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PREFACE

Some concepts used in this book have come from research that I have
previously published. None of these publications has been repro-
duced in part or in total in this book. Discussion of the Arab Spring in
Chap. 3 draws upon concepts from the book chapters ‘Journalism dur-
ing the Arab Spring: Interactions and Challenges’ and ‘War of Worlds?
Alternative and Mainstream Journalistic Practices in Coverage of the
“Arab Spring” Protests’.

Discussion of the relations between social media managers and jour-
nalists in Chaps. 4 and 5 draw upon concepts from the journal article
‘Don’t Tweet This! How Journalists and Media Organisations Negotiate
Tensions Emerging from the Implementation of Social Media Policy in
Newsrooms’.

Discussion of journalists’ representations of personal and profes-
sional identity on social media in Chap. 6 draws upon concepts from
the journal article ‘From “Selfies” to Breaking Tweets: How Journalists
Negotiate Personal and Professional Identity on Social Media’.

These inclusions are referenced in the text of the chapters.

Hawthorn, Australia Diana Bossio
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CHAPTER 1

Journalism and Social Media: An

Introduction

It’s 1997 and you are starting a typical workday as a print journalist.
You arrive at the newsroom and grab the day’s newspapers to check the
headlines. You greet colleagues from the separate online and newspaper
teams and then check your landline for messages. You talk to the chief of
staff about the day’s events, and after the morning’s editorial meeting,
your day is organised around getting to media events, talking to sources
on the phone and following up potential leads. You will submit up to
ten stories for publication in the newspaper by the late afternoon, which
might later be ‘shovelled’ onto the news website. You love your job, but
you’ve heard a lot of worrying things about the future of newspapers.
Cadetship entry to the newspaper has been slashed this year, new jobs
are scarce and the future of classified and commercial advertising revenue
looks uncertain. A lot of journalists are talking about re-skilling or mov-
ing on to professional communication roles, and overall the industry is
feeling the tension of an uncertain future.

Now fast-forward 20 years to 2017.

Your typical workday as a journalist starts the moment you wake up.
You check your smartphone, clicking immediately on Facebook, Twitter,
Instagram and Snapchat to look at a mix of personal and media-related
profiles. Over breakfast, you check content that has already been posted
by your news organisation and compare it with what is trending. You
post a few comments on your personal Twitter profile, which has 1000
followers. Then you switch to your separate professional Twitter pro-
file, which has 8000 followers, and share a few links to your media
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organisation and post a quick snap of your breakfast. Once you get to
work, you greet the small team—mass redundancies in the mid-2000s
have resulted in a lean organisation, and your colleagues now work
across print, online and social media. Newspaper operations have been
largely scaled back, with fewer pages, more lifestyle content picked up
from freelance labour and the publication of more syndicated news. Low
cadet numbers are now funnelled into video and mobile content roles,
where numbers have doubled. A major media event means you will take
responsibility for live updates on both the organisation’s Twitter account,
as well as ‘express news’ on the website. You might only work on two
or three stories, but you will be responsible for updating them con-
stantly, optimising both for lunch and commute-time reading on mobile
devices. You love your job, but you’re concerned that your attention is
increasingly divided, and that your professional labour extends into your
personal time. Overall, the industry is feeling the tension of being in
transition—the opportunities for online and social media reportage seem
exciting, but no one knows how these opportunities will translate into
‘professional journalism’.

There are only two things that have not changed since journalism
entered into social media environments—the durability of journalism as
a profession and the uncertainty of its future. When the possibilities for
online journalism were beginning to be realised more than 20 years ago,
traditional journalism was seen to be under threat. Online news creation
and distribution shifted journalists and their audiences away from the
traditional ‘one-way’ communication model typified by newspaper and
broadcast journalism. Citizen and other ‘non-professional’ news con-
tent creation, information abundance and new online-enabled technolo-
gies increasingly characterised news reportage (Livingstone and Asmolov
2010), leading to pressure on journalists to be multiskilled and engaged
across platforms (Cremedas and Lysak 2011; Saltzis and Dickinson
2008). Classified and commercial advertising revenue suffered a sharp
downturn and job cuts meant increased productivity pressures on jour-
nalists, who were asked to publish news and opinion in more formats and
more quickly than ever before. This industrial tumult led some to predict
the ‘death’ of journalism (Altheide 1994 ) and the dominance of amateur,
opinion and tabloid journalism.

While the doomsday predictions have faded, there remains much
uncertainty about journalism: what it should look like, who should do
i i i Id be. The introduction of social
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media to journalistic work came at a time when journalism was already
in a state of transition. In the ‘Web 1.0’ phase, journalists and news
organisations adjusted to the demands of the 24-hour newsroom, and
re-skilled to create multiplatform content and streamlined newsrooms.
But then social media’s popularity exploded. Coupled with the techno-
logical advances in smartphones and tablets, social media is now where
audiences are predominantly posting, finding and sharing news and
information. ‘Web 2.0” has meant sociality; websites and blogs gave
way to micropublishing, short messages, geolocational sharing, image
dominance and a focus on individual engagement. Stories became ‘viral’
through individual ‘likes’ or the popularity of an issue, trend or hashtag.
Just when journalists thought they understood online news reportage,
social media changed the rules.

Social media platforms and their associated characteristics, politics and
cultures are becoming increasingly influential in the production and dis-
tribution of news. This book explores some of the changes that the use
of social media has brought to journalism, focussing on its impacts on
individual professional practice, organisational processes and roles, and
the larger institutional understanding of journalism as a profession. I
argue that the impact of social media on journalism can be seen through
the complex and interconnected relations, practices and professional
boundaries that seek both to innovate and delimit the ways in which
social media can be used in a news context. Thus, the role of social
media platforms in the changing professional landscape of journalism is
discussed both in terms of the changes brought to journalistic practice,
and the way in which journalistic use of social media has impacted on
particular uses of these platforms.

The aims of this book are to:

e Critically analyse the new challenges and opportunities that have
emerged for practitioners, organisations and the profession overall
as a result of the increasing use of social media in journalism;

e Understand how these changes influence, and are influenced by, the
interconnections between individual practitioners, audiences, organ-
isations and larger institutional norms; and finally,

e Use these understandings to provide a conceptual framework with
which to understand the ways in which the constitution of journal-
ism itself is changing in social media environments.

Ol LAC U Zyl_ﬂbl
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The conceptual approach of the book is not simply to describe changed
journalistic practices, but also to encapsulate a complex relationship of
technical, organisational and institutional influences that have occurred
due to the increasing use of social media to investigate, produce and dis-
tribute news. This approach foregrounds journalistic use of social media as
part of dynamic processes based on relationships in particular social, pro-
fessional and organisational contexts, rather than solely the consequences
of corporate or technological changes and trends (Garcia et al. 2009).
Thus, the larger institutional understanding of journalism and how it is
constituted can be analysed as a result of the many different individual and
organisational influences on its institutional boundaries as a profession.

Much of the research conducted about social media use by journal-
ists or news organisations has focussed on the new practices used to find,
research and present the news (Sacco and Bossio 2017; Domingo et al.
2008). Researchers have analysed social media use in journalism primar-
ily as a way to increase audience participation and dialogue (Hermida
and Thurman 2008; Sheffer and Schultz 2009) or to distribute content
instantaneously (Messner et al. 2012). Other studies have investigated
the potential of social media as a new form of journalism (Heinrich
2011; Hirst and Treadwell 2011; Hjort et al. 2011). Some research has
also centred on journalists’ professional identities and associated val-
ues and norms in relation to social media (Lewis and Westlund 2015;
Lasorsa et al. 2012). While this research has already shown the positive
and negative impacts of social media on ‘doing’ journalism (Diakopoulos
etal. 2012), less attention has been given to the wider transitions occur-
ring across the journalism as an institution—the ways journalists, their
organisations and institutions have been impacted by and, conversely,
impact the use of social media platforms. Less attention has been paid
to the relations between various journalistic ‘stakeholders’, whether they
are managerial, editorial, or the global audiences with an interest in jour-
nalistic use of social media. Similarly, the myriad institutional changes
occurring as journalists’ professional mission, routines, and relationships
with audiences go through significant and dynamic transformation have
rarely been discussed in detail. Thus, journalism scholars and students
will benefit from an exploration of the interrelations between the indi-
vidual practitioners, the organisational structures and policies, as well
as the larger institutional norms and ideologies that frame journalism.
Journalism and Social Medin reflects on the specific contexts in which
j i intersect and interact.
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This approach is admittedly ambitious in its scope and, of course, can-
not analyse every interconnected influence on contemporary mainstream
journalism practice. There are many topics that are important to the
study of journalism that cannot be covered in this book, not least the
issue of how and whether professional journalism will exist in the future.
This book does not have the scope to make predictions about the future
of journalism, such as theories for improved business models, or social
media practices that might support professional journalism in future.
Instead, the book aims to forward a kind of ‘history of the present’, illus-
trating some aspects of individual practice, organisational frameworks
and institutional ideologies that indicate how journalists and journal-
ism are transitioning into social media environments. Furthermore, the
use of case studies and examples in this book is meant to be illustrative
of arguments made in individual chapters, but cannot be generalised to
journalism practice overall. At the very least, resistance and innovation
in changing media environments should illustrate the complexity of indi-
vidual professional, organisational and cultural changes in journalism.
Indeed, focussing on the complexity of these interconnections means this
book is neither celebratory nor pessimistic about the changes that social
media has brought to professional journalism, nor deterministic about
the influences and uses of social media affordances overall.

DEFINING THE EVERYDAY NORMS OF JOURNALISM

This book focusses on the everyday practices of professional journalism
in the western, liberal tradition: the decisions, relationships and prac-
tices that connect to produce daily news content. Much of the research
about journalism and social media does not focus on the everyday,
ordinary practices of news work; instead, extraordinary media events
or highly innovative journalistic practices are foregrounded as an illus-
tration of the transformative potential of social media. While this is of
course, important, this book suggests that the transformation of journal-
ism can be seen in the daily use of social media that either extend or limit
various organisational and institutional structures, policies and profes-
sional boundaries. Extraordinary events such as the Arab Spring or the
#Blacklivesmatter movement bring innovative examples of the impor-
tance of social media to the larger aspirations for news is production and
distribution. However, the approach of this book concerns itself with
i i ieve a more nuanced understanding
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of journalism in transition—that is, the ways social media affordances
and cultures have been influenced and negotiated at the everyday level of
news production.

This book focusses on journalism practised by ‘professional journal-
ists’: those whose professional practice is based on paid news work—find-
ing, researching, reporting and disseminating news on various platforms
for a news or media content-focussed organisation. Much debate exists
about the defining characteristics of journalism; it has been variously
called a craft, a profession and an ideology. Indeed, the boundaries
between what constitutes ‘true’ journalism have always been, and will
continue to be, blurred (Carlson and Lewis 2015). Following Dcuze
(2005, p. 446), I define professional journalism as an occupational ide-
ology, which typifies norms of practice and behaviours that structure
professional work and validate a particular social status. This ideology
provides the framework for journalism as a social institution and the
privileged social status journalists claim to represent news to audiences.
In this book, the distinction of professional journalism is not intended
to create a hierarchical division from some of the excellent amateur, citi-
zen, activist and unpaid journalism that is occurring online and on social
media (see Bebawi and Bossio 2014, for further discussion of these types
of journalism). Rather, the focus on professional, paid journalism allows
further investigation of the everyday organisational, professional and
institutional structures that regulate and delimit the use of social media.
At times, this book will also refer to ‘legacy’ or ‘mainstream’ media or
journalism, mostly to create an opposition between workers and organi-
sations that are historically and contextually framed by a one-way broad-
cast model of news production, and the newer digital, online and social
media-focussed organisations and practices. While this book focusses on
the transition of professional, paid and mostly traditional legacy journal-
ism practices and organisations, empirical evidence within the chapters is
sourced from a number of different news contexts; examples of profes-
sional journalism can be found within legacy news organisations, like the
BBC, as well as smaller disruptors, like Vice.

In the context of journalistic practice, ‘everyday’ refers to the mostly
short-form, non-specialised, daily reportage conducted by journalists
in local, regional, metropolitan and, in some cases, international con-
texts. This might also mean everyday reportage on an issue that has
some global currency, such as climate change or a political scandal. It
i i j ists might consider the regular part
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of their practice or ‘news round’. This definition is framed by Raymond
Williams’ theorisation of culture as ‘ordinary’; the creative practices of
journalism and use of tools such as social media are part of the daily,
communal, ritualised labour of making sense of everyday life (Williams
1958, p. 6). According to Williams (1958, p. 8), the daily practices of
culture are ‘active’—that is, practices like journalism are part of a process
of learning and then reflecting on what constitutes the community, and
are thus open to negotiation and change. Similarly, Highmore (2011, p.
6) positions the everyday as an active process where social and cultural
practices go from ‘unusual’ to ‘regular’ (and sometimes back again). In
the context of journalism, this book investigates the processes, relation-
ships and practices that are impacted by the transition of social media
into a state of ‘becoming ordinary’ within journalistic practice (Bossio
and Bebawi 2016).

DEFINING SOCIAL MEDIA

Social media can be defined as web-based applications or services that
exist to allow a series of connections to be made online through a pro-
file or media content. Social media thus allows individuals or groups of
users to: (1) construct and share a particular representation of identity
or events online through a public or semi-private social networking pro-
file and content creation; (2) view, share or discuss particular content or
social connections with other users; and (3) view the content and con-
nections of others with online profiles (boyd and Ellison 2007). The
popularity of social media platforms began to emerge in the late 1990s
with platforms like Friendster, but did not gain mainstream, popular
usage until the early 2000s, with the large-scale adoption of MySpace
(and later, Facebook) by a mostly youth-based audience (boyd and Ellison
2007; van Dijk 2013). The creation of a wide array of platforms and
services has ensued, offering web tools that have created or augmented
communication abilities. A range of brands and organisations—such as
Facebook, Twitter, YouTube and Instagram—has become synonymous
with activities such as microblogging, chatting, or video and image shar-
ing (van Dijk 2013, p. 7).

Journalistic use of social media through news sharing sites or ‘social
news’ was initially popularised by platforms such as Digg and Newsvine,
types of soc1al bookmarkmg sites dedicated to sharing news and infor-
s organisations had established
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websites and audience sharing of news content appeared to be a ‘nat-
ural’ extension of news distribution practices. This is not to suggest
that the advent of social media has been trouble-free. MySpace never
recovered its initial popularity after a $580 million acquisition by News
Corporation in 2005 (Lynley 2011), Facebook and Instagram have faced
difficulty changing any of the characteristics of their platforms without
vehement user dissent, and Twitter has been consistently plagued by
rumours of ‘imminent death’ through loss of active users (Tsukayama
2016). Like many social media companies, LinkedIn’s stock fortunes
have also risen and waned exponentially, indicating that while many
social media tools are innovative, their business practices may not be
(Gara 2016).

The increasing influence of social media on journalism is under-
stood in this book through both its technical and social affordances.
Understanding affordances represents a relational approach to under-
standing how people interact with social media technologies (Leonardi
2013). Following Evans etal. (2017), this book posits affordances as
‘possibilities for action...between a technology and the user that enables
or constrains potential behavioural outcomes in a particular context’.
Importantly, these affordances are not deterministic; instead, changing
abilities and contexts impact on outcomes for use of technologies. There
is not a single method of understanding social media affordances—the
social use of each platform has encouraged a particular culture, politics
and etiquette that has resulted in ever-evolving communication styles. As
more platforms have emerged, other differences have appeared within
modes of publishing, distribution and audience response. As boyd and
Ellison suggest (2007, p. 210), many social media platforms main-
tain pre-existing social networks, while others help to connect stran-
gers through various communication tools. Social media connections
can be made through shared interests, links, commercial activity, politi-
cal or social groupings or coordinated activities. Social media platforms
also provide opportunities for broader commentary on current events,
through the processes of linking, as well as possibilities for users to add
their own perspective as informal and even humorous contributions to
discussion of news events. This might occur in the form of links to other
voices and reportage, or the creation of memes and humorous hashtags.
While early iterations of social media platforms were focussed on individ-
ual expression and creating networks, newer formats have seen increased
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opportunities to create and share original content. Many of these and
other characteristics of social media have had impacts on social and pro-
fessional relationships amongst other spheres of social life.

The presentation and distribution models of particular social media
platforms have had an enormous impact on news and information and,
by extension, the constitution of journalism. In the context of journal-
ism, social media’s technical affordances have influenced a number of
collaborative, participatory and networked behaviours and practices
within the research, production and distribution of news. The increas-
ing importance of social media to news consumers has influenced news
production values, including: increasing prioritisation of the interactiv-
ity of news content, participation of audiences in news, transparency in
news production processes, and immediate, 24-hour dissemination of
news on social media (Usher 2014). In this book, I conceptualise the
unique impact of social media on journalism through understanding of
its specific technologies, relations, politics, languages and etiquettes. This
creates both a unique ‘culture of communication’, and a unique envi-
ronment in which to produce and distribute news. This can be seen in
increased sharing and collaborative activities, as well as broader negotia-
tion of journalistic authority in the public sphere. I focus on the impact
of three related aspects of social media’s communication culture on jour-
nalism: the empowerment of audiences, cultures of collaboration and
sharing and, finally, the prioritisation of authenticity in communication.

The empowerment of audiences is central to understanding social
media communication cultures. Allen (2005, p. 18) suggests that the
South Asian tsunami in 2004 was one of the decisive ‘moments’ in
‘social’ journalism, where hundreds of images, videos and other media
created by people living through the crisis were the most prominent
aspect of the news coverage, shared both with news organisations and
through social media platforms. Similarly, the BBC reported that in the
wake of terrorist bomb attacks on the underground train system in 2005,
the organisation received 22,000 emails and text messages with informa-
tion about the bombings. In the first hour alone, they received 50 of
the 3000 images they would then go on to use in reportage (Douglas
20006). Most global news organisations like CNN, BBC and Al Jazeera
now have dedicated teams to manage the huge volume of user-generated
content they receive each day during news events. Journalists and their
news organisations have also extended this use of ‘citizen journalism’ by
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trying to focus on engagement with individual users or ‘followers’ about
particular issues and events through use of social media. While the public
has always actively engaged with media (Ang 2006; Fiske 1987), social
media changes the nature of public participation in the news process.
Contemporary mainstream journalism now ‘competes’ with alternative
provision of news facilitated by the low cost and availability of digital
media and social media platforms, which empower citizens to participate
actively in the making of news by creating, shaping and sharing informa-
tion about news.

Using social media enables and empowers audiences to be more
involved in the process of creating and shaping news; they can choose
to become users and co-producers in collaborative or participatory
processes of creating news (Harrison and Brea 2009; Heinonen 2011;
Hermida 2010). Relations based on sharing allow production and dis-
tribution of news and information that prioritises the iterative, dialogic
and diverse nature of social media communication. Thus, an important
part of this sharing and collaboration is individual expression. The use
of affect, opinion and emotion, rather than objectivity or neutrality, is
seen as a way to ensure a more authentic engagement with social media
audiences. Providing an authentic representation of identity is a way of
eschewing the supposedly ‘elitist’ broadcast model of objective distance
from the audience. Cultures of audience dominance, sharing and authen-
ticity have developed as unique characteristics of social media communi-
cation, and will continue to develop as new roles, relations and rules of
engagement are negotiated between different social media users. Thus,
as the importance of social media for news and information production
and dissemination increases, so too does the need to conceptualise the
opportunities and limits of social media affordances for professional jour-
nalism and its stakeholders.

UNDERSTANDING SOCIAL MEDIA AND JOURNALISTIC PRACTICE

Much has already been written in academia and in the media about the
changes that have occurred to journalistic production, consumption and
reception in digital, online and, now, social media-enabled communica-
tion environments. Many scholars have described both the challenges
and opportunities that social media bring to journalistic practice (Deuze
2003; Hermida 2010). For example, O’Sullivan and Heinonen (2008, p.
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357) have shown that social media bring additional tools to journalism
that increase opportunities for interactivity and audience engagement.
Others (Hermida 2010; Bebawi and Bossio 2014) have described exam-
ples where media-savvy journalists have utilised social media to report
news stories during war or crisis and to engage with witnesses when gov-
ernmental or official accounts are not reliable representations of the day’s
events. Conversely, other research has problematised journalistic use
of social media by showing that many journalists still tend to conform
to traditional norms of practice even when using new media platforms
(Hermida 2012). Much of this reluctance stems from issues of privacy
and verification, which have also been shown to undermine journalists’
willingness to participate on social media (Cision 2009). Similarly, some
journalists have sometimes been reluctant to use social media in crisis
situations, as the lack of source anonymity has provided identification
data to governmental forces aiming to neutralise online dissenters (Fuchs
etal. 2012).

Descriptions of the positive and negative implications of social media
use by journalists are productive in understanding the ways in which it
has been implemented in everyday practice. However, these opportuni-
ties and challenges occur within a framework of complex influences that
journalists are attempting to balance in this time of transition in their
professional practice. On the one hand, some journalists do seek to ‘nor-
malise’ traditional modes of journalistic professional identity, such as
objectivity and neutrality, in an online space. On the other hand, many
journalists are also seeking ways to utilise a more personal or ‘authentic’
tone and expanded potential for participation engendered by commu-
nication cultures on social media. Between these needs, journalists also
negotiate editorial, organisational and institutional influences to have an
‘authentic’ presence online (Bossio and Sacco 2016). This book seeks to
understand these influences as the basis for analysing the ways in which
social media has affected—and been eftected by—journalistic practice.

Perhaps the most obvious change that social media has brought to
journalistic production and practice is to the relationship between the
audience and the individual journalism practitioner. A journalists’ role in
the public sphere has been traditionally represented as a one-way broad-
cast of news and information to a largely passive audience, a privileged
role in which an individual journalist sourced and selected the evidence
they deemed to be meaningful to the news agenda. By the late 1950s,
j i eepers’ for the public, ‘the ones
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who decide what the public needs to know, as well as when and how
such information should be provided’. (Domingo et al. 2008, p. 326).
News outlets justified journalists’ privileged role by pointing to their
responsibility to provide objective, verifiable and high-quality informa-
tion (Domingo et al. 2008).

The positive implications of this audience engagement on social media
are the apparent democratisation and pluralisation of the institution of
journalism—the more people involved in the investigation, production
and dissemination of news, the better opportunities for information to be
disseminated to global audiences. This collaborative turn in the journal-
istic process has been articulated as ‘participatory’ journalism, describing
the phenomenon of participation in and contribution to the gathering,
selection, publication, dissemination and interpretation of news (Deuze
et al. 2007; Domingo et al. 2008). Bruns (20006) calls the paradigm shift
from industrial to participatory media production ‘produsage’, where ‘the
production of ideas takes place in a collaborative, participatory environ-
ment which breaks down the boundaries between producers and consum-
ers and instead enables all participants to be users as well as producers of
information and knowledge’ (Bruns 2006, p. 2). This type of journalism
combines organisational production and communal ‘produsage’ (Bruns
2010) in that both the public and journalists participate in the produc-
tion as well as the consumption of information. Indeed, much contempo-
rary academic research has been focussed on the innovative uses of social,
digital and online media in journalistic practice to formulate new ways of
interacting and presenting news to audiences, who are now also seen as
collaborators and ‘credible sources’ (Bowman and Willis 2003).

While these examples illustrate how social media might assist global
audiences or witnesses in gaining access to journalists, the incorpora-
tion of social media into the everyday reporting practices of mainstream
journalists has been a much more recent—and complex—phenomenon.
Much of the research described assumes a social media-savvy journal-
ist and newsroom; however, previous research has certainly shown
that neither journalists, nor their media organisations, appear to
fully understand and utilise social media as an innovative way of pre-
senting content, nor as a way to engage more fully with audiences.
For example, Standley (2013, pp. 143-144) found that many tradi-
tional news organisations were only using the delivery function of social
media—the ‘social’, or audlencc engagement, component was almost
porary studies have shown that
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some news organisations have invested resources and hired experts to
optimise their social media presence (Parr 2009), but others have shown
that use of social media and online innovation more broadly has been
constrained by problems of poor editorial integration, legal issues and
organisational constraints (Newman 2009). Journalists do not appear to
be ‘early adopters’ of social media. However, there are a number of fac-
tors that may be impacting on their use of social media. To understand
these influences and limitations, the conceptual lens must be widened to
include the organisational, editorial and managerial impacts of the news-
room and its stakeholders on individual journalistic use of social media.

UNDERSTANDING SOCIAL MEDIA AND THE NEWS ORGANISATION

While many theoretical models describe changes to individual journalis-
tic practices, these changes also need to be analysed as part of the larger
organisational effects on journalism and its products. Much academic
rescarch illustrates that journalistic outlets worldwide have now inte-
grated social media into news reporting (Posetti 2009), though there
are variations in the strategies that organisations have used. Some use
social media as a supplementary communication channel enabling jour-
nalists to cover a distant event in real time, and others to find ‘exemplars
or eyewitnesses’ (Heinonen 2011, pp. 38-39). The ABC news network
in Australia, for example, utilises social media for emergency and dis-
aster communication, ‘gathering and disseminating emergency informa-
tion quickly and to a vast potential “audience”” (Posetti and Lo 2012,
p. 38). Similarly, A/ Jazeera has used social media to invite users to sub-
mit content that is then published on its citizen journalism platform,
Sharek (Lavrusik 2011). In these collaborative initiatives, journalists take
on a ‘dialogical’ (Heinonen 2011) and ‘curatorial’ approach (Hermida
2012), encouraging citizens to contribute to the storytelling process as
well as navigating, examining, selecting and contextualising user-gen-
erated text, photos and videos (Bell 2011; Katz 2011). Other media
organisations are much more promotional in their use of social media,
encouraging journalists to foster links with audiences through personal
or professional social media engagement that links back to the organi-
sations” web presence. Many organisations also manage journalists’ use
of social media through training and policies, as well as promotional
use of individual profiles. By participating on social network platforms
indivi i osting content through a media
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organisation, a journalist is portraying a ‘personal brand’. Most news
organisations encourage branded use of social media by individual jour-
nalists because they are more prominent in online discussions than the
news organisation itself (Bruns 2012, p. 105). Audiences are also said
to prefer to follow individual rather than institutional social media
accounts (Hermida 2013). Media organisations are therefore keen to
‘piggyback’ on the profiles of individual journalists and do so by linking
specific organisational strategies to individual journalistic practice.

While organisational factors do influence individual practice through
the individual’s adherence to organisational strategies for news dis-
semination and production, as well as through compliance with social
media policies, journalists’ professional use of social media is more
often influenced by institutional norms of practice. Journalists engage
in promotion of their own ‘personal brand’ as a way to develop profes-
sional credibility (Holton and Molyneux 2015). Some journalists have
embraced the opportunity to present something of their personal and
social selves to reflect the authenticity that characterises social media
communication (Lasorsa et al. 2012). However, balancing institutional
ideologies, organisational pressures, and maintaining a sense of online
authenticity creates what Marwick and boyd (2011, p. 126) describe as
‘context collapse’—the sheer diversity of the audience complicates how
a public persona or identity can be managed. If being ‘personal’ is cru-
cial in building a ‘brand’, yet authenticity is key to the believability of
this brand (Marwick and boyd 2011), journalists must negotiate multi-
ple audiences by strategically creating posts that portray an authentic, yet
broadly engaging, personality (Marwick and boyd 2011, p. 122). In this
context, the institutional influence on the norms and boundaries govern-
ing how a journalist can represent themselves on social media is espe-
cially important.

UNDERSTANDING SOCIAL MEDIA AND JOURNALISM
AS AN INSTITUTION

The norms and values that indicate journalistic professional practice
are discursively constructed and ‘performed’ to maintain a particular
character that only a professional journalist can be seen to possess; for
example, the content of higher education journalism degrees suggests
personal characteristics such as independence, detachment and desire to




1 JOURNALISM AND SOCIAL MEDIA: AN INTRODUCTION 15

uncover truth as important to the professional work of journalists (De
Burgh 2003, p. 109). Professional journalism is thus articulated through
a particular mode of behaviour and values through which the journal-
ist can represent themselves and their work (Johnstone et al. 1976). For
example, behaviours such as objectivity, verification and individual auton-
omy are seen as integral to journalism’s social authority and often frame
organisational codes of conduct. These behaviours have also been insti-
tutionalised as the core of journalism and reified as central to the gate-
keeping and agenda-setting role of journalism. For a journalist, this also
means balancing editorial, organisational and institutional demands on
how and what a professional journalist should present online. In this way,
journalists understand the institution of journalism as deriving meaning
and significance from ideological representation of their work. As Revers
(2014, p. 49) suggests, journalists participate in the narratives ingrained
in their occupational tradition. They also rely on these collective repre-
sentations when they define normative principles and perform the behav-
ioural boundaries of their work (Revers 2014, p. 50).

At times, the industry and academic discussion of journalism in
a social media-enabled age can often be seen to take on a binary
approach—the ideal of a collaborative, transparent process of audience
engagement versus a normative, journalist-centred process of produc-
tion (Bossio and Sacco 2016). But the use—ideal or otherwise—of social
media by journalists is much more complex than this binary suggests.
Indeed, a sole conceptual focus on journalistic practice, instead of the
complex interaction between individual, organisational and institutional
perspectives, can often exacerbate the reliance on a ‘traditional concep-
tual lens’ (Mitchelstein and Boczkowski 2009, p. 563). Instead this book
seeks to illustrate a much more complex state of transition in contem-
porary journalism, where journalists are attempting to balance the insti-
tutional and organisational pressures of ‘being online” with their own
professional norms and expectations.

CHAPTER SUMMARY

This book comprises eight chapters, with each focussing on either the
individual practitioner, the contemporary journalism organisation or the
institutional ideologies and norms framing the journalistic profession.
The case studies in this book illustrate the material consequences of bal-
i i i ing to transition their professional
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activity into social media environments. The divisions between the jour-
nalism practitioner, organisation and institution are, of course, con-
structed for purposes of clarity; indeed, the central premise of this book
is to illustrate the interconnections between practitioners, organisa-
tions and the institution of journalism. The book begins by focussing
on individual practitioners and their professional experiences in social
media environments. Chapter 2, ‘Social Media and Journalism Practice’,
explores how journalism practices are influenced by the use of social
media in reportage. Focussing on three traditional norms of journalis-
tic practice—objectivity, verification, and professional autonomy—this
chapter describes how these important professional traits have been
continually challenged by social media cultures of communication that
prioritise representation of authenticity, transparency and collaborative
production. Some of these characteristics have contributed to increasing
innovation in the way journalists have both researched and presented the
news online; however, this chapter also shows that the transition of jour-
nalistic practice to social media environments also comes with organi-
sational and institutional challenges. Chapter 3, ‘Journalism and Social
Media Audiences’, explores the relationship between journalists and
news audiences through interactions in social media environments. While
much academic research has focussed on how online audiences have
impacted the production and distribution of news, this chapter focusses
more broadly on the ways that public dialogue between journalists and
audiences has incorporated more iterative, collaborative and distributed
forms of social media communication. This illustrates that it is not only
journalistic practice that is changing, but also the culture of communica-
tion between journalists and audiences, which affects the framework for
professional journalism’s importance in social life.

The next part of the book moves from an individual practitioner’s
perspective to an organisational perspective on journalistic use of social
media. The chapters focus on exploring the new social media-focussed
relationships, policies and processes in the newsroom that impact overall
production and distribution of news. Chapter 4, ‘Social Media and the
Newsroom: New Relationships, New Policies, New Practices’, explores
the transition of journalistic production and distribution of news from
an organisational perspective, in particular the new professional relation-
ships, policies and procedures that have been introduced to govern both
the individual and organisational use of social media in the newsroom.
Thi i ere is much variation in the ways
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that newsrooms have attempted to integrate social media use into the
newsroom, the important relationships between journalistic, editorial
and management staff determine whether integration of social media in
the newsroom is successful. Chapter 5, ‘Big Data, Algorithms and the
Metrics of Social Media News’, focusses on the increasing organisational
use of social media analysis and algorithmic manipulation in the produc-
tion and distribution of news. This chapter illustrates that news organi-
sations are increasingly using social media platforms and analytics to
improve the distribution of news content, but they are also increasingly
competing with other stakeholders hoping to influence the way news dis-
courses are represented.

The final part of the book takes a broader view of journalism as a pro-
fessional institution—the norms, practices and boundaries that make up
a contemporary understanding of journalism and how these are shifting
in a social media age. Chapter 6, ‘Shifting Values, New Norms: Social
Media and the Changing Profession of Journalism’, illustrates some of
the material consequences of balancing individual, organisational and
professional norms while attempting to transition journalistic profes-
sional activity onto social media. In particular, this chapter focusses
on the ramifications of these changes on the way journalists see them-
selves—their professional identity and the institution through which
they conduct professional work. Finally, Chap. 7, ‘News in Social Media
Environments: Journalism in a “Post-Truth” World’, considers the
changes brought by social media to understanding of journalism as a
mode of distributing news and information. This chapter illustrates that
the use of social media has influenced new modes of producing and dis-
tributing news, which has resulted in the decentralisation of the journal-
ist and news organisation from the communication of news.
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CHAPTER 2

Social Media and Journalism Practice

In January 2016, the online aggregator and news site, The Huffington
Post, announced that it would be adding a disclaimer to all election
reportage about the Republican presidential nominee, Donald Trump.
Every time a reader clicked on a Huffington Post article about Trump,
they would find the following message: ‘Note to our readers: Donald
Trump is a serial liar, rampant xenophobe, racist, misogynist, birther
and bully who has repeatedly pledged to ban all Muslims—1.6 billion
members of an entire religion—from entering the U.S.” (Sterne 2016).
Each of the claims was linked to Huffington Post reports that evidenced
Trump’s transgressions. Not only is it unusual for a news organisation
to use such overtly subjective language to describe a presidential nomi-
nee, it is also a significant change from the relative objectivity expected
of contemporary political journalism. For The Huffington Post, one of the
most popular political sites in the world and the first digital news site
to win a Pulitzer Prize (Calderone 2012), this lack of political objec-
tivity would once have been a jarring reminder of the online aggrega-
tor’s lack of journalistic sophistication. So how is it possible that one
of the bedrocks of traditional journalism—the practice of objectivity
in reportage—could be so blatantly pushed aside? Some of this oppo-
sitional reportage was certainly influenced by the strategic position-
ing of media outlets competing for attention during an increasingly
partisan presidential election—and even the discursive style of Donald
Trump himself. But these strategic and political tactics are only one part
of the explanation; the apparent acceptability of such overt subjectivity
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in the reportage of the presidential election is also framed by the culture
of communication on social media, which has created opportunities to
disrupt seemingly inviolable norms of reportage.

This chapter explores the transitions occurring in some traditional
norms of journalistic practice: maintaining objectivity in reportage, using
processes of verification and, finally, asserting professional autonomy
over individual work practice. Norms of practice can be defined as the
behaviours continually represented as the ideal standard for professional
journalism. For example, maintaining ‘objectivity’ in journalism practice
is framed by belief in journalism’s social role to inform the public with-
out partisanship. Thus, norms of practice are also ideological, allowing
journalists and news organisations to claim jurisdiction over a particular
body of knowledge and practice (Lewis 2012, p. 840). While this chapter
explores the representation of ‘ideal’ norms of practice, it does so with
implicit acknowledgement that ‘actual’ practices are very much influ-
enced by a confluence of organisational, technological and other factors.

This chapter will argue that norms of journalism practice have tran-
sitioned in response to the social and technological affordances enabled
by increasing use of social media. This has allowed traditional norms
of objectivity, verification and professional autonomy to transition into
new forms of journalistic practice that are increasingly collaborative and
prioritise authentic and transparent processes of presenting the news.
Some of these innovations in everyday journalistic practice include the
potential for collaboration with online sources, the immediate and global
distribution of source materials, and the prioritisation of an ‘authentic’
authorial voice. It seems that journalists who are using these new prac-
tices have been influenced by social media cultures that prioritise shar-
ing, authentic self-expression and the rejection of notions of a universal
truth. However, the transition of professional journalistic practice to
social media environments has also challenged legacy news organisations
and the overall constitution of journalism as a professional institution.
Indeed, these new forms of practice suggest that the biggest change in
journalistic practice is actually the broader institutional understanding of
journalism itself—from an autonomous authority to an important, but
nonetheless collaborative stakeholder in creating the news.

To explore these changes, this chapter utilises a historical and social
framework to trace the transition from traditional to social media-
enabled norms of practice. These changes are contextualised as part
i es occurring at the level of the
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journalistic practitioner, as well as news organisations and the institution
of journalism itself. As suggested in the introduction to this book, while
the focus on journalistic practice is important, it is only one aspect of the
complex changes occurring in journalism due to increasing use of online
and social media technologies. Instead, this chapter shows that journal-
istic practice is in a state of transition, with a number of different pro-
fessional interests, organisational policies, professional norms and social,
cultural and political environments shaping the ways journalists are able
to practise. While it would be impossible to outline every single influ-
ence on individual journalistic practice, this chapter will illustrate the
way three dominant, traditional professional practices have been actively
mediated and negotiated by journalists in the midst of a profession in
transition.

JourNAaLIsSM NOrMS OF PRACTICE: AN HISTORICAL CONTEXT

Though many journalists have integrated social media into everyday
practices, there remains scepticism about whether the quality and verac-
ity of information found on social media platforms could ever equate to
traditional reporting practices. Journalists often appear to rely on estab-
lished norms of practice to produce news, simply transferring traditional
journalism practices to new communication tools (Singer 2005; Hermida
2012). In the short term, it makes sense that journalists would view
social media through the same conceptual lens as other communication
tools, and work according to the established practices through which
they define their professional status. However, as Paulussen (2016) sug-
gests, the accumulation of these changes over time shows that the evolu-
tion of journalism is actually quite dynamic, incorporating new individual
practices, new organisational strategies and new understandings of jour-
nalism as an institution.

If we take a long-term, historical view of journalistic practice, we see
that seemingly indispensable norms of journalism practice, such as objec-
tivity, verification and professional autonomy, are not only socially and
culturally constructed, but have also been continually negotiated over
time. The industrialisation of news—that is, the payment of people to
find and report on news events—has a relatively short history of about
200 years (Schudson 2011, p. 64) linked to the technological develop-
ment of fast printing presses and the social development of increased
i i i ass populations. For example,
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the first newspapers in Australia in the early 1800s simply printed gov-
ernmental notices to the colonies and four-month-old news from
England that arrived via convict and supply ships (Walker 1976).
However, two important social and cultural changes occurred as a result
of increased printed news production and distribution. Firstly, at an
organisational level, publishers began to pay journalists to write news,
and to consider the production values and popularity of their content
against other newspapers. Secondly, at a broader cultural and social level,
the wide readership of newspapers created a sense of a ‘reachable’ pub-
lic that shared a community sentiment, morals and social and cultural
norms. Benedict Anderson (1983) famously conceptualised newspaper
readership as an ‘imagined community’. Describing reading the newspa-
per as a kind of ‘morning prayer’, the reader believes that ‘the ceremony
he performs is being replicated simultaneously by thousands of others
of whose existence he is confident, yet of whose identity he has not the
slightest notion’ (Anderson 1983, p. 46). The creation of a community
around the distribution of news created a sense of shared culture and
knowledge. It is these two social and industrial changes in the develop-
ment of newspapers that also created a foundation for commercial and
professional development of journalistic practice.

The first real push towards professionalised journalistic practice did not
come until after the 1920s. Indeed, early newspaper and journalism history
is marked by editorial partisanship, commercial and government influence
and sensational news content. Early newspapers created gossip and colour
stories, mixed with copious advertising and political news (Schudson 2011,
p- 65). The development of the ‘penny press’, the telegraph and their asso-
ciated shorter writing styles improved the distribution of news, but not the
partisanship of the content. The number of paid journalists also increased
as better printing technologies allowed the small press to flourish, but
the reputation of these ‘correspondents’ was never complementary to the
trade. Despite this, the popularity of news content meant that journalists
had become a large and distinct occupational group, and soon demanded
better pay and public image. Thus, the emergence of journalism as a pro-
fession began, coupled with the rise of professional associations and a focus
on ethical codes of practice and training that determined more precisely
the boundaries of journalism’s professional role.

After the First and Second World Wars, a strong social belief in the
scientific method also began to emerge, expressed as the prioritisation
jectivi i and verification in journalism.
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Schudson (1978, p. 141) suggests that while verification and neutral-
ity promoted use of ‘straight facts’, objectivity was seen as an impor-
tant journalistic method in a post-war society weary of pro-government
reportage. These practices offered a way to gain critical distance and
regain the audience’s trust in the seriousness of journalism. These seem-
ingly ‘scientific’ modes of practice became what Lippmann (1920) called
the ‘cardinal’ part of training professional journalists. Coupled with the
increasing professionalisation of news came a broader social reliance on
professional media-makers and journalists to decide on, and represent,
the news of the day. Even when objectivity was attacked in the 1960s
and 1970s as a refusal to critique the traditional structures of power in
society (Schudson 1978, p. 160), it remained one of the most important
tenets of the increasingly investigative and specialised reporting practices
of journalists. News was, and continues to be, decided on, produced and
disseminated by professional workers in complex, hierarchical and com-
mercialised organisations, using norms of practice that have been routi-
nised and institutionalised (Tuchman 1978).

Simons (2007, p. 245) refers to the strength of these institutional
norms and behaviours when she describes the ‘religiosity’ with which
journalists understand their profession. These core practices have been
ascribed this religiosity through continual enactment of ‘rituals’ of prac-
tice (Schudson 1978, p. 192) in journalism education and training,
newsroom organisation and representation in various media. The adher-
ence to professional norms and ideologies has even been characterised as
a kind of journalistic personality trait; for many years, journalism educa-
tion and employability guides described journalists as having an inherent
‘news sense’ that enables them to understand and decide what should
be considered news (Vocational Guidance Bureau 1964). It is therefore
understandable that, in this context, journalists and news organisations
have not ecasily adapted to the changes brought to journalistic practice
by adoption of online and social media, and that newsroom culture has
been found to be ‘marked by reactive, defensive and pragmatic traits’ in
regard to changes wrought by social media (Boczkowski 2004, p. 51).
However, as journalism transitions into digital, online and social media-
enabled environments, small changes and negotiations have eventually
contributed to significant shifts within the industry and to journalism
practice (Kiing 2015). Nowhere is this more evident than in changes to
journalistic use of objectivity.
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FroM OBJECTIVITY TO AUTHENTICITY

Objectivity is one of the defining norms of professional practice in jour-
nalism. It frames a number of behaviours and practices, such as detach-
ment and non-partisanship in reportage, attempted balance in finding
news sources, and a distinct style of news writing (Mindich 1998, p. 2).
Norms like objectivity are important for a number of reasons. Firstly,
they encourage group identification through the articulation of a pro-
fessional self-identity (Durkheim and Lukes 2014). Through this pro-
fessional self-identity, norms of practice identify the boundaries of a
profession, setting it apart from other professions, as well as amateur
practice (see Emery and Emery 1996). Finally, norms of practice register
a kind of self-discipline that can be organisationally practised and used to
admit new members to the profession—or keep them out. Objectivity
is thus expressed as an inviolable tenet of journalism’s professional eth-
ics, journalism education and occupational routines—and is strongly
defended against challenge (Tuchman 1972, p. 660). For example, when
news blogs and bloggers began to gain popularity with new online read-
erships in the early 2000s, some journalists dismissed this form of news
as the ‘cult of the amateur’, referring to traditional norms of practice to
create the boundaries for professional practice—and to keep bloggers
‘out’ of the profession.

Perhaps some journalists reacted defensively to the introduction of
blogging as a new format for news reportage because it fostered prac-
tices that so effectively challenged traditional norms of practice. The prac-
tices that have emerged from online media production are based on their
technological determinants for increased accessibility and participation of
audiences in media production and dissemination. These new technologi-
cal frameworks have centred on audiences’ ability to produce, distribute
and share these new media forms such as review sites, commenting sys-
tems, photo and video sharing, blogging and microblogging (Mandiberg
2012, p. 1). However, these technical affordances have also influenced
changes in communications practices, which prioritise sharing of new
media forms and cutting out the journalistic ‘middle man’ by directly
engaging with specific content and users. The ability to engage with,
and share, content, especially personal news and information, has subse-
quently led to the emergence of particular social media cultures, based on
the articulation of an authentic representation of self-identity, as well as

entic e ith ¢ > of these online representations.
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‘Authenticity’ is defined as a mode of representational practice that
emerged out of blogging culture, describing how online content could
be represented as an extension of a blogger’s ‘real self’: a means of self-
expression and exploration (Reed 2005, p. 236). Though this mode of
self-representation is not confined to online and social media (Giddens
1991), a culture of sharing on social media has meant that ‘being
authentic’ has become an important aspect of online self-actualisation
and representation of media content. Marwick and boyd (2011) found
that by representing themselves online, some content producers saw
social media as an intimate space, with an imagined audience reinforcing
social connections. Others saw the audience as ‘themselves’ and derided
creating content for a particular audience as inauthentic self-commoditi-
sation (Marwick and boyd 2011, p. 120). Instead, modes of authentic-
ity were deemed important as representations of ‘real’ social interactions
in the online space. Similarly, interactions were based on attracting fol-
lowers of content, rather than ‘fans’ (Marwick and boyd 2011). This
eschews the sense of elite social authority that traditional norms of jour-
nalism practice might otherwise promote (Abidin 2016, p. 2). While
practices of authenticity and objectivity are not necessarily opposed as
techniques for representing news, it is the implied social distance that
traditional norms of objectivity seemingly promote that is challenged by
social media representations of news. Thus, new practices that prioritise
authenticity in reportage have shown the limits of objectivity as an ideal
norm of journalistic practice.

For example, the changing coverage of global climate change has
shown the limits of objectivity as a norm of reportage. While the global
scientific consensus is that human activity has contributed to global
warming, and that this will lead to significant issues arising from cli-
mate change in the future, initial journalistic insistence on ‘objectivity’,
especially in reporting the views of ‘climate sceptics’, has been criti-
cised. While the journalistic norms of objectivity and balance would
dictate that an oppositional viewpoint be covered in reportage of a
news event, the attention given to climate sceptics has been criticised
as undermining the validity of the consequences of climate change
(Boykoft and Boykoff 2007). John Oliver, a comedian who uses satire
of news events on his television programme Last Week Tonight, created
a humorous critique of mainstream media’s use of norms of objectiv-
ity in a ‘statistically representative climate change debate’ (Last Week
Toni 20 T i with one climate change sceptic



30  D.BOSSIO

debating with 100 climate change scientists, illustrated that reportage
of climate science as a ‘debate’ instead of a fact was misleading to the
public. Other critiques of enforced journalistic ‘balance’ led to some
news organisational change in reportage of climate change. The New
York Times no longer publishes letters from climate change deniers
and the BBC has refused to give broadcast attention to climate change
denial (Hiltzik 2015).

Challenges to traditional norms of practice, as well as increas-
ing social media engagement by some journalists, have developed into
opportunities to present more authentic forms of presenting news
online and on social media. The most obvious change is the increasing
prioritisation of the social or personal aspect of news stories posted on
social media, as well as engaging directly with followers by responding
to queries, posting links to other sources and asking the audience ques-
tions about stories. Another important part of this change is increasing
use of affect and emotion, rather than objectivity or neutrality, as a way
to ensure a more authentic engagement with audiences (Russell 2016).
While emotion has always been part of journalism (Wahl-Jorgensen
2013), online and social media communication cultures allow much
more for emotional or political positioning of news content. A recent
example of this shift is the positioning of the journalist in the popular
podcast series, Serial. The podcast launched in 2014 as a spin-off to
the popular podcast series, This American Life, and almost immediately
broke download records. The series follows producer Sarah Koenig’s
investigation of the murder of teenager Hae Min Lee and whether the
convicted murderer, Adnan Syed, was actually innocent of the crime.
This deceptively simple premise is produced with a mix of high-quality,
‘television drama’ style episodic storytelling, as well as ‘authentic’ emo-
tional appeals that serve to involve the audience in the investigation.
The language of the podcast is intimate and conversational in tone: it
‘sounds like your smart friend is investigating a murder and telling you
about it” (Larson 2014). Indeed, the producers—who never describe
themselves as journalists—did not complete the investigation of the
murder before editing the episodes together.

Whereas a traditional journalistic investigation would generally com-
pile all the evidence and interviews needed to make a decisive repre-
sentation of the facts, Serial allows the producers and the audience to
participate in the investigation together, sharing the drama of new
i i i ingy theories about Syed’s guilt or
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innocence. The investigation is never actually conclusive, and while that
would often mean failure in traditional journalism, in Serial this is cel-
ebrated—and promoted—as testimony to the audience’s intimate rela-
tionship with both the subject matter and the producers themselves.
This is seen from the first episode of Serial, in which the host, Ira Glass,
describes the producers as having ‘flipped back and forth, over and
over, in their thinking about whether Adnan committed the murder.
And when you listen to the series, you experience those flips with them’
(Koenig 2014). The positioning and tone of the Serial investigation and
its reportage illustrates the way forms of authenticity are making their
way into journalistic work. These developments in journalistic practice,
popularised by online and social media use of emotion, intimacy and
modes of authenticity in representations of news, have also influenced
long-institutionalised modes of professional journalism.

While Serial is an example of how some journalists have embraced
modes of authenticity in reportage, this has generally also been tempered
by more traditional boundaries around what constitutes professional
practice (Lasorsa et al. 2012). Representation of self in online environ-
ments is mediated by understanding and engagement with an ‘imagined
audience’. However, journalists are also mediating the space between
personal and commercial modes of authenticity, as well as creating con-
tent for a particular professional identification. For example, recent aca-
demic research has traced the more commercially viable aspects of this
‘authenticity’ on social media platforms, where social media ‘influencers’
cultivate large audience retention and engagement through the represen-
tation of their personal lives. They often seek to monetise this engage-
ment through commercial agreements that are used to promote products
in ‘everyday life’ (Abidin 2015). Some social media influencers repre-
sent themselves through an everyday persona or give the impression of
candid, behind the scenes access to their lives (Marwick 2015, p. 139),
creating a sense of closeness or ‘intimacy’ with their online community.
Abidin (2015) separates ideas of intimacy and authenticity because in the
commercial space of social media influence, it is possible for influencers
to be motivated by commerce—and for followers to be aware of this—as
long as there is a sense of intimacy shared between them. This sense of
intimacy and authenticity is a little more complicated in the professional
space, where online and offline work cultures are brought together.
For example, Gregg (2011, p. 3) suggests that bringing contemporary
i ence bleed’, in which boundaries
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between the professional and personal must be renegotiated. The tech-
niques used in commercial branding are now being employed in both
personal and professional use of social media to increase followers and
online popularity (Marwick 2013). Thus, Hedman and Djerf-Pierre
(2013, p. 372) suggest that while journalists’ ‘authentic’ use of social
media can be seen as part of an increasing audience engagement, it could
also be seen as opportunistic; a component of personal career-building
or the corporate branding of news organisations. Journalists might actu-
ally be responding to organisational pressure to represent themselves
as a media ‘brand’, especially if their follower numbers might benefit
their news organisation (Tandoc and Vos 2016). Similarly, Holton and
Molyneux (2015) suggest that journalists ‘feel pressure to stake a claim
on their beat, develop a presence as an expert and act as a representative
of the news organisation’.

This suggests that for a journalist attempting to use social media in
their practice, there are competing priorities and demands in organisa-
tional and institutional contexts that complicate representation of pro-
fessional work. While these modes of authenticity have been used in a
number of complex ways, including for professional and commercial
benefit, they point to the new interconnections between audience need,
technological change, organisational structures and institutional norms
that affect journalistic practice in a social media age. Most importantly,
however, some journalistic practice has begun to incorporate a patch-
work of journalistic endeavour, curatorial effort and collaborative con-
struction. Without the expectation of objectivity in the news, some
journalists are now using a number of other approaches to assert their
public credibility—most notably, use of so-called ‘transparent’ reporting
practices.

FroM VERIFICATION TO TRANSPARENCY

The first principle of ethical journalistic practice espoused by the
Australian Journalism Code of Ethics is: ‘Report and interpret honestly,
striving for accuracy, fairness and disclosure of all essential facts. Do not
suppress relevant available facts, or give distorting emphasis.” According
to this code, journalists should, above all else, strive for honesty and
accuracy; traditional journalistic practices sustain this through processes
of verification. Verification and objectivity are linked as central aspects of
j isti i i objectivity asserts the credibility
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of the journalist, practices of verification assert the credibility of journal-
istic content. There are no standard practices that make up a ‘scientific
method’ of verification; rather, journalists adhere to an abstract ethical
commitment to truth and accuracy that makes up an important part of
their professional self-identity.

In the post-war period, the focus on investigative processes of jour-
nalism elevated truth-telling to the realm of ‘god term’ (Zelizer 2004),
where a verifiable notion of truth, devoid of influence or patronage,
could seemingly be excavated from falschood through the professional
practices enshrined in journalism. These truths would then be deliv-
ered to the public as journalism’s most important service to democratic
function. This type of journalistic practice represented truth as a uni-
tary ‘thing to be found’ by the journalist—an objective, verifiable ver-
sion of the news that would be the sole understanding of the event.
This kind of ‘truth seeking’ has been an enduring norm of journalistic
practice, despite the sustained academic criticism of the epistemological
concept of a ‘stable’ notion of truth (Zelizer 2004). Theorists such as
Derrida (see Caputo 1997) and Foucault (1980) questioned the notion
of a universally understood or ‘knowable’ truth, in favour of the sub-
jective representations and politicised relations that create dominant
discourses. Nonetheless, verification and accuracy have persisted as pro-
fessional norms, requiring a journalist’s commitment to finding ‘a kind
of “pure” accuracy (literal truth), an accuracy of what is told (uncritical
reliance on an attributed source), a larger accuracy (concerning a story’s
overall thrust in context), and accuracy of interpretation’ (Shapiro et al.
2013). Thus, verification defines an ‘essential nature’ both of contem-
porary journalism, expressed through a methodological commitment to
accurate truth-telling, and to notions of truth itself (Shapiro et al. 2013).
By determining a universal truth in news events, journalists continually
assert their jurisdiction over the definition of news and its meaning; thus,
verification is both a self-disciplining and self-defining practice.

Verification has been central to the understanding of cthical journal-
ism but new voices in online and social media have challenged the rep-
resentation of universal truth in the news—and the centrality of the
journalist in presenting it. Importantly, the prioritisation of authentic
self-expression on social media does not mean that representations of
news do not adhere to particular standards of practice. Indeed, even the
early emergence of citizen journalism blog sites like ObMyNews in South
i ites like Crikey in Australia showed
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strong commitment to standards of ethical and professional online news
reporting. While traditional journalistic norms of objectivity and uni-
versal truth were positioned as the ideal of more elitist, broadcast-style
practice, early online news reportage instead prioritised transparency and
inclusion of audiences in the news reporting process as a more authen-
tic way of demonstrating how an online journalist arrived at a particular
‘truth’. Importantly, this representation of news was necessarily unfin-
ished and subject to the additional commentary and fact-checking of
interested audiences. Of course, just like traditional journalism, trans-
parency is an ideal of online journalism and not always adhered to by
bloggers and citizen journalists in reality. Nonetheless, processes of trans-
parency have become an increasingly important part of engaging with
social media news audiences.

The increasing use of social media has presented both opportunity
and challenge to traditional processes of verification used by journal-
ists. On the one hand, quick access to sources, short video and eyewit-
ness content has made it easier than ever before for journalists to verify
news reports. On the other hand, instantaneous publishing and the viral
effects of popular social media content have meant that false and hoax
news have become ever-growing problems for journalists. Accessing
other forms of news and representations of truth also creates an insti-
tutional challenge for journalism—even when news is ‘fake’, or parti-
san, audiences do not always rely on the social authority of journalists to
point this out. In this context, some journalists have considered it impor-
tant to exhibit how and why their news stories should be seen as cred-
ible. Processes of transparency have been referred to as a kind of ethical
salve to criticism of mainstream news reportage as elitist, homogeneous
and scandal-driven (Karlsson 2008).

Transparency thus relates to the openness of both the journalist and
the news product to scrutiny from audiences. This might come in the
form of presenting or explaining the processes of news source selec-
tion, or justification for the particular representation of a news event.
Journalists have practised this transparency by publishing links to source
materials, publishing entire interviews, or even creating separate web-
sites dedicated to publishing extra materials and ‘behind the scenes’
discussion of larger news stories. This kind of transparent practice was
used in the production of ‘Curious Chicago’, an experimental news-
making pr0]cct supported by WBEZ public radio. The project is run
Is post questions about Chicago.
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The platform essentially allows audience members some control over
editorial processes, as well as some participation in the creation of a
story. Journalists demonstrate their processes of investigating a story,
inviting discussion, correction and additional information. The results
of the investigations are then broadcast on a weekly programme and
published on a website. This practice of transparency also has an effect
on the news reports themselves—the tone of reportage is intimate,
playful and immediate, putting the spotlight on those reporting what
was happening to them, rather than on journalists, as the centre of
knowledge.

The importance of transparency has been central to contemporary
debate by journalists about ethical practice; for some, transparency is a
new mode of accountability that replaces the critical distance of objec-
tivity (Vos and Craft 2016). For others, transparency is a naive form of
deference to the audience that results in obfuscation of important infor-
mation (Cunningham 2006). While transparency has been prioritised as
a form of openness and accountability in the decisions and relationships
that produce reportage, the affordances that have emerged from social
media platforms have situated transparency slightly differently as ‘mak-
ing visible’—engaging with audiences during or after the publication of a
news story through source material and social interactions (Chadha and
Koliska 2015, p. 216). While this approach still prioritises the public role
of the journalist in a functioning democracy, it does so by asserting this
role as part of a community of interested stakeholders, rather than an
unquestioned expert. This mode of practice focusses on the individual
audience members as part of a conversation—some have expertise, some
are interested observers and some are merely finding the conversation as
part of their daily news diet, but all are part of news dialogue. Despite
the fact that transparent processes do not require input from the audi-
ence in principle, the popularity of social media engagement has fostered
participatory forms of transparency. These have included more oppor-
tunities for interested audiences to discuss and challenge particular rep-
resentations of news, or to participate in creating the news story itself.
This ‘transparent’ approach to journalism and media production means
that audiences are now engaged in the traditional backstage creation and
‘sewing together’ of news events. Rather than simply having access to
the news as a finished product, transparent journalistic practices engage
interested stakeholders in the news event by sourcing, verifying and dis-
i i into a representation of news. This
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is the key to transparency in new modes of journalistic practice using
social media: the understanding of news and information as necessarily
iterative, to be corrected and updated as new evidence and knowledge
come to light. This is also an institutional shift in the constitution of
journalistic social authority; the construction of news is seen as a collabo-
rative effort facilitated by a professional journalist, rather than the sole
decision of a trusted—and unquestioned—media authority.

These reporting practices suggest some of the institutional changes
that have come alongside the individual practice and organisational
changes in journalism, especially the more active and dominant role given
to various publics on social media (Russell 2016). In this environment,
journalists are becoming more cognizant of how social media cultures
differ in expectation of engagement with the audience. It has become
more acceptable for a journalist not to report news as a ‘finished prod-
uct’ because the immediacy of web content allows for constant addition
to, and correction of, stories posted online. This has nonetheless also
created some issues about the veracity of information posted on social
media. Some news organisations have baulked at any large-scale participa-
tory production processes in the newsroom due to the number of falsified
documents, images and eyewitness accounts posted and shared through
social media. Larger media organisations, especially those that utilise
user-generated content, have used a variety of tools to verify social media
content. For example, the BBC’s Verification Hub sifts through about
3000 user-generated contributions sent to the BBC (Turner 2012) or
posted on social media every day. Approximately 20 staft use a number of
tools to verify content, including talking to journalists in the field, cross-
checking other social media reports, using photo metadata or triangulat-
ing locations to verify information provided to them. They will also use
search terms to see what is trending on Twitter, and whether the mate-
rial is being discussed by their own contacts. Perhaps the most interesting
verification technique used by journalists at the hub is simply contact-
ing whoever posted the material—the staft suggested that a traditional
interview with an informant can often help the journalist find out more
about the material and whether the source is credible (Turner 2012).
These issues and negotiations are nonetheless productive tensions—they
demand the development of better traditional practices and new innova-
tions in response to changing modes of communication. While the num-
ber of voices on social media has meant that an objective representation
i i or viable, the increased possibility
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of false news warrants immediate and public censure of unprofessional
conduct. What constitutes professional conduct, however, is also chang-
ing in social media environments and journalists are using new forms of
verification—alongside traditional forms of journalism—to ensure their
credibility to an increasingly discerning and empowered audience. In this
way, transparency also relates to accountability; engaging in online com-
munities and showing the process of reportage can be seen as a new ethi-
cal ideal in a networked social media environment.

From PROFESSIONAL AUTONOMY TO COLLABORATION

Contemporary journalism is represented as a privileged role, because a
journalist is able to independently and autonomously decide what infor-
mation makes up their reportage of a news event. Journalism makes its
institutional claim to professional status through its autonomous jurisdic-
tion over the selection and prioritisation of news events. While journal-
ists commit to not prioritising their own views in reportage by practising
objectivity, they nonetheless choose the context, sources and mode
of representation of events. It is through this autonomy that journal-
ists claim their professional knowledge and authority. By the late 1950s,
accountability was also an indicator of a journalist’s social and cultural
power—journalists were represented as ‘gatekeepers’ for the public; they
decided what the public needed to know and how they should know it
(Domingo et al. 2008, p. 326). In asserting this authority, the individ-
ual journalist was represented as being responsible for ‘selecting, writ-
ing, editing, positioning, scheduling, repeating and otherwise massaging
information to become news’ (Shoemaker et al. 2009, p. 74). In reality,
news production is the collective effort of the newsroom, with individual
expertise utilised, but also shaped by norms of practice and organisational
routines. However, ideals of journalistic practice prioritise representation
of the journalist as the gatekeeper autonomously controlling whether
information is important enough to be communicated as news.

While independence and autonomy are important markers of profes-
sional practice, they are also an important part of the ‘boundary keeping’
(Lewis 2012) that ensures no encroachment on the social and cultural
power journalists enjoy. The right to control what the public understands
as news assumes autonomous power, even if it is expressed as a pub-
lic service or gatekeeping role. However, as we have seen, social media
ioriti i icipati diences are more involved in the
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process of creating, shaping, and sharing information about events they
witness (Hermida 2012). Interested audience members even become
users and co-producers in news by participating in collaborative pro-
cesses of making or sharing news (Heinonen 2011). Thus, in the con-
text of asserting autonomy, journalistic practices have been seen to shift
in social media environments, accommodating and negotiating the views
and input from engaged news audiences. Singer (2007, p. 79) suggests
that the move to online and social media-enabled news environments has
not devalued the professional practice of autonomy; rather, the expres-
sion of autonomy has shifted from a focus on external modes of power
to a critique of all expressions of social and cultural power, including
journalism. This critique has emerged through the successful use of col-
laborative reportage practices to create shared, collective knowledge and
ideas (Singer 2005). These collaborative forms of news illustrate that
contemporary journalism can comprise the collective decisions of those
affected by news, rather than one autonomous individual or news organi-
sation. Journalists become less autonomous, but more curatorial in their
approach, interweaving different eyewitness statements and translating
news narratives into a coherent shape and context for their particular
readership.

A more curatorial approach by journalists means that news is con-
stantly re-articulated through the addition, re-interpretation and cor-
rection of information. Subsequent to this change is the broader shift in
the professional authority of journalists; there is no longer one autono-
mous, ethical, professional approach to news production in this environ-
ment. Instead, journalists and audiences are collaborators, who also share
oversight and correction of professional behaviour (Singer 2007, p. 79).
Collaborative practice also means that boundaries of professional /non-
professional practice become blurred; focus is instead diverted to how
particular news events foster relations between different media produc-
ers and publics invested in news production, witnessing, interpreting and
disputing common news narratives. Thus, collaborative journalism prac-
tices increase possibilities for more diverse, open and transparent forms
of journalism online.

A good example of this is A/ Jazeera’s Sharek network, which facili-
tates the use and distribution of user-generated content through an
accreditation system. Content on Sharek is available in several languages
and in regions from which it is difficult to report. Al Jazeera’s jour-
i istribute content submitted from social
lar and reliable contributors are
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accredited and trained, and their content is made available on the Sharek
website without moderation. Accredited citizen journalists are also able
to apply for journalism training, and their content is more likely to
make it on to the A/ Jazeera network. Al Jazeera’s head of social media,
Riyaad Minty, said the network’s comprehensive coverage of the Arab
Spring was made possible due to the collaborative nature of reportage
during the event; much of the network’s imagery and video came from
citizens and activists, many of whom were credited in official reports
(Bartlett 2012). While the incorporation of Sharek content into Al
Jazeera shows organisational willingness to foster collaboration, this is
tempered by strict editorial controls over how and when the content is
utilised by journalists. Thus, the transition from autonomy to collabo-
rative journalistic processes cannot necessarily be seen as relinquishing
overall control of the editorial process; so far, it is a more complex transi-
tion of the social role of the journalist from the sole gatekeeper of truth
to a collaborative facilitator of public dialogue.

The inherent complexity of collaborative approaches to news-mak-
ing is most obvious when journalists lose control of their facilitation of
the news narrative. For example, the reportage of Irish Australian Jill
Meagher’s rape and murder in 2012 horrified Australians and galvanised
many into political action. Thousands gathered in the suburb where
she was abducted, marching in support of Meagher’s grieving family,
but also in protest against violent behaviour towards women (Zielinski
2013). However, the arrest of a suspect in Meagher’s murder was
increasingly problematised by the intense social media interest and dis-
cussion of her disappearance (Lowe 2012). Jill Meagher was mentioned
almost every 11 seconds on Facebook and Tiwitter once news of the arrest
was confirmed. Despite public pleas from the police, Meagher’s husband
and family, and even some sections of traditional mainstream media,
social media hatred sites directed at Meagher’s accused killer published
images of his face and details of his private life. Media law experts warned
that comments posted on blogs or social media could be subject to defa-
mation or contempt of court proceedings, and could jeopardise the pros-
ecution of the case. The social media buzz around the case became so
prominent that the magistrate hearing the case made the unprecedented
move of banning all publication of information, apart from the accused’s
image, from all media, including social media (Lowe 2012). What this
example shows is that the speed, intimacy and easy dissemination of con-
unities for collaboration practices
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The disruption that social media discussion of news events can create
is perhaps indicative of why journalists and news organisations have been
so hesitant to innovate practices that do not fit standardised and institu-
tionalised news routines (Domingo 2008). Indeed, change to journal-
ism practice appears to be slow, reactive and often far from innovative
due to perceived risks. However, issues in journalism practice such as lack
of verification, the ‘media pack’ mentality and creating sensationalist or
exploitative news content are not new issues in journalism practice. The
growth of social media use in news means that these types of issues now
have instantaneous and global audience reach. Utilising the benefits of
the social media community without compromising the quality of jour-
nalism is possible—and some innovative journalists are adapting tradi-
tional modes of journalistic practice to do so. The journalists and media
organisations that have benefitted from shifts in traditional production
practices have continued to recognise the importance of journalistic
expertise, but this is foregrounded as a mode of public engagement to
create increased value for the community it serves. That is, professional
journalism utilises social media to foster connection to communities
and these connections are best maintained when journalists, sources and
interested stakeholders in the news are working together, not so much to
create a unified representation of truth, but to create conversation. While
conversation is not constitutive of journalism’s social importance, it is
the societal actions that stem from these conversations, whether in the
form of activism, public outcry or other forms of political and cultural
change, that illustrate journalism’s social value. Traditional journalism
once brought the information to create those social changes; now, jour-
nalists and audiences create that information together. Thus, the biggest
change in journalistic practice is not so much the practices themselves,
but the broader institutional authority of the journalist.

CONCLUSION

In this chapter, changes to journalistic practice have been explored
through transitions in three seemingly sacrosanct processes of report-
age: objectivity, verification and professional autonomy. While the his-
torical context for the development of these practices shows that they are
arguably new to journalism, they have nonetheless become entrenched
in the dCSCI'lpthIl of individual, orgamsanonal and institutional cul-
ivity, verification and professional
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autonomy are as much a part of the professional self-identity and social
authority of journalism as they are ideals of practice. While it is arguable
whether these ideals of practice are actually achievable in the reality of
everyday journalism, they can be considered ‘strategic rituals’ of journal-
ism (Tuchman 1978), represented as the essential characteristics of good
journalism practice, and defended as the markers of journalism’s social
and cultural authority.

This chapter has shown how objectivity, verification and professional
autonomy are transitioning to incorporate practices of authenticity, trans-
parency and collaboration. Examples in this chapter show that particu-
lar social media cultures prioritising openness and collaboration with
audiences are being adopted by journalists and challenging the way tra-
ditional practices are valued in this space. This is not to say that pro-
fessional journalists are being left behind by the changes to journalistic
practice. Indeed, some professional journalists have been at the forefront
of innovation in traditional journalistic practices within social media envi-
ronments, or have been key actors in ‘normalising’ new processes, nego-
tiating their use to fit into particular organisational or institutional norms
of practice. Many of the issues faced by journalists using social media
in their practice are necessarily productive; they highlight how journal-
ism, like all communication practices, must respond to technological
changes, as well as the social and cultural changes that emerge along-
side them. Thus, it is not necessarily the expertise or skill of the journal-
ist that is being renegotiated in social media environments, nor the need
for professional journalism overall. Rather, the transition in journalistic
practices is due to the changing relations between journalists and their
audiences and, thus, their changing role in social life. Indeed, it is impos-
sible to understand journalism and social media without understanding
the processes of collaboration, engagement and sharing that now mark
journalism and audience relations. The next chapter thus focusses on the
relationship between journalists and audiences on social media.
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CHAPTER 3

Journalism and Social Media Audiences

Tahrir Square quietly celebrated an anniversary on January 2016—it had
been five years since the popular uprisings that toppled Egypt’s Mubarak
government and brought a global audience to major political rebellions
occurring across the Middle East. However, this anniversary was not at
all reminiscent of the highly mediated public protests of 2011. Instead, a
crackdown on any form of public dissent, including raids on the homes
of activists and even outlawing street vendors in Tahrir Square, indicated
the new Egyptian government’s attitude towards this public anniversary.
While major news organisations published some commemorative fea-
ture articles and A/ Jazeera (Arab Spring Protesters 2016) reported that
smaller groups of anti-government protesters had formed on the day of
the anniversary, media reportage was nowhere near the global phenom-
enon that had created the ‘Arab Spring’ five years previously.

The so-called Arab Spring began in Tunisia in 2010, as a public
response to the self-immolation of street vendor Mohamed Bouaziz,
which brought large-scale protests about government corruption to
the country. The ferocity of the protests resulted in the resignation of
President Zine El Abidine Ben Ali and sparked popular uprisings in
Libya, Yemen, Syria, Egypt and other countries. It was the protests in
Egypt that inspired much of the global media’s attention, because well-
organised and media-savvy activist groups were also working to publicise
and document the protests on social media. Both academic and media
commentators drew attention to the seemingly collaborative relationship
protesters had with international journalists to report upon daily events
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and social issues in Egypt more broadly. Some of the more hyperbolic
analysis described a ‘social media revolution’, where traditional media
audiences gained some control of the news agenda by sharing thousands
of eyewitness accounts, videos, tweets and Facebook posts on social media
platforms, rather than through traditional media (Lister and Smith 2011;
Lotan et al. 2011).

Five years has shown both the oversimplification of a ‘social media
revolution’ and, more importantly, the inherent complexity of the rela-
tionship between news organisations, journalists and their audiences.
While subsequent analysis of the Arab Spring has shown evidence of
journalist and citizen collaborations for reportage (Bossio 2014), as
well as innovative use of citizen-focussed reportage (Bruns et al. 2012),
the reality of social media-enabled interactions between journalists and
citizens was rather more limited. Similarly, the Egyptian, Tunisian and
Libyan people have faced difficulties affecting social change subsequent
to the fervour of revolution—and away from the glare of international
media attention.

While the previous chapter focussed on journalistic practice in social
media environments, this chapter explores the traditional ‘recipients’
of journalism—the news media audience. In particular, the apparent
empowerment of audiences on social media and the dominance of their
preferences in the production and consumption of news (Anderson
2011, p. 557). The traditional news audience has always been active
and dynamic—news audiences have always commented, interpreted
and shared news. Letters to the editor in local newspapers and com-
munity notice boards are traditional reminders of the active nature of
audiences. However, the emergence of digital, online and social media-
enabled environments has changed the traditionally ‘one-way’ commu-
nication relationship between journalists and their audiences, making it
possible for audiences to ‘talk back” by commenting, sharing and even
making their own media content (Bruns 2007). Similarly, the tradi-
tional conception of audiences as a unified mass has been overtaken by
distributed networks, niche groupings and issue-oriented audiences on
social media (Heinrich 2011). This has led to a conceptual change in
the representation of news audiences, from ‘passive consumers of news
that needed to be given “the information they needed” by professional
journalists’, to an empowered force for the co-creation and distribu-
tion of news (Anderson 2011, p. 564). Academic and industry research
i ce and Chyi 2014), analysing
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the different ways the audience has become part of the journalistic pro-
cess. Some research has shown that increased audience interaction via
social media has provided new reportage opportunities for journalists (Lee
etal. 2014). Others have suggested that these interactions may be use-
ful during coverage of specific events or issues, but tensions emerge in
transitioning these interactions to an overall professional or organisational
approach to audience engagement (Hedman and Djerf-Pierre 2013).

While much of this research has focussed on how a more engaged
audience has created changes in the production and distribution of news,
this chapter will focus more broadly on the ways in which public dia-
logue has changed. Public dialogue is defined as deliberate, participatory
engagement with an event or issue by a diverse mix of public participants
in order to share knowledge and experiences. Importantly, this engage-
ment does not require uniformity of opinion, nor a shared outcome, but
merely a connection through participation in the topic. This is important
within online and social media spaces, where traditional social constructs,
such as the nation, break down and ‘new knowledge communities’
emerge based on voluntary, temporary, and strategic groupings (Jenkins
and Ito 2015). Members of these communities shift as their interests
develop, or they belong to multiple knowledge communities, each being
sustained by the common need for production and exchange of particu-
lar kinds of public dialogue. Bruns and Burgess (2011) define these con-
nections on social media as ‘ad hoc publics’, where short-term networks
or groups for discussion might appear around particular events, posts or
content and some users might become influential through their engage-
ment with these topics or events. Ad hoc publics are not static, and may
change or become part of established online communities over time.
Within these social media spaces, news becomes a distributed conversa-
tion in which a number of individuals are responding simultaneously to
events as a kind of ‘ambient journalism’ (Hermida 2011). Social media
interactions between users can thus be seen as an aggregated form of
journalistic content, experienced as a constant ambient presence in social
media spaces, but becoming more explicit when major news breaks.
Shaw et al. (2013, p. 23) suggest this results in a ‘public and collective’
expression of public dialogue about particular news events, either with-
out the need for input from professional journalists, or in connection
with traditional news organisations.

The ideal of this participatory communication is the creation of online
i ic civi ragement with social and cultural
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issues (Jenkins 2006). This ideal has often been framed by the repre-
sentation of unified groups working collaboratively within networks to
debate and to affect change (Livingstone 2005). However, the reality of
the emergence of this participatory online culture has been much more
complex and heterogeneous. In particular, traditional norms of pub-
lic dialogue framed by professional ideologies, and governmental and
legal norms have become sites of contestation in online and social media
spaces, as audiences resist or recreate the power structures that framed
public engagement, sometimes in deliberately ‘uncivil’ ways, such as
trolling or satirical hoaxes. In the context of journalism, online and social
media have changed the nature of dialogue between journalists and audi-
ences, creating new spaces for the audience to critique, re-present, dis-
miss, or even completely ignore the journalist.

This chapter argues that this has changed public dialogue, especially
the roles of participants, and the ‘rules of engagement’ in participatory
forms of social media communication. Crawford (2009, p. 528) sug-
gests that online spaces create interconnections through ‘access to the
details of someone’s everyday life, as prosaic as they often are, which
contributes to the sense of “ambient intimacy” in social media’. This
constant access to ambient intimacy, as well as the dominance of affec-
tive content based on personal opinion and experience, and, finally, the
centrality of the user in the construction of ad hoc publics engaged
with issues and events of interest creates public spaces and communi-
ties with very different cultures, politics and rules of civil engagement.
McCosker (2014) argues that ‘a truly pluralistic participatory experi-
ence includes not just being affected by new forms and flows of net-
worked media content and communication, but also the power to affect
with new forms of reciprocal capacity to act out and even “act up”’. For
many users, emotional, satirical and even combative forms of engage-
ment with news events are simply a way of participating in information
flows as part of a broader sense of social media communication cul-
ture—participation and contribution to social and cultural life through
the particular affordances of social media. However, this communica-
tion culture differs exponentially 