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need graphic designers, visual artists, developers, data miners and journalists with video skills. There is also evidence of
television producers being introduced to newsrooms, as the
live streaming of news closes the gap between newspapers
and television.
Networking with readers and users: The publishing of news
is no longer a simple matter of delivering content. Those at
the forefront of the digital wave know that to compete in the
changing news landscape you have to create an interactive
experience for the audience. Editors will be aware of how
dramatically the relationship between readers and editorial
staff has changed as a result of digital technology and the
networking and measurable benefits from social media.

World Editors Forum President
Erik Bjerager, Editor-in-Chief and
Managing Director, Kristeligt Dagblad

I am proud to welcome you to the 2012 edition of Trends in
Newsrooms, the World Editors Forum’s eighth annual report
on the state of the news industry.
Over the past year editors have found themselves faced with
a great number of challenges. We have seen more newspaper closures in contracting economies, more downsizing of
editorial teams and more outsourcing of editorial functions
once considered “core.”
The threat of layoffs and unwanted change invariably forces
a rethink of how we work. This year provided plenty of opportunities for reflection. In the UK revelations of bribery and
unethical behavior at News Corporation, which led to the
Leveson Inquiry, have highlighted the need to constantly reexamine newsroom practices.
The upside to this gloomy climate is that newsroom innovators, are bringing about exciting changes in the way we organise our editorial teams and create and curate news.
The digital revolution: Thanks to the abundance of new
digital ideas, newsrooms have become testing grounds for
groundbreaking software, apps and tools. In-house digital
laboratories have popped up at progressive news organizations.

New ways of storytelling: This year we have seen outstanding
examples of a new type of storytelling from young journalists. Equipped with mobile devices, they use their networks
to find stories, connect with sources and collect evidence at
the touch of a button. The result is journalism of great importance, which can have lasting and far-reaching effect.
Of course, the use of social media networks as a news source
carries a significant risk. To combat this global news organizations have adopted sophisticated means of authenticating
news material and there are a whole host of exciting startup
companies who provide tools to help journalists and newsrooms do the same.
Quality journalism will thrive: Advances made in workflow
and production has allowed journalists and editors to refocus
their energies and attention on content. As readers are asked
to pay increasing amounts to access news and information,
quality journalism will become ever more important, and
niche publications are likely to thrive.
More and more paywalls: The number of titles introducing
paywalls to their websites has increased exponentially, but
there is a growing sense that we are still in need of further
innovation in order to ensure a healthy future for news publications.
At the World Editors Forum we are constantly looking for
case studies, creative ideas and thoughtful leaders who offer
inspiration on this score. To be part of the conversation, join
us on Twitter and Facebook @newspaperworld.
Follow us every day on: www.editorsweblog.org

New organizational trends: Pioneering newsrooms that have
adapted to cross-platform publishing are now rethinking the
composition of their staff. Today’s integrated newsrooms
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Join the World Editors Forum

As part of the World Editors Forum you can share
ideas, experiences and research on how to face
the challenges of the future. All over the world,
editors are pursuing editorial excellence in the face
of the emergence of new media, new technologies,
changing readership lifestyles and squeezed
budgets. You can learn, teach and debate either in
real time on our blog (www.editorsweblog.org) or
in person at the annual World Editors Forum and
the International and regional Newsroom Summits.

WEF focuses on:
• Integrated newsrooms: strategies for merging print and
online activities
• Multimedia training: the new skills your journalists need
to know
• Newsroom architecture: maximizing efficiency through innovative newsroom layout
• Multimedia storytelling: effectively combining all platforms
for a comprehensive story
• Newsroom management: guiding your journalists through
to the digital age
• Citizen journalism: when anyone can publish, what does it
mean for your newsroom?
• User-generated content: how to invite your readers into
your newsroom
• Social media: building relationships with your community
of readers
• Mobile: relevant content for readers any time, any where
• Tablets, ePaper and eReader: writing stories differently for
digital content
• Ethics: new libel and copyright concerns in the digital age
• Design: the fusion of web and print templates
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WEF members receive free access
to publications including:
• Trends in Newsrooms, investigating the latest best practices in editorial excellence
• Access to World Press Trends data and analysis on the
global newspaper industry
• Special reports such as the recently published study of
Open Journalism
Members qualify for discounts on the annual World Editors
Forum and WAN-IFRA events throughout the year.
For more information, please contact WEF Executive Director Cherilyn Ireton at cherilyn.ireton@wan-ifra.org or visit
www.worldeditorsforum.org
For more information about membership, please contact
Birke Becker at birke.becker@wan-ifra.org
An editor can also join WEF as part of their company membership with the World Association of Newspapers and News
Publishers. For more on WAN-IFRA memberships, please see:
www.wan-ifra.org/membership

The evolving
newsroom

1

N

ewsrooms are changing, many faster than
ever before, as they tackle the challenges
and opportunities posed by the digital world.
Some are basing their efforts on a “digital first” philosophy, some are trying to separate reporting entirely from production, others are dividing journalists into fast and slow news teams. In this chapter
we look at a variety of newsrooms that are adopting
different approaches to keep their journalism up to
scratch while making the most of digital advances.
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Digital First CEO
John Paton (with beard)
talking with his staff.

Going ‘digital first’ requires reinvention,
not merely a shift or transition

E

veryone defines “digital first” a
little bit differently, said Jim Brady,
editor-in-chief at Digital First Media in the US, but what is important is
that a switch to digital first involves real
changes, not just rhetoric.
Going digital first is not a “shift” or a
“transition:” it requires a reinvention
of your operation, he said. And this can
work, he emphasised. Under the leadership of CEO John Paton, the Journal
Register Company (now part of Digital First Media) went from bankruptcy
in 2009 to earnings of $41 million in
2010, and 30 percent of its revenue
now comes from digital, up from 5
percent.

8

Digital First Media now runs the JRC
and MediaNews Group: a total of 75
dailies and about 250 weeklies.
Brady pointed out that figures from
Pew’s State of the News Media project
show that, at least in the US, more and
more people are accessing news online and it is extremely unlikely that the
trend will reverse. Digital first is therefore the strategy for the future, he believes, and he warned about waiting
until it’s too late to change course.

Brady stressed the often untapped potential of digital for news. “The newspaper used to be the best way we could
present the news,” he said, “but now
we can reach the consumer 24 hours a
day wherever they are.” What’s more,
the web is the first real “shape-shifter,” he continued, “it can be whatever
you want it to be: a newspaper, a TV,
a radio.” The web allows everybody to
break out of their traditional silos.
The practicalities of going digital first at
JRC/Digital First Media:
• All of DFM’s newsrooms are staffed
to start at 6am. “This means we have
fewer people on the paper, but we
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•

•

•

•

have to start the day when people
wake up,” Brady said.
Stories are not held for print. “I never
get a good answer to why people
want to break in print,” he continued.
Journalists receive a good deal of
training, and crucially, they are made
to understand why they are doing it
and how it can improve their work
What readers think is important.
Brady emphasised the necessity to
embrace the two-way nature of digital, and to make readers feel a true
connection to the publication.
A story doesn’t have to include text,
if a video or photos can tell it better. “We shoot about 1000 videos a
week at JRC,” Brady said.

Paton replaced print leaders with digital
people to make sure that digital first really was at the heart of strategy. Some
staff did have to go, Brady said, but
not as many as you might think on the
news-gathering side: journalist numbers
are only down by 2 percent, he said.
“Our entire strategy is based on two
things,” said Brady: “we are the big-

gest news gatherers in each of the
cities we operate in, and we have the
biggest sales forces. So we try not to
cut these down.” Building off the idea
that the papers’ greatest strengths are
in their journalism, Digital First is creating new investigative reporting units.
Looking forward, Brady said, “every
group of papers has had to put together a plan for when they will hit the
crossover point: when they are making
$1.01 in digital revenue for every $1
that they lose in print.” For most, this
is still a couple of years off, he added,
but they are getting closer.

Re-training journalists
to be ‘digital ninjas’
To help ensure employees have the
necessary skills for to execute their new
strategy, JRC has created a “digital ninja school” for all newsroom staff.
Matt DeRienzo, Connecticut Group
Editor says there are five keys to effective training:

• Pay employees to succeed at training
• Force managers to make time for
training
• Measured by evidence of application
to job
• Obsessively tied to and teaching
metrics
• So hokey that it can’t be ignored
as another boring bureaucratic programme that will just go away
In keeping with the ninja idea, the
company has come up with five “belt”
levels that are also tied to monetary rewards.
The belts and their corresponding financial rewards are:
• White – $100
• Yellow – $200
• Orange – $300
• Green – $400
• Black Belt – $1000
DeRienzo says one requirement is that
previous belts must be maintained (i.e.
if a reporter earns a white belt by doing
regular blog posts, they must continue
doing blog posts when they move to
the yellow belt stage).
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Svenska Dagbladet:
Shifting gears for success

A

couple of years ago, thanks
to an emphasis on intensive
and ongoing planning efforts,
Swedish daily Svenska Dagbladet (SvD)
decided to take a step that would be
quite daring for most daily newspapers: Two-thirds of the paper’s night
and weekend staff were moved to
weekday daytime shifts and only a
handful of employees continued to
work at night.
“This was a key change in our operation and it has proven extremely successful,” says Martin Jönsson, Deputy
Editor-in-Chief of Svenska Dagbladet.
“By reducing the evening shift –we
have one night editor and four page
designers working nights nowadays,
compared to a total of 15-16 before
2010 – we have fewer people locked
into shift work.”
In addition, he says that through this
staffing shift “we have been able to
strengthen the daytime desks and
have more editors working on planning, coaching and idea development,
even though the total workforce has
been reduced (from 225 in 2009 to
175 today). But more importantly, it
has contributed to a major shift when
it comes to the mindset of everyone in
the newsroom, together with our clear
strategy of how our journalism should
change. Our focus today is very much
on live reporting for the website or mobile and on agenda-setting journalism
and in-depth reporting for the newspaper. It has been a strong shift over
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In January 2011,
Svenska Dagbladet
and Schibsted stablemate Aftonbladet
moved to new offices
in Stockholm.

time: in avoiding reporting ‘yesterday’s
news’ in print.”

lation is 9.4 million), says Björn Hygstedt, SvD’s Director of Communications.

Sweden’s biggest
morning daily on the web

Although like many print newspapers
worldwide, SvD has seen its print circulation (186,000 daily) decline slightly
in the past two years (after growing
steadily through much of the past decade), Jönsson states: “We continue to
perform better than our competitors
– and have gained a lot in circulation
and readership on our main competitor, Dagens Nyheter.”

It’s not surprising that Svenska Dagbladet has taken such a bold initiative
since it is owned by one of the most
daring and innovative media groups
around, Schibsted. The paper’s efforts
certainly seem to be paying dividends
both online and in print. For example,
SvD is now Sweden’s biggest morning
daily on the web, reaching 1.6 million
unique visitors a week (Sweden’s popu-

During the past several years, SvD has
launched a number of impressive new
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products both online and in print, including:
• A new business site called nliv.se was
launched in March
• A new business section in the print
paper in September 2011
• A unique magazine for the iPad
called SvD Insight was launched that
offers in-depth journalism, visual stories, and world-class news graphics.

Two-speed journalism
A further interesting development in
the newsroom from the past couple of
years is the way SvD has fined-tuned
the way the reporting is organised in
terms of two-speed journalism (fast
and slow). Jönsson notes that this
concept has been referred to by Alan
Rusbridger at the Guardian and Lionel
Barber at the Financial Times as “The
Stockholm Model.” In essence, “fast”
journalism refers to breaking news
(such as big disasters), whereas “slow”
journalism focuses on the paper’s more
investigative-type of reporting.
“Our newsdesks are organised to focus
on each tempo separately,” Jönsson
says. “The flow of news that we cannot
control and the flow that we can control.
We also have divided the news reporters
into two groups: one working with fast

news, one solely with planned journalism and agenda-setting ‘slow’ news.”

Stabilising production
and setting the agenda
The two-speed concept goes handin-hand with the way SvD handles its
news production.
“Anything that can be finished early
should be finished early. Late news is
fine, but everything else should be preproduced,” Jönsson told a WAN-IFRA
study tour group visiting Svenska Dagbladet in mid-2010, while explaining
how SvD was working to plan, write
and produce articles as much in advance as possible.
These efforts, and the mindset behind
them, continues to be a defining part
of SvD’s newsroom. “We have stabilised production,” Jönsson says today,
“... 40 percent of the newspaper today is pre-produced, i.e. that the stories have been filed, and often the
pages designed, more than one day in
advance. This has led to a substantial
improvement in quality and in how

our news stories are quoted/reported
by other media. We are much more
‘agenda-setting’ as a news organisation today.”

Using social media
to engage readers
In recent years, Svenska Dagbladet has
also been actively working to engage
and interact with readers via various
forms of social media. “... we have
launched a lot of social projects, using
Facebook, Google Docs, Twitter, Storify,
Flickr, etc., to get readers to contribute
to the reporting,” Jönsson says. “We
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have had several successes in crowdsourcing efforts, the latest being: The
Interest Rate Map. We asked our readers to fill out a form on which interest
rate they pay on their housing loans.
More than 25,000 did, which helped
us to design a map and a list where the
readers can compare the terms of other
bank customers and neighbours.”

Games, Travel Guides and a monthly
iPad magazine, which have been receiving a lot of international awards,
including SND’s (Society for News Design) for best tablet experience (shared
with The Guardian).”
With all the changes and developments
that SvD has made recently, it would
appear the paper is aiming for just one
speed: full steam ahead!

[SvD’s Interest Rate Map, which appeared early this spring, drew a lot of
attention, and those interested in more
information on the technical side of
such projects might want to see a post
by freelance journalist and data blogger Jens Finnäs who offers a related tutorial (in English) at [dataist.wordpress.
com] on his tips for using Google Refine when working with data.]

Betting on business

Paid content strategies
Another area that’s been a hot topic for
numerous publishers around the world
during the past couple of years is paid
content, and Svenska Dagbladet is currently “looking into a metered model

solution for our website,” Jönsson
says. “We have also launched several
paid apps for iPhone and iPad: Quiz,

Svenska Dagbladet facts and figures
•
•
•
•
•
•
•

Founded: 1884
Owner: Schibsted
Print circulation: 186,000
Unique visitors online each week: 1.6 million
Number of employees: 350
Number of employees in the newsroom: 175
Named a “World’s Best Designed” newspaper by the Society for News Design
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One key area of success for Svenska
Dagbladet in the past couple of years
has come through its placing an emphasis on business news. “We have relaunched our business section, which
today has the largest readership in
Sweden among business dailies,” says
Martin Jönsson, Deputy Editor-in-Chief
of SvD. “We have also launched a new,
separate business site [www.nliv.se],
which was launched in March. Meanwhile, our competitor has cut down on
business and focused more on local reporting in Stockholm.”
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The Financial Times
moves towards Newsroom 4.0

Lisa MacLeod is the Managing Editor of the Financial Times.
This is a lightly edited version of her thought-provoking presentation
at WAN-IFRA’s Newsroom Summit Conference in Hamburg, Germany
in May 2012.

T

he FT has seen significant
change over the past 10 years,
both in terms of introducing
new technology and introducing new
workflows and cultural change into
what has until recently been a very traditional organisation.
I believe that the FT – and I am sure we
are not alone in this – has undergone
more change in the past 10 years than
possibly in the 100 years prior to that.
I see the key developments as a transition from a traditional newspapermodelled newsroom with the first
green shoots of an online operation
(Newsroom 1.0, if you will), through
to integrating the web and print operations (Newsroom 2.0) through to
embracing Mobile and Tablet applica-

tions (Newsroom 3.0) and onto Newsroom 4.0.
What does it look like? What are we
focused on?

Let’s start at the beginning …
This is a view (see image below) of a
newsroom from many years ago – long
before we even had computers.

The evolution of newsrooms

From 100 years ago…
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In fact there is a good chance that
most of the people would not have
been at their desks for most of the day
because they were out to lunch, or
even out there meeting people, chasing ambulances, or doorstopping potential sources.
Assuming they are on deadline, they
would have been working with paper,
pen and downstairs in the print room,
with craft knives and glue, literally
sticking a newspaper together.
10 years ago (image below), and we
are already a computer-driven industry.
• We have health problems such as
RSI, eye-strain and stress-related
injuries at work from working with
computers all day.
• Papers abound in the office, sources
are called on a landline telephone,
everybody still takes shorthand training�
• Nobody has heard of an iPhone,
much less an iPad.
• The term “Podcast” is still two years
away
• We follow the wires for most of our
daily news, except for some websites
that give us our after-hours fix.
• Blackberries don’t exist for commercial use. When we leave the office,
we leave the office.
• Blogging is in its infancy, mainly used
by politicians in a very limited way

To 10 years ago…
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• Facebook is still two years away from
being launched, and Twitter doesn’t
exist in any form – not even as an
idea!
• Online video is limited because our
broadband connections can’t handle
it, and its certainly not produced on
any large scale in newsrooms
In the FT newsroom, we were primarily
engaged in the production of newspapers – our shift patterns reflected this,
as did our job structures, and skillsets.
However, FT.com was already 7 years
old by this stage and our FT.Com staffers were housed in our newsroom in
London. They worked on different
content management systems to the
rest of the staff, and mainly uploaded
content from the newspaper onto the
website. We had a small number of reporters producing unique content for
FT.com. In total, we had fewer than 20
dedicated staff members for FT.com
And this is the newsroom of today (below right):
What changes did we make over the
past 10 years?
We have:
• Bought a new technology system to
enable us to work on both print and
web channels and handle a multichannel output on a daily basis

• Reorganised production so former
newspaper subs are now production
journalists – multi-skilled in digital
and web output
• Trained reporters as multi-skilled storytellers: They are equally as comfortable recording podcasts as filming
video in a studio or on location – in
many cases doing it themselves
• Redeployed traditional print-only jobs
to service demanding digital output –
new job titles and new skill sets
• Moved web output upstream so reporters, editors and news editors are
tagging, hyperlinking and publishing
web stories as they are ready, rather
than waiting for downstream production to start
• Introduced shift patterns, like 6 and
7 am shifts, to cater to online readers
– turning the traditional newspaper
model on its head
• Started publishing unique content to
the web 24 hours a day, not dumping newspaper copy online once
every 24 hours.
• Invested in new media: video teams,
interactive teams and web production skills and a live news desk and
optimisation of content for different
platforms like tablets and mobile
The modern newsroom is stretched in
so many new directions, and the modern journalist must be a multi-faceted
creature.

To 2012 and into the future…
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News media: a decade of disruption

The drive to digital
88%

2006

2010

Print revenues
Total
Content
33%

Total
Advertising
67%

Total
Total
Content Advertising
45%
55%

Digital revenues
12%
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What has not changed is the pursuit of
excellence in content, and maintaining
a gold standard of journalism.
•
We take the view that we want our
readers to read our content, and how
they choose to receive it is up to them
– and we provide delivery in the form
of a newspaper, video, podcasts, a
website, web apps for tablets and
smartphones, e-mail alerts, a multitude of Twitter feeds and a Facebook
and Google+ page.
When we recruit today we look for
new skills and talents in addition to the
traditional attributes of excellence in
writing and reporting.
We have sent some staff to visit Svenska Dagbladet, for example, a paper
which I believe is embracing the concept of a newsroom pursuing the concept of “fast” and “slow” news. To
this end we have recently launched a
live news desk to provide quick takes
for the web, keeping our specialists
fresh to write the “slow” analysis we
need later in the day.
Let’s look at some of the new skills. A
new kind of journalist needs:
• Data skills and the ability to mine
and interpret data is proving fertile
ground for new stories
• Interactive graphic skills and the abil-

•

•
•
•

•
•
•

ity to work in Flash or Html 5, and
translate data into graphical elements
Video journalism skills: the ability to
both work on and behind the camera and produce high-quality video
worth watching
Web production skills and the ability
to understand and maximise excellent presentation of content online
and on tablet devices
SEO and digital headline writing and
display text skills
Presentation and conferencing skills
To be able to file for the web and understand the value of quick files for
breaking news
To produce quick, clever analysis and
commentary for an online audience
Multimedia commissioning and story-planning across channels
To be innovative and entrepreneurial:
thinking of new ways to engage with
readers and draw them into specialised content – and to consider new,
profitable commercial possibilities

Looking at some of the changes in the
industry as a whole, the decline in print
advertising has been dramatic and farreaching, and has affected many of the
biggest titles in the US particularly.
I am going to move on to three graphs
that all look similar – you’ll note the
familiar x-shaped theme emerging.

But they all speak of extreme and fastmoving change in a very traditional industry.
Firstly, this shows the change in the
FT’s revenues over the past 10 years: as
print revenues have shrunk, so digital
revenues have grown. This has been a
strategic move on our part – to grow
our syndication, content sales, subscription businesses to offset the decline in print advertising
I very much doubt that anyone here is
questioning why we need to adapt to
a digital world. But do you simply believe this, or have you seen compelling
statistics on why?
Sometimes a picture is better than 1,000
words – and this shows very clearly the
trend towards digital consumption,
again this trend is very prevalent in the
US – the NY Times has had a phenomenal growth in subscriptions since it
launched its online paywall – over 70
percent growth in the past 6 months
according to the latest set of ABCs. The
advantage of digital, of course, is that
it alleviates the need for cripplingly expensive physical distribution channels
Another X-shaped projection (see image on page 16, top right) shows a further dramatic trend: mobile users are
predicted to overtake desktop users in
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Where do you get your news?
Newspaper

Pew
Research

The mobile revolution

Mobile users v desktop internet users within five years (projection)

50%

Internet
41%

20%
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12 Source: Morgan Stanley Research

the next year or so. There is a great opportunity to take content to Africa and
other untapped markets as we move
away from physical distribution constraints.

around to “follow the money” – we
have more presence in emerging markets than ever before and are looking
to expand in Africa and Latin America
particularly in the following year.

So what does all this mean for us?

We are trimming down unprofitable
distribution channels and funnelling
funding into the digital products instead – our FT Web App has had more
than 2.5m downloads, and our Android app has had more than 180,000.
We are making acquisitions and growing the digital subscriber base. Our
paid-for circulation is now 600,000

At the FT we are continuously changing as we react to our readers’ needs
and wants, and to the rest of the market.
Our global network (see image below) is ever-changing as we move staff

FT’s global network
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and we have a daily global audience of
2.2 m in print and digital – our largest
audience numbers ever. Digital subscribers have surpassed print subscribers in the United States for the first
time this year and the overall number
of digital subscribers is now 285,000.
This is the new reality, for the FT, and
for many other media organisations
around the world. It represents an opportunity to survive, but also to thrive
as we move away from being just
‘newspapers’ and become cross-channel content providers.
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Fallout from lockout gets positive spin:
Quebecor’s Le Journal de Montréal

T

he newsroom of Le Journal de
Montréal, the largest-circulation
French-language newspaper in
North America, has a distinctive feature:
it is practically devoid of journalists.

This is not because Québecor Media
Inc., the tabloid’s parent company and
one of Canada’s largest media conglomerates, has locked them outside
of the building, as it did on January
24, 2009, causing 253 unionised staff
members to picket outside for two
years, in what became the longest media labour dispute in Canadian history;
rather, it is part of the company’s latest
modernisation strategy.

“The news isn’t [in the newsroom], it is
outside with people. This is where my
journalists are,” Le Journal de Montréal’s Editor-in-Chief Dany Doucet
reportedly said earlier this year in an
interview with Le ProjetJ, a news site
sponsored by the Canadian Journalism
Foundation. “They come here when
they have something specific to do in
the office.”

can squat to type out their stories between interviews. Stories are filed via
laptop with a high speed Internet USB
key, and every morning there is an editorial meeting by conference call, during which journalists announce their
plans for the day.

In the centre of the new newsroom
are two tiers of circular desks, where
digital operators and section editors
(unionised and non-unionised) work
side-by-side. Along a window are 12
laptop workstations where journalists

An earlier attempt at digital transformation sparked the 2009-2011 lockout. Québecor had planned to merge
the online content of its national network of publications — a cost-cutting
measure that would have cost the

Labour disputes and
technological innovation
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Journal de Montréal 75 jobs, according to The McGill Daily. The idea would
have extended a convergence model
that the company was already employing, whereby it used content from its
newswire service (QMI Agency, which
was created shortly before the lockout)
in all of its publications. In the end, it
was thanks to content from QMI Agency that Quebecor continued publishing
Le Journal de Montréal throughout the
25-month lockout.
Ironically, Le Journal de Montréal owes
its existence to both labour disputes and
technological innovation. It was born
during the strike of Montreal newspaper La Presse in 1964. Founder Pierre
Péladeau assembled the first issue over
one weekend, and within a few days
demand had grown to 100,000 daily
copies, according to Québecor, but this
early success was threatened when La
Presse went back to press; to remain
competitive, Le Journal de Montréal
became the first to use offset technology, meaning that the newspaper
would be available from the wee hours
of the morning.
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Through the years, Québecor’s flagship
tabloid has kept this competitive spirit
intact. After the parent company and
the unionised workers struck a deal
in February 2011, Le Journal de Montréal newsroom was relocated to the
ground floor of a building in Old Montreal’s Multimedia City, and the paper
embarked on a new round of modernisation: a digital transformation that begins with a digitally integrated newsroom, reporters out on the streets, and
journalists managing their own stories,
and continues with a strong emphasis
on video content and audience participation, from a video survey of the best
driving schools to interactive hockey
scores.

Paywall plans in the works
If all goes according to plan, the new
digital strategy will culminate in a paywall around the tabloid’s punchy, mosaic-like website, which is inspired by
Sweden’s Aftenbladet. “The objective
isn’t only to have traffic, but to be prosperous. We don’t intend to give everything for free just to be number one,”

Doucet told Le ProjetJ. Charging for
web content is also intended to secure
the print product from competition:
“We’re not afraid of the migration to
digital because with the paywall, we
won’t be losing revenue,” said Doucet.
“Paper is profitable for us and we want
to protect this as long as we can.”
The need to safeguard print revenue
is a pressing one: while Québecor’s
overall profits were up 52 percent in
the first quarter of 2012, advertising
revenues at the conglomerate’s web
portals plummeted 27.9 percent. Ever
adaptable, this prompted it to shift its
strategy; according to the Globe and
Mail it is now urging advertisers to buy
packages including not only newspapers and websites but also the company’s television networks.
Thus far, the current digital shift seems
less contentious than the last. In case
this were to change, at least it would
be more difficult to lock the journalists
out of the newsroom.
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Peter Atkinson, Group Editorial
Consultant for Avusa Media in
South Africa.

Traditional subbing
versus new-age hubbing

T

he past year has seen several
announcements by newspaper
publishing groups in various
parts of the world aimed at consolidating copy editing and often design
desks into centralised “hubs” or “centres” where numerous titles of a given
publishing house are then edited and
laid out by teams.
For example, in early 2012 US-based
GateHouse Media, which publishes
more than 300 dailies and weeklies,
said it would establish two centres, to
handle editing and page production.
When the announcement was made,
industry journal Newspapers and Technology noted that other publishers that
had either already or were in the pro-

cess of taking similar measures in the
U.S. included Cox Media, Gannett and
the Tribune Co.
During WAN-IFRA’s Newsroom Summit
Conference in May 2012 in Hamburg,
Germany, speaker Peter Atkinson,
Group Editorial Consultant for Avusa
Media in South Africa, described how
his group had already undertaken such
an effort to replace teams at individual newspapers with editorial “hubs”
for all publications in a company. In
Avusa’s case, the hubs were aimed at
streamlining reporting where possible
as well as editing and layout.
He noted that a number of important
questions preceded the decision, such
as: “Are we able to increase productiv-

ity and efficiency and yet, at the same
time, maintain the quality our readers
have come to expect? How much money can we save? Can we afford to upset the most important section of any
newspaper – the cantankerous, anarchistic subs – an area that has basically
remained untouched for 150 years?”
Atkinson believes it is possible to
successfully replace individual editorial teams with hubs, where a smaller
number of staff editors, aided by freelancers, do the page subbing across
titles. But he had several caveats – the
circumstances and criteria have to be
right, you have to introduce it correctly,
and take staff morale and resistance to
change into consideration.
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“Our intention was not to sacrifice
staff jobs but to introduce a hybrid system gradually and humanely, relying
on voluntary early retirements and natural wastage as subs left for greener
pastures,” he said.

Estimated savings
of 2 million euros a year
As the process was estimated to save
2 million euros a year, management
of the company, which owns the Sunday Times, four daily and eight weekly
community papers, was in agreement
to do it. But persuading chief editors
was more difficult, Atkinson said.
“Naturally they felt threatened and
emasculated as we discussed setting
up a hub 1,500 kilometers away,” he
said.
“Naturally they were all concerned
about staff morale, the quality of subbing, the loss of local knowledge and
the fact that they would lose personal
interaction with their staff.”

But hubbing made sense, to save costs
and increase efficiency in a company
that has a variety of papers with very
different edition times. Free-lancers
who were hired on short notice to
work on the Sunday edition would
now work at home across all titles,
helping staff editors in the hub, bringing additional experience to regional
papers.
Among the results:
• Three new supplements, including a
new home and property section that
attracted new advertisers, have been
introduced with no extra production
expense.
• The hub, with a staff of 15, subs
600 pages a week, helped by freelancers.
• Page flow and edition times have improved.

porters from six different papers flew
1,500 kilometers to the same football
match, stayed overnight, did a followup, decided to stay another night, because their expenses were signed by
different sports editors – that is gone,”
Atkinson said.

Gains in quality, quantity
“OK … papers might have lost exclusivity, but they have gained in quality and quantity, and the reporters are
now enjoying the exposure writing for
a far larger audience. The domestic
travel savings alone would pay for an
additional four reporters…should we
be that indulgent. “
“Smart move in the newsroom or sheer
stupidity? Only time will tell… but I am
optimistic about the future,” Atkinson
said.

“The quality of copy has improved;
productivity has increased especially in
the case of Sunday reporters. And we
no longer have a situation when six re-

Interview with Peter Atkinson, Group Editorial Consultant for Avusa Media, South Africa
WAN-IFRA: What specific work are the subs doing: editing copy,

Atkinson: Granted, templates, which are used on one of our daily

writing headlines, laying out pages? All of these?

papers, is quick and efficient but we prefer designers to use their
imagination and talent to surprise the reader. This leads to more

Atkinson: At the moment we have subs who will copy edit and

lively and vibrant papers.

write headlines and others who purely layout pages. Part of our
graduate training scheme, which also involves existing subs, is fo-

WAN-IFRA: You mentioned an estimated savings of 2 million euros

cussed on page design AND subbing so a layout artist can design

a year, is that estimate holding up?

round the headline and/or the full picture.
Atkinson: Absolutely! But as I also mentioned we were able to
WAN-IFRA: Are the layout/design jobs also part of the hub or re-

introduce additional supplements at no extra cost.

maining with the individual titles?
WAN-IFRA: Are all of the papers in your group the same physical
Atkinson: The layouts are split between individual titles and the

size or do the page sizes vary by title? If they are of different sizes,

hub. But confidence in hub designers is growing.

are you considering standardising them?

WAN-IFRA: Are you using templates for inside page layout? This

Atkinson: All tabloids and broadsheets are the same size but even

seems to be a growing trend to make the layout/production process

if they weren’t it would make little difference as all the papers are

more efficient.

printed at different sites.
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Focus on the story, not the pipeline

David Boardman is Executive Editor and Senior Vice President at The
Seattle Times. Under his leadership, The Times has won several Pulitzer
Prizes, including the 2012 Pulitzer Prize for investigative reporting, for
a series revealing that state policies had led to hundreds of unnecessary drug-overdose deaths. Boardman is also vice president of the
Board of Directors of the American Society of News Editors, a member
of the Board of Directors of the Center for Investigative Reporting and
the Steering Committee of the Reporters Committee for Freedom of
the Press, and is chairman of the Center for Investigative Reporting in
Bosnia and Herzegovina.

C

ity newspapers in the US have
been among the toughest hit
by a disrupted business model
and economic recession, and those
that want to survive as successful businesses are being forced to make some
dramatic changes to the way they operate. One such paper is The Seattle
Times. After its competitor, the Seattle
Post-Intelligencer, closed down its print
edition and let go the majority of its
journalists in 2009, the Times absorbed
many of its readers and experienced a
welcome rise in print circulation. However, like most US newspapers, it must
still seek to cut costs.
Faced by shrinking resources and the
need to make use of more and more
platforms, The Seattle Times, under

the leadership of Executive Editor David Boardman, radically restructured its
news operation.

In this interview, Boardman discusses
the reorganisation process and how it
has affected the paper in more detail.

Whereas in the past, The Seattle Times
newsroom was traditionally divided by
platform – print and digital – staff are
now divided by position in the news
reporting process. The three teams are:
• Creation – the reporters, who report
the stories, without thinking about
platform
• Curation – the editors, producers
and designers, who choose the best
platform for each story
• Community – the team who makes
sure the paper’s journalism reaches
the community via social media and
elsewhere

WAN-IFRA: Many editors say the most
challenging element of newsroom restructuring is changing the mindset of
staff. Is this true in your experience?
Boardman: That was a challenge
initially but I wouldn’t say that it was
necessarily the largest challenge for us.
Our staff moved through that pretty
quickly. I think the economic reality
has shaken people very quickly and effectively from whatever old patterns
they had and has forced them to pick
their feet up out of the clay pretty dramatically. In terms of the willingness
to change we see that pretty readily.
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However, there are certainly cultural
challenges for people whose body
clock, metabolism and way of thinking were built around a particular set
of deadlines.
WAN-IFRA: So what have you found
to be the greatest challenge?
Boardman: There are two challenges
that are even bigger for us: one is simply that all this change is concurrent
with us continuing to make the staff
smaller and to focus on cost-containment. At the same time that you are
trying to reinvent processes and, frankly, trying to get people to do a lot more
work, you are also shrinking the staff
and trying to do that in an as effective
and intelligent way as possible. Another significant challenge for us is some
labour issues – they are not confrontational particularly but historically (as at
many US papers) the print-focused legacy staff was always unionised and the
digital staff not. As we work to integrate staff we have to navigate around
rules and that can be tricky.
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WAN-IFRA: Would you describe your
new newsroom as “digital first”?
Boardman: Actually, I would not say
that. There are a couple of stock phrases, “digital first” being one and “platform agnostic” being another, that I
very pointedly do not use. To me, it’s
not about digital first and it absolutely
is not about platform agnostic. That’s
a concept that I reject out of hand. It’s
about using all of the platforms we
have to their optimal level and yes,
that often results in digital first, but
not always. There are certain stories
that we produce that are very specifically aimed for print and that are far
better presented in print and may never manifest themselves digitally. In the
traditional flow of covering news, yes,
we do go to digital platforms first, but
we are training our staff to think about
the particular strengths and competencies of each platform, and what are the
audiences of each.
WAN-IFRA: How is your content tailored to different platforms?

Boardman: On the smartphone, we
know that people are looking particularly to that for breaking news, or weather
or traffic – it’s immediate. Most people
are not going to read a five-part series
on their phone. We are thinking about
the tablet as a lean-back experience that
is most often used in the evening. We
are trying to tailor content to that aspect
and creating a far more visual presentation that is also far more curated and
contained. The newspaper, particularly
the Sunday newspaper, we really see
as the centrepiece of our presentation
going forward. But I don’t want reporters thinking about the platform, I want
them thinking about the story and the
information. Sometimes, for a breaking
story, they have to start thinking about
the platform as they are gathering the
information because, of course, we expect them to be tweeting and sending
dispatches and photographs. Essentially,
however, reporting is about the story,
and the platform is the vehicle for that
story. And I think a very big malady of
our profession right now is that many
journalists are focusing on the pipeline
itself more than what is going into it.
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WAN-IFRA: What have been the most
significant changes to your website?
Boardman: We implemented a major
redesign of the website a few months
ago. We are doing more video, we are
doing more slideshows, more interactive graphics, and really highlighting
social media more. We’ve added a
prominent feature that we call “The
Today File.” It’s almost a blog format,
for breaking and developing news, and
as such it provides a very easy vehicle
for reporters to post short versions of
information and stories as they get it.
This is liberating for them as they can
almost handle it as a wire service dispatch, and that really frees them up later in the day to craft a more thoughtful
and in-depth story for the next day.
WAN-IFRA: How closely do you work
with the community? Do you operate
initiatives such as crowdsourcing?
Boardman: What we do is reach out
to the community when we are working on stories; for example, we did a
series recently called “Recession Gen-

eration” in which we spoke to people
in their early twenties who were having difficulties finding employment, or
people with PhDs who were waiting
on tables. So we didn’t use them to do
the actual reporting, but we used social media to reach out and find great
examples and stories. Next, we used
social media to organise a networking event after the series had finished.
We had these people come in to our
newspaper and brought in experts to
counsel them on effective résumé writing and job searches. So we used the
community at the start of the process,
and helped them out at the end. We
also have a significant network of community bloggers. Seattle is a very wired
city with probably hundreds of small
news and information blogs around
the area. Two years ago we began a
community network in which we partnered with five neighbourhood blogs.
Every day on our homepage we link
to the best items on these blogs and
send them traffic. We have now grown
the network to more than 50 partners
ranging from neighbourhood blogs
to communities of interest – boating,

parenthood, or beer! Even though we
don’t get the traffic from this, we believe – and our metrics indicate to us
– that it has helped our traffic too, and
people come back to us as this creates
a sense in the community of us as a
town square, and us as a very open
community convener, instead of us as
a fortress.
WAN-IFRA: Are you considering
charging for digital content?
Boardman: Absolutely we are considering that. Most metropolitan newspapers in the US are going to, and
we are seriously studying instituting
digital subscriptions and perhaps some
sort of metered paywall. Our research
shows our audience values what we
do enough that we might be smart to
do that. We don’t have any immediate
plans, but we are studying it. I can’t
imagine going to a hard paywall, but
rather a metered approach where we
could retain a lot of the traffic we get
from around the world on such topics
as Microsoft, Boeing and Starbucks.
But again, we are still studying that.
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Apps

W

hen we put together last year’s edition
of this report, tablets and apps were still
a relatively new development for many
news publishers, but by now the majority of publishers seem to have embraced the new technology and
are finding ways to actively make use of it. This year,
we take a look at how readers are actually using the
technology as well as examine some of the latest innovations and the devices themselves.
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Mario García on latest results
from Poynter’s third EyeTrack project

T

here is probably no research
in progress that commands
greater curiosity than that of
the Poynter Institute for Media Studies
with its EyeTrack Tablet project. I am
proud to be part of a talented and inquisitive team at Poynter trying to get
us some data to help publishers, editors and designers make smarter decisions when it comes to putting their
publications into a tablet format.

Mario García is CEO and Founder
of García Media His new digital
book, The iPad Design Lab: Storytelling in the Age of the Tablet, is
now complete and will be published via the iTunes store.
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The Poynter Institute is synonymous
with EyeTrack studies. At least two
generations of journalists have benefited from them. At the beginning
(1990), we set out to use the then new
technology available for eyetracking
to find out how the eyes of the reader
moved on a newspaper page; then we
did similar studies for online (2000,
2003), followed by a study of differences between print and online reading (2007). Now, in 2012, with most
publishing houses presenting information through what I call the media
quartet – mobile phones, online, print
and tablet – EyeTrack moves to that latest of platforms, the tablet.

In the process, our project team, led by
Sara Quinn, of Poynter’s Visual Journalism faculty, with David Stanton (Smart
Media Creative) and Jeremy Gilbert
(Northwestern University, Medill School
of Journalism), has decided that we live
in a fast-paced world, and, rather than
wait to gather all of the data, Poynter
will present the findings of the study as
it takes place.
We have created a test prototype that
presents the questions that we, as designers actively engaged in the creation
of news apps, consider to be key to
their further successful development.
Undoubtedly, navigation is the most important feature when creating a news
app. We must be quick and clear in how
we get the user from here to there. Remember, there are no page numbers in
these news apps. Users move from section to section on a whim.
To me, getting some scientific data on
the preferred orientation for tablet users
is key, and this is likely to be the Poynter
EyeTrack study’s greatest contribution.

APPS

What have we
found out so far?

What else is the study
looking to find out?

Swiping is more preferred than scrolling. iPad users have an overwhelming
instinct to swipe horizontally through a
full-screen photo gallery, regardless of
portrait or landscape orientation. I am
not surprised here at all, and neither
is our Poynter research team. In focus
groups I have personally observed a
more intuitive move to gesture in the
direction of swiping than scrolling.

We are interested in determining preferences for the look and feel of certain
pages. How popular are photo galleries, as opposed to video presentations?

Early indicators, observed with about
100 people in an initial, small slice of
the study at multiple sites around the
USA, tell us it is so.
Participants who were given an iPad in
landscape orientation swiped horizontally 93 percent of the time. In portrait,
they swiped horizontally 82 percent of
the time. This is statistically significant
evidence for a horizontal inclination
and indicates that the swipe direction
isn’t just a random behaviour.

Through exit interviews we hope to get
other tidbits of useful information:
• How much time are users spending reading news on the tablet?
(Through proprietary focus groups in
which I have participated, we know
that the tablet apparently inspires
longer visits than the printed newspaper – an average of 45 minutes
and even more.)
• At what time of day are they likely
to read on the tablet? (The research
available to us at the moment points
to the tablet as a “lean back” platform that users prefer to spend time
with in the evening, while relaxing at
home or watching TV.)

All of these are pertinent questions
for which we in the industry wish to
start getting some answers, starting
with the number-one question at every
workshop: do readers prefer scrolling
or swiping?
If, as we believe, the best tablet experiences give the user total control of his/
her experience, then the more intuitive
movement of swiping comes more naturally. In fact, many of us are currently
experimenting with “swiping only”
news apps, where scrolling is never or
rarely required.
At the end of the day, the choice of
swiping versus scrolling lies in the
hands of designers who make such decisions on the basis of what works best
for their publications.
We eagerly await the more conclusive
results of the Poynter EyeTrack study
as we continue to face the excitement
and the challenges of translating print
publications to the tablet.
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The Star’s e-paper editions are available online as well
as on all kinds of screens from PC and smartphones
(iPhone and Android) to Apple and Samsung tablets.

iSnap is embeded in the Star Mobile app, which
already has more than 100,000 users on the iPhone
alone.

News publishers innovate
with augmented reality

T

he smartphone has become the
latest hope for news outlets
struggling to fight falling print
revenue.
The Star, Malaysia’s most read English
daily, recently introduced the iSnap,
a feature that brings the “newspaper to life” using augmented reality
technology and two major Australian
publishers, Fairfax and News Limited
have both launched new smartphone
enhancements in the past few months.
Over at The Star, iSnap sprang from
an internal challenge thrown down to
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the New Media Department and to the
paper’s technology partner, Knorex Pte
Ltd of Singapore. Summoned by the
owners to find new ways to enhance
the flagship publication, both teams
started an intense brainstorming session that eventually triggered the iSnap
concept.

‘Reading a newspaper
will never be the same’
iSnap brings an extra dimension to
print content through a combination
of Augmented Reality and image recognition technology. Readers of the

newspaper’s print-version simply point
their phone’s built-in camera at a news
article or an advertisement that has the
iSnap logo and it will trigger interactivity. It is a feature that facilitates access to a playable video or audio clip,
additional content such as photo galleries, maps and product catalogues,
or call-to-action features like contest
entry forms. As a result it gives more
depth to editorial content by allowing readers access to material beyond
what is displayed on the printed page,
such as videos and photo galleries. By
that same token, advertisers will have
the opportunity to immediately en-
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gage with readers with the interactive
elements incorporated into their ads:
iSnap is a completely new way of approaching print content.
“Reading a newspaper will never be
the same again” says Ho Kay Tat, the
Group Managing Director and CEO.
We are very excited about it. For example, if you are reading a review of
a movie in the newspaper, iSnap technology allows us to play a video trailer
of the movie for you to watch.”
Unlike QR codes, which are usually
limited to one response per code and
lead users to external sites (thereby
leaving the app they originally used),
iSnap is more flexible in that it offers
several kinds of interaction within the
same screen, often without having to
leave the current app. Furthermore, iSnap actually scans the whole page and
not just the logo. The iSnap logo is just
there as a signpost to tell readers that
a page is iSnap-able.

Major advertisers
take part in launch
Since its launch, iSnap has been embedded in The Star Mobile app (currently available for iOS and Android
smartphones), a smart move considering the paper already had a sizeable installed base of more than 100,000 for
the iPhone alone.
Attracted by this innovative way to immediately engage readers with their
brands, eight advertisers participated
in the launch campaign – Pruden-

tial, Canon, Toyota, Mah Sing, Shell,
Heineken, SenHeng and UOB.
iSnap also works with The Star’s newly
launched e-paper; readers can point
their iSnap-enabled smartphones at
the screen just as though it was a page
of the printed newspaper. An important feature considering that The Star
just released its first e-paper edition,
following the Audit Bureau of Circulations’ recent agreement to count the
sale of a digital replica of a newspaper
as the sale of the printed version.The
new digital replica edition, powered by
NewspaperDirect, delivers 100 percent
of the content from the printed publication.

Fairfax, News Limited
launch new apps
Meanwhile, Fairfax Media and News
Limited have seized the chance to capitalize on Australia’s high smartphone
penetration with their new apps, respectively Airlink and News Alive. Developed internally and added to existing iPhone apps for Fairfax publications
Sydney Morning Herald (SMH) and The
Age, Airlink is predominantly used to
access extra editorial content. After
a paper goes to print in the evening,
Airlink is used the following day to update stories with extra articles, photos,
video and comments. The addition of
Airlink to SMH’s app appears to have
been a success, driving downloads of
the app up by 14 percent in the first
week of the partnership. Fairfax’s creative manager Zac Skulander revealed in
an interview with July’s edition of The

Panpa Bulletin that the next step will
be to encourage advertisers to create
“bespoke Airlink copy.”
News Ltd’s News Alive links to editorial copy at several of the publisher’s
titles, but is mainly used as an advertising tool. Its software produces a threedimensional image that the user is able
to interact with, something developers
hope will encourage readers to engage
with the app for longer. Scott O’Brien,
from the company Explore Engage,
which first developed the News Alive
app, explains that the company’s research “shows that people engage
with augmented reality five to 10-times
longer than a simple video.”
The use of mobile platforms to invigorate print media is certainly an exciting
development, but there is a key difference between Eastern and Western
news markets that may mean that
publishers in the western world will
not have much success with enticing
readers back to print with smartphone
interaction. Newspaper circulation in
Asia has remained healthy because the
rise of digital news online has not dissuaded consumers from buying print
copies of titles, in contrast to the situation in Europe, America and Australia.
Readers in these regions are more likely
to continue turning to social networking sites rather than dedicated apps.
Publishers in these areas could therefore find convincing readers to download a specific app and buy a print-version newspaper to be a considerable
challenge.
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The Guardian’s mobile audience has grown by 737 percent
during the past two years.

Mobile isn’t the future, it’s the present

“

T

hat future took a very long time
to arrive, but finally it seems to
be here,” writes the Guardian’s
lead information architect Martin Belam
in an article about mobile news.
He should know. Guardian Media
Group CEO Andrew Miller revealed at
WAN-IFRA’s Digital Media Europe conference in April that during the past two
years, the Guardian’s mobile audience
has grown by a whopping 737 percent.
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With the mobile age well and truly upon
us, Belam discusses what two British
broadcasters have done to create digital
news products that are fully adapted to
the new devices and new user habits.

Built for the
digital environment
First of all, he looks at ITV’s new mobile,
web and tablet products, launched in
March. As William Owen, who works

for the company that designed the new
products, explains, these new offerings
were built to be entirely adapted to the
digital environment.
“We set out to create a digitally native
news service, something made for the
web and mobile that left behind the
Guttenberg-era baggage of ‘pages,’
‘articles’ and ‘editions’ that most news
websites haven’t been able to shake off,
as well as reworking some proto-web ty-

Apps

pologies like ‘navigation,’ ‘liveblogging,’
and ‘galleries,’” writes Owen.
The result is a live-stream of content
with lots of short-form video, as well as
big photographs and some text. Radically, the new design doesn’t just include
ITV/ITN content, but also aggregates
material from across the web. The format also allows users to filter content to
follow individual stories.

‘A radical approach
to delivering digital news’
Belam is not entirely convinced by the
new ITV offering for mobile. “The stark,
minimal front page on a small screen is
not much more than a logo and a few
headlines, and I think the impact of news
is lessened, especially with human interest stories, without images,” he writes.
Even so, he acknowledges the new design is “a radical approach to delivering
digital news, which leaves behind a lot

of the baggage that usually comes with
being a traditional news publisher.”
Belam says ITV’s design is also “responsive” i.e. it adapts to the size and shape
of the device it’s being viewed on. The
same is true, writes Belam, of the BBC’s
new mobile web application, which likewise changes depending where it is being viewed. The BBC’s Chris Russell explains the idea in a blogpost: “Basically,
you come to our website, we do the hard
work… before delivering a page in the
best shape and size, with the most ‘features’, that your device can support.”
Again, Belam is not entirely convinced.
He cites a Tumblr post by Alex Morris,
who argues that users should be able
to choose the format that they see web
apps in. By giving users a choice, he suggests, users will be able to choose which
content they want to view, and adapt to
external factors, such as different levels
of bandwidth.

An important discussion
As these questions are being debated,
one thing is certain: this is an important
discussion. As the BBC’s Russell notes,
“In an average week, the BBC News
mobile websites and apps are visited by
around 9.7 m users worldwide on mobile and tablet devices. That represents
about 26 percent of the total traffic to
BBC News Online.”
This share seems set to grow. An article
in Forbes quotes Apple CEO Tim Cook,
who says “through the last quarter, I
should say, which is just 2 years after
we shipped the initial iPad, we’ve sold
67 million. And to put that in some context, it took us 24 years to sell that many
Macs and 5 years for that many iPods
and over 3 years for that many iPhones.”
Questions about mobile design aren’t
for sometime in future, they’re for here
and now.
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The Daily’s main problem appears not to have been the product, but the platform.

Is The Daily history?

I

t was supposed to herald the start
of a digital publishing revolution. Instead, Rupert Murdoch’s The Daily,
the world’s first digital newspaper designed exclusively for the iPad, is said
to be facing closure.
In an article for the New York Observer
on the effects of News Corp’s recent
cuts, Kat Stoeffel reported on rumours
that the digital publication had been
put “on watch” and would discover its
fate after the U.S. presidential elections
on 6 November.
If proven to be true, the news is unlikely to come as much of a surprise to
those who have been closely following
the digital title’s fortunes. The Daily
launched on a wave of optimism at the
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beginning of February last year, introduced by Murdoch himself as the company’s answer to the changing world
of journalism: “New times demand
new journalism … and a new service
edited and designed specifically for
new devices. Our challenge is to take
the best of traditional journalism…and
combine it with the best of contemporary technology.”
Since then however, The Daily has
failed to make much of an impression.
Critics praised the digital paper’s stunning layout, and were impressed that
users were able to interact with articles
by posting text and voice comment,
but most of what The Daily offers can
be found elsewhere, often for free,
and it seemed unlikely that swathes of

consumers would pay to access it, even
for the modest sum of 99 cents a week
or $39.99 a year. Furthermore, though
updated when necessary, The Daily has
been a much slower distributor of upto-date news than other sources, like
Twitter.

Content vs container
That said, the main problem appears
not to have been the product, but the
platform. The Daily’s creators attempted
to differentiate the publication from its
competitors by only allowing access to
the product through the iPad, effectively cutting it off from the rest of the digital market. Within the first 8 months of
its launch, the digital newspaper had
attracted around 800,000 paying sub-
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scribers – a sixth of the total amount
it needed to recuperate the $30 million invested in the venture. Meanwhile
the average running costs per week for
Rupert Murdoch’s digital experiment
stand at around $500,000.
The issue of content vs container has
dogged other tablet-only publications.
The Huffington Post’s attempt to enter
the digital magazine market suffered a
setback in July. Its paid-for “premium
content” magazine Huffington became free to download, amid concerns
that readers would be unwilling to pay
even a modest 99 cents an issue.
When questioned about The Daily’s
modest subscription levels, News Corp
executives would stress that the project was in its infancy, and insist that
it be given time to grow and evolve. In
an interview with AdWeek earlier this
year, News Corp’s COO Chase Carey
insisted that the company was still experimenting with the project, and was
keen to learn from customer feedback.
That relaxed attitude appears to have
changed following the announcement
that News Corp is to split its entertainment and publishing arms into two
separate companies. It was widely reported in the days following confirma-

tion of the separation that Murdoch
would not tolerate losses from his print
titles, and now it seems the newspaper
man’s intolerance of failure has gone
digital. From News Corp’s point of
view it perhaps makes sense to terminate The Daily before the split occurs,
so that the $100,000,000 it is said to
have lost so far can be absorbed by the
profits made from the lucrative Fox TV
and film businesses.

50 employees
to lose their jobs
Originally executives at The Daily were
quick to dismiss reports of an imminent demise, but the title has since announced that almost a third of its present employees are to be “released.”
Of the 170 members of staff employed
at The Daily, 50 will lose their jobs. The
Sports and Opinion sections, which
suffered from light traffic levels, will be
particularly hit by the cuts as executives
aim to reduce expenditure in underperforming departments. A memo sent
to employees by Editor-in-Chief Jesse
Angelo explained: “Sports reporting
will now be provided by content partners, like Fox Sports […] The Daily will
no longer have a standalone Opinion
section. Opinion pieces and editorials

The Daily
launched its
weekend magazine, WKND, in
July 2012.

will appear in the news pages, clearly
marked, from time to time as appropriate.” Further efficiency measures
include “locking the app in portrait
mode,” meaning that digital pages will
only be available in vertical layout, with
no horizontal formatting option.
News Corp. reiterated its dedication to
the ailing digital paper, claiming that the
planned restructuring would “enable
the business to operate more efficiently and with even greater focus on the
types of content that consumers have
gravitated towards since its launch.”
The Daily’s newly created weekend edition, WKND, will continue unchanged
and sources close to the publication insist that the paper will not be changing
any other parts of its strategy.
Many of News Corp.’s other news
publications have been forced to undergo similar cost reduction measures
in preparation for the impending split.
Executives at the WSJ have already lost
their positions, and Dow Jones will no
longer produce print versions of its personal finance magazine SmartMoney.
Described by The New York Times as a
“victim of high expectations” The Daily
has so far failed to make much of an
impact on the world of digital publishing, despite being ranked as the 3rd
highest-grossing paid app of 2011.
These latest developments will do
nothing to dispel fears that Murdoch’s
costly experiment is on its last legs.
Rupert Murdoch’s foray into pure digital publication may be set for failure
this time, but no doubt he and others
will draw lessons from the experience.
Taking risks with newspaper forms and
distribution is a must if there is to be
any chance of traditional media adapting and surviving in the modern age. If
The Daily is to come to an end, it will
at least be remembered as a step in the
right direction for news publishers.
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Trapit has been on the web since November 2011, and unveiled its free iPad app on 19 July 2012.

A new app for trapping the long tail

H

atched in the same laboratory
as Siri, the voice-based assistant
acquired by Apple, Trapit is a
personalised search and discovery engine that runs on the premise that your
love for your friends may not always
extend to their taste in reading.

on the web since November, and unveiled its free iPad app on 19 July 2012.
“Personalisation should be about you,
the individual, and your unique tastes
and interests, not about what your
friends are buzzing about on Facebook
and Twitter.”

to capture the rich, long-tail content
that is burrowing in hidden niches of
the “deep web,” and serve it to you
exactly as you like it, based on a thorough, algorithmic understanding of
your appetite (that we will get to in a
moment).

“Personalisation has become nothing
more than a buzzword,” said Hank
Nothhaft Jr, Chief Product Officer and
Co-Founder of Trapit, which has been

Compared with other “personalised”
news aggregators such as Flipboard,
Trapit takes a distinctly anti-social approach to content discovery. Its goal is

Anti-social media
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“We don’t care what your friends are
talking about, we don’t care what’s
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buzzing, we don’t care what’s trending today; we care about what you’re
interested in,” said Nothhaft. “Look at
social networks like Twitter: what you
see is groupthink in action, right? Seventy percent of the content shared on
Twitter is really from 100 to 200 of the
top sources on the web. There is a vast
web out there that is just simply what
we call ‘undiscovered’ because it is not
able to penetrate the echo chamber of
Twitter or Facebook.”
“Search is basically corrupted by SEO,”
Nothhaft continued, “so a lot of hobbyists, passionate people and activists
are producing great original content
with a lot of care, and adding photography and multimedia etc., and a lot of
them are never finding an audience.”
Trapit hunts for this material from within over 120,000 sites that it has vetted
– it claims to have blacklisted 10,000
unworthy sources – aiming to surprise
you with a constant feed of content
that is right up your alley. This involves
a de-emphasis on newspaper stories,
which Nothhaft considers “ubiquitous.” “You walk out the front door
in the morning and get smacked in
the face with general news,” he said.
“What we’re looking for is more longtail, high-quality, what I call ‘magazine
and journal content.’”
Nothhaft explained that this variety of
content often does not yet exist in a
digital format that is consumable on
the web. “We’re trying to make inroads
there, and having some success,” he
said, adding, without naming names,
that Trapit has just signed its first contract with a publisher and has several
more on the go. “In terms of the partnerships, we feel that’s where there still
is a lot of value to be unlocked.”

Artificial intellect
But if it prides itself on scouring broad
swathes of the deep web and ignores

what your friends are doing, how this
app possibly “traps” exactly what your
heart desires, you may wonder. The answer lies in $200 million worth of artificial intelligence research. Trapit is the
second independent company to spin
out of the CALO (Cognitive Assistance
that Learns and Organizes) project –
the first was Siri.
Based in Palo Alto, California, Trapit
was founded in January 2010, and
launched its web app in November
2011. By July it was serving nearly
5 million suggestions into user traps
per day and captivating users for an
average of 16–18 minutes. The idea
behind the iPad version was to “really
to nail the lean-back experience” and
“bring browsing to the next level.”

How to trap
with your bare hands
1. Log on
You can accomplish this crucial first
step using your Twitter or Facebook account (to avoid filling in another form;
your contact lists will be safe and nothing will be posted without your explicit
consent, Nothhaft assured us), or, if
you prefer, with an email address.
2. Create “traps”
based on keywords or URLs
If you use a keyword or series of keywords, Trapit will hunt and gather between 30 and 100 documents from
the past 30 days from its vetted sources
that contain these word(s), and deliver
the spoils to your app.
How? “There’s a pretty complex cocktail involved, but we do something
called query expansion. So we make a
concerted attempt to understand what
that keyword really means – we’re not
just doing a simple analysis of in what
quantity does that word appear in the
article you’re looking at – we actually
go and look at some reference mate-

rial. We might look at the Wikipedia
page for that keyword, in an effort to
really understand what is this keyword
really about,” Nothhaft elaborated.
What if you search with a URL? “Let’s
say you’re reading an interesting story
in The New York Times and you want
to follow that topic as it evolves for that
storyline,” explains Nothhaft. “Trapit
will go visit that site and use semantic technology and natural language
processing [to] … extract the key text
from the article, and really break it
down and understand the DNA of the
article – what is it about.” It will then
build a trap for you, which constantly
checks the approved sources as they
publish new content and traps relevant
articles, delivering them to you.
3. Window shop
Glide through the “carousel” of content in your traps (displaying headlines,
sources, timestamps, images and summaries), and when something catches
your eye …
4. Tap to “drop into the trap”
This will load the original webpage,
including ads and links, right in the
application. The app is very “publisherfriendly,” said Nothhaft; “they get the
impressions and all the metrics related
to this visit, and Trapit is the referrer.”
5. Share or save
You can share an article via Twitter,
Facebook, email, etc, or save it in the
embedded reading list. (*Note: on the
web version, extracting a pure URL to
share outside of email or social media
has proven difficult; apparently the
iPad version allows you to copy the
shortened link directly. Also, expect
each Tweet to be followed by via @
Trapit).
6. Train your app
to get to know you better
You do this by rating the stories it
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Compared with other “personalised” news aggregators such as Flipboard, Trapit takes a distinctly anti-social approach to content discovery. Its goal is to capture the rich, long-tail content that is burrowing in hidden niches of
the “deep web,” and serve it to you exactly as you like it, based on a thorough, algorithmic understanding of your
appetite

serves you using thumbs up and
thumbs down icons.
“These are not social proclamations,
so when I touch thumbs up I am not
telling my friends that I like this article;
I am actually teaching Trapit. Trapit is
adaptive and it’s able to learn, and we
do this on a user-by-user basis,” Nothhaft clarified. “And what we do with
that information is we take the complete text from the articles [you mark
with a ‘thumbs up’] and we break
it down to understand what are the
words in this article, how many times
to they occur, what is the density…”
They even have an algorithm that tries
to determine the quality of the writing
(something that we would be very curious to experiment with).
“In the end what we really do is we determine what those articles are about,
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and how they are different from everything else that we’ve shown you,”
he said. From that, they build a “rich
statistical model” for each user that is
akin to an “interest graph.”
“We use that to judge every new article that comes in from our sources,
and determine, is that article relevant
for that topic for you? And as you continue to look at new content, rating it
thumbs up or thumbs down, we adjust
that model in real time,” Nothhaft said.

Privacy
Assuming one were to use Trapit regularly over an extended period, this
could amount to a powerful heap of
personal user data. Asked whether
that information might ever be shared
with publishers, Nothhaft is adamant
that it is not in the cards: “No. I don’t

ever foresee sharing user data on that
level.”
How about on any level? “I don’t think
we would share this information with
publishers. If we were to bring advertising, [which is] not a high priority, but
if we were to begin placing advertising
in traps we would use the data to place
ad content that is highly relevant to a
topic area, but we wouldn’t do that by
sharing user data with advertisers; we
would do it internally and place those
ads ourselves,” he emphasized.
“We definitely see ourselves as the arbiters. If we’re distributing publishers’
content etc. inside the application we
will maintain control of the user data;
no need to share that with publishers,”
Nothhaft said. “We take privacy very
seriously.”
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Profit
Advertising is fourth on Trapit’s list of
revenue priorities, after licensing the
personalisation technology to media and publishing companies, doing
partnerships where they sell access to
premium content, and selling an enhanced version of the app to “those
5–10 percent of users who are looking
for more and are willing to pay for it”
such as “power users, social media ma-

vens, [and] brands who are looking for
more features.”
The company may not have been trapping any revenue when this interview
took place, but the Chief Product Officer was unconcerned. “We’ve not
only taken this unique technology, but
we’ve coupled it with a really unique
approach to finding users and content,
and selecting that content on a userby-user basis, and I think the fact that

users are staying in order of magnitude
longer on our site than other comparable sites, or sites that we’re compared
to, speaks to the fact that we’re doing something different and very valuable,” he said.
“This is a just radically different approach, and almost selfish in a way, but
we think that’s good.”
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The third version of the iPad was released in March 2012.

The tablet range grows

The iPad, the newest version of which was released in March 2012, continued to dominate the tablet
market, with a global share of 69.6 percent in the second quarter of 2012, even though its sibling product,
the iPhone, was overtaken long ago by Android devices in terms of numbers. The iPad runs on iOS and
offers 225,000 apps in the App Store. There are now a massive 600,000 Google Play apps, but many
developers still develop iOS first. Here’s a quick overview of the competition:
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Samsung Galaxy Note 10.1
Samsung is Apple’s closest competitor,
with several tablets available and a Q2
2012 market share of 9.3 percent.
The South Korean tech giant’s top
tablet device is the Galaxy Note 10.1,
which comes with a dedicated ‘pen’ to
allow handwriting and drawing on the
device. It is powered by Android 4.0
(Ice Cream Sandwich).

Google Nexus 7
Google’s 7-inch tablet was built by
ASUS and runs on Android 4.1 (Jelly
Bean). Its price tag is affordable for
many, starting at $199, and with more
power than other devices in the price
range, it has received many positive reviews.

Amazon Kindle Fire

Nook Tablet

The Kindle Fire is also priced at $199
and runs on a modified version of Android. As an Amazon product, it has
the advantage of having large amounts
of content readily available for it.

Barnes & Noble’s Nook device is a step
up from the rest of its e-reader range,
and, although it runs on Android, it has
been significantly personalized by the
bookseller and, like the Kindle Fire, has
a highly curated app store rather than
just access to Google Play.

One of the problems that Android devices pose for newspapers is the fact
that one Android app might well not
look perfect on all screens. Some papers, such as USA Today and the Wall
Street Journal have launched apps specifically for this device.

Asus Transformer Pad
Infinity 700
This is currently Asus’ top product. It
comes with a detachable keyboard/
mobile dock that makes it feel like a
laptop when in use, an HD screen, and
also runs on Android 4.0. At $600 it is
on par with the other larger tablets, the
iPad and Samsung Galaxy Note 10.1.

Apple is expected to release a 7-inch
tablet in September – will the Nexus 7,
Kindle Fire and Nook survive the competition?
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The quest for the
digital business model

3

S

ince our last edition of this report, paywalls
have sprouted at numerous newspapers in
various parts of the world. This has been especially obvious in the United States, where as of
mid-August 2012, more than 275 daily papers now
have some form of paywall in place, according to a
report from Newspapers & Technology. That number
is on course to grow through the rest of 2012 as
major publishing houses such as Gannett and Lee
Enterprises continue their planned roll out of digital
subscription models across their newspapers.
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The quesT foR The digiTal business model

Press+ is a payment platform
that allows for a metered
charging model.

Paywalls popping up all over

I

n the year and a half since The New
York Times launched its metered
paywall, hundreds of other newspaper publishers have decided to follow the same approach. The majority
of these have been launched since the
start of 2012, and the coming months
will undoubtedly see many more similar launches.
The New York Times, which has found
success with its 20-article metered paywall, reduced the number of free online articles to 10 at the beginning of
April. Although the article reduction
could be viewed as a step towards a
hard paywall, it seems more likely the
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move is a strategy to determine the
willingness of more casual users to pay
for content. The New York Times has
seen its number of digital subscribers climbing steadily to approximately
532,000 by July 2012.
RR Donnelly’s Press+, a metered paywall platform that launched in 2009,
announced in spring 2012 that it had
more than 300 publications on its
service, including newspapers from
McClatchy and Tribune Co. With the
Press+ model, publishers allow users
on average access to 5-15 articles per
month, after which users must subscribe in order to view content.

When Google announced this spring
that was closing its “One Pass,” paidcontent platform, Press+ said it would
extend a grandfather clause to Google
One Pass subscribers.
“We will maintain subscriber accounts
for whichever publishers might have
signed on with Google without charging our usual revenue share,” said
Press+ cofounder Steven Brill in a press
release. “We’ll only charge for all the
new customers we generate going forward once our seamless transition is
completed.”

The quesT foR The digiTal business model

Piano Media operates paywalls
in Slovakia, Slovenia and Poland.

Google One Pass launched in February
2011 as a payment system in which
publishers charged users for content,
allowing them to keep 90 percent of
revenue earned, as previously reported. According to PaidContent, however, few US newspapers ever used One
Pass.
Perhaps because of its different approach to publisher relations, Press+
saw much more success. At the time of
One Pass’ launch, Press+ had only 24
clients, according to the press release.
Now serving more then 300 publishers,
Press+ reports that an additional 200
publishers plan to launch paywall systems through its system.
The closure of One Pass has resulted in
Google’s pursuit of other paid content
models like Google Consumer Surveys,
a “paywall substitute,” PaidContent
reported.
This year, Google began offering consumer surveys, each of which consists
of a single marketing research question
that users must answer before being
allowed access to certain articles on
a news website. For these micro-surveys, Google charges businesses $.10
for every answer acquired (or $.50 for

targeted questions), with publishers receiving $.05 of profits.
In late July, the Newspaper Association
of America announced the findings
of its study of some 156 newspapers.
While the results of the study were for
NAA members, Laura Hazard Owen on
PaidContent wrote that the association
had shared some of its statistics, including that metered models have been
the most popular, with more than 85
percent of publishers going that route.
Owen also said the NAA found that,
on average, the number of articles that
viewers can access before reaching the
paywall is 11.2. Interestingly, paywalls
seem to be most popular among midsized to smaller circulation publishers
with the NAA finding that nearly 90
percent have circulations of less than
150,000.

Paywalls in Poland,
Slovakia and Slovenia
The US is far from the only country to
see paywall growth though, and on 18
July 2012, Piano Media, a provider of
paywall services, which launched Slovakia’s national paywall in 2011, stated
that seven major Polish media companies representing 27 national and

regional newspapers, 14 magazines
and Poland’s national public radio had
joined Piano Media’s national online
common-payment system. “With the
simplicity of Piano’s one login, one
payment access to a multitude of media, Polish digital visitors will be able
to view premium content and services
on 42 different websites for just €4.70
per month,” Piano stated in its announcement. The company added that
the deal represented the third national
payment initiative in 14 months.
A few months earlier, during WANIFRA’s Digital Media Conference in
London in April 2012, Piano Media
CEO Tomas Bella announced that the
company had secured 2 million euros
in funding from a 3TS Capital Partners’
Cisco-backed fund.
For publishers, Bella said this meant
that Piano will be able to offer more
analytical tools and data about what
works and what doesn’t, better software, and as the company expands
into new markets, more countries with
which to share know-how and best
practices.
Bella was not always a fan of the paywall: when he became editor-in-chief
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Norway’s Hallingdölen charges
for all content on all channels.

at a major Slovakian daily several years
ago, he took down the paper’s paywall. But he said he gradually came to
believe that unless papers found a way
to charge people online, they would
not survive, and he started to think
about what the easiest way to charge
would be.
Piano Media has launched a simple
system for multiple publications with
one flat fee and one log-in, which Bella
compared to a cable TV package. You
can buy the subscription at any of the
participating publishers and you can
move between the different sites without logging in. Eleven media outlets
are on board in Slovakia, and nine in
Slovenia, whose paywalls launched in
January 2012.
In both countries the systems aim to
be low-cost and accessible to all, at
3.90 euros/month in Slovakia and 4.90
euros/month in Slovenia. Interestingly,
after 10 months of data in Slovakia, Piano saw no difference in traffic in the
sites that went behind the paywall and
those that didn’t. “If you do it right,
your traffic doesn’t have to go down,”
Bella said.
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Piano and its partners are experimenting with different paid online content
strategies within the system offered.
Bella gave a few examples:
• stop thinking about “is this article
paid or is it not paid?” There are
plenty of different options available:
an article could be free for a certain
amount of time, for example, then
paid, or vice versa
• personalisation is a significant opportunity: allow users to choose the
sections they are interested in
• some sites are charging people to
comment on their articles, as some
papers had problems with too many
comments
• others are not offering any extra
content to paying subscribers, but
are offering it ad-free
As of July, Piano stated that it was in
negotiations with publishers on several
continents and has plans to launch an
additional market by the end of 2012.

Norwegian paper finds
success with ‘hard’ paywall
In Norway, local newspaper Hallingdölen has set up a paywall where
one subscription gives the reader ac-

cess to multiple print and digital news
channels.
During WAN-IFRA’s Nordic Local Media
Conference in late May in Stockholm,
Editor Bjarne Tormodsgard said Hallingdölen’s strategy has been to charge
for all content in all channels: print,
iPad, online and cellphone. The subscriber gets access to all content.
The move has made the publishing
process more automatic for the newspaper. There is one editing link leading
to all digital channels. The newsdesk
has full control over the publishing
channels, but has a larger workload
than before.
Tormodsgard said that Hallingdölen is
more accessible to its readers since it
made this change. The journalists only
write one article per subject, which is
then published in all channels. A news
controller double-checks all texts.
The revenues from online ads have
gone up 30 percent, according to Tormodsgard, and he said that while the
total number of users has gone down,
the site receives more page views now
than before.
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The Australian launched a “freemium” paywall in 2011, similar in
model to The Wall Street Journal’s.

Australian publishers
pushing ahead
Publishers in Australia are continuing to
push ahead with paywalls as well. National daily The Australian, owned by
News Limited, launched its freemium
paywall in 2011, and by March of this
year, the PANPA Bulletin was reporting
that the newspaper was “encouraged”
by some 30,000 paying subscribers to
its digital platforms.
Also in March 2012, Australia’s largest
selling daily (and another News Limited
title), the Herald-Sun launched its paywall.

Many publishers
staying ‘open’
On the other side of the paywall debate are papers, such as the Guardian,
that believe that an “open” approach,
more akin to the nature of the Internet,
will eventually yield solid revenue.
The drawback of “either, or” approach
is that it may put too much emphasis
on the question of paywall, whereas
a different angle could be more helpful. GigaOM’s Mathew Ingram made

this point in an article earlier this year,
arguing that rather than defining the
relationship with their readers through
money, newspapers should focus on
the relationship they have with their
readers. When developed more fully,
this relationship would then form the
basis that could be monetised.
What is important in creating and
maintaining such relationships is the
readers’ closer involvement in the papers’ functions, Ingram argues, citing
comment moderation by readers and
real-world events that active online
community members would be invited
to as examples.
This would allow readers to see themselves part of a club that has certain
benefits for its members – a far more
attractive deal than most paywall models, even if it would (ideally) lead to the
same outcome: the reader paying for a
service. The difference is, Ingram says,
that in this model readers would feel
more inclined to part with their money
if they saw the transaction as a way of
paying for membership benefits, and
not only for access to online news content.

Focusing on nurturing loyal and interactive readership is something more and
more news sites are looking into, and
rightly so. However, finding ways to
actually monetise this readership is currently proving to be a major challenge
for publishers. In addition, since revenue from online advertising does not
yet come close to compensating for the
drop in print advertising money, boosting online traffic alone is not the answer.
Thus concentrating on delivering benefits instead of immediately raising the
fence between the reader and content could eventually lead to viable
business solutions. This seems to be
what the Guardian is betting on. Its
“Open Weekend” for the public was
a concrete example of closer involvement with its readers, and according to
Charlie Beckett, this relationship might
eventually turn the “Guardian reader”
into a “Guardian member.” Ideally, a
Guardian member would not only sign
up for the paper or the app (the paper’s iPad app is already paid-for), but
would also contribute to content creation. Thus the Guardian seems to hope
that some readers are willing to give
not only money, but also their time, in
support of their favoured newspaper.
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Chicago Tribune plans premium paywall
with content from Forbes, Economist

T

he Chicago Tribune has become
one of the latest major newspapers in the US to announce
plans to introduce a paywall on its
online site, behind which it will place
“premium” content including in-depth
reports and analysis, columnists and
reviews.
At first glance, this may seem little
different to action taken by various
other news titles that have sought to
maintain or increase revenue at a time
when print subscriptions are diminishing. However, the Chicago Tribune is
attempting to breathe new life into
the process by offering its readers the
opportunity to peruse selected articles
from Forbes and The Economist as part
of its new premium package. The announcement of a partnership between
these three titles certainly seems to
prove that Bill Adee (Vice President for
digital development and operations at
the Chicago Tribune) and his team understand the need to offer something
more than access to their usual articles
and reviews in order to justify charging
readers for content that was previously
free to view online.
Chicago Business first reported on
the issue of a Tribune paywall in May,
though then as now, few details have
been forthcoming about how the system will be structured or how it will be
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priced. The publication’s redesigned
website went online a week after plans
for a paywall were officially revealed,
but no schedule for implementing the
paywall has yet been announced. Instead, the reformatted website invites
users to create an account, which then
has to be logged on to in order to access premium content for free. Maggie
Wartik, a spokeswoman for the Tribune, stated: “No decisions have been
made yet on pricing and/or the pay
wall at all. The site is free for everyone,
indefinitely.” The registration wall will
serve as a template for an eventual
paywall, but for now the company is
keen to take its time, wanting to evaluate customer reaction to the new site,
and allow consumers to become accustomed to having an account, before deciding how much to charge for
subscriptions.
The Tribune’s gentle approach to introducing a paywall is possibly at odds
with that of The Times and The Sunday Times in Britain, whose online
content is completely cut off from
non-subscribers. One paywall model
the Tribune might be keen to follow is
that of The New York Times, which allows readers to read 10 articles for free
before the paywall is activated, and
has so far attracted almost half a million subscribers and encouraged new
growth in print subscriptions. Other ti-

tles owned by Tribune Co., such as the
Los Angeles Times, The Baltimore Sun
and the Morning Call, have attempted
to achieve similar success by following
a subscription system based on that of
the NYT. Chicago Business also suggests that the Tribune may opt for a
system that charges for certain sections
within the paper, such as sport, entertainment or literary news. The title
has already experimented with niche
markets in its print edition, launching
“Printer’s Row” a weekly literary journal. If this is indeed the system that the
Tribune opts for, a key question will be
how many such niches it will be able
to exploit, and for how long. Paywalls
are far from a perfect solution to falling
revenues, with Jim Kirk, Editor-in-Chief
of Chicago-based Sun-Times Media
Holdings LLC, admitting that the company will be re-evaluating “the whole
pay-model system.”
The good news for the Tribune is that,
according to a recent report by Gannett, the U.S.’s largest publisher, paywalls are expected to contribute to a
25 percent increase in revenue by the
end of 2013, despite a drop in circulation. The combination of new content,
increased social media interaction and
an approach tailored to customer feedback could make a success of the Chicago Tribune’s paywall, when it eventually arrives.
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When several members of editorial staff at GOOD lost or left their
jobs at the beginning of June, they
decided to produce a new magazine together and took their idea
for TOMORROW to Kickstarter.

Could crowdfunding
kick start journalism?

K

ickstarter, the crowdfunding
platform for creative projects,
is fast becoming the go-to site
for journalists and publishers searching alternative ways of financing projects. Originally conceived in 2009 as a
means of financing new and innovative
technology, the site has since branched
out to become the biggest crowdfunding site in the world with more than
6300 projects and over $250 million
raised in pledges. As news titles continue cutting staffing budgets and editorial budgets, an increasing number
of writers and reporters are presenting
their ideas directly to the Kickstarter
public.

Of course, the use of crowdfunding in
journalism is old news by now. Spot.
Us has been allowing journalists to appeal to the goodwill and largesse of
like-minded people since 2008 and is
still going strong with more than 1500
contributors and 110 publishing partners, including The New York Times.
Meanwhile Emphas.is continues to
provide a platform for photojournalists and is even developing a photography book project for later this year.
Neither however has scaled the heights
of fame in the same way as Kickstarter.

Phenomenal success
What sets Kickstarter apart is the phenomenal success experienced by several journalistic ventures that used the
site to appeal for funding from the
general public. When several members
of editorial staff at GOOD lost or left
their jobs at the beginning of June,
they decided to produce a new magazine together and took their idea for
TOMORROW to Kickstarter. The results
were astonishing. Having asked for
a relatively modest sum of $15,000,
they reached their target after only five
hours and as funding came to an end
on 25 July, TOMORROW magazine had
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Journalists Bobbie Johnson
and Jim Giles raised $140,000
for their online magazine
through Kickstarter.

received a total of $45,452 in pledges,
an increase of more than 300 percent
on the amount originally sought. In
similar fashion journalists Bobbie Johnson and Jim Giles’ vision for Matter, a
digital venture that would provide a
home for long-form science and technology journalism, was met with great
approval by Kickstarter contributors.
Within 38 hours of being posted on the
Kickstarter site their target of $50,000
had been reached, and the two were
ultimately given $140,000 of backing
for their online magazine.
Unsurprisingly, such stories are prompting media commentators to tentatively
wonder to what extent Kickstarter
could be used to crowdfund journalism. The fact that the site serves other
types of creative projects, including
dance, theatre, music and film, means
that investigative journalism and photojournalism campaigns could benefit
from being placed in a forum that attracted more than 30 million visitors in
2011 and more than 1 million backers.
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At a moment when lack of finances
is forcing traditional media outlets to
cut staff numbers and reduce editorial
budgets, it is encouraging to see that
journalism still has the ability to inspire
and motivate. News outlets hoping to
develop payment systems for digital
content and boost falling print circulation should take heart from anecdotal
evidence that seems to suggest that
members of the public are still willing
to make a financial contribution to
news and media projects, in one form
or another.
However, though the news may be encouraging, major news and magazine
publishers could struggle to find a way
of capitalising on Kickstarter’s popularity. In an article for GigaOM Mathew
Ingram presciently notes: “I’m not sure
whether a platform like Kickstarter or
… even Spot.us would work that well
if a campaign were to be started by a
major newspaper or the owner of a
chain like Advance Publications, which
has been laying off staff and shutting
down printing at some of its newspa-

pers. That kind of behaviour isn’t likely
to endear readers to the media outlet
or make them want to donate money
to it […]”. Indeed, many of the journalists featured on Kickstarter benefit
from being thought of as outside of the
mainstream media, of being intrepid
independents. As a result they are able
to foster a feeling of solidarity with the
audience to which they are appealing,
and herein lies the attraction of Kickstarter: backers are encouraged to feel
involved in the development of projects from the very beginning, thanks
to founder updates and the practice of
offering “gifts” to donators – which
in Kickstarter’s journalism category
usually amount to early access to the
publication in question or inclusion in a
printed list of benefactors.
That said, it is not enough to simply
devise an intriguing project and take it
to Kickstarter in the hope that it will
be noticed before the funding deadline
(the site operates an all-or-nothing system, whereby projects that fail to reach
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Kickstarter has raised
more than $250 million in pledges.

their funding targets within a certain
time period receive none of the money
pledged). Should freelance journalists
want to use Kickstarter as a platform, it
would be advisable for them to create
a following for their assignment before
taking it to the crowdfunding website. It is becoming increasingly evident
that having access to a large network
of potential backers greatly enhances
a founder’s chances of reaching 100
percent funding. A report published by
academic Ethan Mollick in July 2012
titled “The Dynamics of Crowdfunding: Determinants of Success and Failure” emphasises the importance of a
founder’s “social capital.” Kickstarter
pages can be linked to a founder’s
Facebook account and project founders with a higher number of “friends”
and Mollick found that “a founder
with 10 Facebook friends would have
a 9 percent chance of succeeding, one
with 100 friends would have a 20 percent chance of success, and one with
1000 friends would have a 40 percent
chance of success.”

Last step, not the first
Comments made by marketing guru
Seth Godin build on this theory. Godin
maintains that in many cases “Kickstarter campaigns fail when the tribe
of people who believe in the idea is too
small.” “Tribes,” the groups of people
who are passionate about a Kickstarter
proposal, need to be identified in advance in order to then be brought together through a Kickstarter campaign.
For Godin, the site is the last step in the
development of a project, not the first
and should be used to enhance interest
in an idea rather than create it. The example of GOOD/TOMORROW is a case
in point: Tim Fernholz, Ann Friedman,
Megan Greenwell, Amanda Hess, Cord
Jefferson, Dylan C. Lathrop, Zak Stone,
and Nona Willis Aronowitz, the magazine’s co-founders and editors, already
had a considerable following thanks
to their work at GOOD. Fernholz and
co. were able to tap into the feelings
of nostalgia and loss felt by many of
their former magazine’s readers and

used Kickstarter to organise support
that already existed.
At present it is unclear as to how
long the cultural phenomenon that is
crowdsourcing will continue to flourish, or for how long Kickstarter will
maintain its position at the head of the
movement. What we do know, however, is that crowdfunding in general and
Kickstarter in particular have played a
significant role in breathing new life
into journalism, supporting eccentric
ventures that stimulate public interest
in the work and dedication of reporters. Autumn 2012 will see Kickstarter
launch in the UK, meaning that over
the course of the coming year European journalists could be the next group
to benefit from the site’s immense
popularity.
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MailOnline is the world’s most-visited newspaper site.

Why the MailOnline
can afford to go global

J

ournalists at the Daily Mail were
reportedly told at the beginning of
July that the MailOnline is planning
to extend its global reach, opening offices in Toronto, Delhi and Sydney. At
present the Daily Mail’s website has 40
journalists based in the UK, 20 in New
York who report on US news, and 10
show biz journalists in Los Angeles.
It is hardly surprising that owner Associated Newspapers (the national news-
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paper division of the Daily Mail and
General Trust plc) hopes to develop
the MailOnline, given the phenomenal
readership growth experienced by the
current site since its launch three years
ago. It seems that not even the paper’s executives guessed how popular
the site would become: in November
of last year Martin Morgan, CEO of
DMGT told investment analysts that
the website was “an early-stage business” that would not be capable of

generating a profit until at least 2013.
Fast-forward to April 2012, and the
company’s forecast was dramatically
different. Online editor Martin Clarke
announced that the MailOnline was on
course to turn a profit from July 2012
onwards, and predicted that within
five years revenue will be over £100
million per annum. Even more startling
was the news that by February 2012
the Daily Mail website had attracted
47.4 million unique visitors, overtaking
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The New York Times by nearly 3 million
readers to become the world’s most
visited newspaper site.
But just why is the MailOnline so successful? Responding to the news that
the British-based newspaper was attracting more visitors than the respected American title, a spokeswoman for
the NYT insisted rather disdainfully that
“a quick review of our site versus the
Daily Mail should indicate quite clearly
that they are not in our competitive
set”. Although the MailOnline’s deputy
publisher claims that the site’s success
can be attributed to “good old fashioned journalism”, the quality of the
content published there is questionable at best. The homepage is dominated by photographs of cellulite-stricken
celebrities and sensational headlines,
while articles are often reposted under
new headings with minor changes, in
a bid to increase hit counts. What is
more, the site has been known to recy-

cle and simplify articles found in other
publications, without referencing original sources. It’s therefore unlikely that
the website’s millions of visitors are
enticed by the digital title’s hard-hitting
journalism.

Shrewd moves
Rather, the MailOnline has proven itself
to be adept at search engine optimisation (SEO). It targets the American
market by writing celebrity stories of
interest to readers in the U.S. has also
shown itself to be a shrewd move: with
36 percent of online traffic coming
from the States, the website’s American audience far outstrips the paper’s
print circulation of 2 million readers.
Although many of the Mail’s print articles are posted to the MailOnline, the
website is “essentially a showbusinessdriven U.S. site” and has turned away
from the middle-brow conservative

readers targeted by its print version.
And therein lies the clue as to why
the MailOnline is now in a position to
consider global expansion. Whereas
the majority of news sites are an extension of a title’s print product, the
digital print and editions of the Daily
Mail are run as two separate publications. In freeing itself from a specific,
national target audience, the MailOnline has been able to infiltrate overseas
audiences and establish an international presence. Whether or not you
approve of the MailOnline’s content,
it has nonetheless proven to be wildly
popular and increasingly profitable, as
other online publications struggle to
find ways of generating revenue. All of
the site’s content is free to access, and
Clarke is adamant it will stay that way,
declaring: “Many in the newspaper
business believed paywalls were the
only viable future for the newspaper
business – we didn’t think that then
and don’t think it now.”
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‘Golden’ time at The New York Times

Michael Golden doesn’t hide his sentiment about joining his family’s
business in 1984. “It was a thrilling time. As a member of the family
that controls The New York Times Company, my going to work here
was both a career ambition and step into the family’s almost 120-year
history with The New York Times.”
Today, Golden, a fourth-generation Ochs-Sulzberger family member
and cousin of Chairman and CEO Arthur Sulzberger, Jr., is Vice Chairman of The New York Times Company. He focuses on the long-term
strategic direction of the overall company and is in charge of several
corporate departments including Human Resources and Research and
Development. He also has operational responsibility for The New England Media Group which includes the Boston Globe, its websites, The
Worcester Telegram & Gazette and its website.
Golden will speak at the World Newspaper Congress in Kiev in a session called “Winners Shaping the Future.” We interviewed him via
email shortly before the company’s first quarter results were released
on 19 April. Those figures showed that NYT’s total circulation revenues
were up 13 percent in the first quarter, thanks largely to the success of
the company’s digital subscriptions.
The company has approximately 532,000 paid subscribers (as of late
July 2012) to its various digital subscription packages, e-readers and
replica editions of NYT and the International Herald Tribune. The company also announced that it is reducing the number of free articles in
its metered paywall from 20 to 10. So, once again, many in the industry will be watching this development, something Golden says the
company welcomes.
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WAN-IFRA: How does it feel today, as I
suppose is often the case, to know that
all eyes are on The New York Times’
every move, particularly with the digital
subscription model?
GOLDEN: The New York Times is seen
as a leader in the industry, and we are
both proud and humbled by the attention directed at the company. Our
primary effort is to ensure that we continue to play a key role in the life of
our readers and a prominent role in the
marketing efforts of our advertisers.
Our business is in the midst of a historic
transition and we are very focused on
the opportunities the digital world presents us. We try to be as open as possible to our colleagues in the journalism
industry to share our learning and how
we view our challenges.
WAN-IFRA: It only seems like a little
more than a year ago that there were
whispers that NYT might not even be
around much longer … you must have
heard this. What were your thoughts
then?
GOLDEN: Those whispers were great
exaggerations made by bloggers who
were not well versed in the company’s
financials. While the world financial crisis came at a very difficult time for the
newspaper and media industry, The New
York Times Company was never in danger of not existing. However, it did focus
our management on the importance of

building on our strengths and making
sure we had the resources to survive and
even thrive through the recession that
followed. I never doubted The New York
Times Company would manage through
that period. As the great American author Mark Twain said, “The reports of
my death was an exaggeration.”
WAN-IFRA: And here we are a year,
more or less, after the launch of your
digital subscription model and the latest figures show that NYT has 454,000
subscriptions, exceeding the reported
goal NYT set of 300,000 in the first
year… what is the benchmark for calling this a success?
GOLDEN: We are very pleased with
the result of our digital subscription
plan. The number of subscribers puts
us among the largest news subscription plans in the world. As we released
in our latest financial reports, circulation revenue at The New York Times
Media Group was up 7.9 percent and
we have seen improvement in our print
subscription and renewal rates since
the launch of the plan a year ago. [Editor’s note: The first quarter results were
released after this interview showing a
larger increase at 13 percent]. Sunday
circulation has improved the most.
WAN-IFRA: What is a realistic goal for
the number of digital subscriptions in
the foreseeable future… say by the
end of 2013?

GOLDEN: We are not releasing any
estimates of future subscription levels.
WAN-IFRA: How is the advertising following?
GOLDEN: The implementation of the
pay model has had no measurable
effect on premium advertising sellthrough at nytimes.com.
WAN-IFRA: With digital advertising
revenues increasing, partially offsetting
losses in print ad revenues, what opportunities do you see for NYT to level
this difference in the near future?
GOLDEN: We are not making predictions on advertising revenue or a point
when digital ad revenue gains exceed
print advertising losses.
WAN-IFRA: Many point to the unique
brands of The Financial Times, the Wall
Street Journal and NYT as being able to
have considerable success with digital
subscriptions… as hundreds of other
newspapers in the States and around
the world launch similar models, what
do you think is key to their success?
GOLDEN: The evidence is clear that
providing the highest quality journalism while maintaining a national and
global reach is a great benefit in digital
subscription plans. The larger the pool
of potential subscribers is, the greater
the chance of success. Perhaps the
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greatest key to success is the degree
to which the publication’s content is
unique and highly valued. While this
might seem obvious, it is important to
be clear about the value of the news
and information to its audience. The
New York Times has a history of measuring our readers’ reactions to our
content and determining how they
value it.
WAN-IFRA: NYT has clearly stated its
mission to continue transforming to a
digitally focused, multiplatform media
company... How would you define the
printed product’s role in that strategy
going forward?
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GOLDEN: The role of print is very important. Our print editions are very
popular with readers and advertisers.
The median age of a print reader of
The New York Times shown in survey
data is 50 years old, so the audience
will be with print for a considerable
number of years.
WAN-IFRA: What is the Times doing
to market its content for even greater
expansion, particularly globally?
GOLDEN: The New York Times Media
Group includes both The Times and
the International Herald Tribune (IHT).
The IHT has been an international pa-

per for over 100 years and is now the
international edition of The New York
Times. The ubiquity of the web has
given a global audience access to The
New York Times on a daily, even hourly,
basis. That has provided us the opportunity to develop both great properties
on a global scale since we are freed
from the constraints of print and delivery in the short window of 8 to 12
hours that characterises print journalism. We are aggressively developing
both the print and digital editions of
The Times and the IHT.

Making the most
of social media 

4

T

here’s no doubt that social media have become a key part of the lives of many people
in the connected world. Active Facebook users numbered around 850 million at the beginning
of this year; if they populated one country, it would
be the third largest in the world. The number of
active Twitter users in the US alone is expected to
rise to 37 million by 2014, according to eMarketer.
Tumblr currently hosts 60.9 million blogs and claims
16.1 billion monthly page views. The big numbers
go on and on.
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Twitter page of Darren Rovell,
sports business reporter for CNBC.

How to use social media effectively

I

t’s clear that the question for journalists and news publishers is no longer
whether they should be using social
media platforms, but how. And simple as it might be to use Facebook at
home, when it comes to sourcing and
sharing news, it can be easy to get lost
in the stream. Here are some basic tips
and tricks that we’ve collected from
social media editors and other experts
from around the web, on the best
ways to use these platforms effectively.

Listen to others
Darren Rovell is a sports business reporter for CNBC, with more than
237,000 followers. In his “100 Twitter Rules To Live By,” he advises, “if
you have 200,000 followers and you
follow no one, you aren’t getting the
full Twitter experience. Twitter isn’t
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a megaphone, it’s a telephone.” The
same applies to other platforms; social
media is a conversation, and you have
to listen to the other side for it to work
effectively.

Share, link, engage, credit
Reuters’ social media editor Anthony
De Rosa created a “Social Media Cheat
Sheet” on a public Google Doc and
asked people to contribute their best
social media tips and pass them along.
Several of the tips focused on the importance of collaborating, i.e. asking
questions, joining conversations, building trust and acknowledging readers
for their contributions. Here are a few
highlights:
• “Retweet your competition, if you’re
sharing the best news from everywhere, people will follow you for
everything they need to know.”

• “Share interesting articles by other
people. Retweet great articles that
they link to on their own Twitter accounts.”
• “Credit your sources with a hat tip, a
retweet, anything. People are appreciative to see their content (or their
find) shared.”
• “Find Facebook Groups related to
the subjects you cover. Get involved
in the conversations there. Over time
they’ll head to your page and then
to your website and you’ll build up a
readership.”
• “Get on Tumblr and share your articles. Follow people who write about
the topics you cover, follow people
who blog about college sports if
that’s your focus. Reblog their posts
and they’ll follow you back.”
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Be genuine
Darren Rovell reminds us, “your followers want content from a person, not a
robot.” Part of the attraction of social
media is that it is personal, so rather
than churning out article headlines or
broadcasting news bulletins, try to give
the same news a more personal twist
with a comment or a highlight.

Be professional

The AP’s social media guidelines.

Although social media is an informal
platform and a personal approach has
its advantages, reporters who use it are
still seen as representing their own organisations. A poorly thought-out post
on Facebook or a drunken Tweet can
damage the reputation not just of the
journalist, but of the whole news brand.
Some media outlets, such as the AP,
have introduced very strict guidelines,
to ensure their reporters stick closely to
their editorial code on social media as
well as in print. But even news organisations with very relaxed social media
policies urge professionalism online.
Digital First Media’s Director of Community Engagement and Social Media Steve Buttry advises, “journalists
should be personable but professional
in social media use.”

TweetDeck is an application commonly used to access Twitter.

Set up a system
Journalists can complain about losing
too much time on social media, and
getting lost in the volume of information. To combat this, it is a good idea
to establish a routine, and get the right
tools to monitor different platforms at
the same time.

HootSuite is a popular app for managing multiple social media accounts.

De Rosa’s cheat sheet advises:
• Use programs like Tweetdeck or
Hootsuite to keep an eye on multiple
streams on the same screen.
• Use tools like TrendSpottr to find viral content in real time and keep a
handle on emerging stories.
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Trendspottr can help journalists
find viral content in real time.

Muck Rack tracks thousands
of journalists on social media.

• Use Muck Rack to get summaries
of leading journalists’ Tweets about
topics that you’re interested in.

Get the basics right
to maximise your audience
This is an important point for Twitter,
because if you miss a few practical
points, it’s easy to severely limit who
reads your posts. A few tips:
Don’t begin a Tweet with an @mention
unless you only want it to be seen by
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people following both you and the person you’re Tweeting to. If you want the
Tweet to be seen by all your followers,
switch the word order or put a full stop
in front of the Twitter handle at the beginning of your Tweet.
Before you Tweet, ask yourself who
else is online. If you think of something
important in the middle of the night,
unless it’s time-sensitive it might be
best to wait until morning to Tweet it,
so that it won’t just be seen by other
night owls. Tools like Tweriod can help
to tell you when is the best time to

Tweet to reach the largest audience.
Don’t forget to use hashtags. That will
allow everyone else following the same
hashtag to see what you have to say.

Verify, verify, verify
Social media can be just as effective at transmitting false rumours
as it is at spreading news. De Rosa’s
Doc advises journalists to “verify before you retweet and add a caveat if
you’re unsure. When in doubt, don’t
tweet and spread misinformation,
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Tweriod lets tweeters know
when their tweets are most likely
to get seen.

Riyaad Minty, Al Jazeera’s head
of social media, advises building
trust with sources in key areas.

dig deeper and verify first. There’s no
harm in asking questions, sometimes
crowdsourcing can help verify. ‘Is
_____ a legitimate account/source?’”
Al Jazeera’s head of social media Riyaad Minty advises building trust with
sources in key areas to ensure that,
when a key event happens, you already
know whom you can rely on. Speaking
at a UNESCO conference, Minty said
that when it came to Al Jazeera’s own
reporting, “getting in early and building these relationships is absolutely pivotal to what we’ve done.”

Don’t always put
your faith in the experts

Don’t feel too bound
by the rules

After having just read these tips, remember that the same advice doesn’t
apply to everyone. Darren Rovell’s advises, for example “Following athletes/
celebrities is usually pointless. Twitter
is about good tweets; not hearing an
NBA star say, ‘What’s good, fellas?!’”
But one man’s trash is another man’s
treasure, and when it comes to whom
you follow or what you talk about,
there are many paths to success.

Mark Johnson, Community Editor at
The Economist, advised in an interview with WAN-IFRA last year, “work
out what’s distinctive about your brand
then work out how you can translate
that into social media.” Don’t feel too
bound by the rules.
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Above are two examples that were used by Gawker to drive more traffic to its website.

How do Twitter users like their news?
Plain, simple from trustworthy sources

L

“

ittle Girl Slaps Mom with Piece of
Pizza, Saves Life”
“I Can’t Stop Looking at This
Weird Chinese Goat”
“Penguin Shits on Senate Floor”
These are just a few of the SEO-rich
headlines that Nieman Lab mentioned
earlier this year in an article about
Gawker’s strategy to drive more traffic
to its site. The ploy isn’t bad; Nieman’s
data suggests that these three posts
alone generated more than 100,000
page views.
But while penguins and pizza violence
might drive a lot of traffic across the
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web to Gawker, two recent studies
suggest that, when it just comes down
to Twitter, users prefer plain news from
trusted sources.
An article by Megan Garber for The
Atlantic reports on a study produced
by UCLA and Hewlett-Packard’s HP
Labs, which suggests that “steadiness – compelling news expressed in
straightforward, not hyperbolic, language – is actually a component of
maximally shareable content.”
Garber writes that the research paper
has produced an algorithm, which
measures Tweets in four ways:

1) Which news source produced the
Tweet?
2) What kind of news does the Tweet
contain? (world news, business, sports)
3) What kind of language is the Tweet
written in?
4) What famous names (brands, celebrities) does the Tweet mention?
According to Garber, the study found
that the perceived trustworthiness of
the news source was the factor that
“led most overwhelmingly, and most
predictably” to a Tweet being shared.
The subject matter of a Tweet was also
important: Tweets about “technology”
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“Steadiness – compelling news expressed in straightforward, not hyperbolic, language – is actually a component of maximally shareable content.”

were the most likely to be passed on,
followed by those about “health” and
“fun stuff.” Tweets about recognisable
names provoked more sharing too.
But Garber notes that the study found
that “even within the tumult that is the
Internet, when it comes to framing the
news, objective language does just as
well as emotional.” By these criteria, “I
Can’t Stop Looking at This Weird Chinese Goat” might be a great headline,
but it does not constitute an ideal news
Tweet (unless it is shared by The New
York Times, which seems somewhat
unlikely).

Don’t feel too bound
by the rules
A study of 10 British news outlets
carried out by Rippla.com supported
these findings. Journalism.co.uk reports on the research, which surveyed
how 150,000 stories produced by 10
British media outlets were shared on
Twitter and Facebook during a sixmonth period. On Facebook, the Daily

Rippla.com surveyed how 150,000 stories produced by
10 British media outlets were shared on Twitter and
Facebook during a six-month period.

Mail – which produces headlines such
as “Will it ever end? South East battered by 36 hours of continuous rain …
sparking flood alerts in 46 areas” and
“Good Samaritans shield injured pensioner with umbrellas as he lay waiting
four hours for ambulance on wet street
with fractured kneecap” – was the
most engaging news source, accounting for 38.5 percent of interactions
among the outlets that were surveyed.
By contrast, on Twitter, the more objectively-toned BBC News account produced a 55.9 percent share of all the
news stories that were retweeted from
among the surveyed news organisations. Journalism.co.uk noted that the
Daily Mail was in fourth place when it
came to producing re-tweeted stories,
behind the BBC, the Guardian and the
Telegraph – all of which tend to use
comparatively less emotive headlines.
Why this big difference? Megan Garber’s piece suggests that, when it comes
to Twitter, “trust is actually much more
important than emotion. Shareability

is largely a function of reliability.” Garber continues that, as a Twitter user, “I
understand, implicitly, that something
sent from the Times – something vetted by an organisation that has a lot to
lose in getting something wrong – is
more trustworthy than something sent
from another person. Even if that person is a friend.”
On Facebook, by contrast, perhaps users are happier to discuss sensationalist headlines or stories from a variety
of news sources with their friends. The
difference between the types of stories shared on the two social media
platforms may come down to what
Reuters’ Financial Communities Editor
Mark Jones has described as the “fundamental dilemma for journalists – the
news is on Twitter, the audience is on
Facebook.”
Users may be happy to discuss penguins and pizza with their friends, but
on Twitter they want to know that
they’re sharing news they can trust.
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Paul Lewis, Special Projects Editor
for the Guardian, uses social media and crowd sourcing to improve
investigative journalism.

Using Twitter to open up
investigative reporting

I

nvestigative reporting. The phrase
conjures up images of undercover
agents, sensitive information in
brown paper envelopes, shadowy men
sporting trench coats and fedoras …
But Paul Lewis, the Guardian’s awardwinning Special Projects Editor, has
produced investigative stories of national importance, not by preserving
secrecy, but by opening up his reporting process. In 2009 he used social networks and crowd sourcing to locate a
video of British newspaper vendor Ian
Tomlinson being attacked from behind
by police – footage that was crucial in
contradicting the official police account
of Tomlinson’s death. Later, Lewis again
used social media to investigate the
death of refugee Jimmy Mubenga, and
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produced evidence that Mubenga had
died after being restrained by three
security guards in his seat as he was
being deported from Britain to Angola
(See his excellent TED lecture online for
his description of events).

‘We were there
on the ground’
During Britain’s riots of the summer of
2011, Lewis used Twitter to support his
on-the-ground reporting, and became
the second-most influential Tweeter
after @riotcleanup. How did he do
it? Lewis says that it didn’t necessarily
have much to do with a huge, pre-existing personal network. Although he
now has more than 47,000 followers,
he recalls that he went into the riots

with about 10,000. But, in his words,
when people turned to social networks
for instant news, “what made journalists like me and others useful during
the riots was firstly, we were there on
the ground, and secondly that we were
trusted.” The combination of editorial
experience and reliability with instantaneous reporting made Lewis’s Twitter
coverage of the riots what it was.
Of course, Twitter comes with its own
hazards. “Is it possible to properly verify snippets of information that come
to you from strangers in 140 characters? Absolutely not,” says Lewis, “And
that’s not what we do.” But he explains
that Twitter proved invaluable in directing his coverage of the unrest. “I might
say ‘where do I go in Hackney? Or
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The Guardian used responses from readers to produce
charts about the London riots.

Camden? Or Birmingham? Or Gloucester?’ and I would get about 20 or 30
replies, of which 75 percent were in
agreement,” he explained, “now that
doesn’t mean that I’m going to publish
that there were riots in that particular
street where everybody tells me to go,
but it can inform my reporting in the
sense that it can direct me to that street
and that’s where I see the riots.”

‘Gateway for the contact’
Lewis emphasises that Twitter is just
“the gateway for the contact.” But often the path it opens up can be incredibly revealing. This was true for another
of Lewis’s projects about the use of undercover police officers. He acknowledges that this “might be the type of
journalism that you would think is the
least amenable or appropriate for open
news strategies because you’re dealing
with highly secretive information and
sources who, on all sides, are speaking
to you strictly off the record.” At first
he was even doubtful himself about
whether the project would work. But
now, says Lewis, thanks to opening up
the investigation to the public, “we
have had a number of really quite useful breakthroughs… What we found
on this occasion, and on a few others,
is that actually by being open, you ultimately find out more.”

Input from readers helped add depth to the Guardian’s
overall coverage of the London riots.

In the case of the riots reporting, this
commitment to openness was taken to
whole new levels. In collaboration with
the London School of Economics, and
funded by the Joseph Rowntree Foundation and the Open Society Foundations, Lewis worked with the LSE’s Tim
Newburn to lead a team that selected
and trained 30 researchers to travel
around Britain and interview rioters.
The project, named Reading the Riots,
lasted about four months, and the resulting 270 interviews were analysed
by journalists and academics to form
the basis of reports, videos, infographics and question and answer sessions
with members of the project team. The
initiative also worked with the University of Manchester, which analysed a database of over 2.5 million tweets about
the riots, and the results were used,
among other things, to create a compelling series of interactive graphics.

A chance to have their say
The investigations produced a wealth
of information contradicting official
pronouncements about the causes of
the violence, including the assumption
that it had been driven by gangs. After
the results were released and analysed
in different ways, the project took the
conclusions back to the communities
that produced them and hosted what

Lewis called “town hall debates,” so
that individuals affected by the unrest
could have a chance to have their say
in public.
Is this really journalism? Or is it crossing
over into sociological research and community development? In Lewis’s view
these areas aren’t always particularly distinct. “I think that actually journalism’s
quite a flexible term,” he says. “The
idea of hosting a series of conversations
with people who have been affected by
the riots isn’t something that probably a
newspaper would consider is part of its
remit,” he continues, “but that doesn’t
mean to say we shouldn’t do it.”

Open Journalism initiative
The project fits neatly with the Guardian’s Open Journalism initiative, which
encourages readers to contribute,
comment on and help shape content.
Simply put, this kind of collaboration
helps drive forward issues by widening
the conversation. And in Lewis’s experience, this tends to benefit journalism. “I
think actually there are very few realms
of reporting that don’t lend themselves
to being much more open in the way
that we produce and then subsequently report the news,” he says.
Next step, fedoras for everyone.
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The Social Media World Forums are held annually in London and New York.

How have social media
changed the news?

I

t’s a question so big that it’s almost
impossible to answer, but it’s one
that panellists at the Social Media
World Forum in London in March tried
to get their teeth into.
In a session titled “social media and
the news” speakers picked out a few
core areas in which social media have
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altered – and are continuing to alter –
the way journalists work.

Revolutionising
breaking news
Starting with the most obvious point,
social media have revolutionised the
way news can be broken and how

fast it can be spread. Peter Bale, Vice
President and General Manager of
CNN, used the classic example of the
way that reports of Osama Bin Laden’s
death spread on Twitter to illustrate
how quickly news can now move on
social networks. Anthony Simon, senior digital campaigns manager for the
UK Prime Minister’s Office, also point-

Making the most of social media

ed out that “it’s difficult to embargo
stories for a long period of time” in
the modern media world. Both sources
and journalists have to adjust to this
new reality of fast-moving news.
Another key point is that social media
have turned anyone into a potential
source. As Mark Jones, Global Community Editor for Thomson Reuters
pointed out, now “people are providing news who would not have provided it in the past.” But Jones pointed
out that social media haven’t just
made it easier for individuals to selfpublish, they have boosted the ability
for experts around the world to analyse
news as it breaks. These changes are
“improving journalism,” he said.

The need for curation
and new verification skills
But with the great power of social media comes great responsibility for their
journalists. Jones stated that there’s
now “a tension between the speed
with which news is created and the
need for verification,” as news organisations seek to publish in real time,
while ensuring that they’re spreading
accurate information. Jones advocated
extreme scepticism about the reliability
of sources on social media. Journalists
need “well developed bullshit detectors,” he said.
But panel moderator Danny Blackburn,
Editor of Digital Production for the
Press Association, suggested that even
though there may be a lot of incorrect information available on the social
web, “journalists are best placed out of
everybody to tweet the right stuff.”

Nick Petrie, Social Media and Campaigns Editor for The Times of London,
said that in today’s digital media world
“anybody’s story becomes everybody’s
story once it’s published,” so news organisations should be focused on being part of the debate. Today, he said,
you can’t pretend that you know it all,
but you can win readers trust by passing them along to other sources. Petrie
admitted that it was more difficult for
the Times, behind its solid paywall, to
be part of some conversations, but said
that the paper can still have healthy
conversations on Facebook and Twitter. Bale agreed that breaking stories
is no longer enough to give new organisations a competitive edge. Stories
have to be fast and accurate, he said,
but in the end the value lies in “how
you tell ‘em.”
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Facebook’s Open Graph helps
users see what media their friends
have been consuming.

A look at Facebook’s new features

While it’s probably safe to say that everyone working in newsrooms today is
at least somewhat familiar with the basics of Facebook by now, the popular
social network website continues to
grow and develop and has added quite
a number of new features in the past
several months that will be of particular use for journalists.
Open Graph is possibly one of Facebook’s most interesting elements, as far
as news organisations are concerned. It
has allowed the social network to permeate the lives of its users like never
before, creating opportunities to share
more and more of what they do with
friends. It has also allowed media organisations to benefit hugely from
this social commerce. The “frictionless
sharing experience” provided by Open
Graph, which essentially means sharing without having to click a button,
has been enormously beneficial to the
media.
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If you consume media that are integrated with Open Graph, then it makes it
easier for your friends to see what you
have been listening to/watching/reading,
in the case of news articles. This means
that the potential for extra page views
through social media referrals soars.

News organisations benefit
from social reading apps
The latest version of Open Graph has
now been in use since September
2011, when it was unveiled at the F8
developers conference. Since then,
news organisations have been reaping
great benefits from social reading apps;
for example, Yahoo has drawn 10 million people to its new social integration
and increased traffic from Facebook by
600 percent.
Using Facebook seems to be one of
the most effective methods of engaging the younger demographic, as The

Guardian’s Facebook app has been
downloaded by almost 4 million people, over half of whom are 24 and
under. Eighty-three percent of people
who use The Washington Post’s social
reader are 35 and younger.
Some of the most shared articles in
America in Open Graph’s first few
months included: Satellite Photos of
Japan, Before and After the Quake and
Tsunami, from The New York Times,
What Teachers Really Want to Tell Parents, from CNN, No, your Zodiac sign
hasn’t changed, from CNN, Parents,
don’t dress your girls like tramps, from
CNN and a video of a Father Daughter
Dance Medley from Yahoo!.
While few of these articles are related
to breaking news, it is interesting to
see that multimedia elements such as
photographs and videos, made it into
the top five, along with comment and
opinion pieces.
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Two of the most shared articles in the US in Open Graph’s first months were: Satellite Photos of Japan, Before and
After the Quake and Tsunami, from The New York Times, left, and CNN’s Parents, don’t dress your girls like tramps.

Open Graph is not simply highlighting what content is the most popular
or shareable, but it has allowed news
organisations to gain access to an unprecedented number of new users and
to engage with demographics that are
often difficult to reach via traditional
media.

Lists are accessible in an Interests section to the left of the newsfeed. The
most popular stories from lists you
subscribe to will also be shown in your
main newsfeed, reported TechCrunch.
Facebook gives a couple of examples
of lists created by its staff: NFL Teams
and 2012 US Presidential Candidates.

Turning Facebook into
personalised newspaper

News organisations can both attract
attention to their own accounts using
the new feature, or use it to become
more useful to those who follow them.
The Washington Post, for example, has
already created a collection of lists such
as “Washington Post Staff,” “Washington Post Opinions” or “Celebrityowned restaurants in D.C.” Lists cannot be created from a brand page, they
must be launched by an individual.

Facebook’s newest feature allows users to create special sections or feeds
for specific topics via ‘lists’ in a new Interests section. “Interest lists can help
you turn Facebook into your own personalised newspaper,” says Eric Faller,
a Facebook software engineer, on the
company’s site.
The tool can be used much like Twitter lists: anyone can create a list on a
specific topic and others can subscribe
to it, if the creator chooses to make it
public, or visible to his or her Facebook
friends. Creating a list from pages or
people whom you already follow is
straightforward, and Facebook then
suggests other organisations and people whom you might want to add to it.
Only the creator can edit the list.

The lists feature seems to be a way for
Facebook to take on Twitter in terms of
tracking and digesting large amounts of
information based on users’ interests.
Facebook has always been, for many users, a more personally social place than
Twitter, where they engage with actual
friends in a semi-private space, while on
Twitter many interact in a public space
with people they might not know, but
with whom they share common interests. For news organisations, Facebook

is less about breaking news, and more
about trying to foster more interaction
and hence deeper engagement.
Will Interest lists change this division,
as Facebook users become able to
more easily keep track of the topics
they care about? Or will most people
want to keep their Facebook experience focused on their friends?
It will be more interesting to advertisers than users, believes The Next Web’s
Drew Olanoff. When a user creates a
list around a specific topic, it opens up
definite potential for highly-targeted
advertising.
One group who will almost certainly
find lists useful is journalists, an article
on Poynter noted. Lists can allow them
to stay on top of their beats and look
for story leads without polluting their
main news feeds which can remain
largely concentrated on their friends
and family.

‘Subscribe’ button lets users
hear from public figures
The “subscribe” button is part of Facebook’s efforts to include a wider range
of features in order to compete with
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other social networks, primarily Twitter
and Google+. The Subscribe button allows users to hear from public figures
and others whom they do not know
personally. When someone subscribes
to a profile, status updates marked
“public” from that profile will appear
in the newsfeed of the subscriber.
Obviously, this quick, public sharing of
information in a few hundred characters makes Facebook more similar to
Twitter. Particularly as all Facebook status updates can now be shared directly
to Twitter.

More control over what
you see and what you don’t
Facebook has managed to kill two birds
with one stone with this feature, however, as it also allows users more control
over what they see in their newsfeeds.
When subscribing to someone’s profile
it is possible to control how much of
their Facebook activity you see.
You don’t have to see everything someone does on Facebook, just because
you are subscribed to their profile; you
can choose to see just the “important”

updates, like a new job or a move. This
avoids that nightmare situation where
your newsfeed is swamped with endless updates from old school friends
telling you all about what they had for
lunch.
This feature, combined with Facebook
friend “lists,” gives you more control
over whose activity you see and, in
turn, who sees what you are up to. In
many ways, this is very similar to the
main selling point of Google+ : its “circles” feature.

Is Facebook a valid source of information?
Does “plundering” infor-

found that personal visits from journalists following sudden deaths

mation from Facebook

may be more welcome to families than relying on social media. A

raise similar ethical ques-

lack of attention on behalf of the press has left some families feeling

tions to phone-hacking?

as if the death of their loved ones had been ignored, found Jackie

Glenda Cooper, a lecturer

Newton, of Liverpool John Moores University, and Dr Sallyanne Dun-

at London’s City Univer-

can, of the University of Strathclyde.

sity, studied the ethical
implications of journalists

This study suggested that the intense scrutiny on journalism prompt-

using information from Facebook without the users’ permission, as

ed by the phone-hacking scandal could mean that reporters might

reported by Press Gazette.

be more likely to avoid talking directly to bereaved families.

“What kind of journalism are we getting if every part of your life

Reporters quoted by Cooper say that it is dangerous to rely on Fa-

is only a mouseclick away from being splashed across the front

cebook, as it definitely can’t give you as accurate a picture of a

page of a national paper?” Press Gazette quotes Cooper as say-

person as you would get from meeting them or their families. They

ing. Clearly, taking information that has been made public online

also pointed out the difference between simply using a photo from

is very different to phone-hacking, which involves stealing private

a Facebook page and the danger of inferring things about a person

information, but it is still using information that was not provided

from the nature of photos that they have, or from status updates

for journalistic purposes.

and messages on their “wall.”

As journalists frequently have less time to report, due to both finan-

As information made public on Facebook is, indeed, public, taking

cial pressures and the need to break stories online quickly, this kind

it into account cannot be faulted and is in fact probably sensible.

of “short-cut journalism,” using social media to find out about in-

However, it should never be a substitute for deeper investigation

dividuals, has increased, the study said. One example is that “death

and, as with details from any source, should not be taken out of

knock” missions are becoming less common, Cooper said. Another

context.

Press Gazette article from 14 February reported on a study that
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Politico and Facebook teamed up to measure user opinions during the Republican primary elections, which determine the candidate to face Barak Obama in the 2012 US presidential election.

Politico and Facebook
join forces for US election

A

s the Republican primaries
heated up in the U.S., news
organisations
everywhere
were trying to predict the winner.
But while none of them had a crystal
ball, Politico did have a new source of
knowledge at its disposal: Facebook.
Earlier in 2012, Politico and Facebook
announced they were partnering up
to measure user opinion of Republican candidates. A Facebook data team
used an automated process to measure
how often users mentioned, shared
and linked to GOP candidates and
whether these mentions were positive

or negative. The results were handed
onto Politico, whose journalists analysed and published them.
The project was greeted by many as
great opportunity to paint a detailed
picture of voter opinion. Mashable
wrote that the vast number of Facebook users and the huge amount of
information that Facebook holds on
them means that the social network
“can become a unique space to conduct survey-based research.”
Read Write Web wrote that “Facebook
could be the biggest, most dynamic

census of human opinion and interaction in history.”

Everybody wins, right?
Not necessarily. The Politico-Facebook
partnership sparked controversy because it will include an analysis of users’ private status updates and messages and, although a machine rather
than a human will do the job, the process is still seen by many as a breech
of privacy. Read Write Web, for example, which has many positive things to
say about the potential for the project,
nevertheless laments Facebook’s “fail-
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According to analysis, US Republican primary candidate Ron Paul
received more positive mentions
on Twitter than any other GOP
hopeful, but he was by no means
the most popular candidate.

ure to talk prominently about privacy
protections, failure to make this opt-in
(or even opt out!) and the inclusion of
private messages.”

Read Write Web also points out how it
has been used in the US to prove and
legislate against racial discrimination in
the housing market.

On the other hand, since the analysis
looks at the mass data rather than the
opinions of individuals and since no
humans are reading private messages,
some writers dismiss the objections.
Blogger Lauren Weinstein, for example, compares the analysis to using or
looking at healthcare data; it would
obviously be a breach of privacy to
publish an individual’s health records,
but so long as anonymity is preserved,
analysing health data on a large scale
can be used to spot trends in diseases
and save lives.

Still, the value of the Facebook data
has been called into question. Both
Vator News and All Things D have
pointed out that, according to another analysis, Ron Paul received more
positive mentions on Twitter than any
other GOP hopeful but was by no
means the most popular candidate; he
trailed far behind Mitt Romney in the
New Hampshire primary. Politico underplays the amount of conversation
about Ron Paul in its own data, and
one commenter on the Facebook article remarked: “I like how in the Politico
link they explain away Paul’s continual
lead in mentions ... what’s the point of
a graph if you don’t take the results to
be indicative of popular sentiment?”
There are a other objections to the
process: sentiment analysis doesn’t
necessarily provide the cleanest of data

Value of Facebook data
called into question
There is no doubt that big data can be
valuable for news organisations and
for society – Marshall Kirkpatrick of
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(search for the term “Ron Paul” could
throw up random mentions of “Paul”
for example) and a machine’s judgement of whether a statement is positive or negative doesn’t take into account the nuances of users’ opinions.

Huge potential
for mining Facebook
Yet while readers may need to take
results with a pinch of salt, there’s no
doubt that the potential for Facebook
data mining is huge. Editor-in-Chief of
Politico, John F. Harris, remarks “Facebook has been instrumental in expanding the political dialogue among voters
and we couldn’t be more excited about
the opportunity to offer our readers a
look inside this very telling conversation.”
The result could be fascinating not just
for people following the election, but
for news organisations looking to use
big data as well.
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Google+ is a very visual platform says FT Community Manager Rebecca Heptinstall, and the FT plays to this
strength by focusing on sharing numerous infographics and charts.

Google+ moves into second year

G

oogle+ was launched in June
2011 to great fanfare. Given
Google’s dominance in the
search market and the success of its
email and other services, any social
network it created was likely to be a
force to be reckoned with.
Following a popular start, Google+ has
not seen the massive adoption that
more established brands like Facebook

and Twitter have, possibly just because
of market saturation in this area – Facebook addicts don’t necessarily want
to have another network to check.
Google+ has consequently come in for
a lot of flack. It’s been called a “ghost
town” by various news organisations
and one viral image explaining social
networks through the medium of donuts (of all things!) implied that while

every other social platform serves an
obvious purpose, the only people using
Google+ were Google+ employees.
Speaking at the Social Media World Forum in London in March, Chris Brogan,
president of Human Business Works
and author of Google Plus for Business,
makes the case that businesses – and
by extension publishers – should be
thinking about Google+.

71

Making the most of social media

Brogan argues:
1) Google is the biggest search engine
in the world. But Google knows that
links aren’t the only way people go
to content, so it’s building its social
presence. Google has been forcibly
integrating Google+ into its search
results through “social search plus
your world” (although the function
can be turned off) which means
that what people’s friends say about
your brand on Google+ affects how
visible your search is. Don’t miss out
on that business.
2) Retailers prefer G+1 over Facebook
likes, because they affect what
shows up on search results. What’s
more, says Brogan, Google+ is
searchable, Facebook is not.
3) 100 million people are there, and
arrived there faster than any other
social network, says Brogan. He
states that, in the US at least, many
of these are ordinary people (It looks
like he wouldn’t agree with the Donut Instagram…).
4) The people we interact with on
Facebook are rarely incredible business feeds, says Brogan. Google+,
on the other hand, is more tailored
towards commerce because it’s built
around interests.
5) People must add your Google+
brand page before you can add
them back – this fosters building relationships, suggests Brogan.
But more than Google+ as a platform,
Brogan emphasises the importance of
brands listening to potential customers on social networks, rather than just
broadcasting to them. If someone asks
a question, your business should be
there to provide an answer. “So much
of social media can be explained by re-
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lationships,” he states. He implies that
on Google+, those relationships can be
heavily commerce-based. At one point
during the talk, he makes a verbal slip,
calling “Google+” “Google Business”.

More control over what
you see and what you don’t

Whereas content from FT Weekend
and life and arts pieces do very well on
Facebook, Google+ has traditionally
attracted a digital and tech-focused
audience, Heptinstall said. As the platform gains traction, this is evolving into
a broader audience.

Since Google+ allowed brands to create pages in November 2011, some papers have managed to gather a good
deal of fans on the network. The Financial Times, for example, passed the
1 million followers mark in June 2012,
and by August had 1,260,864.

“I think we’ve definitely reached a lot
of new audiences,” Heptinstall said.
When, to mark reaching a million followers, the FT put up an image to thank
them, a number of people commented
that they would never have thought to
follow the FT, but after seeing it via a
friend, they are pleased that they did.

Part of the reason for the FT’s success
on this platform has been the attention paid to analytics, said Community Manager Rebecca Heptinstall. She
studies closely what content people are
sharing, “+1-ing” and commenting on
and how this changes depending on
the content that the paper puts out.
Heptinstall and communities editor
Sarah Laitner participate in the daily
editorial meetings where they decide
what content to particularly push on
which platforms.

Social media is a great way for a paper
with a paywall like the FT to promote its
free content, Heptinstall believes, and
to let people know what they can access free. The paper’s total social audience across platforms is well over three
million, Heptinstall said, and there is
potential to increase subscriber numbers via social networks, she believes.
Anyone who clicks through from social
media is prompted to register for 8 free
articles a month, and then if they want
more, they must subscribe.

Google+ is a very visual platform, said
Heptinstall, and the FT plays to this
strength by focusing on sharing many
infographics and charts. In April - May,
the two posts that generated the most
engagement were both images: one, a
graphic showing North Korean rockets
and their ranges, the other showing
unemployment rates in Europe, Heptinstall said. Both posts show the image
and provide a link to a related story.
News analysis pieces work well too,
she added.

“We have to take the paywall into account when we decide what we put
where,” she said. But the FT is not just
looking for new subscribers, Heptinstall added: “we are trying to engage
with people away from FT.com as well
as on the main website.” She aims to
promote dialogue between readers on
social media as well as just between
the paper and readers, and sees this as
a valuable community.
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Colombia’s La Silla Vacía has a
staff of just nine employees, but
its journalism platforms help to
amplify the voices of others.

Case study: La Silla Vacía helps readers
see who wields power in Colombia

C

olombian digital publication La
Silla Vacía works with its audience to create valuable journalism, a key example being the Quién es
Quién section.
Quién es Quién is a digital database of
“who’s who” in Colombia. Many of
the country’s powerful and influential
figures are listed here, from politicians
to journalists to members of the private sector. Quién es Quién contains
profiles of these figures, featuring
detailed biographical information and
links to stories about them. Users are
invited to send in information to add to
the database, and they do so in significant numbers. La Silla’s Editor-in-Chief,
Juanita León, says the paper receives
between three and five pieces of information every day from readers who
wish to contribute to Quién es Quién.
But this is more than a simple Wikipedia of the great and the good of Co-

lombia. Quién es Quién can be filtered
so that you can see important connections between these figures. Who
went to the same university? Who
used to work with whom? Which individuals are related to one another?
Results aren’t always complete, but the
way that the database has been constructed helps users to get to grips with
where power really lies in Colombia
and contribute their own knowledge
at the same time.

Promoting transparency
Quién es Quién is typical of La Silla Vacía
for the way that it promotes transparency about those who are in power, shakes
up traditional story forms, and invites
user participation. La Silla was founded
in 2009 with a grant from Open Society
Foundations by León, a former Nieman
Fellow at Harvard and an ex-journalist
for Wall Street Journal Americas, El
Tiempo and Semana. Its stated aim is to

publish stories that “really describe how
power is exercised in Colombia.” Yet to
achieve this ambitious goal, the paper
does not rely on a large team of journalists. In fact, it has just nine employees. Instead, as Quién es Quién demonstrates, La Silla’s journalism benefits
from amplifying the voices of others.
La Silla hosts the articles of numerous
bloggers, who are selected according
to the credibility that they have in their
own networks, and their access to first
hand information. León says she looks
for people with “novel points of view”
but says that she’s also looking for expertise. “It’s not enough to expound
opinions if they’re not based in facts,”
she asserts. In another section of the
paper named La Movida (meaning
“hot topics”), La Silla’s staff pose questions about current issues, which are
then answered by a network of experts
in the field. Users can get involved in
the debates by endorsing or disagree-
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Quién es Quién, left, and Super Amigos, right, are two ways La Silla Vacía helps get readers involved.

ing with the opinions of these individuals, whom León describes as “thought
leaders, politicians and people whose
opinion means something because
they represent a specific group.”
Yet it is not only through large features
like these that La Silla gives a voice to
people beyond its own core team. User
participation is built into the whole
structure of the site on a subtle level:
next to the headline of articles, users
can see straight away how many times
a story has been viewed and commented on. The layout of the site encourages comments, by displaying them in
a similar size and font to the articles
themselves. León stresses that users
“participate in the whole process” of
writing stories at La Silla. “Around a
third of our stories are suggested by
readers,” she says, “as soon as we
publish a story, they ‘edit’ it for us by
commenting if we have made a mistake, have chosen the wrong angle or
have used an inappropriate title. They
distribute stories they like on Twitter
and Facebook.” In the end, says León
“they are our focal point and our axis.”
Users who want to comment on La
Silla’s articles have to register with the
site and create their own user profiles. This might be seen as a barrier
to participation, but León argues that
it is important because it promotes
transparency; “it seems important to
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us that our users are visible, even if it’s
only through avatars,” she says. What’s
more, user profiles add a dimension of
social networking to the site: readers
can see one another’s pages and can
email each other through La Silla. In
the Mi Puesto (“my spot”) section of
the paper, you can also see other users, including La Silla journalists themselves, who are currently online, and
you can easily send them a message.
The function helps to construct an active network of readers, something
that seems to be one of La Silla’s top
goals. As León wrote in a previous article, “we see La Silla as a community of
people interested in the issues of this
country, rather than as a ‘service.’ ”

Super Amigos
Nonetheless, where participation campaigns do work, the results can be
encouraging. On 9 February, La Silla
launched its “Super Amigos” fundraising push. The proposal was this: users
were asked to donate money to the
website within 23 days and, in return,
they would become La Silla’s “Super
Friends.” Super Amigos would benefit
by knowing they were supporting La
Silla’s journalism, but also from other
special offers that would make them
more involved in the paper’s community, such as being given preferential
access to La Silla’s public events, being
offered discounts on products sold by

La Silla and being publically marked
out as a “Super Amigo” on La Silla’s
website. “The campaign was a complete success,” says León, particularly
given that Colombia is a country where
many people are suspicious of digital
money transfers. Through the campaign, La Silla raised 21,102,000 Pesos
(US$ 11,456) in less than a month.
The paper has succeeded in building a
strong community online: La Silla has
25,207 registered users and between
450,000 and 700,000 monthly visits. It
has a following of 115,315 people on
Twitter.
The publication does high-profile work:
during Colombia’s 2010 presidential
elections it collaborated with NTN24
and MSN to organise “the first great
digital presidential debate.” Following
the example of YouTube and CNN in
the run up to the 2008 US presidential elections, the feature allowed users
to contribute with questions via YouTube and other social media platforms,
which were then put to two presidential candidates in a debate that was
streamed live by both La Silla and MSN.
Accomplishments like this aren’t bad
for the work of just nine people. But,
of course, this is precisely the point:
there are not just nine of them, there’s
a whole network of Super Amigos to
help out.

Boosting
reader engagement 

5

A

s news organisations tackle declining revenue, it is increasingly important for them to
look for new ways to keep their audiences
highly engaged, and consequently loyal. One way is
to focus on new story-telling methods such as video,
which is proving popular with both audiences and
advertisers. Other ways involve bringing readers into
the newsroom – both virtually and literally – and inviting them to contribute their content and experiences. Several news organisations have also discovered that their readers appreciate their “curation” of
the content of others.
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The Wall Street Journal produces
nine live shows a day from around
the globe. Video is very popular
among advertisers, the paper says.

News organisations immerse themselves
in the warm waters of online video

T

“

he change in the industry right
now is the most dramatic I’ve
ever seen … Virtually every paper in the country is, if not diving head
first, at least dipping [its] toes into video,” said videographer Chuck Fadley
to the American Journalism Review.
That was nearly four years ago; it is
now safe to say they are doing cannon
balls. The New York Times, which started including videos with digital news
stories seven years ago, now produces
approximately 120 videos per month,
and streams two live shows to its website every business day. The Wall Street
Journal, which began shooting video
more than three years ago, now produces about 50 clips per day, as well as
nine live shows from around the globe.
Meanwhile, the U.S. edition of the
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Huffington Post has recently launched
HuffPost Live, a plan to stream live
video from its website for 12 hours
each day, five days a week. Logically
enough, the news content is attracted
by the prospect of advertising revenue.
“We see Internet-delivered video growing very rapidly” said The Wall Street
Journal’s Deputy Managing Editor and
Executive Editor-Online Alan Murray.
“It’s the highest CPMs we get, and …
the demand from advertisers is very
strong.” Rahul Chopra, the Journal’s
Vice President of Video, concurred:
“We can’t produce enough [video]
with overall advertising demand,” he
said, according to a recent article by
Digiday. “Video has brought on additional advertisers who may not have
advertised with us.”

This does not only hold true for national titles; online video advertising
revenue for U.S. local media is set to
grow 51.6 percent in 2012, predicts
BIA/Kelsey’s recently released U.S. Local Media Forecast. The report also anticipates that digital ad revenues will be
the sole source of growth for local U.S.
newspapers this year.
As ever, the ad dollars are following the
crowd. More than 180 million Americans watched 33 billion videos in June
2012, according to July’s Online Video
Rankings by comScore, and digital video advertising had its best month ever,
with U.S. Internet users viewing 11 billion video ads. The top five U.S. vessels for video advertisements – Google
Sites, BrightRoll Video Network, Hulu,
Adap.tv, and TubeMogul – each de-
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livered over 1 billion video ads to U.S.
audiences in June alone. Google Sites,
YouTube’s owner, was in the lead for
both unique viewers and ad views,
with its users consuming 18.3 billion
videos and 1.41 billion ads. YouTube
ads reached just under a quarter of the
U.S. population in June, according to
comScore.
Of course, the majority of the video
clips Americans watch online are not
news-related. ComScore’s definition of
a video encompasses segments of television programmes (broken up around
ad spots) and the multitude of comedic
clips constantly in circulation. However,
the Pew Research Center’s Project for
Excellence in Journalism published the
results of a study based on the discovery that a higher-than-expected proportion of the videos watched online
each day are, indeed, news-related.
The jumping-off-point of the survey
was a finding from YouTube’s internal
data that the most searched-for term of
the month on YouTube was related to
a news event for five out of 15 months
spanning 2011 and early 2012.
Given the amount of attention digital
video commands, it is no surprise that
even news outlets whose blue-chip
reputations are founded in the written
word have plunged into the medium.

Measured in terms of eyes and clicks,
their success is accelerating. By May
2012, The Wall Street Journal’s YouTube
channel, WSJ Live, had 19.7 million
video streams – nearly three times the
viewership it had at the turn of 2012
– according to a leaked internal memo
from Deputy Managing Editor and Executive Editor-Online Alan Murray. In
June alone, the Journal had almost
1.3 million viewers who accounted
for 4.2 million video views. The New
York Times had 561,000 viewers and
1.6 million video views that month, according to Digiday, and both newspapers see video as critical to their business and editorial strategies.
“Video is now part of our basic and core
service,” said Dave Gwizdowski, Vice
President for Broadcast Markets at the
Associated Press, speaking about the
launch of a new web-based video library
for local U.S. broadcasters, and proving that newspapers do not have the
exclusive on this trend. The AP’s YouTube channel, launched in 2006, now
has more than 250,000 followers, and
its videos have collectively been viewed
more than a billion times, making it one
of the most popular video news sources on the web. YouTube has become
a “seven figure” business for the wire
agency, and it “could grow to an eight
figure” business, AP’s Vice President and

Director of International Video News
Sandy MacIntyre told Beet.TV.
Similar movements are observable in
the UK: Stephen Folwell, the Director
of Business Development for Guardian
News & Media, told Beet.TV that the
Guardian’s online videos are approaching 10 million hits a month, and that
the company sees monetisation opportunities in video. “We were pretty early
into video as a newspaper, as I think
we were still described then. We like to
think of ourselves as a digital news organisation now, globally,” said Folwell
“Our objective now is to make video as
integral to our editorial and commercial success as words and pictures.”
Folwell also spoke of the company’s
plans to go beyond web video clips, to
“get into the living room in the evening” by delivering video through connected TV and tablets. To this end, the
Guardian has begun exploring with
longer, better-quality, “stand-alone”
videos that would be “divorced from
the context of the article.”
“We are sort of lumbered with a text
heritage, which is extremely difficult to
make money out of on the web,” he
said, later adding: “There’s no doubt
that embracing…YouTube is a direction any publisher has to go down.”

Videos on the AP’s YouTube channel had received
more than 1.1 billion views as of mid-August 2012.
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HuffPost Live launched in early
July 2012.

Huffington Post tunes into community
conversation with live video network

“

W

hat ticks you off?” @HuffPostLive asked the world
in a tweet in early July,
inviting anyone with an answer and a
webcam to vlog about it.

newsrooms in New York and Los Angeles (with a satellite studio in Washington D.C.) between 10 am and 10pm
every weekday, with highlights being
aired on evenings and weekends.

other and to our users live via Skype or
Google Hangout.”

Yes, vlog. The Huffington Post is bringing video blogging back into vogue
with HuffPost Live 3,2,1 … phase one
of a plan, unveiled 10 July, to build a
live streaming video network into its
website.

The network has hired a team of producers and “producer-hosts” to guide
the discussion, and will use social media platforms to track down guests.
“We’ll take advantage of new media
technologies to bring different voices
to the conversation,” wrote Huffington in a blog post announcing the
launch of phase one. “Anyone with
a smartphone or tablet can instantly
join us live,” she continued. “Picture
a conversation about parenting with
mothers in Kazakhstan, Kenya, and
Kentucky, talking to us and to each

“People are tired of being talked at;
they want to be talked with,” she
wrote. “The news is no longer about a
few people telling everyone else what
happened – it’s about everyone telling
everyone what’s happening right now.
And now. And now ...”

The concept, according to Arianna
Huffington, is “to create the most social video experience possible.”
With the launch of phase two on 13
August, the Huffington Post began
streaming live video from custom-built
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Poll: Confidence in TV news
sinks in the United States

This statement is in tune with a Gallup
poll, also published on 10 July, which
reveals that confidence in television
news has sunk to an all-time low in the
United States. Perhaps unsurprisingly,
in light of incidents such as the snafu
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On 13 August 2012, HuffPost Live began streaming live
video from newsrooms in New York and Los Angeles
between 10 am and 10 pm each weekday.

The Huffington Post community is a highly engaged
and interactive one. The website averages five comments every second of every day.

by Fox News and CNN in reporting the
US Supreme Court’s health care decision on 28 June, only 21 percent of
US adults now have “a great deal” or
“quite a lot” of confidence in the news
they watch on TV – down from 27 percent last year, and 46 percent when
Gallup started asking in 1993.

They have already broken the ice: the
Huffington Post garners five comments
per second every second of every day,
and during a spike the morning of the
Supreme Court’s health care decision,
that figure jumped to 32 comments
per second, according to Huffington’s
blog post.

Goal: ‘to have conversations
that the news inspires’

True to form, the “What ticks you off”
tweet of early July brought a clamour
of response from the Huffington Post’s
community. Among those “sounding off” on video cam was Maysoon
of Cliffside Park New Jersey. A young
woman whose white earbuds dangled
between curtains of dark hair parted in
the middle, Maysoon faced her computer and delivered the following comment:

But the president of HuffPost Live, Roy
Sekoff, claims that the network will not
aim to compete with television news,
according to The Wall Street Journal.
“We’re not trying to report the news
... we are trying to have conversations
that the news inspires,” Sekoff is quoted as saying.

“I think the Olympics really brought
to my attention how important it is to
have stuff live and in the minute. Not
to be able to comment in the moment
is really frustrating. I represent several
different minority communities – I’m
kind of like the golden calf of minorities – because I’m a women, and you
rarely get strong female voices on the
news or in media; I’m disabled, I have
cerebral palsy, and you never, ever, ever
hear our voices anywhere; and also,
you know, I’m ethnic. So I feel like it’s
a really good opportunity to represent
all of those different things on this new
platform, and it’s also very necessary.”
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“True engagement is any direct
interaction with a member of the
community that actually deepens
their relationship with the organisation,” says Jim Brady, Editor-inChief of Digital First Media.

Building communities
around your publication

T

he digital age has multiplied
the ways in which news organisations can connect with their
readers and subsequently increase
those readers’ loyalty to the publication. From Twitter and Facebook, to
crowdsourcing and gathering readers’
photos, newspapers now have abundant ways to interact with their readers
online.
How can editors best create strong,
engaged communities around their
publications? And how can they best
benefit from what these communities
have to offer?
The practical benefits of a loyal community are clear. For a start, this relationship means readers who are more
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likely to buy your publication over others, and more likely to spend more time
on your website. It might be possible
to take the idea of community a step
further and actually create a membership offer, if you think that you have
loyal enough readers who would be
prepared to pay a little extra for something exclusive, either content or contact with your publication. Membersonly offers have been set up both by
non-profits, as an additional incentive
for donors, and by for-profits as they
seek new revenue streams.
Interaction with your community
should reflect the spirit of your publication, said Mark Johnson, Community Editor at The Economist. You don’t
have to “dumb down” your social con-

tent because you’re interacting directly
with readers, he said. Your audience
wants to engage with the publication that they know, and The Economist, despite dealing with topics you
wouldn’t necessarily associate with social media, has a very significant presence on the major networking sites.

Learn how to be ‘social’
However, this doesn’t mean that you
should necessarily put everything you
produce onto all social media platforms. As Meg Pickard, Head of Digital Engagement at The Guardian, said,
non-commoditised news works best
on Facebook: the sort of story that is
“quirky, interesting, viral, something
you might not have seen anywhere
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else,” while breaking news works better on Twitter.

content that makes stories richer and
fuller.

Many news organisations are struggling with the question of whether to
push dialogue on Facebook and Twitter, or whether to try to pull it back to
their own platforms. The advantages
of Facebook are clear – the audience
is there, and there is the potential to
attract additional attention, but you
have to surrender a certain degree of
control. It’s not your space, and people
are not there just to interact with you.
Some news organisations have consequently been wary of this and focus
more fully on interaction on their own
sites.

Norran now involves its readers directly
in news stories via a live chat function
called e-Editor that operates on its
site during newsroom hours, allowing
readers to suggest ideas and discuss

Anette Novak, former Editor-in-Chief
of Norran, Sweden, engaged her
newspaper’s community both online
and in person. The newspaper decided
to embrace its natural bias towards the
region that it covers and take on a positive role in the community, to promote
the region in which it is based. Among
the abundance of online competition
for readers’ time, she saw Norran’s best
option as being a “friend” of the community.
One of the major advantages of community who listens to you comes from
its potential to actually participate in
the newsgathering process, providing

In the US, the Journal Register Company, part of Digtal First Media, is also
betting on the value of real life contact
with readers, with the creation of a
“newsroom café” at The Register Citizen in Torrington, Connecticut. Members of the local community are invited
to visit the newsroom and to sit in on
newsroom meetings, and have the
chance to speak directly to reporters
and editors.
Editor-in-Chief of Digital First Media
Jim Brady believes this kind of contact with readers is essential to truly
engage: it’s not enough to just offer
the chance to comment on articles or
share on Facebook. True engagement,
he says, “is any direct interaction with
a member of the community that actually deepens their relationship with the
organisation.”

However, the two approaches can coexist: as well as attracting vast numbers
of Facebook fans and Twitter followers, The Economist successfully fosters
meaningful interaction on its own site,
with features such as “The Economist
debate.”

Face-to-face engagement

Serving up interaction

Anette Novak, former Editor-inChief of Norran, Sweden
ongoing stories with journalists. The
newspaper also regularly uses community experts for news articles, and gives
them bylines and credit. Novak stressed
the importance of involving the audience to effectively cover the region:
“you don’t have to let them write, but
you do have to listen to them.”
As part of Norran’s strategy to work for
and befriend the community, the paper
organises events such as a Christmas
market in the main square of Skellefteå, where the paper is based, and ice
hockey coaching for recent immigrants
to the area given by the local team.

A real community means communication between readers and readers,
rather than just between readers and
the news organisation in question. But
Chris Roper, Head of Online at South
Africa’s Mail & Guardian, thinks there
is potential danger in allowing unmoderated online communities to flourish,
as they can have divisive effects on
real-life communities. It is important
that news organisations are cautious,
therefore, about how their platforms
are being used.
Historically, newspaper publishers have
played a vital role in the communities
they cover. Today, it is more vital than
ever before that they engage their
readers in all ways possible to build
lasting relationships.
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Bleacher Report was purchased
by Turner Broadcasting for $175
million in August 2012.

Citizen journalism: Power to the people
– and the professionals

I

n an article for the Miami Herald in
June 2012, Pulitzer-winning journalist Leonard Pitts Jr was very clear: citizen journalists could never fill the role
of professionally trained reporters. Not
only do they lack the training, resources and knowledge of their professional
counterparts, they also, in Pitts’s view,
are not as willing to put themselves in
harm’s way to report a story. Whether or not you agree with them, Pitts’
comments are perhaps understandable when examined in the context of
American journalism.
Citizen journalism is on the rise in the
US as newspapers search for cheaper
ways of producing content. Bleacher
report, a sports network “powered by
citizen sportswriters” announced in
2010 that it would form a partnership
with Hearst publications in Houston,
San Antonio, Seattle and San Francisco
to provide free sports content written
by its team of citizen journalists. The
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deal allowed the news organisations in
question (San Francisco Chronicle’s SFGate, the Houston’s Chronicle’s Chron.
com, the San Antonio Express-News’
MySanAntonio.com, and Seattlepi.
com) to increase their sports coverage
at no extra cost, all the while attracting
new readers and advertisers. The site
has gone from strength to strength:
with about 6,000 unpaid contributors,
it is capable of publishing over 1,000
articles a day, has raised $40 million a
year since 2007 and generates revenues
of $30 million a year. Proof of Bleacher
Report’s appeal came in August 2012,
when the site was purchased by Turner
Broadcasting for $175 million.
Many industry insiders view the phenomenon as necessary to the evolution of news and reporting. A report
released in June by Washington State
University’s Murrow College of Communication recommended that citizen
journalists could be a solution to the

problem of the information ghettos
found beyond Washington’s main cities. In the many areas left without local newspapers and where Internet
connection is poor, Murrow suggests
facilitating links between “mainstream
media and citizens who can provide
reporting from rural areas beyond the
news footprint of existing news organisations.” Scandals involving hyperlocal
news provider Journatic are a testament to the lengths news outlets will
go to in order to reduce the expenses
incurred when covering events in local
communities, and it is arguably better
to commission articles from volunteers
who are passionate about events in
their area than outsourcing them to
writers based hundreds of miles away.

Issues of sustaining quality
Of course, US commentators have also
noticed the negative aspects of perpetuating the idea that anyone can be
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a journalist. As well as fears that unpaid workers will be exploited and paid
journalists will become more and more
obsolete, there are those like Richard
Roher who are not convinced the average person can sustain the quality of
their work over a long period of time.
Undoubtedly Pitts’s comments were
made from the point of view of a talented journalist whose pride in his
work drives him to protect them from a
perceived threat to the quality of news
reporting. However, if we try to apply
such concerns to a broader understanding of user-generated journalism,
Pitts’s arguments fail to hold water.
Particularly debatable is his claim that
professionally trained journalists are
more motivated to be daring in their
work. Developments such as the Arab
uprisings and events in Syria highlight
the important role played by those who
are experiencing the news first hand.
Citizen journalism can also be of great
import in less extreme circumstances,
as many publishers are coming to
understand. The Washington Post’s
newly-launched “Crowd Sourced”
platform is designed to promote interaction between the paper’s journalists
and readers, and encourage public debate on the issues of social media technology and business affairs in the U.S.

Reporters from the Post ask questions
such as “what’s needed to encourage
the development of the next great US
invention?”; readers then post answers
and vote for the best responses.
Meanwhile in Akron, Ohio, an indpendent website named The Akronist
is hoping to remedy a dearth of local
and community news in the area with
user-generated content. The Akronist
went online at the beginning of this
year, in association with the Akron
Community Foundation, and aims to
empower the community by training
its citizen reporters with basic courses
in journalism and multimedia journalism. Focused primarily on social issues
affecting Akron residents, the site received a start-up grant of $250,000
from the Knight Foundation and over
the course of the next two years hopes
to secure new grants as well as developing alternative revenue streams.
Contributors of all ages have flocked
to the site, as have many local interest
groups eager to interact with a larger
portion of the local community; Chris
Miller, Editor and Co-founder of the
site, claims that one of The Akronist’s
aims is to “help people in nonprofits be
better storytellers of their messages.”
Unlike traditional news outlets that are
frequently obliged to take an objective
stance on current affairs, The Akronist
actively engages with local causes and

is able to work as an agent for social
change in ways that many professional
news organisations cannot.
Companies such as Twitter, YouTube
and Facebook have made a huge contribution to the democratisation of
news reporting: anyone, anywhere,
can share news updates with hundreds, even thousands of people with
the push of a button or the tap of a
key. But this type of reporting is not
journalism in the traditional sense. Audiences still need experienced reporters
to guide them through the mire of data
and information bombarding them on
a daily basis. This can be illustrated by
the fate of French citizen-journalist site
Agoravox. What began as a portal for
everyday people to contribute blogs
and comments became a platform for
conspiracy theories, as the site drifted
away from its core values.
Cooperation, rather than confrontation, leads to an open and interactive
journalistic landscape that benefits
professional reporters, “amateurs” and
consumers. Perhaps not everyone can
be a journalist in Pitts’s understanding
of the word, but the vast majority are
capable of contributing to the communication of the news. A plurality of
voices widens debate and provides reporters with a host of new sources.

The Akron Citizen Journalist website in the US aims to empower the community. In France, Agoravox began as a
way for people to contribute to blogs, but has become a platform for conspiracy theories.
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Maurizio Cattelan’s retrospective at the Guggenheim Museum in Manhattan this winter involved dangling every
work the artist had ever created from the ceiling of the gallery’s rotunda. Now, the concept of “curation” reaches
far beyond the bounds of art galleries and museums and into much of our digital lives.

All the curation that’s fit to curate

I

f the contentious new media buzzword of the year in 2011 was “aggregation,” it may have been surpassed in 2012 by “curation.”

of the material. In Somalia this would
be called piracy. In the mediasphere, it
is a respected business model,” Keller
wrote.

In March of 2011, toward the end of
his tenure as Executive Editor of The
New York Times, Bill Keller sparked
a skirmish with Arianna Huffington
between the pages of the newly redesigned New York Times Magazine
with a column entitled “All the Aggregation That’s Fit to Aggregate.” As he
crowned Huffington the aggregators’
monarch, he likened her ilk to the Captain Hooks of the blogosphere:

The word “aggregation” spent much
of last year being derided as a method
of pillaging page views by snatching
fistfuls of other people’s work from
different sources across the web, and
hoarding them in one digital space.

“… Too often [aggregation] amounts
to taking words written by other people, packaging them on your own Web
site and harvesting revenue that might
otherwise be directed to the originators
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The month before Keller’s words became Googleable, AOL had purchased
the Huffington Post for $315 million
and the group had added six new
names to its stable of journalists.
Shortly afterward, Huffington rebutted
in a blog post, calling Keller’s article an
“exceptionally misinformed attack.”
She declared that even before the

merger with AOL, the Huffington Post
had engaged 148 full-time editors,
writers, and reporters “in the serious,
old-fashioned work of traditional journalism,” and accused Keller of feeling
threatened by the fact that the Huffington Post and AOL combined had
drawn twice as many page views as
The New York Times in January 2011
(1.5 billion vs. 750 million).

Four news countries
and a Pulitzer Prize
During the 18 subsequent months, the
site toward which Keller’s column had
channelled its most mordant irony has
expanded into four new countries (plus
Québec), launched a magazine and a
live-streaming digital video platform,
and won a Pulitzer Prize. (Side note:
Google’s predictive text for ‘Huffington

boosTing ReadeR engagemenT

Maria Popova introduced The Curator’s Code in March 2012; “a movement to honour and standardise attribution
of discovery across the web.”

Post Pul-’ suggests first ‘-itzer prize,’
and second ‘-led pork;’ try it at home.)
Notably, the Huffington Post does not
refer to itself as an aggregator, but as
the “Internet Newspaper.” Its editors
do not refer to the re-packaging and
adornment of content that is not produced in-house as aggregation; they
refer to it as curation.

Punches began to fly this March, when
Maria Popova, the celebrated curator
behind the website Brain Pickings, presented The Curator’s Code: “a movement to honour and standardise attribution of discovery across the web.” It
recommends that conscientious curators paste symbols onto posts to express their provenance.

“As the world gets bigger, people
need more curation,” said AOL CEO
Tim Armstrong to U.S. talk show host
Charlie Rose in a joint interview with
Arianna Huffington as they announced
their partnership last February.

“Stop Calling it Curation,” pleaded the
title of a response by Matt Langer, a
developer for The New York Times developer and contributor to The Awl, in
which he reminded readers of his blog
that “‘curation’ is an act performed by
people with PhDs in art history,” and
argued that “by calling the activity of
people who traffic in links ‘curation’ instead of ‘sharing’ we imbue it with all
sorts of hollow importance.”

“Curation,” as it applies to digital
news content, is said to involve deploying human (and sometimes advanced
algorithmic) judgment to select worthwhile oeuvres from obscure corners of
the Internet, centering them in handbuilt contextual frames, and arranging
them just so. It can be seen as aggregation’s more cultured, less affluent
cousin.
Like aggregation in its punkish heyday
on the high seas, curation has its detractors.

Another Awl contributor, Choire Sicha,
authored a more adamant post on
June 1 entitled “You are Not a Curator, You Are Actually Just a Filthy Blogger.” Presenting himself as “a former
actual curator, of like, actual art and
whatnot,” Sicha called the entire notion of digital curation a “precious bit
of dressing-up what people choose to

share on the Internet” and proposed
replacing the label of “curator” with
“people who are really picky with what
they share on Facebook.”

‘The web is a
customer-service medium’
Mark Armstrong, Founder of Longreads, a curation service for longform journalism, offered the following
rebuttal to Sicha’s post on his personal
Tumblr:
“The web is a customer-service medium, and curation is just one of those
services. It doesn’t matter whether you
believe the act of curation requires no
more talent than managing the Employee Picks shelf at Barnes & Noble, or
working the graveyard shift at your college radio station. People appreciate it
if you save them a little time and point
them to interesting work that might
not show up in a “most popular” algorithm.”
For Armstrong, consistency is what divides the “professional” curator from
a dilettante of the school of “oh hey
look at this,” and monetisation (or
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rather, the lack thereof) is what sets
curation apart from aggregation. “Curation is no longer attached primarily
to a website, whereupon the reader is
served with banner ads. Now, thanks
to Twitter and Facebook, most successful curators simply link to the original
publisher’s source URL,” Armstrong
wrote. “This is actually better for the
users and better for the publishers, because it can send more referral traffic
than the old centralised model.”

Shed light and add value
Instead of making money off of other
people’s work, then, good curators
should shed light on and add value to
it, financing this operation primarily
through donations and day jobs. “Most
creators are also curators. I don’t know
many people for whom ‘curation’ is a
full-time job,” Armstrong continued,
noting that the majority of the best
curators on the web are employees of
media organisations.
Indeed, many of today’s forwardthinking media organisations have embraced this version of curation as an
advantageous accompaniment to creation, and an inroad to engagement.
One example is Digital First Media,
which unveiled its national curation
team on 19 July. Steve Buttry, Digital
First’s Director of Audience Engagement and Social Media, offered on his
blog a list of ways in which the com-
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pany’s of full-time curators would do
their jobs: “News curators must collect,
summarise, make sense, add value, attribute, link, intrigue and entice,” Buttry wrote.
Throughout the summer of 2012, curated accounts of shootings by Reddit users have demonstrated that
linked compilations of bystanders’
and victims’ digital footprints, such
as the stream-of-consciousness mashup of tweets surrounding the July
shooting in Toronto compiled by user
BitchslappedbyLogic, can provide valuable, ground-level insight into such
tragic and unexpected events, and that
teams of professionals should learn to
integrate such crowdsourced coverage
into their own accounts. Digital First’s
curation team hit the ground running
when it employed many of these techniques to cover the 20 July shooting in
Aurora, Colorado.
The Guardian U.S. also forayed into a
formalised, crowdsourced version of
curation this summer with the July 18
launch of #Smarttakes. Through this
initiative, which is essentially the promotion of a hashtag, the Guardian U.S.
is encouraging its community to include #Smarttakes in tweets linking to
articles that offer thoughtful perspectives on prescient topics. An incentive
for participants is that the Guardian
will retweet the best posts, and link to
them on the Comment is Free section
of its website.

‘Fleshing out the issues’
This may sound an awful lot like aggregation. In fact, the Guardian described
#Smarttakes as “a pop-up aggregation
tool.” Yet to suggest that the newspaper is pirating content to drive traffic
would be absurd; #Smarttakes is an
attempt to stimulate audience engagement and construct a broader outlook.
“It’s really about fleshing out the issues as a whole rather than saying The
Guardian itself is providing the only
take,” said Ruth Spencer, Community
Coordinator for the Guardian U.S., in
an interview with Nieman Lab.
A twitter search for #Smarttakes on 6
August called up a tweet by Bill Keller’s
wife Emma Gilby Keller (a Guardian US
writer), highlighting her husband’s oped on Wikileaks and the U.S. government; a smart take indeed.
Keller, in his infamous column of
March 2011, had put forth a first definition of aggregation that reflected its
less aggressive, more cultivated side:
“‘Aggregation’ can mean smart people sharing their reading lists, plugging one another into the bounty of
the information universe,” he wrote.
“It kind of describes what I do as an
editor.” It also kind of describes what
media minds have been sparring over,
in 2012, as the controversial concept
of “curation.”
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What goes on inside a hyperlocal
newsmobile, and other questions
for Steve Buttry

Digital First Media is known for welcoming the crowd into the editorial process. Now, it plans to bring the editorial process into the crowd
with roadworthy newsmobiles, which will take to the streets this
summer and fall. Digital First’s Director of Community Engagement
and Social Media, Steve Buttry, set the wheels in motion for these and
other community newsroom projects by crowdsourcing ideas from
the staff of its 75 daily and about 250 weekly newspapers across the
United States. While the thirteen selected projects – featuring four
“mobile community media labs” – began rolling out in the summer of
2012, WAN-IFRA asked Buttry to elaborate upon the thinking behind
these initiatives, and the rules of community engagement.
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WAN-IFRA: What sort of challenge
did you extend to Digital First’s newsrooms?
Buttry: This year we invited newsrooms to make proposals for community newsroom projects. We were
challenging them to come up with a
project that would reach out to [their]
community in a way that would fit that
particular community.
WAN-IFRA: What were some of the
best ideas put forth?
Buttry: We certainly like the idea of
reaching out through mobile community media labs, as we call these vans.
One of them will be launching [in July]
almost for sure, and then the others
will launch in August, September, or
October at the latest.
WAN-IFRA: What happens in these
vans? What do they look like, and
where do they go?
Buttry: Whether it’s a van or an SUV
or a truck, we’re in each case trying to
find the right vehicle to basically take
journalists out into the community
with some laptops, iPads, and iPhones
for community use, and some WiFi
for the community to use. Sometimes
we’ll be covering news events, sometimes we’ll be recruiting bloggers or
teaching classes within the community,
so it’ll be a variety of ways to engage
with the community from those mobile
newsrooms.
WAN-IFRA: What do you expect the
community to use the equipment for?
Buttry: We might have a reporter reporting on this event, but we might invite the community to come and blog
about it or tweet about it or post it on
their Facebook pages. [We would] ask
for coverage, and we would curate
some of that coverage. We’re hoping
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the journalists doing these projects will
be creative in their use of it.
WAN-IFRA: What do you mean by
“recruiting bloggers”?
Buttry: We will recruit bloggers to our
blog network. All of the Journal Register Company newsrooms [have blog
networks], and we’re working on getting blog networks going throughout
Media News, the second company that
we’re running. This will certainly be
part of that.
WAN-IFRA: How do your newsrooms
vet bloggers?
Buttry: We’ll read their blogs and talk
to them. We don’t present them as
professional journalists— unless they
are. We encourage them to disclose
who they are and what their connections are. They’re not going to necessarily be independent reporters, because they’re blogging about what
they care about. But as long as they’re
transparent about it we see value in
what they’re doing and we’re happy
to give them a voice in the community.
WAN-IFRA: Have you had any problems with their posts?
Buttry: I’ll tell you a story. This is not
from Digital First Media; it’s actually
from when I was at TBD with Jim Brady
– who is the Editor-in-Chief of Digital
First – before we came to Digital First.
We were having a media event with a
fair amount of fanfare and coverage,
and the reporter from a major newspaper (which I won’t identify) asked:
“How can you trust these bloggers to
get the facts right?” I said, these bloggers care about what they’re doing.
Bloggers have an ethic of transparently correcting their facts. When they
make errors, they correct them. Most
of them use their real names. They
have their names associated with these

things, and they care about protecting their good names and getting their
facts right. And so that was the answer
that I gave.
Now what was interesting was that
this reporter made an error in fact in
his story that went online in the evening, before the print edition would
come out. And I called it to his attention immediately. It was not a big error,
except that every error is big. He had
misidentified a role of somebody, and
nobody took offense to that, but it was
just factually wrong, and he had not
verified that fact with any of the three
of us who could have told him it was
wrong; he apparently just assumed
something. So I emailed this reporter
immediately, calling to his attention
that he had made an error in fact and
asking that he correct it for the print
edition, and to correct it online. And he
didn’t. In either case.
I tell this story not to say that because
somebody from traditional, professional media cares that little about corrections and accuracy that all traditional
media are careless. They’re not. We
are not— I consider myself part of traditional media. But to make the point
that accuracy is an issue in all media,
and certainly if you’re going to have
a network with bloggers, you have to
tell them how important you regard
accuracy. Someone who is consistently making errors and failing to correct them, and failing to improve— we
would exclude them from our blog.
But we haven’t had that problem yet,
because just like most newspapers
we’re very committed to getting the
facts right, as most bloggers also are,
despite some errors that come up. It
hasn’t been a significant issue for us.
WAN-IFRA: Several of the community
newsroom projects involve training
courses. What sort of training do you
offer?
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Buttry: We’ve done some [courses on]
fact checking and accuracy training,
search engine optimization, basic blogging practices, and some writing workshops. The range varies and we do different things in different newsrooms.
Frankly not all of the classes are aimed
toward bloggers. In Torrington [Connecticut, the site of Digital First’s Register Citizen “Newsroom Café”], the
most popular class is a genealogy class
that somebody from the community
teaches. So they’re just making their
space available, and people are coming
in and taking a genealogy course, and
using our archives in their research,
if their family members are from the
community. We teach a lot of things
in each newsroom, based on what the
specialties and skills of the people in
each newsroom are, and what topics
the community asks for us to teach.
WAN-IFRA: Is one purpose of the
community newsroom projects to increase awareness of your brand and,
ultimately, readership?
Buttry: Absolutely. We’re hoping to
better the community but this is also
in self-interest. We think that we will

be a stronger brand in the community, both with our new digital brands,
whether that’s a website or mobile
apps or our social platforms, and with
our traditional print products. This kind
of engagement will help us be a trusted source for them. They will want to
come to us when they hear of news.
When they hear a siren and wonder
what’s going on in their community,
we want them to think of us.

WAN-IFRA: As someone who directs
community engagement for a living,
what does the concept mean to you?

WAN-IFRA: Are they helping you
reach a younger demographic?

Buttry: I visit newsrooms and work
with journalists who are optimistic
about the future of journalism, and of
the news business. I’ve encountered
way too much pessimism in my career.
In our company, I’m not saying there
isn’t any pessimism – it is part of our
DNA as journalists to be skeptical, and
we still need to prove ourselves to some
of our staff, but we have a lot of journalists working for our company who
share my optimism for the future, and
it is just exciting to be working with
them. It’s exciting to be hiring journalists and talking to them about new and
interesting ways of doing journalism.

Buttry: I think so. Certainly the audience on a news website is older than
the average digital audience, but it’s
younger than the average newspaper
audience. The audience on social media is a younger audience – although
that audience is growing older as
people my age start using social media – and the mobile app audience is
a younger audience, and we’re growing significantly in those areas. To claim
that we’ve got a strong brand identity
with them would, I think, be premature, but we’re certainly building our
younger audience.

Buttry: Community engagement is
joining, leading, hosting, and empowering the community conversation in
ways that improve our journalism.
WAN-IFRA: What is the most fun
thing about your job?
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E

thical issues have remained a major concern for
news publishers this year. The fallout from the
phone hacking scandal in the UK has continued, and outsourced “local” reporting also is raising
concerns in the U.S. As the news industry looks for
ways to cut costs, publishers must remember that
ethical considerations also need to be kept in mind
or else run the risk of damaging their own credibility
and the trust of their readers.
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Leveson Inquiry wraps up; NoW what?

O

n 24 July 2012, the same day
that Lord Justice Leveson closed
the last scheduled hearing of a
national inquiry into the culture, practices and ethics of the British press, the
Crown Prosecution Service announced
that former News of the World editors
Rebekah Brooks and Andy Coulson,
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along with five of the defunct tabloid’s
former employees and private investigator Glenn Mulcaire, would face criminal
charges of conspiracy to hack phones.
The charges fall under Operation Weeting, a Scotland Yard investigation into
mobile phone hacking that opened in

January 2011, and is being conducted
along with Operation Tuleta, which
targets computer misuse, and Operation Elveden, which looks into allegations of inappropriate payments to police and other public officials.
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By the first week of August 2012, the
three police investigations had led to a
total of 70 arrests.

been hacked after her disappearance,
prompting her parents to sustain false
hope that their daughter was alive.

What began as a probe into journalistic malpractice at a notoriously brash
Sunday tabloid has broadened over
the past year to include all manners
of misconduct in every corner of the
press and police force. Meanwhile, the
ground has been shaking beneath Rupert Murdoch’s media empire, and Britain has been hard at work examining
how its press can exorcise the rot that
engendered the crisis, and build a better regulatory system.

Widespread disgust brought a boycott
of NoW by advertisers, which sealed
the tabloid’s demise; News International announced on 7 July that it would
shut down the 168-year-old newspaper after the last edition was printed
on Sunday, 10 July 2011.

The “phone hacking” scandal began in 2007, when the News of the
World (NoW’s) former royal reporter
Clive Goodman and private investigator Glenn Mulcaire were sent to jail for
illegally accessing celebrities’ mobile
voicemail accounts to get scoops.
The true public outcry against News
International, the tabloid’s parent company and the publishing subsidiary of
Murdoch’s News Corporation, however, did not arise until 4 July 2011, when
the Guardian revealed that victims of
phone hacking had not been limited to
famous people, politicians and royalty,
but had included murdered schoolgirl
Milly Dowler, whose voicemail had

Splitting News Corp.
into two entities
The crumbling of Murdoch’s media
fortress did not stop there: following
a year of unflattering and expensive
probing by politicians, police and the
press, the Australian-born magnate announced in June 2012 that his News
Corporation conglomerate would split
into two entities, seemingly to shield
the still-lucrative entertainment operations, which include the Fox cinema,
broadcasting, and news properties,
from the beleaguered publishing properties, including The Wall Street Journal, the Times of London and book
publisher HarperCollins.
On 21 July, Murdoch stepped down
from the boards of News International,
Times Newspaper Holdings and News
Corp Investments, and resigned his di-

rectorship of a number of News Corporation’s US boards, fueling rumours
that he is preparing to sell the newspaper group.
Two weeks later, the Church of England sold all of its shares in the company, saying in a statement that it “was
not satisfied that News Corporation
had shown, or [was] likely in the immediate future to show, a commitment
to implement necessary corporate governance reform.” News Corporation
posted losses of $1.6 billion in the last
quarter, as compared with profits of
$683 million during the same period
last year, according to the Guardian.
Meanwhile, at the Royal Courts of Justice, the Leveson Inquiry was winding
down after 97 days of “sittings” during which 650 witnesses testified and
6,000 pages of evidence were generated. Speaking to the courtroom on
24 July, Lord Justice Leveson said that
most people present could “move on
to other productive work” now that
the Inquiry’s hearings had ended. “For
me and the team, however, we have
only just started,” he continued, according to the BBC. “I will produce a
report as soon as I reasonably can,” he
added, expressing that he recognised
“the urgency of the matter.”

News of the World closed in 2011, but new issues have continued to arise for News Corp.
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Lord Justice Leveson’s report, due this
fall, is expected to “be critical of many
of those who gave evidence, and suggest a new and better way to regulate
newspapers,” said the BBC.
A widespread sentiment throughout
the inquiry was that Britain’s Press
Complaints Commission (PCC) had
been ill-equipped to sufficiently carry
out its duties as a regulator. The PCC
“signally failed to deal with the phone
hacking scandal,” wrote the Financial
Times’ Ben Fenton in early July. News
International’s barrister Rhodri Davies
similarly stated that the Commission
had been “unable to act as a satisfactory regulator,” and supported the motion put forth by the Press Standards
Board of Finance for a revised, self-regulatory system, reported the BBC.

‘These are lessons that are
too severe to be forgotten’
Davies allegedly further claimed that a
“culture of clean-up” was under way
at News International. “These are lessons that are too severe to be forgotten

Former NoW Chief Reporter
Neville Thurlbeck wrote a commemorative blog post a year after
NoW’s closure, musing on the
changes that have since taken
place in Britain.
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and News International is determined
not to have to learn them twice,” he
reportedly said.
The scandal has had a “chilling effect”
on newsrooms across Britain, “with
editors, reporters and their proprietors
less eager to trumpet splashy exposes
that might involve, or be perceived to
involve, less than ethical standards of
news gathering,” according to sources
quoted by the New York Times. One
tabloid journalist who did not wish
to be named out of fear for his job
bemoaned the end of an “anything
goes” era, in which “don’t tell me how
you get it, just get it” had been the unwritten rule. “Now things are looked at
differently,” he said.
Former NoW Chief Reporter Neville
Thurlbeck, who was charged along
with Brooks and Coulson this summer,
wrote a commemorative blog post
one year after NoW’s closure, musing
on the changes that have since taken
place in Britain:

“Rupert Murdoch did much to improve
the moral well being of the nation
when he closed down the News of the
World. Since then, we live in a much
less polluted society and our collective
soul has been cleansed by the eradication of the evil staff (me) and wicked
readers (yes you!). In the 12 months
since the paper closed...No peer of the
realm has committed perjury, no ‘happily married’ MPs have been taking secret mistresses and all celebrities have
chucked their class A drugs into the
Thames. I am immensely reassured by
the fact that, search as they may, not
one newspaper has been able to locate
a single paedophile ring to bust.”
His ironic point? Britain’s news agenda
has grown thinner since the tabloid’s
death, but the consistency of the nation’s moral fibre is unchanged.
Whether or not Thurlbeck is right, one
thing has certainly grown in thickness
since the demise of NoW: the lens of
the magnifying glass that Britain uses
to scrutinise the behaviour of its press
and police.
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Gawker’s popular network
of blogs has drawn millions
of comments.

Gawker’s Nick Denton strives on
in quest for better digital dialogue

O

nce upon a time, to hear of a
journalist fending off trolls and
dousing flame wars during the
workday might have struck people as
odd. The logical explanation would
likely have been that the reporter in
question was surreptitiously playing video games at her desk. Today,
however, many newsrooms consider a
basic grasp of troll slaying and flame
fighting to be a prerequisite for new
recruits; these are necessary skills for
taming user comments and encouraging healthy discussions online.
Effective comment management is
part of the digital news provider’s up-

hill struggle to convince readers (or,
as journalism professor Jay Rosen has
dubbed them, “the people formerly
known as the audience”) not to merely
take their stories to go in a paper cup,
but to pull up a chair, and stick around
awhile to discuss them. The goal, which
many have called impossible, is to keep
contributions to the virtual conversation at once plentiful and constructive.

Seeking the holy grail of
digital discussion platforms
How well this is going has much to do
with how news sites, and the journalists and editors they employ, view the

infinite space below each article’s kicker: is it fertile land for cultivating highquality user-generated content, or is it
a “tar pit of hell”?
Gawker CEO Nick Denton, who has
been searching for the holy grail of
digital discussion platforms over the
past several years, favours the former
definition; some of his past and present staffers err toward the latter.
The debate was re-ignited this spring
by a rapid series of modifications
to the way dialogue is managed on
Gawker’s popular network of gossip blogs, whose database contained
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nearly 50 million comments in April.
Denton accelerated the pace of changes to Gawker’s approach, announcing
technical updates on 17 April, 26 April,
4 June and 27 June of this year, reported the Nieman Lab’s Andrew Phelps.
The first drastic shift razed Gawker’s
previous, hierarchical comment infrastructure, launched in 2009, which
had used tiers and stars to give priority to “high-quality” commenters, and
had apparently become “overrun by
cliques.” As a result, Gawker abolished
comments altogether for a week in
April.
From the eerie silence emerged a new
system, code-named Powwow, in
which a secret algorithm would promote better comments and each commenter would take responsibility for
moderating her own thread. Gawker
tweaked Powwow in early June, and at
the end of the month rebranded it as
Kinja (the name of Denton’s first blog
aggregator back in 2004), and began
to roll it out on the network’s eight
sites.
According to Phelps, Denton has repeatedly asserted that he “wants to treat
comments as content, not metadata attached to content. He wants to kill the
trolls and the snark. He wants the com-
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ments to be an inviting place for primary
sources to join the discussion.”

‘Comments are bad
business for online media’

Denton has allegedly gone so far as to
ban the word “comment” in Gawker’s
offices, preferring that staffers call
them “posts” with a $5 penalty for
slip-ups. “I want to erase this toxic Internet class system,” he told the New
York Observer in a Gmail chat, referring to the “rather old-fashioned distinction between the two castes” of
readers and writers.

Johnson is now the Managing Editor
of Animal New York, and in a 10 April
post titled “Comments are Bad Business for Online Media,” he argued in
favour of abolishing comment sections
on news sites altogether. His rationale
was fourfold:

Meanwhile, some of Gawker’s writers
and editors have taken issue with Denton’s approach. “Nick has always loved
to subtly and not so subtly insult his
employees,” said Gawker writer John
Cook of Denton, according to the New
York Observer. “He thinks of us as glorified commenters.”
Two former Gawker editors used similar metaphors to describe how it feels
to have commenters running wild in
your site. “When someone comes into
your house and throws shit around,
you get pissed,” Anna Holmes, the
founding editor of Gawker’s Jezebel
blog, told the New York Observer. Joel
Johnson, a former editor of Gawker’s
Gizmodo, concurred: “If you open
your front door to people they just act
like jerks,” he said.

Most comments are appalling. The
sight of a polished, thoughtful comment at the top of the pack creates a
mirage of overall worth, but in reality
quality and quantity are irreconcilable.
Comment moderation is expensive, but
comments do not bring revenue.Most
readers are seldom inclined to take a
scroll below the article; referring to data
analysis on unnamed friends’ “midsized internet properties,” Johnson put
the figure at less than 1 percent.
Johnson concludes with the following extension of the party metaphor:
“Comments are a dinner party. If I’ve
invited you to have a seat at my table, at least have the courtesy to not
call me an idiot for serving you food
slightly different than you preferred or
flinging the china at my dog because
that isn’t even the right colour of dog
anyway, duh.”
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So why listen to Denton, whom Johnson depicts as gnawing at his own leg,
trapped in the misguided illusion that
there are enough high-quality commenters out there to justify his obsession with discussion?
For one thing, Denton is the CEO of a
“publishing machine” that generates
7–15 million pageviews each day, as
Phelps points out.
And he is not the only blogosphere
monarch prioritising a discussionbased approach to digital news. Arianna Huffington, when she launched
phase one of HuffPost Live in July, used
comment counts as a shorthand metric
to describe the brand’s growing importance:
“It took the Huffington Post six years to
reach 100 million comments – all premoderated to ensure a non-toxic atmosphere. And that was amazing. But
just six months later, we had reached

150 million comments – and we are
now on track to hit 200 million after
just another three months,” she wrote.
“Looked at another way, at HuffPost
we average about five comments every
second of every day (and, at the height
of our traffic spike following the Supreme Court’s health care ruling, we
were averaging 32 comments per second!).”
For Huffington, whose rapidly expanding business attests to her digital media
soothsaying acumen, the “shift from
presentation to participation” was reason enough to invest in a substantial
live streaming television endeavour this
summer; it is not the future, but the
present of online news.

A participative
readership is a loyal one
Perhaps comments are not directly
profitable, but a participative readership is a loyal one, and one better

targeted with lucrative ads aimed at
lingering eyes. Furthermore, as algorithms such as Gawker’s are refined
and trained to combat trolls and flame
wars, comment moderation will become less expensive, and more people
will feel inclined to scroll past the new
fold and engage in the conversation.
Gawker Editor A.J. Daulerio may be of
the aforementioned “tar pits of hell”
camp where the site’s comments are
concerned (indeed, it was he who uttered the phrase), but he is not in favour of waving a white flag. He points
instead to a wider purpose behind
Denton’s tireless quest. “[Denton is]
trying to change the culture of comments not just on Gawker but to have
it … impact the way other editorial
organisations handle their online comments,” Daulerio told Phelps.
The trailblazer might lose a few lives
along the way, but he has his sights
fixed firmly on the next level.
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Journatic applies production-line
principles to reporting.

Outsourced journalism
sparks controversy

T

he debate over outsourced
journalism has been reignited
by the revelation that Journatic,
a company that produces local media content for publications including
Newsday and the Chicago Tribune, had
provided its clients with articles written
by workers in the Philippines.
Ryan Smith, a Chicago-based freelance
journalist, began to work as a copyeditor for the organisation in January
of last year. He became concerned
by the quality of the work being produced for Journatic’s clients after noticing that much of what he was editing
contained basic spelling and grammar
mistakes. When he informed a senior
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editor of his misgivings, Smith was told
to “cut [the writers] some slack” as
they were not native English-speakers.
By checking the by-lines of several of
the articles he edited, Smith discovered
that their authors did not actually exist.
Instead, Journatic’s offshore freelancers from Brazil, the Philippines, Africa
and Eastern Europe were given a selection of aliases to choose from. This
meant that readers located in a small
US suburb would have no idea that the
local news article they were reading
was actually written by someone thousands of miles away. The company also
uses writers based in the US, but they
too are complete strangers to the local
communities that they report on.

Collecting, processing data
from local websites
Journatic (a combination of “journalism” and “automatic”) applies production-line principles to reporting.
Data from local websites, police reports and official registers is collected
and processed. A lead is then generated and an article written, sometimes
by a computer algorithm. The articles
are then checked by an editor before
being passed on to the client. In an interview with This American Life, during
which he was challenged over the issue
of outsourcing, Journatic’s CEO Brian
Timpone claims that even though the
company is a provider of ‘hyperlocal’
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After the radio programme This American Life highlighted concerns regarding Journatic’s use of off-shore
reporters, Journatic CEO Brian Timpone found himself on a damage limitation mission.

news – short pieces written about the
events taking place in small communities – there would be no advantage to
having this content written by a local
reporter. Timpone argues that his company does valuable work by monitoring
the frequently neglected communities
of suburban America and insists that
the offshore wing of the company is in
the “information collection” business,
rather than concerning itself with news
reporting: “We use offshore resources
to gather information – which helps us
produce more news and do more journalism, in places where there is often
little or none.” Nonetheless, when one
of the company’s Filipino employees
was asked by Sarah Koenig, producer
of This American Life, if he wrote articles as well as gathering information,
his answer was a very simple “yes.”
Outsourced journalism continues to
divide opinion as to whether it could
be part of the future of newspapers
or sounds the death knell for quality
reporting. Although most of us are accustomed to speaking with call-centre
workers based in Asia, many are reluctant to see journalism going the same
way. The main problem with Journatic’s
system is that it relies entirely on the
gathering of facts, with little-to-no analysis or comment. Breaking local news
will often go unreported, and the reader

is instead presented with seemingly irrelevant information, like the lunch menus
of local schools. Smith claims that he
contacted This American Life, the radio
programme that highlighted the issue,
because he felt that Journatic’s business
model was a violation of some of the
fundamental values of journalism.
However, the issue is not as black and
white as it may seem. An increasing
number of respected publishers, including Telegraph Media Group and Independent News & Media, are known
to outsource sub-editing at many of
their titles. Outsourcing’s appeal is
growing at a time when news organisations are obliged to become more
streamlined and cost-effective. When
The Tribune Co. (The Chicago Tribune’s
parent company) signed a deal contracting Journatic to produce content
for its weekly publication Triblocal, the
ensuing job losses led several media
commentators to criticise the move.
However, Tribune Co.’s Brad Moore
defended the decision, saying that Triblocal’s 18 journalists did not generate
enough articles. Through the partnership with Journatic, Triblocal now has
three times the amount of content, for
less money than it was previously paying to hire 18 members of staff. Web
traffic for the Triblocal site has subsequently increased.

Besides the issues it raises about its effect on journalism standards, the salary
Journatic pays offshore employees is
troubling. The company’s Filipino workers receive just 35-40 cents per article,
a pittance by any standards, but particularly worrying when one considers
that the India-based writers doing similar work for Pasadena.now receive between $7.50 and $10 for each article
they produce. Per capita income each
year in the Philipines is around $3,100,
meaning a Filipino writer working for
Journatic would have to write at least
8,857 short “hyperlocal” stories to
meet the average national wage, or
around 37 a day.
Shocking as they were, Smith’s revelations were just the tip of the iceberg.
Only a fortnight after the issue was
brought to wider public attention,
Journatic found itself engulfed by a
succession of scandals.

Investigation launched
into use of fake bylines
The Chicago Tribune launched an investigation into Journatic’s use of false
bylines, in order to determine to what
extent Journatic’s unethical methods
had infiltrated triblocal.com.
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At the same time Brian Timpone, Journatic’s CEO, set out on a damage limitation mission. In a message to his staff
Timpone insisted that:
1.	“Author aliases have been banished
from Blockshopper.com real estate
sales stories, the only place they
ever systemically existed.
2.	Author aliases were never a part of
the Journatic editorial systems from
which we produce news for clients.”
He then gave an interview to the Chicago Tribune in which he indicated
that the appearance of fake bylines on
articles provided to the paper by Blockshopper was due to an “oversight” on
Journatic’s part, and reiterated that the
practice of providing journalists with
pen names was not widespread. This
last assertion was soon proven to be
false, when barely two days after this
statement three other Journatic clients,
The Chicago Sun-Times, The Houston Chronicle and The San Francisco
Chronicle discovered fake bylines in
articles provided to them by Journatic.
The Sun-Times immediately terminated
its association with the outsourcing
company. Hearst, the publisher of the
Houston and San Francisco Chronicle
was a little slower in responding, but
was prodded into action by Poynter,
which learned that more than 350
Journatic stories published on the Houston Chronicle’s hyperlocal website
had fake bylines, the majority of which
named an imaginary “Chad King” as
the author.
Even more damning were the findings
of the Chicago Tribune’s review into
Journatic’s breaches of the Tribune’s
ethical codes. The paper’s executives
discovered that a piece written by
Journatic employee Luke Campbell for
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the Deerfield Triblocal “contained elements that were plagiarised and fabricated.” Consequently the newspaper
suspended its interaction with Journatic on 13 July and moved responsibility
for local news content back to the Chicago Tribune newsroom.
In the same weekend, Mike Fourcher,
Journatic’s Production Manager and
Head of Editorial, tendered his resignation. Writing on his blog under
the title “Why I Am Resigning From
Journatic” Fourcher maintained that
Journatic’s core principles were essentially “sound” but that the company
was mistaken in its attempts to “treat
community news reporting the same
way as data reporting.” Fourcher’s
criticisms of the company elicited a
cutting response from his former employer, in which a spokesperson insisted that Fourcher jumped to avoid being pushed. However, the concerned
voicemail message Timpone left on
Fourcher’s answering machine two
minutes after the latter handed in his
notice tells a rather different story.

Report of staff reduction
The whole affair has tarnished Journatic’s reputation and damaged the
company’s short-term business plans.
Instead of expanding, Journatic is reported to have laid off some of its staff
in early August, though further details
were not available.
And yet, despite these setbacks, it is
still possible that even after flouting
basic ethical and journalistic standards
and petulant attempts at discrediting
critics such as Fourcher and Smith, the
company will continue to find newspaper clients willing to overlook the recent scandal.

Journatic was originally able to attract
so many distinguished titles because
of the pressing need in the news publishing world to find ways of cutting
production costs. The need for higher
volumes of cheaper content is still a
pressing issue for the majority of news
outlets, particularly in the U.S., meaning that there is still a market for Journatic’s services. Furthermore, The Chicago Tribune has chosen to continue
its association with Journatic – disappointing perhaps, but hardly surprising
given that the paper’s owner, Tribune
Co. is an investor in the content provider. The Chicago Tribune Media Group
has hired a consultant to work alongside Journatic to bring about changes
in the way the company operates.
It would be easy to depict Journatic’s
CEO as an enemy of good journalism,
but Timpone is simply giving newspaper executives what they want. By far
the most shocking news to come out
of the affair was that the news titles
who have been using Journatic’s services for months or even years had only
just begun to scrutinise the content
published in their name. In the end it
took a whistle-blower from Journatic
to break the story that led to the exposure of the company’s poor standards
of journalism, not a member of staff
from one of the many papers served by
the content provider.
Newspapers have to find ways of reducing costs and becoming more efficient if they are to have any financial security and outsourcing aspects
of traditional journalism may have an
important role to play in this process.
However, this needs to be done in a
way that does not affect the quality
and reputation of news reporting, or
exploit under-paid workers.
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The Guardian’s social media
guidelines for its journalists
are available on its website.

Readers’ editor 2.0: Media accountability
and ethics in the age of social media

Stephen Pritchard is the Readers’ Editor of the Observer in the UK. He
is also currently serving his second term as President of the Organization of News Ombudsmen, a group of independent journalists who
work within newsrooms in newspapers, radio and TV stations around
the world. They believe they play an essential role in modern journalism – representing those who consume the news, reflecting their
views, correcting errors and reaching an independent adjudication
in disputes. Pritchard has been Readers’ Editor of The Observer since
March 2001. After several years working as a reporter and sub-editor
on regional papers, Pritchard moved to the London Evening Standard,
where he became chief sub-editor, before joining The Observer as production editor. He subsequently became Managing Editor and Assistant Editor.
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WAN-IFRA: What are some of the
major challenges that ombudsmen in
news publishing organisations have
seen in recent years?
Pritchard: I suppose that, as for other
journalists, the main challenges have
been the technological ones, in adapting to working online as well as in print
and in devising ways to adjudicate on
material that’s often quite transitory, in
terms of blogging and so forth. Also,
being able to swiftly correct material
means that we must make it visible online that stuff that has been properly
attended to and corrected.
WAN-IFRA: The major role of an ombudsman is to deal with readers and,
generally, the paper’s audience, which
is also the job of a community editor.
How do you separate reader representation from reader engagement? Or do
you?
Pritchard: That is quite a challenge.
For the most part the online community of outside contributors - people

The website of the UK’s Press
Complaints Commission.
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who comment, people who post - is
rather self-policing: people challenge
each other all the time in these forums
and if someone gets out of hand they
tend to be moderated away. We don’t
tend to get ethical problems necessarily from those because they are very
much a question of conversations between individuals on the sites. Where
ombudsmen tend to get involved is
much more in the professional journalism and how the newspaper presents
itself, both online and in print, and the
contribution from its own staff tends
to occupy my time rather then the contribution from those outside, who after
all are very often anonymous.

answer to that. I know journalists
who do get involved, who go into the
thread and engage readers in debates,
answer questions from readers and so
forth but I also know journalists who
often don’t do that because they get
tired of being insulted by people who
quite frankly are not brave enough to
put their names to their criticism.

WAN-IFRA: Some newspapers and
magazines host online debates and
chats between their journalists and the
public. Should journalists be encouraged to engage in conversation with
readers by answering comments below
their articles or they should keep a kind
of distance?
Pritchard: That’s a vey interesting
question and I’m not sure I know the

Pritchard: At the Guardian we have
defined a set of guidelines for staff
on how they should engage on social
media because it’s very easy for them
in the quick fire of social media to forget sometimes that they are associated
with the title of a newspaper. So they
need to remember that even though
they are writing on their Facebook
page or whatever, that their stuff will

WAN-IFRA: Moving onto the broader theme of social media, where the
boundaries between a journalist as a
public figure and he/she as a private
individual are thinner nowadays - what
are your recommendations for news
publishers regarding social media?
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Stephen Pritchard is serving
his second term as President
of the Organization of News
Ombudsmen.

be picked up and will be repeated as
though it is the voice of the Guardian or the Observer. The guidelines are
available on our website.
WAN-IFRA: Ethics and media accountability have been put under the spotlight
after the phone hacking scandal in the
UK and the subsequent inquiry by Lord
Leveson. What have those taught us?
Considering the ongoing fall-out from
the inquiry is there still a place for selfregulation or has that option been permanently damaged?
Pritchard: I do believe that self-regulation has been damaged by all this. The
British press has been trying for many
years to argue that it is its own best
regulator and the events of the last
two years unfortunately have shown
that we are very poor at regulating
ourselves: what we have done is to create a body called the Press Complaints
Commission which is not a regulator.
It has certain powers, it can oblige an
editor to publish adjudications against
a paper but it is not truly a regulator
in the traditional sense of the word. I
don’t know what Lord Leveson is going to recommend but I wouldn’t be at
all surprised if he were to recommend
something much more in line with the

broadcast media in this country, where
you have a statutory body established
by Parliament which then outsources
its operations to others so as to avoid
government interference while maintaining a statutory underpinning.
At the last ONO conference Steven
Barnett from the University of Westminster spoke on this subject, making
a very strong argument for some statutory underpinnings for the press in Britain. I am unhappy at the thought of it,
but I have also to accept that the British press has not done extremely well
in regulating itself.
Let’s take a look at the position of
the news ombudsmen in Britain: I’ve
been in this job for several years and
in that time there have been no other
appointments at other newspapers;
only the Guardian and the Observer
have full time ombudsmen. There is
a reader editor in Belfast, which is of
course good, but at the same time he
is a managing editor of the newspaper
so he can’t pretend that he is totally
independent. The Sun announced it
would have a readers’ champion or
readers’ editor recently but every time
I try to speak to that person I can’t get
through on the telephone so I’m not

sure if they really exist. There is not a
whole-hearted commitment to selfregulation in this country.
WAN-IFRA: Couldn’t this be an opportunity for the press to renovate and
show a new commitment to media accountability? At The New York Times,
an ombudsman was appointed after
the scandal involving Jason Blair, a reporter who resigned in the wake of the
discovery of plagiarism – might a similar response appear in the UK?
Pritchard: That’s true. The Leveson Inquiry has given me the opportunity to
talk about the advantages of having a
news ombudsman on the newspaper.
And I’m happy to say that Alan Rusbridger, the editor of the Guardian,
also strongly recommended that news
organisations should have an ombudsman. Now it may be that Lord Leveson
will make that part of his recommendations, and we hope he will.
After all you’ve only got to look at
Germany at the moment, where I understand there are six new ombudsmen appointed. ONO is trying to get
in touch with them to get them to join
us. We have a new member now in
Cyprus - when I was in Cyprus three
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years ago I was told that it was a nice
idea but that they couldn’t see anyone
being appointed in this role, but sure
enough one has been appointed. Pakistan has also got very interested in the
idea of having an ombudsman, and we
now have invitations to go to Pakistan
and talk about what we do. The rest
of the world seems quite comfortable
with this idea and indeed we may well
see several more appointments in the
next couple of years in other areas of
the world. But I don’t see British editors rushing to appoint people like me
in their newsrooms.
WAN-IFRA: How do you see the role of
ombudsman developing and spreading
over the next two/three years?
Pritchard: I would certainly see more
members in Europe, in Germany in particular and probably more members in

Pakistan. We just had a new member
in Bangladesh and a new member in
India.
The Arab world is quite difficult as the
job itself is after all in the end about being critical about your colleagues’ work
and this would be culturally difficult in
the Middle East. I think it will take a
lot longer there. Ombudsmanship is a
business of atonement in a way, facing
up to what you have done wrong and
that’s a very Western cultural thing.

maintain a link with your audience to
keep them loyal to you newspaper. So
to us it would rather be an extremely
good investment.
In some countries, such as Scandinavia
or the US, this does make complete
sense because they have a long history of it and they have seen that it
works. In Britain, although we have the
world’s oldest press, we have the most
competitive, jealously-guarded and ferociously arrogant press in the world
and it doesn’t take criticism easily.

Nowadays newspapers’ budgets are
very tight and editors are reluctant to
spend money on anything other than
‘story getters.’ I understand this argument but I would argue that newspapers cannot afford to be without a
readers’ editor because they increase
your credibility with you audience and

Useful links:
Guardian’s social media guidelines: http://www.guardian.co.uk/sustainability/media-responsibility-social-media-csr?INTCMP=SRCH
Press Complaint Commission: http://www.pcc.org.uk/
Organizations of News Ombudsmen: http://newsombudsmen.org/
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A

s newspaper publishers continue to develop
their digital products and services, they find
themselves facing a wide range of competitors. While these competitors increase the challenges
that publishers must overcome, they also frequently
provide useful examples of features and services that
news publishers themselves can bring into their own
offerings to give readers a richer, more interesting
and more engaging experience that will keep them
coming back for more.
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‘The role of the journalist
in SEO is changing’

T

oday’s digital newsrooms are
acutely aware that search engine optimisation (SEO), a term
that encompasses a range of tactics for
getting web content noticed and listed
high up in search results by Google and
its competitors, is not a magical gloss
that in-house tech experts can merely
apply to news articles after they have
been written. Rather, it is a skill set that
all journalists whose work appears online need to possess, and use to their
advantage, in order to remain competitive in the digital age.
“The role of the journalist in SEO
is changing,” said Eric Olander,
former Digital Editor-in-Chief for
France 24, an international news
network based in Paris.

“Optimisation should be baked in as
you’re creating the story,” said Olander; “it has to be done on the content
creation level because if you do it on
a secondary level you’re changing the
editorial structure of the story.”
“Now, when we run newsrooms, we
expect that the journalist has an understanding of SEO,” he continued,
“so that their headlines are optimised,
their ledes are optimised, and their first
paragraphs of text are optimised.”

Optimised how, exactly?
Here are 5 very basic rules for boosting
your article’s rank on Google’s podium:
• Align the keywords in an article’s URL
with those in the headline, lede, and
first paragraph.
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• When possible, favour keywords that
people are most likely to search for,
such as Barack Obama over POTUS.
• Bold keywords throughout the story
– “Google does recognize bolding,”
said Olander.
• Add metadata such as copyright information to images – Google reads
all of the text on the page, even that
which is hidden.
• Have between two and five external
links in your article – enough to be
connected, but not so many that
you look like you’re taking shortcuts.
“Google is very sensitive about having too many links because then it
looks like link bait,” Olander said.

Link bait?
“What Google is looking for is genuine
content; they’re not looking for people
who are intentionally trying to gain the
system,” he said.
“Google changes its rules and algorithms quite a bit, so none of these
rules are fixed; they shouldn’t be …
Google is always evolving its system in
order to get ahead of people who are
trying to fix it.”
Such search engine manipulators engage in nefarious practices known as
“black hat SEO,” which Google essentially considers to be cheating. Ploys
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Like its popular Doodles, above, “Google changes its rules and algorithms quite a bit,” says Eric Olander.

include flooding a page with keywords
that are irrelevant, or even ones that
are invisible to the naked eye because
they are written in white text on a
white background. Google keeps a robotic eye out for such malpractice, and
responds by blocking or penalizing the
sites in question.
In an interview with The New York
Times last year, the head of Google’s
Webspam team, Matt Cutts, offered
the following advice: “don’t chase
after Google’s algorithm, chase after
your best interpretation of what users
want, because that’s what Google’s
chasing after.”
An example of Google’s dynamism
lies in its Agent Rank patent, registered last spring, which many presume
will develop into a direct factor in the
search engine’s complex and mysteryshrouded algorithm. One of the motives behind such a project would be
to promote the original webpages on
which content appears above pages

onto which it has been “scraped” by
aggregators.
Frédéric Filloux, co-author of the Monday Note and Managing Director of
Digital Operations at French newspaper
Les Echos, commented on 8 July 2012
on the “transfer of value” that is taking place as technologically savvy pure
players such as the Huffington Post
train their journalists to write headlines
that generate traffic, and the traditional news organisations fail to catch up.
“Original stories are getting very little traffic due to the poor marketing
tactics of old-fashion[ed] publishers.
But once they are swallowed by the
HuffPo’s clever traffic-generation machine, the same journalistic item[s] will
[do] tens or hundred[s] [of] times better
traffic-wise,” Filloux wrote.
Asked whether pure players like the
Huffington Post would soon be dancing on traditional news organisations’
graves thanks to their superior SEO

prowess, Olander was circumspect.
“It’s not because of SEO necessarily
that the pure players are winning,” he
said.
“It’s easy to say, look at the Huffington
Post and Gawker, which have done exceptionally well. But in the traditional
players you also have some successes
– The [New York] Times is the secondlargest news hub in the United States,”
he pointed out, adding that news
agencies such as AP and Reuters have
also excelled at diffusing their content
through digital avenues.
“The traditional players have done
quite well in terms of generating traffic. Traffic has not been their problem,”
he said, citing monetization and legacy
costs as two of the primary challenges
facing established news organisations.
Olander also, however, acknowledged
a crucial difference in mentality: “Most
of the pure players recognise that
they’re dead without SEO,” he said.
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Launched during summer 2011, Google Authorship allows content creators to verify the authorship of their
content and build two-way connections between the work they produce online and their Google+ profiles.

All aboard Google Authorship,
the digital journalist’s SEO companion

A

verify the authorship of their content,
and 2) build two-way connections between the original work they produce
on the web and their Google+ profiles.

Launched along with Google+ in summer 2011, Google Authorship makes
it possible for “content creators” to 1)

Part of the initial idea was to stop
web pirates who scrape original content from other people’s pages and
drop it onto their own from hoisting
themselves above those whose work

s the wind picks up for Google
Authorship’s page rank implications, the oft-daunting
waters of search engine optimization
(SEO) seem poised to get a dash less
foreboding for digital journalists.
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they have pillaged in Google’s search
results. It also helped to lure media
people to Google+ with the promise
of richer, better-looking search result
snippets, including a thumbnail profile
photo and links, offering click-through,
rate-enhancing potential.
Throughout the year that followed,
the SEO community was awash with
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advice about Google Author Rank, an
elusive project whereby one’s credibility
as an author would have a direct bearing on one’s page rank.
Also referred to as Agent Rank, the
name under which the project’s patent is registered, Google Author Rank’s
supposed purpose sounds like every
web-writer’s dream: to make the quality of their content, and not mere SEOsuaveness, dictate which sites rise to
the top of the web’s most competitive
hierarchy, based on the Google Authorship system of verified digital signatures.
The formula is predicted to be as follows: the more socially authoritative
the “content creator” or “agent”
(substitute “journalist,” “blogger” or
“author” to taste) who digitally signs a
given post, the higher that page would
rank in Google search results.
In its patent for Agent Rank, filed on
11 May 2011, Google describes the
concept:
“The digital signatures can be used to
influence the ranking of web search
results by indicating the agent responsible for a particular content piece. In
one implementation, the reputation for
an agent is expressed as a numerical
score. A high reputational score indi-

cates that the agent has an established
positive reputation. The reputational
scores of two or more agents can be
compared, and the agent having the
higher reputational score can be considered to be more authoritative.
“… Assuming that a given agent has
a high reputational score, representing
an established reputation for authoring
valuable content, then additional content authored and signed by that agent
will be promoted relative to unsigned
content or content from less reputable
agents in search results.”
In order to glean further gossip from
those members of the SEO community
whose advice works best, the author
of this article searched “SEO Google
author” to see to which “SEO expert”
or “blog guru” the bots awarded first
place. The winning post was written
by Dave Ashworth for Raven Blog on 9
March 2012 (whose search result came
in the promised rich-text format indicating a Google Authorship profile, as
did 9/10 of the hits on the first page
of results).
Ashworth, an “SEO Executive,”
claimed to have first heard of Author
Rank in a 2011 keynote speech by
Matt Cutts, the head of Google’s Webspam team. He offered up the following quote from said address:

“Social is a good way to create a reputation for authors. If the reputation of
content authors is transparent, it will
make the whole web better.”
He also included a useful set of instructions for implementing Google Author
Rank, for those who (like me) found
the video embedded above endearingly impenetrable. Google also offers a
set of guidelines in its “Inside Search”
section (the second hit for “Google
Authorship, after the Google+ instructions).
It is worth remembering, before we
capsize from all the excitement, that
Google Authorship was not yet, as of
mid-July, a direct ranking signal that is
used by the search engine’s algorithms.
Google Authorship’s “#1 Authority”
Sagar Kamdar confirmed both the not
and the yet during summer 2012 in
a Q&A with Search Engine Journal’s
Grant Crowell: “We use over 200 signals to determine search ranking, and
although authorship is not currently
one of those signals, we hope to experiment with using information about
authorship as a signal in ranking in the
future,” he said, adding: “We’re working on a number of signals to identify
high quality authors.”
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Sparknews, left, launched at the end of May 2012 in
Paris, was inspired in part by events that began in the
1980s in Santiago, Chile, above.

Using journalism to spread innovative
ideas, solve the world’s problems

S

parknews, launched in Paris on
31 May 2012, is a “social startup” designed to harness the
power of journalism to spark positive
change in the world.
If that sentence had you reaching for
your idealism-dimming goggles, think
again. “We’re not talking about ‘good
news’ journalism, like the prince’s wedding or ‘today a baby panda was born
in a zoo,’” specified Sparknews founder Christian de Boisredon in an interview with WAN-IFRA. “There are websites where they only deal with good
news, and why not? But that’s not our
target…we are interested in concrete
solutions.”
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The goal of Sparknews is to help
faciltate the diffusion of good
ideas, such as $2-$3 pair of universal glasses that adjust to fit 93
percent of prescriptions.
Labeled the “YouTube of solutions” by
French news site Telerama, Sparknews
is a digital platform that aggregates examples of what it refers to as “double

impact journalism:” articles and videos that do not merely point out the
problems that plague our society – “a
very important role of the media,” according to de Boisredon – but go one
step further by presenting solutions,
or partial solutions, to these problems.
The goal is to facilitate the diffusion
of good ideas that others may then
be empowered to replicate, such as a
wheel-shaped “Q-Drum” that makes it
easier for individuals to transport water
across long distances, or a $2-$3 pair
of universal glasses that adjust to fit 93
percent of prescriptions.
The start-up was sparked by a story:
“two French guys were in Chile in the
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1980s,” began de Boisredon. “During
the week they were working in a bank,
and on the weekends they were volunteering in the slums of Santiago,” he
continued, going on to describe how,
one day, they read an article in French
newspaper Le Monde about Muhammad Yunus, who is considered the father of microfinance. Finding Yunus’
ideas brilliant, they decided to replicate
them by founding the first microcredit
bank in Chile. In so doing, they helped
to create 30,000 microcredit businesses, generating 100,000 jobs.
“The most incredible part of this story
is that the journalist doesn’t even know
it,” marveled de Boisredon. “The question is: who created those 100,000 jobs
and changed the lives of 100,000 families? Of course the French guys played
a role, but the first spark was the article.” The two “French guys” in question are de Boisredon’s brother, Hubert
de Boisredon, and his friend, Laurent
Marbacher. “That’s how, when I was
14 years old, I realised the impact of
journalism,” concluded de Boisredon.
The Sparknews website, whose catchphrase is “channeling solutions,” is divided into 23 thematic channels, from
education and urbanism to new technologies and health. Individuals, journalists, activists and social entrepreneurs are invited to post, embed or link

to videos or articles originating from
news organisations, institutions or the
general public that present concrete
solutions to important issues.
In the top left-hand corner of videos,
it is marked whether they are media
content, institutional content or public content, so that viewers can add
salt accordingly. Funding will come
from category-specific partners, such
as Véolia eau, from which Sparknews’
editorial content will have “total independence,” according to de Boisredon.

Useful to journalists
Sparknews is intended to be useful to
journalists on several levels: as a different route through which to broadcast
their work, as a source of inspiration
for fresh story ideas, and as a forum
through which like-minded individuals can communicate. They are also
offered the opportunity to take part
in a competition, whose first prize is
10,000 euros in grant money.
The website, which attracted approximately 200 contributors in its first 20
days, according to de Boisresdon, is
only the starting point for Sparknews.
Another initiative in the pipeline is an
“International Solutions Day.” Following a successful project with French
newspaper Libération known as “le
Libé des solutions,” in which the cover

and two thirds of the content of one issue per year are dedicated to solutionbased journalism (and the issue sells
extremely well, according to de Boisredon), Sparknews intends to hold a
day early next year upon which media
partners from 20 countries around the
world will put out special editions, supplements or broadcast programming
devoted to solution journalism.
The international content would be
shared among media partners, who
would offer advertising space in exchange that Sparknews could sell to
finance the project, said de Boisredon.
“The idea is to make a huge buzz on
social media so everybody will want to
buy this issue on the day – so the idea
is also to increase sales and change the
world,” said de Boisredon.
Telerama characterised de Boisredon
as a “dreamer with pragmatic tendencies,” a description he accepts. “I am in
a way a dreamer because I believe that
articles and news stories can change
the world,” he said. “The problem
with the population today is that they
all feel that it’s too late, and that there
is nothing to do – I think that if the
media talk about solutions more often,
it will make people think that we can
solve a lot of the problems.”
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Narrative Science, left, and Newsblaster, above, use
algorithms to generate news content.

Computers as journalists – algorithms
gaining ground in newsgathering

I

t sounds like the stuff of futuristic
science fiction, but article-writing
robots are very much a 21st century
trend. The practice of using algorithms
to generate news content has existed
for some time but the technology behind them has become increasingly
sophisticated, leading to fears in some
quarters that one day newspapers will
be almost entirely staffed by untiring,
uncomplaining computers. At present,
algorithms are particularly suited to
producing articles for statistic-heavy
subjects such as sports and finance,
but as our lives become increasingly
dominated by data, computer writing
systems will extend their range.
Narrative Science, a company that
turns data into readable articles, is
arguably at the forefront of the robot
revolution. In the two years since it was
officially launched, the Chicago-based
team of 30 staffers has managed to at-
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tract illustrious clients like Forbes with
the quality of its automated journalism
software. Developed by Stuart Frankel,
Kris Hammond and Larry Birnbaum between 2009 and 2010, Narrative Science promises media and publishing
companies “an innovative and costeffective solution for creating highquality, timely stories.”
Using Quill, software that integrates
Artificial Intelligence and Big Data
Analytics, the company is able to produce articles that read as though they
were penned by a flesh and blood author. After collecting high-quality data,
Narrative Science’s algorithms must
then place that data within a wider
understanding of the topic. Narrative
Science’s engineers develop a set of
rules that govern each topic, so that
the computer systems are able, for
example, to understand the criteria required for a team or individual to win

in any given sport. The next step is to
transform the resulting deductions into
text, for which the company employs
a team of “meta-writers” – journalists
who work alongside the company’s
engineers to produce a set of templates that give the story its “angle,”
the most interesting element of the
event it is writing up. To construct sentences, the algorithms draw on topicspecific lists of vocabulary provided by
the meta-writers, and then place these
sentences within pre-set article frameworks.
Clients are also able to select the tone
in which articles are to be composed,
flitting between straightforward reporting, irreverence, disbelief and
breathlessness as the situation dictates. The result is a report produced
within seconds of an event occurring,
that is virtually indistinguishable from
the work of a trained journalist. For
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each article of 500 words, Narrative
Science charges $10; needless to say,
a journalist with bills to pay and food
to buy would not be able to compete
with such low charges.
Unsurprisingly, algorithms have incited
strong reactions from many quarters.
Wired’s Steven Levy is not alone in
thinking of them as “potentially jobkilling technology,” while others fear
the negative social impact of articles
that could one day be tailor-made to
suit the online interests and habits of
each individual reader. Journalist and
social commentator Evgeny Morozov
fears that the desire to use algorithms
to increase the individualisation of
journalistic content would lead to readers being trapped in a “vicious news
cycle,” prevented from engaging with
different viewpoints and opinions.
Pioneers of the “robonews” technology are quick to assert that they are not
in the business of replacing journalists.
Professor Kathy McKeown, Director of
Newsblaster, an algorithm dependent
news aggregation site developed by
the Columbia Natural Language Processing (NLP) Group, insists that the
technology she uses in her projects is
not intended to do away with professional reporters. Newsblaster “reads” a
number of news sources and synthesises them to produce a well-written
summary of topics hitting the headlines each day.
In the 11 years that the automatic
weblogging site has been running, reaction from the journalism world has
been largely positive – probably because most reporters realise that without their articles Newsblaster would
have very little to aggregate. McKeown has received several invitations
from Columbia’s journalism school to
discuss the site with students of Computer Science and Journalism who are
interested in digital media. According

to McKeown, Columbia’s new institute
for data sciences and engineering will
be interdisciplinary, involving multiple
schools at the university’s campus, and
could see an increasing number of prospective journalists being exposed to
and innovating with algorithm technology.

Further developments
Already there are signs that algorithms
are being developed to perform ever
more advanced journalistic functions.
Funding permitting, McKeown would
like to develop Newsblaster’s question
and answer capabilities, saying: One
of the things that we’re doing now is
that we’re using it for research, collecting the summaries that we built over
periods of time to do other kinds of
things. For example, we’re using all the
summary article pairs to generate data
to be able to answer questions about
events.” Ideally the professor would
also revisit a multilingual version of the
news sight that was trialled a few years
ago. For a period of four years, Newsblaster was able to draw from 10 or 15
different languages, then with the help
of online translators present a summarisation page in English. Newsblaster
would show a page of all the news in
the world in English but would also allow users to drill down to the source
language to see the original language.
Over at Narrative Science, Hammond
and co. have even greater ambitions.
The company’s founders are professors
of both journalism and computer sciences, and like true journalists hope
that one day their software will be able
to break major stories. Hammond has
boldly claimed that “in five years time
a computer program will win a Pulitzer
Prize – and I’ll be damned if it’s not our
technology.” Previously he has also
suggested that by 2027 more than 90
percent of news would be written by
computer algorithms. Although it may

seem that Hammond is throwing down
the gauntlet to traditional journalism,
he is adamant that the world of reporting is, or will be, big enough for all participants. Rather than ousting journalists, algorithms will continue to cover
subjects that journalist have neither
the time nor the inclination to follow,
like local school sports events.
Still, for Hammond’s predictions of
computer dominance to come to fruition, algorithms will first have to shake
off the stigma that continues to hamper
them. Examples of publications willing
to admit using computer-generated
content are rare. Although titles such
as Forbes are happy to admit to using
articles provided by Narrative Science,
the plethora of articles written about
the company frequently mention that
other clients in the news publishing
business were unwilling to go on the
record to admit to being clients. News
outlets perhaps fear that readers will
not connect with articles lacking a genuine a human touch, no matter how
much effort companies go to mimic a
human tone. Reader-aversion could be
an impediment to any widespread use
of algorithms to process non-statistical
information in the future.
Regardless of whether or not they
will one day be capable of producing
award-winning prose, automatic writing systems could turn out to be something of a blessing for news organisations and their journalists. The Big
Ten Network’s website, dedicated to
university sports in the U.S. saw traffic
increase by 40 percent between 2009
and 2011 after employing Narrative
Science to write its post match reports.
News titles struggling to attract both
reader and advertiser revenue may
ultimately find that turning to lowcost algorithm services could generate enough income to bolster editorial
projects and employ greater numbers
of (living, breathing) journalists.
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“We don’t own content; we don’t
sell content -- we essentially try
to make that content useful,” says
Mark Little, Founder and CEO of
Storyful.

‘YouTube will become the destination;’
An interview with Storyful’s Mark Little

Storyful is, according to Founder and CEO Mark Little, “the first news
agency for the social media age.”
Part tech start-up, part wire service, Storyful is powered by a small
team of professional journalists positioned around the globe – from
Dublin to San Francisco and Hong Kong – who work as social media
“field producers,” using a combination of algorithms and human skill
to pick up early warning signals of breaking news, pinpoint sources on the ground, decide which of their
tweets, photos and videos are “actionable,” and feed this verified social content to an influential roster of
clients, including The New York Times and ABC News.
As the countless news organisations plunging into online video strive to find their legs on YouTube, Storyful’s
ability to discover and validate citizen footage grows increasingly relevant.
In a conversation with WAN-IFRA, Little, whose 20-year career in journalism has included serving as a foreign
correspondent, as a Washington bureau chief, and as a prime time news anchor for Ireland’s national broadcaster RTE, imparted wisdom on the challenges of working with citizen sources, on the shift from control to
collaboration in the digital realm, and on the future of video news.
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WAN-IFRA: Please elaborate on the
idea you put forth in your article “Truth
in the Age of Social Media” (published
in Nieman Journalism Lab’s Summer
2012 Report), that “authority has been
replaced by authenticity as the currency of social journalism.”
Mark Little: Years ago, the first thing
I would want to do when I hit the
ground in a foreign country was to interview a minister of the government,
interview a local journalist, and interview an academic to tell me about the
political situation there. When I started
off in journalism, we would judge our
sources by the level of seniority. The
closer you got to the centre of power,
the better the source. Now, if I hit the
ground virtually, in terms of analysing
the conversation in the country, I want
to find the person who is influencing
public opinion most– who is actually shaping the conversation because
they’re close to an event, or they have
a particularly compelling point of view.
Authenticity is so much more important
these days than the label that you attach to your name, or the position you
hold within an organisation. The social
web has demonstrated this truth, and I
happen to think it’s liberating, because
it means that people won’t all sit in
Washington D.C. by the Beltway and
analyse the mood of America– we’ll actually get out there and talk to the people who are shaping the conversation.
WAN-IFRA: Could you please describe
the model you’ve built for gathering
news from authentic sources in a region such as Syria?
Little: We have essentially built data
sets. We start with Twitter: we make
a list on Twitter with all of the people
that we feel have proven themselves to
be authentic sources. We then have a
piece of technology that allows us to

examine the networks that they are
connected with, so our algorithms kick
in and tell us who the most authoritative sources within that network are.
The next step for us is to extract the
content that’s trending among those
people, so for example we can extract
the content that’s coming out of their
Twitter conversation. We also have a
set of Facebook accounts that we will
monitor on a regular basis, and we have
RSS feeds feeding us YouTube accounts
that are regularly updated with content.
As the Syrian conflict has developed,
there is a much more sophisticated network of activist groups who we’re in
contact with, who essentially have become much better in helping us to establish the veracity of certain video. We
started to see a couple of months back
that they would hold up signs showing the date; point their cameras at a
key landmark to help us identify it; and
they would also have a whole range
of people who are outside of Syria, for
example in Kuwait, Cairo, Beirut, who
will help us to translate and distinguish
between certain accents.
It began in Tunisia at the beginning
of 2011 when we were watching a
hashtag. It’s got to the point now
through a combination of engagement
with key sources, human judgement
– that’s our judgement as journalists –
and artificial intelligence where we can
essentially have a very sophisticated
discovery and validation network.
I think we’re starting to see how the
next generation of journalists will be
able to deliver and build the most authentic contact book. Twenty years
ago, I used to literally have a book
where I had all my contacts written
down – the ones I trusted. Now we
can do that through a combination of
technology and journalism, and also
engagement with the most connected

people on the ground. That’s why I believe as a long-time journalist that this
is a golden age – I’m better connected
now, through Twitter and YouTube
than I was as a foreign correspondent
actually in Iraq and Afghanistan.
WAN-IFRA: What are some of the
hallmarks of manufactured or manipulated content, or content that is trying
to push a message in a way that is dishonest or disguised?
Little: Well, first of all there are the opportunists – the hoaxers – who will, for
example in the case of a flood or an
earthquake, pass off old footage and
say that it’s current. In the past we’ve
seen many news organisations falling
for that kind of hoax. I don’t know why
they do it – I think it’s a community
of people who love to see the media
make a fool of themselves, and I think
they are very active, particularly around
major news events or natural disasters.
I think there’s a second group of people
who are politically motivated to try and
push a particular line. We’ve seen examples of that during the Arab Spring:
YouTube accounts set up by allegedly
‘ordinary’ people, who are pushing a
pro-regime line. So if they’re supporting the current regime in Syria they’re
saying, “here’s a video that describes
atrocities committed by the rebels.”
And what we find out in some cases
is that it can be an elaborate hoax. We
had a video last year in which there
was allegedly a person being buried
alive by Syrian soldiers. After some investigation we changed to the conclusion that it was most probably a hoax.
It took us several hours – nearly a day –
to establish that. We’re seeing increasingly sophisticated attempts by political
organisations, sometimes state or prostate organisations, to try and fool or
discredit the established media.
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Finally, there are physically altered videos where smoke may be thickened, or
where certain things will be added. In
those cases, I think technology is catching up. So I would describe it as a bit
of an arms race, where our ability to
detect hoaxes is developing quite rapidly, but then again, the people who
are committing the hoaxes are also
developing their technology quite rapidly. Every time we find a way to detect
something, the hoaxers seem to find
ways to try and promote it.
Part of the problem here is that people are not held to account for things
they might do within YouTube in the
same way they would be within the
established news media, because there
is not the same level of scrutiny, there
is not the same level of established
standards, and there is not even the
same level of legal accountability. In
the absence of all that, we have got to
work much harder to establish truth–
veracity – and I suppose that’s a challenge that we’re taking on in Storyful.
WAN-IFRA: The Pew Research Center’s study on YouTube’s growing significance within the news industry
(published in July, and to which Little
responded with a Storyful blog post
entitled “What makes YouTube’s news
audience click?”) speaks to the fact
that a clear set of ethical standards has
not yet developed for attributing citizen video content. Why do you think
this is, and how can it be resolved?
Little: I think the problem is that there
hasn’t been up until now a journalistic force in the YouTube ecosystem. A
lot of the partners on YouTube are essentially trying to promote their own
brands – understandably. Some of
them do it very well, and I think some
of them make a huge contribution to
citizen journalism – like Reuters, The
New York Times, the BBC – but I think
at the moment what we’re missing is a
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common standard on the use of user
content within their own products.
There is such a competitive urge right
now for everyone who is in digital
publishing to try and use YouTube as a
source, and you’re seeing what may be
called ‘grey areas’ – they’re not exactly
unethical, but they’re certainly not best
practice. That is, for example, where
certain established broadcasters will
simply take a YouTube video and put
their own logos and brands on it. Some
of them are quite happy to include a
credit to the uploader, but I think the
problem is that many digital publishers and broadcasters just don’t like the
idea of having to put a credit up on
their broadcast.
There are so many different standards
for different broadcasters and digital
publishers – I think it might be time to
try and agree on a format by which the
original user is credited.
WAN-IFRA: How do you credit sources
at Storyful?
Little: We have an agreed form of
words that we put to every uploader
that we talk to. So, for example, we
might find a video of a tornado in Kentucky. We find the video – we connect
with the uploader, and we ask them
if it’s okay for news clients to use that
video in return for a credit to the uploader. And then what will happen is
we’ll take that video and connect with
ABC News in let’s say New York, and
that morning if they ran that video on
Good Morning America they would include a credit to the original uploader.
So what we’ve done there is we’ve acted as a mediator between the original
user who posted the content and the
broadcaster, and we’ve established the
basis – the permissions – by which that
video can be used.

In most cases, probably about 95 percent of all the people that we talk to,
the uploaders are quite happy just to
see their name in lights – to see ABC or
The New York Times or any one of the
people we work with use their video,
as long as they properly attribute the
uploader. So that’s the standard that
we start at.
Other people want to get paid, which
we respect. In that case we will always
tell the broadcaster or the publisher
that we work with that they will need
to go to the uploader and sort out
money, or sort out rights.
In certain cases we know that video
has been put up on YouTube by campaigns, by humanitarian groups, by activists, by law enforcement, who want
it to be seen by as many people as possible. In that case we feel it’s publically
acceptable for as many people to use
it, as long as they attribute it.
We are starting to see three categories
emerging:
• Establishing clear attribution – to
recognize the uploader’s ownership
rights but also allow the broadcaster
to use that video.
• The emergence of a rapidly growing
group of people who are professionals, who would like to see payments
for their video.
• Huge growth in what I would call
public video within YouTube, and
that is people who are trying to push
their message out through the YouTube ecosystem.
WAN-IFRA: In the case that a source
does want to be paid, how involved do
you get?
Little: We have some people who
are helping us on a regular basis, and
we will offer some financial return for
things like translation – for services
they may provide. We don’t buy video
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and we don’t pay any money to activists. We don’t try in any way to pay for
help they may give outside of basic
professional services.
What we do try to do is, if a journalist in an established news organisation
wants to use their video, or wants to
engage them professionally, we provide Skype details or Twitter handles
to make sure that they can make that
transaction. We don’t get involved;
we’re not a brokerage or news agency
in the traditional sense.
We don’t own content; we don’t sell
content – we essentially try to make
that content useful. We want to help
the 5 to 10 percent of our network
[who require payment] build a model
where they can sustain the quality journalism that they’re doing, but we don’t
want to be in a position where we’re
profiting from citizen journalism.

We can obviously hide the source in
terms of not broadcasting the name of
an individual to our partners, who can
then come to us and say, “How do you
know?” and we provide them with as
much data as we possibly can. We’re
there to provide all the meta-data to
make that content useful. Certainly if
we’re asked to restrict the details for
the security of the uploader, we will do
that, and we certainly did that during
the early stages of the Syrian uprising,
where we had sources in Damascus
and other towns, who were in personal
contact and who asked us to do what
we could to make sure that their identities were not released or were not
made public.
WAN-IFRA: How do you see online
news video content developing in the
short, medium and long term?

Little: We are very much a business-tobusiness service. That is, we will reveal
as much as we know about a video to
our broadcasters and partners, and allow them to broadcast or use that video
according to their own editorial standards. Some are quite happy to push out
a video as quickly as they get it; others
have very rigorous standards by which
they use it, including masking the identity of people who might be at risk.

Little: I think in the short term, most
news organisations that try to get into
video are going to find the financial returns disappointing. There are going to
have to be a couple of years of learning what the right formats are. I think
personally that the more authentic the
video that you’re showing – the rawer
the experience – the better. The Pew
study showed that the most popular
news videos viewed within YouTube
didn’t feature a personality, like a presenter, or an individual politician; they
were videos about an actual event. I
think that’s the emphasis I would be
putting in the future – finding the most
authentic videos of events that people
are compelled to watch.

At the moment I think there are very
few ways of properly protecting identity. That’s why YouTube’s initiative
[launched July 18] to help activists
blur the identity of people in video is
hugely helpful for us. We don’t have
the resources to carry out that level of
protection.

I do think that we’ll probably in the
longer term see increasing partnerships between YouTube and publishers, where there may be ways that
YouTube can help their partners make
a bigger impact, deliver perhaps even
higher advertising revenues from the
YouTube ecosystem, but that’s prob-

WAN-IFRA: On the opposite side of
the spectrum, what are some of the
measures you take to protect the identity of sources?

ably a medium-term goal; I don’t think
it’s going to happen overnight.
And in the long term, I really feel, and
I’m probably stepping out on a limb
here, that YouTube will become the
destination. It will become the place
where people go in the first instance
to consume news in the world, particularly video news. They won’t go
necessarily to a broadcaster’s channel
on YouTube; they will seek out a much
broader experience.
The winners, I think, as we go forward long term, are going to be the
newsrooms and the journalists who
recognize the value of curation – of
essentially bringing together all of this
vast amount of video – we’re talking
72 hours of video every single minute.
Journalists are needed more than ever
within the YouTube ecosystem to help
curate and make that useful, to come
up with the ethical standards, to come
up with the solutions to the oversupply
of information. Long term, the people
who can do that and who do that in
partnership in YouTube are the people
who are going to see a thriving business.
There are a lot of issues to be decided
– it’s going to be a difficult transition–
but the key understanding here is that
journalists can no longer have ownership over scarce content. Now they
have to be the managers of an overabundance of content that at the moment is confusing to most users. The
people who make that less confusing
and more useful are going to be the
people who win; the people who think
they can own content going forward in
a proprietary way are, I think, the people who are going to be the slowest
to adapt, and possibly the people who
don’t adapt at all.
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