hermida, 2012;
Salaverría, 2005), lo que ha conducido a transformaciones dentro del periodismo.
Las redacciones ya no son como solían ser, ya que el ecosistema tecnológico ha
hecho que se produzcan cambios en el modo en que se escriben y se publican las
noticias. El nuevo entorno digital ha creado nuevas rutinas dentro del periodismo,
dedicado también ahora a monitorizar las redes sociales, captar las tendencias e
interactuar con la audiencia. Y, por último, ha contribuido también a crear nuevas
fuentes de información, ya que ahora los periodistas pueden encontrar información
en las redes sociales. Todo está estrechamente vinculado en la mejora sustancial que
ha habido en la relación con la audiencia (Becket y Mansell, 2008; Carrera et al.,
2012; Meso, 2002; Pérez y Giraldo, 2010; Sánchez-Fortún, 2013; Van der Haak et al.,
2012; Wu y Haberman, 2007).
Antes de la irrupción de las redes sociales, los periodistas solían tener el control sobre lo que debía y lo que no debía publicarse. Sin embargo, paulatinamente
en la última década los usuarios han ido obteniendo más poder en este terreno.
Debido a las redes sociales, la interactividad entre periodistas y audiencia es más
fácil y rápida. Esto implica que ahora los medios de comunicación pueden obtener más información acerca de lo que es de interés para su audiencia, lo que a su
vez les da datos valiosos sobre lo que tienen que ofertar en su medio para mejorar
las cuotas de audiencia (Del Fresno et al., 2014; García Avilés, 2011 y 015; Lee y
Ma, 2012; Raymon y Lu, 2011; Van der Haak et al., 2012; Wilson, 2008). Así pues,
no estamos ante el fin del control periodístico sobre el contenido, pero probablemente sí ante el fin del “periodismo absolutista”. Antes del advenimiento del
entorno digital, la información fluía en una sola dirección (del medio al usuario).
A pesar de que la comunicación con la audiencia era posible través de correos
electrónicos o de cartas al director, esos sistemas no permitían una inmediata y
rápida comunicación, que hoy sí posible con las redes sociales. Esta falta de inmediatez generaba una audiencia con bajo interés en interactuar con los medios
de comunicación. Actualmente, esa etapa se ha superado con el surgimiento de
las redes sociales (especialmente Twitter y Facebook) como vía para interactuar
con la audiencia. Así pues, se ha pasado de una comunicación unidireccional
hacia otra de índole una bidireccional, donde el usuario no sólo está interesado
en compartir su opinión, comentarios o contenido, sino que los propios perio267
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distas están más pendientes de las preocupaciones, comentarios y gustos de sus
audiencias (García Avilés, 2015; Raymon y Lu, 2011; Van der Haak et al., 2012;
Wilson, 2008).
En la investigación anteriormente diseñada sobre el uso de las redes sociales por
parte de los medios, se analiza el propósito con el que los periodistas mandan un
mensaje a través de las redes sociales, el tipo de género periodístico que comparten
más habitualmente, la reacción de la audiencia a esos mensajes y el tema de los mismos El propósito de este segundo estudio es profundizar en los cambios que está
experimentando el periodismo como consecuencia del nuevo entorno tecnológico,
y eso desde el punto de vista de los propios periodistas. Para ello se llevaron a cabo
entrevistas en profundidad con periodistas británicos y españoles, los dos países a
los que se refiere el análisis de contenido realizado en el estudio sobre el uso de las
redes sociales en los casos del referéndum escocés y la consulta catalana.
8.2.2.1. Objetivos e hipótesis
La información recopilada a partir de los entrevistados ha permitido reconstruir
el discurso de los periodistas acerca de los cambios en la profesión, las nuevas rutinas del periodismo y las nuevas fuentes de información para la obtención de datos
para las informaciones periodísticas. En relación a los propósitos anteriormente
planteados, en el trabajo se planteó responder a las siguientes preguntas de investigación:
1. Cambios en el periodismo
El periodismo se ha visto afectado por el advenimiento de las redes sociales, lo que
ha supuesto transformaciones fundamentalmente en dos sentidos: en el modo en
que el periodista busca detalles, historias y en la manera de construir las piezas informativas (Canavilhas, 2011; Chadwick, 2011; Domingo, 2006; Elola, 2010; Feenstra y Casero Ripollés, 2012; Gallagher, 2014; Kerrigan y Graham, 2010; Meyer,
2012; Waters et al. 2010). La forma en la que las noticias se distribuyen y se consumen se ha modificado con respecto a lo habitual hasta ahora (Rachieva-Stover
y Burkett, 2012), y esto ha repercutido en las prácticas periodísticas, concretamente
en la organización del trabajo en las redacciones, en el lenguaje y las formas periodísticas de narrar; y, finalmente, también en la relación entre los periodistas y
los usuarios. Las prácticas periodísticas se han visto alteradas por las plataformas
a través de las cuales se difunden las noticias. Los medios de comunicación nece268
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sitan adaptar sus mensajes desde “un proceso lineal a un proceso en red” (Becket
y Mansell, 2008), lo que necesariamente pasa por la introducción de algunos cambios. Debe tenerse también en cuenta que la “cultura participativa” ha tenido su
efecto en el periodismo, dado que en el pasado la audiencia solía ser pasiva (Elías,
2010: 49), y esto ha cambiado. Siguiendo esta idea, se propuso la siguiente pregunta:
PI1.: ¿Ha sufrido cambios el periodismo como consecuencia de las redes
sociales? En tal caso, ¿cómo es el periodismo actual?, ¿se ha
introducido alguna novedad dentro de las redacciones o en la
forma en la que se escriben las informaciones?

2. Rutinas periodísticas
Las redes sociales se han consolidado como una plataforma donde hay muchas
personas compartiendo historias, especialmente cuando es relativo a un tema de
actualidad. Por tanto, no es de extrañar que los periodistas monitoricen las redes
sociales en busca de materiales para sus reportajes (Gallagher, 2014). En una era
en la que los medios de comunicación no son el centro, y en la que de hecho la
audiencia reclama esta posición (Canavilhas, 2011; Elola, 2010), los medios tienen que estar pendientes de las tendencias que hay en este entorno digital para
poder satisfacer el ‘hambre informativa’ de su público. Teniendo en cuenta la fortaleza recién adquirida de la audiencia, los medios se enfrentan a una nueva situación donde la comunicación fluye en los dos sentidos: del medio a la
audiencia, pero también de la audiencia al medio (Domingo et al, 2008; Gillmor,
2004 y 2010; Kunelius, 2001; Massey y Haas, 2002). Así, es el objetivo de este estudio descubrir:
PI2: ¿Cómo es actualmente el trabajo diario del periodista? ¿Hay
diferencias desde la implantación de las redes sociales? ¿Tienen que
lidiar con nuevas tareas o responsabilidades?

3. Nuevas fuentes de información
Las redes sociales son una fuente de información debido a la cantidad de personas
aportando datos sobre cualquier tipo de evento o tema. Así pues, los periodistas pueden crear noticias que derivan de historias o testimonios que encuentren en las redes
sociales. De hecho, hay informaciones que no habría sido posible escribirlas, o al
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menos no del modo tan completo, de no ser porque un periodista hubiera encontrado en las redes el material necesario para escribir una información tan completa.
En esta era digital los medios se ven obligados por las redes sociales a prestar atención
a ciertos temas, simplemente por el hecho de que se convierte en tendencia en las
redes y ese tema se vuelve, por extensión, en objeto de interés para los usuarios (Domingo, 2006; Phillips, 2011; Orihuela, 2012, Mato, 2014). No obstante, a pesar del
incremento de la obtención de información mediante esta vía, la verificación de la
información antes de publicar ningún dato sigue siendo tan importante como lo era
en el periodismo anterior a la emergencia de las redes sociales (Lowery, 2009; Spencer, 2007; Ahmad, 2010; Knight y Cook, 2013; Gabilondo, 2011). Por tanto, se plantea
la siguiente cuestión:
PI3: ¿Han introducido las redes sociales nuevas formas de obtención de
datos y recursos para las informaciones? ¿Juega la audiencia un
papel importante a la hora de proveer datos o material gráfico a
los periodistas o medios de comunicación?

8.2.2.2. Método
Con el objetivo de conseguir reconstruir el discurso periodístico acerca del impacto
de las redes sociales en su trabajo, se entrevistó a 10 periodistas de Reino Unido y
España. Como se ha explicado con anterioridad, estos dos países fueron escogidos
porque se consideró importante mantener los mismos países en las dos investigaciones llevadas a cabo (el análisis de contenido y las entrevistas en profundidad) para
asegurar la coherencia de los resultados.
La muestra seleccionada para este estudio se hizo conforme a las estrategias muestrales habituales en la investigación cualitativa mediante entrevistas en profundidad,
distinguiendo entre informantes clave, representativos y especiales (Valles, 1997:
212). De acuerdo con el propósito de ese trabajos, esas categorías fueron manejadas
del modo siguiente:
— Informantes clave. Periodistas que trabajan en un medio de comunicación relevante en Reino Unido o España.
— Informantes representativos. Cualquier periodista que utiliza las redes sociales
como parte de su trabajo.
— Informantes especiales. Periodistas digitales/online.
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Tabla 3. Periodistas entrevistados en Reino Unido y en España
País

Medio de
Comunicación

Nombre del
periodista

Puesto

Criterio

Reino Unido

Press & Journal

Martin Little

Editor online

Informante clave,
informante especial

Reino Unido

Scottish Television
(STV)

Chris Footie

Reportero
online/digital

Informante clave,
informante especial

Reino Unido

Scottish Television
(STV)

Neil Drysdale

Periodista
online/digital

Informante clave,
informante especial

Reino Unido

British
Broadcasting
Corporation (BBC)

Ken Banks

Periodista

Informante clave,
informante
representativo

España

La Voz de Galicia

Rosa Paino

Periodista

Informante clave,
informante
representativo

España

Radiotelevisión
Española (RTVE)

Agustín
Alonso

Editor redes
sociales RTVE

Informante clave,
informante especial

España

La Vanguardia

Toni Rubies
Cenoz

Periodista
online/digital
y persona
responsable de la
participación en
redes sociales

Informante clave,
informante especial

España

Onda Cero

Gema Ruiz

Periodista

Informante clave,
informante
representativo

España

El Mundo

Elena Mengual

Periodista
online/digital

Informante clave,
informante especial

España

La Razón

Ángel Luis
de Santos

Editor
online/digital

Informante clave,
informante especial
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Las entrevistas se realizaron en el periodo de tiempo comprendido entre el 23 de
julio de 2014 y el 4 de febrero de 2016. Casi todas las entrevistas fueron hechas en
las redacciones de cada periodista y se utilizó grabadora con el consentimiento del/de
la entrevistado/a. El hecho de que los periodistas no tuvieran que desplazarse se consideró como un hecho positivo, dado que los entrevistados se sentirían más cómodos
y relajados al encontrarse en su lugar de trabajo y evitarles los inconvenientes propios
del desplazamiento y el estrés añadido de tener que volver a sus quehaceres rápidamente. La duración media de cada entrevista fue de entre una hora y media/ dos
horas. Únicamente hubo dos entrevistas que no pudieron ser presenciales, y necesariamente tuvieron que ser vía email (a periodistas de los diarios españoles El
Mundo y La Razón).
Se optó por realizar entrevistas semiestructuradas, de modo que muchas de las
cuestiones eran las mismas para cada entrevistado, asegurando así la obtención de
la información necesaria para dar respuesta a las preguntas de investigación. Esa
modalidad permite, no obstante, formular preguntas específicas en cada caso para
aclarar o ampliar la respuesta del entrevistado. Se optó, en definitiva, por un híbrido
entre entrevista estructurada y entrevista abierta, para obtener así la máxima información posible con la que reconstruir un “discurso arquetípico” (Alonso, 1998: 8990), en este caso el discurso de los periodistas sobre su relación con las redes sociales
en su trabajo diario. Así, el discurso de los entrevistados no permitiría descubrir en
qué sentido el periodismo se transformado con el surgimiento de las redes sociales.
Una vez que fueron transcritas, las entrevistas se analizaron y organizaron siguiendo las preguntas de investigación planteadas: cambios en el periodismo, nuevas
rutinas en el periodismo y nuevas fuentes de información.

8.3. Resultados
A continuación se va a exponer en dos sub-epígrafes (8.3.1 y 8.3.2) los principales
resultados y conclusiones extraídas del análisis de contenido y de la entrevista en
profundidad.

8.3.1. El uso mediático de las redes sociales
Se analizaron un total de 3.127 mensajes de Twitter y de Facebook con el objetivo
de determinar el uso de las redes sociales por parte de los medios de comunicación.
En Twitter se recogieron un total de 2.937 mensajes (el 93,92%), y en Facebook, 190
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(el 6,08%). La tendencia parece evidente: los medios de comunicación prefieren
compartir sus informaciones en Twitter antes que en Facebook. En cuanto a los países analizados, los medios de comunicación de Reino Unido tienden a hacer más
uso de las redes sociales que los medios de España.
Además, ha quedado probado que cuando tiene lugar un suceso importante aumenta el número de mensajes que se mandan utilizando las redes sociales. Los datos
analizados muestran que cuanto más próximo estaba el referéndum (en Escocia) o
la consulta (en Cataluña), mayor era el número de mensajes que se enviaban sobre
estos temas. Este hecho muestra que Twitter y Facebook se ven influidos por las noticias de actualidad. Por tanto, los hechos noticiosos influyen en el flujo comunicativo que circula en las redes sociales. Los medios de comunicación intentan obtener
un mayor volumen de audiencia a partir de los acontecimientos importantes (como
los dos casos de estudio). Por ello, los medios difunden un mayor número de contenido acerca del evento cuando éste se aproxima. Esto no es algo nuevo, puesto
que es uno de los principios tradicionales del periodismo, sólo que trasladado al
mundo digital.
En esta investigación también se identificó el propósito (proporcionar información, proporcionar opinión, autopromocional, conativo o conversacional) con el que
el medio de comunicación enviaba mensajes a través de las redes. Los resultados obtenidos permiten afirmar que el propósito mayoritario por el que los medios difunden un mensaje es el de proporcionar información. Esto puede ser debido a que este
tipo de mensaje tiene un formato adecuado, ya que condensan la información más
importante sobre un determinado suceso en pocas palabras. Es sorprendente encontrar que los propósitos conversacional y proporcionar opinión no alcanzan un
porcentaje importante, en particular si consideramos que las redes sociales son plataformas hechas para conversar con otros y compartir opiniones e información.
También es llamativo el bajo porcentaje que registran los mensajes autopromocionales.
Otro de los elementos analizados fue el tipo de información (noticias, entrevistas,
reportajes, en directo u opinión) publicada en Twitter o Facebook. Aparentemente,
este objetivo puede parecer similar al anterior, pero no lo es. Es diferente atender al
propósito (proporcionar información, proporcionar opinión, autopromocional, conativo o conversacional) con el que los medios de comunicación comparten mensajes
que investigar los tipos de mensajes (noticias, reportajes, entrevistas…) más compartidos. Los resultados indican que los medios de comunicación escogen, en la gran
mayoría de las ocasiones, las noticias como el tipo de formato de la información
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compartida. La media de tiempo que los usuarios pasan leyendo la información a la
que han llegado a través de las redes sociales es muy bajo, dado que los usuarios reciben enormes cantidades de información (Gómez-Rodríguez et al., 2014; Mislove
et al., 2007). Esto pone de manifiesto que en ámbito de las redes sociales las noticias
son el formato periodístico que más rápido se produce y se lee.
También ha quedado probado en los resultados de este estudio que los usuarios
registran una mayor interactividad ante mensajes cuyo propósito es proporcionar
opinión o información. En procesos políticos intensos como los tomados por caso de
estudio en esta investigación, los usuarios están receptivos a ser informados y a recibir
opiniones cualificadas sobre el acontecimiento. Este hecho contrasta con el bajo volumen de mensajes que los medios compartieron con el objetivo de proporcionar opinión, especialmente teniendo en cuenta que, conforme a los resultados obtenidos,
los usuarios son también proclives a interactuar con mensajes de índole opinativa.
Probablemente, los medios de comunicación deberían considerar la posibilidad de
difundir un mayor número de mensajes con el objetivo de proporcionar opinión. Es
sorprendente el bajo volumen de interactividad que han registrado los mensajes con
propósito conversacional. No obstante, no hay que olvidar que a pesar de que las
redes sociales son plataformas pensadas como un lugar para la interactuación, en realidad, esta no se está produciendo, como advierten algunos autores (Colussi, 2010).
Así pues, aparentemente la audiencia tiende a interactuar por iniciativa propia y no
únicamente como respuesta a una petición del medio de comunicación.
En lo que respecta al lugar de edición del medio, se ha demostrado que la proximidad sigue siendo un valor noticia importante, incluso en la era de las redes sociales.
Así, en el caso del referéndum escocés los periódicos editados en Reino Unido difundieron en las redes sociales básicamente información referente al referéndum escocés, y en mucha menor medida información sobre la consulta catalana. Por tanto,
este resultado va en consonancia con la idea de proximidad como valor noticia. Así,
persiste la práctica periodística de que cuanto más cerca esté el lugar donde se sucede
la noticia, mayor será la cobertura mediática que recibirá (López et al., 1998; Shoemaker et al., 2007; Túñez y Guevara, 2009). Sin embargo, es necesario llevar a cabo
más estudios que incluyan otros temas que no aborden asuntos políticos para determinar si la proximidad es o no un valor cuando se trata de compartir noticias en las
redes sociales.
Por último, aunque se han encontrado ciertas diferencias en el uso de las redes
sociales en cada uno de los países analizados, no puede decirse que tales diferencias
sean sustanciales. De hecho, en términos generales, puede decirse que hay muchas
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similitudes entre el uso periodístico de las redes sociales entre los medios de Reino
Unido y de España.

8.3.2. El discurso de los periodistas sobre el nuevo entorno digital
Los resultados obtenidos en el estudio cualitativo sobre los periodistas británicos y
españoles han permitido establecer dos conclusiones generales:
1. Los cambios dentro del periodismo como consecuencia de la irrupción de las
redes sociales están determinados por la integración efectiva de estas plataformas en el trabajo periodístico, lo que conduce al desarrollo de nuevas rutinas
periodísticas asociadas al uso de las mismas: menos trabajo de calle, fragmentación de noticias y monitorización de la actividad en redes sociales. Estas nuevas rutinas han impulsado la creación de nuevos puestos de trabajo, que son
necesarios por las necesidades surgidas en el nuevo entorno digital.
2. A pesar de que ciertamente existen diferencias entre las prácticas periodísticas
anteriores a la irrupción de Internet y las actuales, pueden encontrarse coincidencias entre el “viejo” y el “nuevo” periodismo. Ya se ha subrayado la importancia de verificar toda la información que va a publicarse, sin importar si
viene a través de las redes sociales o por otra vía.
Estas nuevas formas de prácticas periodísticas están vinculadas al mundo ‘digital’,
entendiendo por digital como el nuevo3 entorno las redes sociales, donde los tiempos
de producción se acortan y permiten a los usuarios interactuar entre ellos. Desde
2008, cuando los medios de comunicación se dieron cuentan de la importancia de
estar presentes en las redes sociales, ha ido en aumento la necesidad de integrar estas
redes en las rutinas profesionales. Los periodistas entrevistados coincidieron en que
el periodismo actual, influido en buena parte por la tecnología digital, ha visto afectadas sus rutinas diarias. A día de hoy, la profesión periodística se estaría transformando de una profesión activa en una profesión ‘de oficina’, que no necesitaría ir al
lugar de los hechos para informar sobre lo que ha sucedido.
Las noticias redactadas para el entorno digital son más breves de lo que solían
serlo, e incluso algunas veces las informaciones se fragmentan en varias partes con
el objetivo de producir noticias rápidamente y ser el primer medio en dar la información. Además, hay que considerar que la audiencia reunida en entornos virtuales
3

Lo denominamos como ‘nuevo’ aunque a día de hoy, tras tantos años de utilización de esta tecnología, ya no
es tan nydcueva.
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busca un consumo informativo rápido, algo que ha acabado por afectar a la producción de informaciones periodísticas para este entorno. La necesidad de actualizar la
edición digital de los medios de comunicación con la mayor rapidez posible, y también la antigua, pero aún actual, necesidad por ser el primer medio en dar la noticia,
hace que estemos ante un periodismo diferente, con sus puntos positivos y sus puntos
negativos.
Por un lado, el aspecto negativo es que la información resultante está caracterizada
por ser breve y, en su mayoría, no exclusiva. Esto es debido a que, como hemos visto,
los usuarios no tienen la predisposición para emplear mucho tiempo en el consumo
de una pieza informativa –no importa cuántos elementos multimedia contenga–; y
también a que el propio periodista dispone cada vez de menos tiempo para escribir informaciones largas. Así pues, la primera opción para atraer la atención de los usuarios
es escribir informaciones breves, aunque a veces esto entraña el riesgo de escribir noticias desde una óptica más sensacionalista para tratar de conectar con la audiencia.
Por otro lado, la mayor ventaja que se obtiene en este nuevo ecosistema constituido por las redes sociales es la interactividad que permiten este tipo de plataformas.
Las redes sociales como Facebook o Twitter hacen posible tener una interacción real
con cualquier ciudadano que tenga una cuenta en este espacio virtual, lo que en última instancia supone una gran fuente de información donde los periodistas pueden:
compartir sus informaciones –lo que dará al medio un mayor número de visitas– o
incluso encontrar nuevas historias o información extra (datos o material multimedia)
que debe ser verificada –como sucede con cualquier tipo de fuente informativa–
antes de difundirla. Esta posibilidad de ‘tiempo real’ e interactividad instantánea ha
hecho que los periodistas estén constantemente monitorizando las redes sociales con
el objetivo de encontrar tendencias online y mantener el contacto con su audiencia.
Todos estos cambios en el periodismo han generado la necesidad de un nuevo perfil
profesional en las redacciones de los medios. La figura del community manager ha
emergido como una nueva función a resultas de todas estas transformaciones. La
principal responsabilidad asociada a este puesto es la distribución de las piezas informativas allí donde se encuentra la audiencia y hacerlo bajo el principio de inmediatez y transparencia (Arnal, 2010; Castelló, 2010).
En estas rutinas, donde hay un menor espacio para el ‘trabajo de calle’ y donde lo
realmente importante es publicar cuantas más noticias mejor, aunque breves, se ha
incluido la relación con los usuarios como un factor central. Antes de la irrupción
de esta esfera digital, los periodistas no tenían una herramienta que les proveyera
del mismo volumen de material potencialmente aprovechable para el trabajo perio276
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dístico, y les asegurase un impacto tan alto sobre la audiencia. Esto puede suponer
nuevas oportunidades laborales para los periodistas. Los entrevistados coincidieron
en que “pagarían alegremente más dinero a un periodista si tuviera más de cien mil
seguidores en Twitter”. Y, es que, al final, si un medio de comunicación contrata a
un periodista con 100.000 seguidores y éste comparte lo que ha escrito en su perfil
de redes sociales, el medio consigue un número extra de usuarios a los que hacer llegar información. . Esto, en definitiva, supone la posibilidad de alcanzar una audiencia
potencial que pudiera acabar entrando en el sitio web del medio. Sería interesante
para futuras investigaciones analizar contratar periodistas teniendo en cuenta su número de seguidores es una tendencia incipiente, y qué consecuencias pudiera tener
sobre el periodismo.

8.4. Conclusiones generales
Las redes sociales han revolucionado el periodismo a la vez que ha introducido importantes novedades y cambios en las prácticas periodísticas. En la investigación
acerca del uso mediático de las redes sociales se ha abordado cómo las redacciones
han introducido en sus rutinas profesionales diarias el trabajo en las redes como
forma de conectar con su audiencia. Esta afirmación está en consonancia con la visión de académicos como Emmett (2009), Messner et al. (2011), Mangold y Faulds
(2009) o Noguera (2010), quienes subrayan la importancia de tener presencia en las
redes sociales para establecer contacto con la audiencia. Además, desde que en 2008
los medios se dieran cuenta de esta posibilidad no han cejado en su empeño de usar
las redes, especialmente en Twitter o Facebook, como una forma de enviar mensajes
a su audiencia para conectar con ellos, atraer tráfico a su sitio web y fortalecer su
marca como medio de comunicación.
En la era anterior a las redes sociales, ni las empresas periodísticas, ni los periodistas prestaban tanta atención a las impresiones y comentarios de los usuarios a
propósito de las informaciones que publicaba, debido a la dificultad para obtener
un feedback en tiempo real, como sucede con las redes sociales. Tal y como se ha
mostrado en los resultados obtenidos, en lo referente al proceso mediático los usuarios utilizan las redes sociales en dos sentidos: para compartir contenido multimedia
o cualquier tipo de información relativa a un asunto de actualidad; o bien para interactuar con los medios de comunicación y también con los periodistas.
Sorprendentemente, aunque en la investigación en la que reconstruimos el discurso de los periodistas sobre el nuevo entorno digital se ha subrayado que los medios
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están constantemente monitorizando lo que se dice en las redes sociales, no se registró un gran flujo comunicativo entre la audiencia y los medios en el estudio sobre
el uso mediático de las redes sociales. Debe advertirse, también, que en la investigación sobre el uso mediático de las redes sociales se registró una interacción realmente
baja, mientras que en el estudio sobre el discurso de los periodistas se descubrió que
los profesionales de la comunicación están constantemente examinando lo que se
dice en redes. Como ya hemos dicho, Colussi (2010) advierte en su investigación
que a las redes sociales se les supone un grado de interacción entre periodistas y audiencia mayor del que en realidad se da. En cualquier caso, este hallazgo muestra
claramente la necesidad de más investigaciones que ayuden a esclarecer el grado de
interactividad entre los periodistas y los medios de comunicación, y los usuarios.
Por último, debe tenerse en cuenta que aunque se han encontrado diferencias
menores entre los medios de comunicación de Reino Unido y de España en la investigación relativa al uso mediático de las redes sociales, este no ha sido el caso en
el estudio sobre el discurso periodístico sobre el nuevo entorno digital. Este hecho
pondría de manifiesto la necesidad de más investigaciones, con una recogida de
muestra mayor y referente a otro tema, que ayude a determinar si realmente hay diferencias notables en cómo se desarrolla el trabajo periodístico en redes sociales en
países con culturas periodísticas distintas.
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