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Abstract

Journalism has “always been shaped by technology” (Pavlik, 2000, p.229). Social media could
be seen as a technology of today, when news consumption is changing and 31% of the
population worldwide are using Facebook and other social media platforms for news (Newman,
2020). Moreover, fewer pay for news (Medieakademin, 2021). Therefore, it is a challenge for
news media outlets to adapt to the changing news consumption patterns, as well as they lose
advertisers to Big Tech (Facht & Ohlsson, 2021). Furthermore, the credibility for Swedish news
media brands is decreasing (Medieakademin, 2021). Here comes the question about the
strategies that Swedish news media outlets should use in order to keep their brand credibility in
times of social media. Sixteen scientists within media, communication, marketing and brand
management were interviewed for this master thesis. Among the conclusions drawn are; the
journalistic quality and principles such as objectivity and impartiality should go first; a new
innovative business model should be found; social media has changed the landscape for
traditional news media outlets; social media algorithms might have increased hostile media
effects.

Key-words: social media, news media outlets, social media algorithms.
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Sammanfattning

Journalistiken har alltid paverkats av teknologin (Pavlik, 2000, p.229). Det &r sociala medier som
kan ses som “dagens teknologi”. Samtidigt &ndras monster for hur man konsumerar nyheterna,
och 31% av varldens befolkning anvander Facebook och andra sociala medier for nyhetslésning
(Newman, 2020). Dessutom ar det farre som betalar for nyheterna ar for ar (Medieakademin,
2021). Darfor blir det en utmaning for nyhetsmedier att anpassa sig till de nya monster samtidigt
som de tappar i reklamintakter, och annonsorerna gar over till de stora techbolagen (Facht &
Ohlsson, 2021). Dartill har fortroende for medierna de senaste tio aren minskat (Medieakademin,
2021), och har kommer fragan om hur ska svenska nyhetsmedier bete sig i en tid av sociala
medier. FOr den har studien har sexton forskare inom media, kommunikation, marknadsféring
och varumarke intervjuats. Enligt de slutsatser som dras, ska nyhetsmedierna satsa pa kvalitativt
innehall; folja de journalistiska principerna; forsoka hitta en ny affarsmodell; sociala medier har
forandrat medielandskapet; algoritmer pa sociala medier kan ha forstarkt hostile media effect.

Nyckelord: sociala medier, nyhetsmedier, algoritmer.
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1. Introduction

1.1 Background

Journalism has ‘always been shaped by technology’ (Pavlik, 2000, p.229), both in terms of
editorial work practices (Himelboim & McCreery, 2012) as well as in terms of business
models (Siles & Boczkowski, 2012). For more than a decade social media has been changing
the production, distribution and discovery of news, and disrupting the business models of
news media outlets (Visiiovsky & RadoS$inskd, 2018). The term itself is collective, and could
be defined as online technologies and practices that are used in order to promote discussion
and exchange opinions and information (Akhgar, Fortune, Hayes, Guerra and Manso, 2013).
It includes, for instance, blogs (e.g. Twitter), content communities (e.g. YouTube) and social
networking sites (e.g. Facebook, Instagram). A similar definition is given by Kaplan and
Haenlein (2012, p.101) — "a group of Web 2.0 platforms that allow for the creation and
exchange of user-generated content”. It is the exchange of the content as well as user
interactivity that the Internet has a potential for (Steensen, 2011), and that is also what attracts
the news media outlets to social media (SVT, 2021; SR, 2021), as they want to reach out to as
many as possible, get new subscribers and generate a discussion.

News media outlets' presence on social media could not only be seen as an “opportunity”, but
also as a “necessity”, as patterns of obtaining the news in today’s society are changing, while
a lot of new social media networks are emerging, and become an important and prominent
outlet for news engagement (Weeks & Holbert, 2013). Social media channels became a
platform for news spreading and news consumption, while the share of people obtaining their
daily news summaries “via Facebook" continues to grow and the popularity of news websites
decreases (Newman et al., 2016). A recent study conducted by Reuters Digital Institute found
that around a third (31%) of the population worldwide are using Facebook and other social
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media groups for local news and information (Newman, 2020). The studies find that the use
of Instagram for news has doubled since 2018, and it is likely for Instagram to overtake
Twitter over the next year (Newman et al., 2020).

Therefore, news media outlets had to adapt to new news consumption patterns as well as the
new technologies (Pavlik, 2000). Moreover, the news media business model is now
challenged while media outlets can no longer rely on the business model where advertisers
used news media outlets as their platforms for advertisements. While investments in online
advertising in Sweden went up by 58 percent in 2019, 78 percent of those investments ended
up at global search engines and social media networks, such as Big Tech (Facht & Ohlsson,
2021).

However, Brock (2013) warns that the main journalistic rules and conventions of fairness,
impartiality, objectivity and accuracy are in danger and might fade as social media and digital
communications become more important in news gathering and sending information, and the
adaptation to social media platforms could be seen as a challenge for those news media
outlets whose brand is built on qualitative journalism. Here emerges the brand credibility
issue (Larsson, 2020).

1.2 Problem formulation

Swedish news media outlets have a long history of trust and credibility from citizens.
However, during the last 10 years the credibility of Swedish public service has been
decreasing, slowly but steadily: while around 80 percent of Swedes trusted public service in
2011, the percentage of population that have a high credibility for public service today is
equal to 68 percent (Medieakademin, 2021). A similar tendency is seen concerning Dagens
Nyheter: their credibility has fallen from 50 to 45 percent during the last 10 years; as for local
newspapers 2 percent less trust them in 2021 than in 2011 (Medieakademin, 2021).

Two groups stick out — the younger generation who have not seen or heard about public
service enough to trust them, and the right-voters who tend to distrust traditional media,
especially public service, because they perceive it as “left-wing”-media and, therefore, biased
(Andersson, 2019).

While there is a global trend for broadcast corporations around the world to integrate social
media logic in its already established mass media logic (van Dijck & Poell, 2013), Swedish
traditional media outlets were no exception. They wanted to get an advantage from the new
opportunities offered by social media, such as user engagement, open dialog, but also but tech
giants like YouTube, Facebook, and Twitter started to commercialize their services, which
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also threatens the qualitative journalistic values and opens for a discussion of their presence
on social media (van Dijck, & Poell, 2015). However, Swedish media sees the opportunity
and a part of their task to reach out to the groups who otherwise do not watch TV or listen to
the radio (Helm et al., 2021; Sveriges Radio [SR], 2021), but if their social media strategy is
effective, and whether they really can reach out to those particular groups without losing
credibility, remains unclear.

1.3 Purpose

This research has several purposes. Mainly this study aims to identify what causes the loss of
credibility in the age of social media; suggest the measures and solutions to overcome the
brand credibility loss for news media outlets.

First, this master thesis is aimed at exploring the theoretical background on social media
strategies that could be used in order to gain the spread on social media platforms. Moreover,
the study aims to discover if these strategies are already in use and what media outlets are
using them.

Second, this master thesis intends to find a theoretical framework for algorithms used by
social media platforms, and set them in a context of mass media. Therefore, the questions of
what is known about social media algorithms regarding the spread, what triggers the spread
will be partially answered. The findings will be contrasted to the logic of traditional mass
media and the goals formulated by journalistic principles.

Third, several interviews conducted with scientists within media management and marketing
will reveal what causes the loss of brand credibility in the age of social media. Furthermore,

the interviews expect to reveal the measures and solutions to overcome the brand credibility

loss for Swedish news media outlets.

Fourth, the author of this master thesis aims to compare the theoretical framework with the
findings and discuss the results in order to contribute to the scientific community.
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1.4 Research Questions

In order to fulfill the purpose, the following questions were identified. The main research
question for this study is

RQ: What strategies should Swedish news media outlets use in order to keep their brand
credibility in times of social media?

To answer this question, there is a need to understand and answer the sub questions below:

SQ1: What strategies are effective on social media to gain the spread and reach out to
potential subscribers on social media?

SQ2: Can these strategies be used without any credibility loss?

1.5 Delimitations

Delimitation for this study is that these questions address the context of Sweden. The
objective of this research are Swedish national news media outlets with strong brands, that
create news content in both text, tv and radio.

The study is conducted within the context of industrial engineering and management, where
marketing and digitalization are the main focus, and the media industry is seen in crisis. First,
journalism and, therefore, news media outlets have ‘always been shaped by technology’
(Pavlik, 2000, p.229). Second, the news consumption patterns are changing - fewer pay for
news and more people consume the news through social media platforms (Medieakademin,
2021; Facht & Ohlsson, 2021). Third, there is a call for an innovative business model --
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media outlets can no longer rely on the business model where advertisers used news media
outlets as their platforms for advertisements. While investments in online advertising in
Sweden went up in 2019, 78 percent of those investments ended up at global search engines
and social media networks, such as Big Tech.

The results of this master thesis is targeted towards news media executives, who will be able
to benefit from the suggestions made by this study on their social media strategies and their
effectiveness; the solutions towards brand credibility in a digital age.

Despite the media form, two criteria are taken into account - companies' market share on
Swedish media market, and the revenue made in 2019. In the case of the companies that
mainly focus on newspaper content, this study chose to investigate in the newspaper Dagens
Nyheter, DN, and Expressen owned by Bonnier News; Svenska Dagbladet, SvD, and
Aftonbladet owned by Schibsted (Ohlsson & Facht, 2021). In the case of the TV-industry,
Sveriges Television (owned by public service) will be investigated as they own 35 % market
share, as well as TV4 (owned by Telia with 35 % market share). Other TV-companies have a
market share lower than 15% (Ohlsson & Facht, 2021). The biggest radio company in
Sweden is Sveriges Radio, SR, owned by public service-concern, and therefore, is chosen for
this study. They have a market share of 75% (Ohlsson & Facht, 2021).

Furthermore, the sources for empirical data, except literature, were scientists within media
and marketing fields, and therefore, the author of this master thesis did not try to catch any
public opinion on the subject.

1.6 Sustainability

This master thesis complies with United Nations Sustainable Development Goals (Figure 1).
First, social media could be seen as platforms that provide access to information sharing,
which could include news, opinionated posts, links to other sources such as publications,
videos, movies, audio, that could serve both educational and entertainment purposes. The
content on the Internet can be both free and paid, and social media platforms could be reached
and used by anyone with access to the Internet. Consequently, the Internet might be used as a
source for equitable quality education, and could contribute to lifelong learning opportunities,
which is the fourth sustainability goal formulated by the United Nations. While this master
thesis highlights potential issues with social media algorithms; what information sources gain
more spread; warns about the trustworthiness related to social media posts; this paper shares
insights that might be beneficial in order to achieve quality education in the world.

Moreover, “the primary purpose of journalism is to provide citizens with the information they
need to be free and self-governing” (Kovach & Rosenstiel, 2014). Hence, while this master
thesis is aimed to find a strategy for credible news media outlets to reach out to as many
people as possible with valid information, the findings of this research can help in developing
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further policies according to the tenth goal of the United Nation aimed to reduce inequality
within and among countries.

Furthermore, the master thesis highlights the problem of news media outlets competition from
Big-Tech companies regarding advertiser investments. The findings suggest that the issues
that news media outlets face are mostly lack of financial resources, and the solution in the
form of a new business model should be found. While the ninth sustainability goal of the
United Nations is aimed to foster innovation, this master thesis has raised some concerns
about the need for innovation within news media organizations.

Since this master thesis deals with the issues of polarizations on the digital landscape, the
findings provided by the research might give some background for further projects related to
the sixteenth and seventeenth sustainability goals of the United Nations for peaceful and
inclusive societies and access to inclusive institutions at all levels; strengthen the means of
implementation and revitalize the global partnership for sustainable development.

Figure 1. United Nations Sustainable Development Goals
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1.7 Disposition

The report consists of 6 chapters.

The first chapter is written above, and serves as an introduction aimed to give the reader some
background to the study; sets the framework for recent survey findings and collected statistics
in order to motivate the urgency and relevance for posed research questions and the
conducted study. The introduction consists of several parts starting with the background. Next
follows problem formulation and formulated purpose of the study. Then the author formulated
research questions and described delimitations. Afterwards the reports compliance with the
United Nations sustainability goals is discussed. The last part of the introduction section is
disposition where the author gives a brief presentation of the outline for the report structure.

The second chapter gives an overview of the methodology. In this chapter the author
describes in detail how the research was designed; how literature review was conducted; the
structure of interviews; the author also gives some argumentation regarding validity,
reliability and generalizability of the study.

The third chapter is literature review. The purpose of this chapter is to summarise the main
theories considering historical perspective and news media credibility in Sweden; framework
for today’s news media consumption and changes in economy in news media business; news
media credibility in Sweden today; to what extent Swedish mass media present on social
media today; theories regarding social media algorithms and what triggers the activity and the
spread on social media platforms. Lastly, the theory of hostile media effects is presented, as
well as the theory of brand heritage for news media outlets.

In the fourth chapter the empirical data gathered during the findings from interviews are
summarized. The chapter is divided in sixteen subsections, where the findings are presented
separately for each interviewee.

In the fifth chapter the author presents discussion. In this chapter the results are discussed and
compared with the theories from the literature review section.
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In the sixth chapter the author concludes the results of the study, and possible implications are
presented. Moreover, the chapter includes some suggestions for further studies. The purpose
of the chapter is to link the findings to research questions.

2. Methodology

2.1 Research design

The purpose of this master thesis is to find out the way forward for Swedish news media
outlets in regard to the decreasing credibility in times of social media; what obstacles they
meet in the digital landscape today; what strategies could be used in order to boost the trust
from the audience and what role could social media play in the credibility of traditional
Swedish media outlets’ branding.

The research is qualitative. Qualitative research is suitable when the data collected during the
empirics is in the form of words or images, compared to the quantitative research where the
data is numerical (Collis & Hussey, 2014). The empirics of this study consists of interviews;
the data collected and analyzed is “words”, that are not numerical; and, therefore, qualitative
research is suitable.

Moreover, the author uses an inductive approach whereas there is an intention to find a
general pattern from individual observations and statements (Collis & Hussey, 2014). The
inductive approach is used when the researcher moves from the specific to the general; the
method includes searching for patterns and intends to set it in relation to the data from the
observations that were made (Woo, 2017). Since the purpose of the study is to identify what
causes the loss of credibility in the age of social media and suggest measures to overcome it,
this approach was suitable. Based on multiple interviews with the scientists within different
fields in several universities across Sweden, patterns in the solutions suggested by them could
be found, which leads to a possibility to draw general conclusions.

The research design is a framework for generating empirical data to answer the research and
semi questions and fulfill the purpose (Bryman, 2011), in order to accomplish these purposes
this study is designed in three parts. First, a systematic literature review was done. Second,
several interviews were conducted in order to gain empirical data. Third, the data was
analyzed, generalisations and conclusions were made.

The author chose to conduct analytical, or explanatory, research. This type of research does
not only describe the characteristics of a phenomenon, but rather is aimed to analyze and

10
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explain why or how something is happening, in order to understand phenomena by
discovering and measuring causal relations among them (Collis & Hussey, 2014). The
motivation for choosing analytical research lies in the intentions of this master thesis that are
not only aimed at describing the characteristics of the difficulties the traditional media are
facing in the digital media landscape today, but also to explain why and how the phenomenon
of losing credibility during the last ten years is happening. The research is also exploratory
when it comes to answering the question “how” should the traditional media behave in order
to gain back the credibility, while the amount of studies is limited and the aim is to find
patterns and ideas.

The empirical part of this master thesis are interviews with scientists who have insights into
the topic, researched a sub-topic to this master thesis themselves, when it comes to either
social media, traditional Swedish mass media branding and their credibility or the economical
aspects of the branch and its situation today.

In order to collect primary data the researcher chose to conduct several interviews with
scientists within different fields, who research the subject themselves. The researcher chose
the scientists within the marketing and media field from different parts of Sweden who
operate in different universities across the country. Secondary data was collected during a
systematic literature review when studying existing literature, publications and surveys.

2.2 Systematic Literature Review

The main point of the systematic literature review was to identify second source data and,
therefore, evaluate the knowledge on the topic. The literature review was done according to
the procedure for systematic literature review (Collis & Hussey, 2014), where, first, the list of
sources was drawn up and the scope was defined.

2.3 Interviews as empirics

The empirics of this study are interviews with scientists across Sweden who study the subject
of media, communication or marketing. In order to cover the geographical area of the country
and get a broader perspective, the author of this master thesis selected the interviewees from
several universities at different regions of the country. The group “scientists” was selected as
empirics of this research as they have spent a certain amount of time while researching the
sub-topics of this master thesis; their knowledge and opinion ground in confirmed scientific
theories, facts, research and surveys. Therefore, they were expected to answer the question in
a proper way that would be suitable for an analytical, or explanatory, origin of this master
thesis.

11
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The author made a list of different research institutions in Sweden and searched through staff
members within each institutions' marketing and communications departments, aimed to find
researchers with relevant knowledge for this master thesis, e.g. social media, brand credibility
etc. The researchers whose study areas were relevant were contacted through emails; some
were contacted before the search for relevant scientists was made, while their names came up
during the literature review. In the email, the researcher asked for an interview and further
suggestions for interviewees with an intention to find as many interviewees as possible,
however, some researchers did not want to participate in the study, even though their
knowledge was relevant.

16 interviews were conducted for this master thesis. 15 of them interviews were conducted
via Zoom, and recorded. One of the interviewees did not have time for an actual interview,
and, therefore, decided to contribute to the research in the form of answers to an email.

The interviews were transcribed as soon as possible after the conducted interview, as time
allowed (Saunders, Lewis & Thornhill, 2015). Two of the interviews were conducted in
English, and other interviews were in Swedish. In two cases when the interviews were
conducted in English, an automated audio typing program called Temi was used for
transcribing. After the interview was auto-transcribed, the researcher manually read through
the interview to revise and correct spelling and grammar mistakes. Also, interim summaries
were written after each interview to easily identify the contextual information (Saunders,
Lewis & Thornhill, 2015). For the interviews in Swedish language, the interviews were
transcribed manually, using a free web app oTranscribe which made the process easier.

The length of the interviews depended on how much the interviewee had to say about the
subject and the questions, and the average length was 45 minutes, with the longest interview

for 70 minutes and the shortest 25 minutes.

After conducting the interviews, they were summarized and written down in this report under
“Findings”.

More detailed information about the interview form, interviewees and their specialization can
be found in Table 1 below.

Table 1 Interviews of scientists at Swedish universities

Interviewee University Specialization Interview date | Form
A Jonkoping Media, 07.04.2021 Zoom
International management
Business School | and
transformation

12



Tatiana Kireeva

B University of Media history 08.04.2021 Zoom
Gothenburg and credibility
C University of Political and 09.04.2021 Zoom
Gothenburg strategic
communication
D Stockholm Media, 15.04.2021 Zoom
School of marketing,
Economics economic
psychology
E MID Sweden Democracy and | 15.04.2021 Zoom
University communication
in a digital
society
F Lulea Marketing, 15.04.2021 Zoom
University of branding, social
Technology media
G MID Sweden Media and 16.04.2021 Zoom
University communication
H Stockholm Social media, 16.04.2021 Zoom
School of marketing
Economics
I Linnaeus Media and 16.04.2021 Zoom
University political
communication
J University of Media 16.04.2021 Zoom
Gothenburg, ownership,
Nordicom media
credibility,
media
development
K University of Journalism, 19.04.2021 Zoom
Gothenburg media,
corporate
communication
L Kristiania Journalism, 19.04.2021 Zoom
University social media
College and strategic
communication
M Lulea Media, 20.04.2021 Zoom

University of

journalism and

13
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Technology communication
N Luled Industrial 21.04.2021 Zoom
University of marketing,
Technology social media
brand
management
O KTH Royal Media 26.04.2021 Zoom
Institute of management,
Technology literature
P Stockholm Journalism and | 11.05.2021 E-mail answers
University social media

Interview questions could be found in Appendix 1 (English) and Appendix 2 (Swedish) to
this report. It should be added that the interview questions varied, and some following
questions were asked during each interview in order to enhance the understanding, make sure
the interviewer and interviewee understood each other correctly, and elaborate on the
thoughts expressed by the interviewee. Extra attention was paid to make sure that the
interview protocol was focused on the research questions, was thorough and did not contain
any leading-the-witness questions. In addition to that, some research questions were changed
and some were added in line with flexibility of interpretive research (Gioia, Corley &
Hamilton, 2013).

The purpose with the interviews was to collect the empirical data, which was to analyze in the
next step. The researcher chose a general analytical procedure for qualitative data, which
consists of seven steps. First, converting the field notes into a written record, where some
thoughts and reflections after each interview were added; second, making sure that the
material was properly referenced with date, time and context; third, the data was coded with
specific codes depending on the theme and concept; forth, the codes were grouped into
smaller categories in line with the themes and patterns that emerged; fifth, the summarises
were written on various stages; sixth, in order to confront the existing theories and construct a
new one, summaries were used to construct generalizations; last, the process of writing down
the generalizations continued until a new theory was developed (Collis & Hussey, 2014).

14
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2.4 Quality of analysis

The definition of reliability is the accuracy and precision of the measurements; absence of
differences if research was repeated (Collis & Hussey, 2014). The reliability is high for
positivist studies, however, this study rather has interpretivist nature. When it comes to the
literature review, it can be considered as highly reliable, while another researcher could have
read the same publications and draw similar conclusions. The references and all the
information about how to find the articles are provided, which makes it possible for another
person to repeat the research. However, the researcher might focus on other issues and
problems when reading the publications, and therefore, could draw a different conclusion than
the author of this master thesis. The fact would reduce the reliability of this work.

Considering interviews, the reliability here would be high if the same questions would be
asked. The questions are given in the appendix of this report. However, some interviews had
unstructured or semi-structured nature with follow-up questions, therefore, it could lower the
reliability. Nevertheless, the interviewees had a certain point of view and message they
wanted to reach out to an interviewer, and no matter how the follow-up questions were
constructed, when it comes to the topic and the main question of this master thesis, the
interviewee would still give the same answer related to research and sub-questions.

When it comes to validity, it is defined as “extent to which a test measures what the
researcher wants to measure and the results reflect the phenomenon under study” (Collis &
Hussey, 2014). First, the interviewee could misinterpret the question, which could impact the
validity of this study, however, the interviewer tried to identify the misunderstanding and ask
a follow-up question in order to avoid issues related to validity. Moreover, the media
landscape is changing quickly, we are overloaded with news and flashes, the variety of
opinions is enormous and, therefore, it could even impact the validity of this research over
time, when the scientists, who were the subject of the interview might change their opinions
over time.

Nevertheless the group chosen to be interviewed are scientists who have spent a certain
amount of time while researching the sub-topics of this master thesis, and they base their
knowledge and opinion on confirmed theories, facts, scientific research and surveys.
Therefore, the validity of this research is high, as long as the scientific background did not
change.

“Generalizability is the extent to which research findings can be extended to other cases”
(Collis & Hussey, 2014). Considering a qualitative study, generalizability could be achieved
by systematic sampling, triangulation, constant comparison, proper audit, documentation, or
multidimensional theory. It is also possible to accomplish generalizability when the
researcher compares another study in time, place, people and other social contexts.
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First, the research question itself is very general and broad, and, therefore, it requires some
generalization from the interviewer to answer it. Furthermore, the time and social contexts
perspective was taken into consideration in this research, while mass media and its credibility
was looked into from a historical perspective. However, the main focus of this research, as
written in the delimitations, is Sweden and the conditions for mass media were discussed
within this context. Nevertheless some general patterns could be applied for the situation in
the digital media landscape for other countries, while the digital media landscape of today is a
common phenomenon. This fact increases the generalizability of this study.

3. Literature Review

3.1 Historical perspective on Swedish media landscape

The development of Swedish media landscape has been always characterized by four
different factors such as politics, the audience, economics and technological
developments.(Weibull, Wadbring, & Ohlsson, 2018). These factors have influenced business
models; the way media reporting was biased towards ideology; the way the government
issues laws and regulations in order to control, taxe or finance media outlets in Sweden.

3.1.1 The era of newspapers with a certain political color

The first Swedish newspaper Ordinari Post Tijdender was established in 1645. During that
time Sweden was a centrally controlled nation, and, therefore, the press had a close tie to the
country’s political center and was even controlled by the government. Ordinari Post Tijender
was a clear example of state propaganda, and its primary purposes were to give the Swedish
perspective of the Thirty Years’ War, and motivate the political decisions taken. Because of
the high price for a newspaper, Ordinari Post Tijender was mainly published for the country's
rulers of that time (Weibull et al., 2018).

The 18th century, the age of Enlightenment in Europe, was characterized by the ideas of

human rights, which dominated even in Sweden. The Swedish political climate consisted of
two parties with different opinions, and a vague royal power, which benefited the press. Many
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private actors started their own newspapers, both local and national. However, the newspapers
were still a subject for state censorship. As the newspaper increased in number, it became
difficult for the censorship authority to inspect them (Weibull, et al., 2018).

In 1766 Swedish government issued Swedish Freedom of the Press Act - the first law in the
world of its kind. This act suspended censorship, which meant that the political debate got a
more free climate. However, some censorship still existed considering religion, royal house,
secretary of state and constitution (Weibull, et al., 2018).

Since the beginning, all Swedish newspapers had a political profile, and most of them got
their political color in the late 19th century. One of the explanations is the development of the
Swedish political party system during that period. Liberal and conservative newspapers
emerged and pushed their own propaganda in the press (Weibull, et al., 2018).

Also socialdemocratic press was established in the late 19th century in Sweden, and owned
by political and trade-union labour movement organisations. The news selection and
comments were biased accordingly - the structure of the newspaper would mirror the party’s
organisation and function as its propaganda instrument. However, socialdemocratic press did
not gain any significant market share, mainly because of the late establishment which made it
impossible for them to compete with already established news outlets; socialdemocratic news
outlets were also less attractive for the advertisers as their readers did not possess any strong
buying power (Weibull, et al., 2018).

The tendency of news outlets to choose distinct political colours continued in the next
century. In the press structure that was established in Sweden during the first half of the 20th
century, almost all the existing newspapers were somehow connected to any of the Swedish
Parliament's political parties. Also the readers chose the newspapers according to their
political views - conservative or socialdemocratic. Therefore, the credibility for each medium
was high, as they always confirmed the reader’s own perception of the reality. The business
model relied on advertisers who saw the newspapers as a channel to reach out to the
population (Weibull, et al., 2018).

After the 1920s it became harder for newspapers to make revenues from advertisements, and
the interest for unbiased reporting rose. The overall amount of newspapers started decreasing,
which resulted in a higher number of newspapers with Center-right perspectives relatively
increased; those newspapers that sympathized with left and social democrats decreased; but
the highest boost was seen among those newspapers, who did not have any political color.

Another type of newspaper journalism should be mentioned as the one that emerged in the
first phase (1645-1970), namely sensational journalism, or tabloid. The first newspaper that
offered that kind of product was Expressen, as it was established in 1944. Expressen was
characterized by ther, at that time, new language; extensive use of pictures; and more
user-friendly layout. Even Aftonbladet tried to catch up and developed a similar edition in the
1950s. The tabloid newspapers in Sweden had a wide content of opinionated editorial
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material; culture reporting; columnists and political comments (Weibull, et al., 2018).

In the 1950s over a half of the Swedish population read a newspaper with the same color as
their political views, and this tendency has gradually disappeared, and the explanation lies in
the political changes. The critics meant that Sweden needed a “Fourth estate” that would
criticize the government. Also news media outlets themselves saw their connection to a
political party as a challenge when it comes to professional journalism and impartial
reporting. Moreover, the competition between the newspapers played a part.

3.1.2 Business models relying on advertisers

After Swedish Freedom of the Press Act was signed in 1766, it generated the emergence of
even more newspapers and a flourishing political debate. While the content in the newspapers
became wider, the newspapers started serving as platforms for some advertisers (Weibull, et

al., 2018).

Business model impacts the new business greatly. However, it was only in the 19th century,
when the business model based on payments from advertisers emerged, and advertisers were
ready to pay the newspapers in order to get their advertisements published in the papers.
Newspapers’ owners got higher revenue, which also resulted in cheaper editions for the
readers. Moreover, industrialization played a part; while the production became automated, it
increased the capacity of the press, and led to the emergence of new newspaper outlets. Two
of the Swedish strongest newspaper brands came out at that time - Aftonbladet and Dagens
Nyheter. Even though many newspapers started as private initiatives in the 19th century,
political parties financially supported them in order to get their message published (Weibull,
et al., 2018).

As mentioned above, the number of newspapers started decreasing after 1920th. While no
new newspapers established during that period, as well as many closed, led to the stronger
position of the existing newspapers that succeeded in taking over the readers whose
newspapers disappeared; they also gained a higher share in the advertisement market. While
many newspapers with a certain political color disappeared, those who stayed in the market
had to widen their content when it came to politics (Weibull, et al., 2018).
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3.1.3 Emergence of Radio in Sweden

The radio as a news media was established in the 1920s in Sweden. The first radio company
called “AB Radiotjdnst” (today “Sveriges Radio”), was owned by the owners of different
Swedish newspapers, therefore, it would guarantee impartiality, and the contract that the
companies wrote characterizes the ground for public service. During the first period of radio’s
operation in Sweden until the beginning of the Second World War characterized by the
establishment. During that period radio did not have any own news programs, but could only
send analytical news programs, opera, concerts and reportage. The main task of the radio was
to fulfill the right of Swedish people to freely seek knowledge. One of the main reasons why
it took awhile for the radio before they started sending news was the ownership structure;
while AB Radiotjénst was owned by the newspaper companies, they tried to restrict news
sending functions in order to decrease the competition with the newspapers (Weibull, et al.,
2018).

During the Second World War radio was an important instrument for crisis organisation with
such tasks as communication of rationing, but it never acted as state propaganda. At that time
the air time significantly increased as well as the content widened, and the high amount of the
reportage from different parts of Sweden helped to unite the nation (Weibull, et al., 2018).

After 1945 the radio got independence from the newspapers, and in 1957 was renamed to
Sveriges Radio AB. The number of news programs, and even own produced news, increased.
However, there had been many protests against the radio's content because of the increased
competition. Nevertheless, Sveriges Radio itself got a new competitor in the form of TV,
which decreased its audience (Weibull, et al., 2018).

3.1.4 Law regulations to beat the competitors

Sveriges Radio was financed by the citizens through a special public service license fee that
every citizen paid once a year. However, the government was not passive in issuing
regulations that would beat privately owned competitors. In the beginning of 1960s there
emerged many pirate radio stations that were sent from vessels outside Swedish borders.
Pirate radio was very popular; their primary content was pop-music and news. Their
popularity and a position of competitor to the state-financed Sveriges Radio raised concerns
and became a political question.

Already in 1962 a new law was put in place that forced one of those pirate radio channels to
close. The second radio channel continued to broadcast until 1965, and the owner was
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charged and sent to prison, as the company violated the law of the exclusive right of Sveriges
Radio. Meanwhile Sveriges Radio took over the audience and launched more channels similar
to the pirate radio’s. SR widened their content to politics and society at large, and introduced
critical journalism through many question-answer programs, not only limited to the elections
(Weibull, et al., 2018).

3.1.7 SVT enters the market - ownership structure

1940-1950 were the years when the discussion about professional journalism started in
Sweden and journalistic principles such as impartiality and objectivity became important. In
1950s Swedish Television enters the market, but all broadcast media were organized in one
public service-company, and it was prohibited for private actors to send commercially
financed radio and tv, so 4 radio channels and 2 national tv-channels were financed with
license fee (Djerf-Pierre, 2000).

The responsibility for television was on Sveriges Radio, and TV would be financed in the
same way as radio — through license fee and not through commercials. The ambition was to
give the opportunity to watch TV to the whole of Sweden, and the TV network was built and
covered even the most remote regions. Behind the proposal were the socialdemocratic
government, but also Centerparty and newspaper companies (Weibull, et al., 2018).

The idea about ownership of radio and tv-concern in Sweden was from the beginning their
independence from the government, however, the government would still have influence
through broadcasting permission and budget negotiations. As shown above, newspaper
companies were initial owners of the radio, and in the continuation, they owned even TV, but
with time the newspapers companies lost their dominans and new shareholders entered. In
1966 more than 60 percent of all shares went to different Swedish social movements
organisations, and newspapers ownership along with the business sector had 20 percent each
(Weibull, et al., 2018).

In the 1980s, as Sveriges Radio-concern’s, or public service-concern’s, exclusive right, or
monopol, on the market was criticized. Many organisations that had a share in Sveriges radio
engaged in competing organisations. Therefore, it was urgent for public service to change the
ownership structure. In 1993 public service-concern was reorganised in three companies -
Sveriges Radio, Sveriges Television and Utbildningsradio. Swedish public service has the
same structure even today (Facht & Ohlsson, 2021).

3.1.8 Commercial TV enters the market

As TV expanded, the audience expanded too, and Swedish business sector raised questions
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about new TV-channels. The government decided to establish a second tv-channel in 1968,
but both existing channels would be organised in the same company, but would compete with
each other. Therefore, both would be financed with license fees. Also news reporting
expanded and the second TV-channel started to send news program Rapport, but even more
entertainment and fact-based programs (Weibull, et al., 2018).

Criticism continued rising towards the public service bias towards left and public service,
while others meant that TV had an elite-perspective. Moreover, some criticism came from the
business sector, even supported by Swedish social liberal party Folkpartiet (today
Liberalerna) and liberal conservative party Moderaterna. They criticized public service for its
concentration around Stockholm. Sveriges Radio reacted and built more stations around the
country (Weibull, et al., 2018).

In 1984 the government introduced a new law that allowed satellite TV as long as they did
not send any commercials directed to Swedish citizens. As cable TV came out in the end of
the 1980s, the conditions were changed and the monopoly that public service had on
broadcast media was deregulated. According to some studies, as program supply and
competition increased, the broadcast media became more commercialized and market
oriented (Nord & Strombick, 2003).

The deregulation had both political and economic grounds - satellite TV was seen as a threat
for national tv-channels, but at the same time the government did not want to let the
investments in commercials stay within Swedish borders. However, public service would
continue to be free from commercials, but other private owned media companies would gain a
franchise to send tv via terrestrial TV-networks. First, the franchise was given to one
TV-channel, TV3, as it already was popular, and had entertainment as their core business
(Weibull, et al., 2018).

One of the new cable commercial TV-channels that grew fast during that time was TV4. One
of the reasons for their success was a wide range of programs and a relatively big news
editorial. Regarding ownership structure, the shares had some companies within
Wallenberg-groupe, publishing house Natur & Kultur and Jordbrukarnas Foreningsbank
(today Swedbank). As they gained an audience, the government issued a new franchise in
1991 for terrestrial TV-network to TV4. Also the ownership structure changed and 30 percent
of the share in TV4 went to Jan Stenbeck, the founder of the entertainment channel TV3
(Weibull, et al., 2018).

3.1.9 Journalism seen as business

In the 1990s digitalisation of TV began and Swedish TV faced competition from international
actors; new multinational companies entered the market. Here the view on the media changed
- they were no longer seen as an important social institution, but as an economic branch, a
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way to earn money. The publicistic tradition, the loyalty to the principles of journalism, that
existed among newspapers and public service, were not of high importance to the satellite
channels and private local radio stations (Weibull, et al., 2018).

Moreover, the traditional Swedish media companies were affected by the changing terms and
conditions on the market. The biggest winner was TV-medium. Digitalisation of terrestrial
tv-networks made it possible for more channels to reach out Swedish population (Weibull, et
al., 2018).

3.2 Situation for news media outlets in Sweden today

3.2.1 Changing news consumption patterns

The fourth phase characterised by the emergence of the Internet began in 2005 and continues
today. More content became available online and many Swedish news outlets started to
launch their own sites, and hide the content under paywalls (Weibull, et al., 2018). Also social
media channels grew in Sweden, especially during the last 10 years. In 2010 around 35
percent of the Swedish population between 9 and 79 years old daily used social media
(Medieakademin, 2010).

In 2019 this number increased to 79 percent, which places social media on the same level as
tv and radio media, as they reach the same percentage of population every day. The biggest
increase in the everyday use of social media platforms from 2010 to 2019 was observed in the
group 45 to 64 years old, where the number of users increased from 20 to 76 percent. Swedish
people aged 65 to 79 increased their social media use from 7 to 51 percent during the same
period of time (Facht & Ohlsson, 2021).

However, there are some differences in the age groups that use social media networks. In
2010 the group that used social media at most were younger people in the age of 15 to 24
years old - 79 percent of them answered they use social media on a daily basis. In 2019
already 97 percent among this group used social media daily. Moreover, even a high number
of people aged 25 to 44 years old used social media every day - 90 percent in 2019; the
percentage among people aged 9 to 14 was 82 percent. While social media networks differ in
content, functionality and target audience, there is a clear difference in the relation between
the age and the social media platform that Swedes chose to use. In 2019 young people in the
age 15 to 24 mostly prefered Sanpchat and Instagram, while the age group older than 25
mostly used Facebook and Instagram (Facht & Ohlsson, 2021).

Worldwide Facebook now is the number one source of news for a majority of the younger
generation, so-called “millennials” (Diakopoulos, 2016). Social media networks even
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challenged the traditional media outlets, and changed patterns of obtaining the news in
Sweden, as a higher amount of the population use social media in order to consume the news.
Moreover, recent studies on engagements on Facebook pages owned by Swedish major
newspapers found that the audiences on Facebook are actively growing, as all types of
activity such as liking, sharing and commenting are also growing by year (Larsson, 2016). In
2019, 28 percent of the Swedish population aged 9 to 79 used Facebook for reading the news
on an everyday basis; 16 percent used Instagram for the same reason, and 11 percent got their
news on Youtube. Snapchat and Twitter amounted for 6 respectively 5 percent (Facht &
Ohlsson, 2021).

The conclusions lead to a question on whether the long term tradition of newspaper reading
among Swedish population is also changing. In 2000 around 74 percent of Swedes between 9
to 79 years old were reading at least one newspaper per day (Medieakademin, 2001; Facht &
Ohlsson, 2021). Ten years later the proportion decreased to 66 percent, and the tendency
continued. In 2019 the toll was only 51 percent, and this number contains both those
subscribed to the newspaper online and on paper (Facht & Ohlsson, 2021).

TV consumption follows the same tendency as the newspaper read, and sees a decline over
time. In the beginning of the 2000s the scheduled TV had its peak and at least 75 percent of
the population was watching at least 5 minutes on TV per day (Mediemétningar 1
Skandinavien, MMS, 2001). During the next 10 years the proportion of scheduled
TV-watchers decreased to 70 percent, and in 2020 they were already only 55 percent. The
changes between 2019 and 2019 occured in the age groups under 60 years old, and the gaps
have been increasing. One explanation is a shift in TV consumption to computers, tablets and
smartphones among the younger generation (Facht & Ohlsson, 2021).

Even though fewer people watch scheduled TV, the actual consumption of video has been
almost the same during the last ten years. 86 percent of Swedes consumed video at least once
a day in 2010, among all age groups. Nine years later the proportion was 90 percent
(Medieakademin, 2020). Yet in 2010 almost everyone exclusively watched scheduled TV, in
2019 this proportion decreased to 58 percent. While the access to broadband with high
transmission capacity increased, more people switched to digital services and started
watching tv via the web. To compare, in 2010 only 7 percent said that they watch TV via the
Internet, but in 2019 already 47 percent said they were watching TV via the Internet, and
around 41 percent watched Youtube-channels instead (Facht & Ohlsson, 2021).

Traditional radio-listening has also seen a decline during the last 10 years. Among all age
groups in 2000 around 80 percent listened to the radio daily. Ten years later the proportion
was 70 percent. As new forms and the possibility of listening to the radio arose, the number
of everyday listeners increased to 73 percent in 2019, accounting for regular radio, car radio,
via the Internet and podcast (Facht & Ohlsson, 2021).
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3.2.2 Market conditions as a challenge

Also the willingness to pay for the news is declining. In 2020 people over 65 years old spent
around 3 462 SEK a year per household on news. For people between 25 and 34 years old the
amount was only 437 SEK. The main explanation of these differences is that today's younger
generation are less willing to subscribe to newspapers in paper form, as the older generation.
Second, the latest opinion surveys show that younger Swedes are also less willing to pay even
for news on digital platforms, than people older than 45 years old (Facht & Ohlsson, 2021).

Digitalisation has created new models for media financing and advertising investments, with
investments in online advertising making up 58 per cent of the total Swedish advertising
investments in 2019 (SEK 23 billion of SEK 41 billion). However, the advertising
investments do not necessarily end up with Swedish media companies. Of the online
advertising in Sweden, 78 per cent (SEK 16.5 billion) was invested in global search engines
and social media networks. This, of course, means that Swedish media lose revenues at the
same time as they are competing to keep audience shares. Advertising investments in linear
TV and radio are stable, whereas the newspaper industry is struggling; since 2000, its
advertising revenue has dropped by 70 per cent. Thus far, the drop in print advertising has not
been compensated for by the growth in online advertising revenue (Facht & Ohlsson, 2021).

Even though the commercialization of the broadcast media took place, as well as a lot of
content was available online, and advertisers started to choose more convenient platforms as
Google and Facebook and, therefore, the traditional Swedish news media lost a lot of income,
they still maintain a high level of credibility as for today (Facht & Ohlsson, 2021).

3.2.3 Media credibility in Sweden today

While the credibility for traditional Swedish media is still high, there is a slight tendency of
lost credibility during the last 10 years from 2011 to 2021 (Medieakademin, 2021). While
around 80 percent of Swedish citizens trusted public service in 2011, as for today the
percentage is 68. A similar tendency is seen considering Dagens Nyheter: their credibility has
fallen from 50 to 45 percent during the last 10 years; as for local newspapers 2 percent less
trust them in 2021 than in 2011 (Medieakademin, 2021). However, credibility for SvD rose
from 39 to 43; the same tendency followed Aftonbladet whose credibility among Swedes rose
from 12 to 17; Expressen and TV4 stay on the same level in the opinion surveys and are
trusted by 14 respectively 37 percent of the population in 2021 (Medieakademin, 2021).

Even though a higher proportion of the population seek the news on social media platforms,
the credibility for social media is relatively low among Swedish residents. Moreover, the
credibility and trust for web pages and social media networks declined over the last ten years.
For example, while 50 percent of Swedish population trusted Google in 2011, only 31 percent
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trusted Google today, in 2021. For Facebook the credibility decreased by half - from 15 to 7
percent. For Twitter the credibility was generally low and stayed on the same level - 5 percent
(Medieakademin, 2021).

3.2.4 Formulated goals for Swedish news media outlets on social media

The nature of the audience is changing today. From being a “passive” listener or viewer, an
average news consumer today wants to interact, and react to the news (Livingstone, 2003).
Swedish Public Service-companies, both SR and SVT, tend to acknowledge the challenge
with regard to social media, and both have very similar goals when it comes to social media
strategies.

SR and SVT count on social media as their “core business”, and use it both as a journalistic
tool; to engage the audience in a dialogue; to get in contact with some groups of audiences
that are difficult to reach out otherwise (SR, 2021; Hjelm et al., 2021). SR also sees their
presence on social media platforms as one of the public service’s missions - “the users whose
news consumption rely entirely on social media should have a right to get access to public
service’s content” (SR, 2021). However, SVT makes it clear that they would follow the same
journalistic principles on social media as they have for their broadcast, and the main purpose
of their presence there is to inform about their content that they have on their own platforms
(Hjelm et al., 2021).

Public service media are financed with taxes and are obliged to account for their spending,
and, therefore, must explain their strategies in a public report every year. While other subjects
of this investigation such as Dn, SvD, Epressen, Aftonbladet and TV4, are privately owned, it
is difficult to find out their goals and objectives when it comes to social media platforms.
However, previous studies showed the manner of their online activity.

3.3 Theoretical framework

3.3.1 Theories considering credibility for news media

There are three factors that affect news media’s credibility from the audience (Elliot, 1997).
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e First, a person’s own experience; whether they like the program they are watching or
not, or the news they are hearing or reading about.
Second, a person’s knowledge about the medium.
Third, the average opinion that exists in society about the medium. For example, if
there is a good attitude towards traditional news media in society generally speaking,
one would more likely say that they trust these media channels, even though they
never encountered the news from this medium (Elliot, 1997).

When it comes to the biggest credibility gap that increased during the last ten years,
considering public service, researchers name two possible explanations.

e First, there has never been any significant difference between citizens’ trust in public
service and their political opinions.

During the last ten years this difference has grown, and those who vote “right” are more
likely to distrust public service-media than ever before (Andersson, 2019). As Swedish right
parties have tendencies to criticize public service, they have influenced the credibility of
public service in the eyes of their voters in the terms of the “average opinion” (Elliot, 1997).

e Second, the group that answers “neither or” also has increased during the last ten
years, which states that this group does not know whether they have any trust in
public service (Andersson, 2019).

Andersson (2019) concludes that this “unsure” group of younger people, have not seen or
heard enough about public service and of its content, and, therefore, do not know if the
content is trustworthy or not, which is the second factor for media credibility - a person’s
knowledge about the medium (Elliot, 1997).

Moreover, other literature emphasize on transparency as a factor that impacts the credibility
for a media outlet; when the journalists show the way the study has been conducted and
account for their sources (Wurff & Schonbach, 2014). However, recent studies posed a
question on whether transparency in this context really impacts the credibility among
Swedish population, and conducted empirical research in order to prove their hypothesis. The
results showed that Swedish audience does not care about any transparency when it comes to
the source or message credibility when it comes to journalistic content (Karlsson, Clerwall &
Nord, 2014).

New digital media landscape raised new questions on the ability of a news consumer to
distinguish between the news media brand and social media itself, and a relatively new study
(Wahlund, Svahn & Abonde, 2021) shed light on how people in Sweden perceive the
credibility depending on the source. The study investigated whether the consumer makes any
difference considering the credibility for journalistic news (SVT, SR, DN, SvD, Aftonbladet,
Expressen) or private news, such as posts on social media (Facebook, Instagram, Snapchat).
The study found that the source does not matter, while news consumers have the same level
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of credibility no matter the source or the content (Wahlund et al, 2021). The article raises
concerns about the future of the journalistic profession in the light of social media, while the
findings show inability of a news consumer to distinguish news media brands, therefore, the
digital media landscape could be a threat for journalistic outlets (Wahlund et al, 2021).

3.3.2 Social media algorithms theory

It is important to understand the logic that lies behind social media algorithms, while the
question about the spread of the content on social media is not only about the reaching out to
the audience, but also an economic question, as more advertisers switch from news website to
social media (Facht & Ohlsson, 2021).

Bell (2016) argues that traditional mass media have lost control over distribution of their
content, and it is now up to social media platforms to regulate the distribution, which is
regulated by algorithms that are opaque and unpredictable (Bozdag, 2013). Also Larsson
(2016) argues that we do not know much about social media algorithms.

Nevertheless recent studies succeeded in identifying some patterns, or at least values, in
building social media algorithms. According to Klinger and Svensson (2018), the values that
set the grounds for social media algorithms are the same both for traditional media and social
media platforms. Moreover, while social media networks are designed by humans working on
them, and serve some value to the organization, algorithms embody social values as well as
business models (Klinger & Svensson, 2018).

The values that the researchers (Klinger et al., 2018) have identified are following:

constant updating;

connectivity;

responsiveness shape the production;
distribution.

Furthermore, their studies suggest that these values make it possible for the user to leave a lot
of data behind, therefore, their interaction could be traced and lead to possible projections
about possible buying activities and practical evaluations, which drives advertisers to social
media (Klinger & Svensson, 2018). In some cases, it is algorithms to blame when it comes to
selecting the information that reaches us, which has consequences for our social and
economic life (Kitchin, 2017).

3.3.3 Newsfeed construction

When it comes to the spread of a post on social media, and how one could affect it, studies
reveal that the algorithms are not neutral (Klinger & Svensson, 2018). Even though the
amount of these studies is limited, some traits for social media network logic are identified.

27



Tatiana Kireeva

One of them is a connective quality of those posts that reach out to a higher number of users
than other posts; that pushes users to further share the information with those who have
similar views. Otherwise, the post would not be reached outside the limited circle of users
(Klinger & Svensson, 2018).

Furthermore, datafication and along with the network chosen by the user and their
preferences, the platforms have developed their own strategies that could predict and
repurpose user needs. For example, Facebook and Twitter have potential to search through
online social traffic for trending subjects, keywords, sentiments, opinions and items that are
shared and liked frequently (van Dijck et al., 2013). The outcome has to do with social media
platforms' maturity of algorithms when it comes to filtering out popular topics, influential
users and prioritizing particular users and topics (Klinger & Svensson, 2018).

The platforms now have their own systems for rating, polling and surveying, and say they can
in real time track the movements of one user behaviour. The personalized data that is
collected is also analyzed and translated into valuable information about individuals. That is
also a way for social media to attract advertisers and as the algorithms develop, use
personalized automated data to personalized commercials on social media platforms, while
using online content based on assumptions about one user’s needs and advirtiser’s interests
(van Dijck et al., 2013).

The platforms have different mechanisms for boosting one user’s, things and idea’s
popularity. For example, on Twitter the users with a large following are prioritized, and,
therefore, the platform is dominated by few users who are highly visible (Klinger &
Svensson, 2018).

Moreover, Twitter pushes paid Tweets. Also users could help to lift certain accounts on each
platform by “liking” and “reposting” by a large number of people, and the platform owners
could use their popularity ranking in order to promote commercials or charity (van Dijck et
al., 2013). Van Dijck and Poell (2013) mean that it is these algorithms of popularity that could
influence the export to social and commercial environments and its efficacy could challenge
the existing order and social hierarchies.

Moreover, today’s algorithms allow social media platforms to identify a particular trend or a
regional issue, for example, a public health issue as pandemic in a particular region, and use
targeted advertisements to all users in this region with flu medication (van Dijck et al., 2013).
The idea is nothing new, but comes from recommendation-culture, even adapted by mass
media, where there has always been a network of customers, advertisers and mass media as
platforms targeted at different social groups (Altheide et al., 1980).
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3.3.4 Emotion is key for social media strategy

The experiment conducted by O’Brien (2016) on Facebook revealed that emotional content
has a high potential to trigger user’ activity. Some experiments showed the key part to action
and participation on social media — core principles of Swedish public service legitimizing
their presence on social media — are levels of emotion (O’Brien, 2016).

The media channels that actually succeed to reach out and engage larger groups of their
Facebook followers in Sweden by using social media are right-wing actors across the media,
who are more successful than their competitors, including public service (Larsson, 2020). The
same study shows that similar strategies are used by Swedish tabloid media such as
Expressen and Aftonbladet.

The ways they engage with their followers are

competitions that they arrange on social media platforms;
actively asking their followers to comment on the post and tag their friends (Larsson,
2020).

e cmotional and sometimes aggressive styles (O’Brien, 2016).

These tactics are proven to engage and gain more sharing on social media platforms (O’Brien,
2016; Larsson, 2020).

As mentioned above, audience engagement is an essential part of a successful social media
strategy, a “core business” of today’s Swedish public with an ambition to reach out to those
who only use social media, the results of the study generate a discussion. The authors
conclude that “established actors appear to be losing ground on one of the currently most
important platforms for news consumption and political communication” (Larsson, 2020).

Even though public service media channels have a larger amount of followers than right-wing
media outlets, if they do not engage their followers by reacting, commenting, and sharing,
they will not be able to spread the content to a larger audience (Larsson, 2020). However,
journalistic principles do not always go hand in hand with a successful social media strategy,
as listed above.

3.3.5 Transparency promise in social media algorithms

Social media is not neutral, nor transparent, when it comes to the transmission of data (van
Dijck & Poell, 2013). Moreover, van Dijck and Poell (2013) raise questions on the
effectiveness of the legislation that regulates agency and ownership in democratic countries in
today’s world as social media and data companies are operating globally.
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In the first years of social media platforms existence, their main promises were to keep the
discussion more demosctratic than mass media do in a way that social media would be a
platform where everyone, every user, could participate and contribute to the discussion or
content on equal terms, whereas in the mass media world the content is filtered by the editor
(van Dijck et al., 2013). Therefore, social media also may require less expertise for successful
use, compared to mass media, and the existing low-entry barriers could allow different
interest groups to participate on equal terms, no matter how much resources each group
possesses (Obar et al., 2012).

However, this so-called “transparency”’-promise, shaded away, as Facebook and Twitter and
other social media algorithms began to change (van Dijck et al., 2013), and organizations
with more resources were able to afford and hire ICT expertise inorder to reach out to a wider
public on social media (Obar et al., 2012). It became more common for big organizations
possessing more resources to set up social media teams, rather than relying on free resources
like volunteers (Obar et al., 2012).

3.3.6 Swedish news outlets strategies on social media

Enli (2008) examined public service activity on new technologies, e.g. social media, and
found out that Swedish public service proposed “elitist” values, focusing mainly on
educational-content, rather than entertainment.

Another study examined SVT:s engagement and activity on social media platforms such as
Twitter and Facebook, during 2014 Swedish elections. The study showed that the vast
majority of the activity and engagement with the audience was conducted on Twitter (Larsson
& Christensen, 2017), even though Facebook is a much more popular platform than Twitter in
Sweden.

The choice of channel raises questions whether SVT really acts in the interests of the entire
Swedish population (Larsson et al., 2017), as they define it as the goal and one of the main
reasons to use social media overall. It also showed a mismatch between the media
professionals involved and their broader audience (Larsson et al., 2017).

When it comes to Swedish major newspapers, Aftonbladet had both the most popular
Facebook page as well as the website, which only strengthened the dominance of their online
brand (Larsson, 2016). Also visitors on Aftonbladet and Expressen’s Facebook pages tend to
comment more than share. There is an opposite tendency when it comes to Facebook pages of
SvD and DN (Larsson, 2016).

According to the same study, Expressen was the most active newspaper among others during

the examined period considering generation of the posts on Facebook (Larsson, 2016). The
study showed that during the same period of time, posts from Expressen on Facebook

30



Tatiana Kireeva

boosted, and were on average more than 2 times higher than those from other examined
newspapers (Larsson, 2016).

Expressen also used a double-posting strategy when they use different headlines on their
Facebook post, but link to the same article on their website (Larsson, 2016). Double-posting
strategy was not that widely spread among other newspapers; this type of strategy is
associated with newspapers under scrutiny by other researchers (Karlsson and Clerwall 2012;
Karlsson, Clerwall & Ornebring, 2015).

3.3.7 Two-way communication on social media

Crisis management and business management literature suggest that there is a need for
two-way communication when it comes to one institution’s presence on social media (e.g.
Kaigo, 2012), as it affects the credibility of the brand and trust for institutions.

As for today, many traditional Swedish media websites have both social media accounts with
an opportunity for a reader to commnet, and websites, where the comment-opportunity is
limited. Therefore, Braun and Gillespie (2011) suggest that more monitoring of the comments
and relocating the comments on social media platforms from the news media’s website, might
be a suitable way forward, while it could positively affect the credibility. However, recent
studies raised questions on the necessity of two-way communication regarding news media
outlets (e.g. Larsson, 2016).

A study by Larsson (2016) examined the commenting activity on Facebook by Swedish major
newspapers with their readers. Larsson (2016) found that Aftonbladet interacted significantly
more often with their followers. Moreover, the commenting activity by page owned by every
newspaper showed that there is a tendency of decline in commenting activity over time;
Aftonbladet and DN peaked in 2011; Expressen in 2012; SvD in 2013 (Larsson, 2016).

The trend raises the question of the necessity of two-way communication on social media
platforms. Larsson (2016) argues that “journalists still need to be involved in the discussion
regardless of whether it takes place on their newspaper website or not". Even other
researchers raised questions about commenting and answering the comments posted by
readers on social media as a struggle (e.g. Hille & Bakker, 2014).

In the Swedish context Holt (2011) problematizes a challenge when it comes to moderating
comments on a newspaper website. The researcher examined a website Newsmill functioning
from 2008 to 2013, where everyone could publish news and debate articles, and the mission
was to engage readers to a debate. The website launched a possibility and engaged readers to
react to the article in a way that we today would call “likes" with different emotions from
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anger to happiness. Under each article the results of such “voting” was shown with the
percentage that each emotion got. However, the website came under criticism for its inability
to sustain a rational debate, while the choice of emotions would only serve an entertainment
purpose. Seen from the theory of deliberative democracy, the participants in the debate should
put rational critical arguments, and every emotional expression drives the conversation away
from rationality (Holt, 2011).

Moreover, the case with Newsmill showed that while social media opens opportunities for
users to raise questions and give their opinions, it also leads to a less rational discussion,
while comments tend to have different directions. In the case of Newsmill, the editors were
encouraged to moderate the discussions, and, therefore, the initiative was in their hands again,
away from the public. Consequently, in the end it was up to editorial whether they wanted to
focus the “debate” on something else, and it was no longer up to the public to lead it (Holt,
2011). The website closed the opportunity for commenting in 2012, with argumentation that
in the comments people were attacking each other, expressing hate and threats (Dagens
Media, 2012).

3.3.8 Hostile media effect

Perloff (2015) has studied the definition of the term “hostile media effects” and the research
of the phenomena during the three decades. He comes to define hostile media effects in a
following way:

“the tendency for individuals with a strong pre-existing attitude on an issue to
perceive that ostensibly neutral, even-handed media coverage of the topic is biased
against their side and in favor of their antagonists’ point of view”.

The scientific evidence was identified and confirmed by several researchers that individuals,
after reading a news article or watching a TV news report, perceive information in a way that
fits their already existing theoretical ideas (Perloft, 2015). Two classic studies, one by
Vallone et al. (1985), and one by Lord and his colleagues (1979) showed that while reading
the same article, the proponents and opponents of one topic will still find evidence that
supports their point of view, and will reject all other information that violate their position
(Lord, Ross, & Lepper, 1979; Perloff, 2015). The studies conclude even that the participants
do not try to look objectively at both sides of the issue, neither they tried to reconsider their
beliefs after having seen or read the facts presented in one news piece; on the opposite, the
participants tend to convince themselves that the position that they had from the start, was
correct (Perloff, 2015).

While reporting should produce an unbiased product, according to the journalistic principles,
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in combination with the tendency from the individuals’ side to perceive the information as
biased towards their beliefs, the hostile media effect has raised questions on their potential to
impact distrust of traditional media (Perloff, 2015). However, Ladd (2012) argues that the
hostile media effect is not a major cause.

However, posts on social media should be placed outside the hostile media effect, as the posts
do only express one particular point of view and, therefore, the post on social media is biased
from the beginning (Perloff, 2015). Nevertheless, the author does not neglect the idea that
posts on social media platforms like Facebook and Twitter can increase perceptions of hostile
media bias, while some minor non mainstream media outlets provide an opportunity for some
to express their frustrations (Perloff, 2015).

Moreover, researchers point out that there has been a scarce amount of studies done into the
hostile media effect and social media platforms, and Perloff (2015) emphasizes the necessity
of the integration of the research on social media and hostile media effects as it was done with
mass media.

Hostile Media Effect > Public Opinion > Mediators N Actions
Perceptions
e Perceptions media are e Perceptions of climate * Indignation e Enhanced political
biased against one’s of public opinion (via participation
own side and in favor persuasive press ® Desire 1o correct
of antagonists inferences & perceived wrongs ® Defiance of
presumed influence) government
® Reduced political
efficacy e Social withdrawal and

alienation
* Mistrust of media and
mistrust of democracy

The consequences of the hostile media effects could be summarised in figure 2, where actions
could be considered as the most important part in a democratic country, when an individual
would defy the government. The consequences lead to paradox where the media should serve
as a democracy garant and check on gevernemnt, but with hostile media effects could lead to
undemocratic outcomes (Perloff, 2015). The cure could be education (Cohen & Sherman,
2014).

3.3.9 Brand heritage theory

When it comes to competition among media, it could be beneficial to look back in history.
From the beginning of the 1990s, electronic media forms such as radio, TV, cable, and
Internet delivery systems began to experience competition for the attention of the viewer.
However, as of today, we can still see well-established senior media brands existing, among
them are CNN, BBC World, The New York Times, The Wall Street Journal, Time, and The
Economist. These media outlets never lost their “brand heritage” (McDowell, 2011).
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McDowell (2011) argues that the brand is the key in future journalism, while some brands
they consumers associate with qualitative content have survived through centuries, and will
continue doing so.

3.3.10 Scientific paradigm

While this master thesis examines the perceptions of different scientists regarding the possible
solutions towards social media strategy for news media outlets; the brand credibility question
in times of social media and digital landscape that news media outlets had to adapt; it seems
reasonable to mention one more theory, namely Thomas Kuhn’s (1962) theory of scientific
paradigm.

In his book Kuhn (1962) describes the history of science and makes a suggestion that it is
characterized by revolutions. One of the most important findings from Kuhn (1962) for this
master thesis is that scientists have a certain worldview or "paradigm", which is defined by
universally recognizable scientific achievement; it also provides model problems and
solutions to a community of practitioners. Moreover, scientists within different fields of
studies belong to different paradigms, or have different scientific frameworks (Kuhn, 2012).

The empirics of this master thesis consist of several interviews with scientists within different
fields (mainly marketing and media), and, therefore, according to Kuhn (2012), they operate
within different paradigms and the answers that the author of this thesis receives will differ
accordingly.
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4. Findings

4.1 Paradigms of different scientists

Interviewee A is a researcher at Jonkoping University, MMTC - Media, Management and
Transformation Centre. Their primary scientific interests are decision-making, organization of
marketing communication in media brands; marketing of media firms in Swedish and
international media policy. The interviewee has also researched into influencers and how it
became a profession and a way to earn money.

Interviewee B is a professor in media at Gothenburg University, and studied public opinions
considering different subjects, media markets from their historical perspectives and credibility
of Swedish media brands.

Interviewee C is a professor at Gothenburg University. Their research is focused on media,
power, democracy within the field of crisis and political communication; media’s importance
considering people’s views on social issues.

Interviewee D is a professor in business administration, especially media, at Stockholm
School of Economics. They also study economic psychology, consumer behaviour, marketing
management, media markets, news journalism and news consumption in the digital age.

Interviewee E is a researcher at MID Sweden University with main focus on democracy and
communication in digital society.

Interviewee F is a professor at Luled University of Technology with a background in
marketing communication, today's digitalization of the mass media, digitalization of other
forms of media, such as social media.
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Interviewee G is a professor at MID Sweden University and focuses on media and
communications. Interviewee has researched such subjects as changes in the media over time
in terms of media market, commercialisation and journalism; changing patterns among news
consumers.

Interviewee H is an Associate Professor at Stockholm School of Economics and his main
research subjects are social media, marketing; people’s reaction to misinformation.

Interviewee I is a researcher in media and political communication at Linnaeus University
and focuses on media ethics, criticism, alternative news media, news quality and how people
perceive the quality in the news.

Interviewee J is a researcher at Gothenburg University with main focus on journalism, media
ownership, media regulation, news consumption among young population in Sweden,
competition between traditional and social media.

Interviewee K is a researcher at Gothenburg University, and focuses mainly on corporate
communication; professional and organizational norms, values and ideas; how a company
communicates their social responsibility; how institutions communicate in times of crises;
how companies and institutions adapt their operation to the media.

Interviewee I is a professor at Kristiania School of communication, leadership and marketing.
His main research is focused on news media’s and political actors’ presence on social media.

Interviewee M is researcher at Luled Technical University mainly focusing on journalism and
media in the digital age.

Interviewee N is a doctoral student at Luled Technical University and is researching business
to business, business marketing, and how they use social media in terms of communication
and brand messaging. The researcher is from the U.S. and therefore, gives her opinion from
her view on American media outlets.

Interviewee O is a professor at the division of media technology and interaction design at
KTH Royal Institute of Technology; their recent research focus is questions of law, mobility
and technology, surveillance and privacy.

Interviewee P is associate professor of Journalism at Stockholm University. His research
focuses on online news, social media, and media consumption.
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4.2 Perception of a media brand credibility

Scientists within different areas of studies understood the term “brand credibility” differently,
depending on their background. For example, when it comes to media branding, interviewee
A sees it as an important concept for commercial companies, applied even for media
companies. A media brand makes it easier for a consumer what to expect from a publication
or a broadcaster, it sends signals about the quality, and what kind of people are consuming its
content; it is also the question of identity. These characteristics also define the amount of
money one is ready to pay for the product. The interviewee A believes that these principles
will stay unchanged over time, and social media is not a factor that could change anything
regarding these principles. This was a typical definition of a brand for scientists within
technical/economic/marketing fields.

Interviewee B sees media brands in terms of credibility for a media outlet. The interviewee K
expressed hesitation towards the term “brand” in the context of journalism and credibility,
because it assumes that the media acts on the market, and the term “brand” assumes that
commercial forces influence journalism. Commercial forces definitely play a part, but if the
interviewee would rather talk in terms of credibility, trust or legitimacy. This perception was
typical for scientists within media/communication fields of studies.

Regarding the changes of media brands in Sweden, interviewee O expressed the opinion that
the brand of some Swedish mass media outlets has changed. If you read DN 30 years ago, it
would signal that you are a person that thinks that culture is important, because DN has a
wider content when it comes to culture. But today it is different and DN no longer has this
status, and, therefore, the brand has changed. Moreover, the change of the brand does not
always lead to decreased credibility. It is rather a change in perception about the media outlet,
whether it is left, right, elite, local or national.

4.3 Challenges for media outlets in the digital landscape

4.3.1 Innovative business model

Interviewee B sees the news media outlets’ challenge today is the loss of advertisers, and,
therefore, investment sources, therefore, it is a financial question. Also interviewee C
highlights the importance of mass media presence on social media on their terms, while there
is an ongoing war for advertisers between media outlets and Big Tech. The opinion is
supported by interviewee G, P, M and K. They push for finding an innovative business model.
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4.3.2 Algorithms

Interviewee G names algorithms as a challenge. Facebook ranks the posts that lead away from
the website lower. When the algorithms change, the way the journalists work with social
media also changes which requires more resources and different strategies. Interviewee J has
a similar opinion and thinks that it is hard for media outlets to take control over the news feed
and have a strategy on social media when they do not have proper insights into the
algorithms, and cannot be sure whether the algorithms are going to change. Interviewee O
agrees that inability to control news feed is a challenge.

Moreover, interviewee E believes that the construction of social media itself is an obstacle
that mass media face, where the user is asked to engage and comment, which changes the
direction, away from journalistic principles of objectivity. Interviewee H has the same
opinion, and sees many methods that could be used on social media in order to engage, but it
could be a challenge for mass media to avoid them. For instance, it was a mistake from
Expressen and SVT to broadcast Géran Lambertz’s “press conference” from his backyard,
where he, e.g. named the woman who accused him. Live broadcasting is a method used on
social media, but journalism media should have watched it first, reviewed what content could
be shown, and then released an own version. Otherwise, news media outlets lose their
credibility.

Interviewee K and H have similar opinions; the articles that create more reaction also get
more spread, it is a challenge for traditional media outlets not to follow the lead, because they
will lose credibility when engaging in sensational journalism.

Interviewee L names engagement as a threat for brand credibility. It is a dilemma for news
media outlets - if they focus on engagement and what works on social media in order to get
the spread - they lose credibility. If they do not use these methods - they do not reach out to
new potential consumers.

4.3.3 Competition from other media sources

Interviewee C sees the threat for journalism today in the digital age in terms of propaganda
and other actors that want to “steal” the status of journalism. These alternative media also
want to push their own values, but here journalism could play a part and give a versalite
picture. Interviewee K says that journalism needs to adapt to social media platforms in order
to make themselves relevant there, where there are so many other actors with lower
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responsibility, and therefore there is a risk that they lose the brand credibility.

Also alternative media has a campaign against the traditional media outlets, questioning their
credibility, and as they gain more spread, consequently, the credibility decreases, says
interviewee H.

Interviewee P thinks that Swedish media brands have changed, and the reason was high level
of competition from other information sources, where there is no need to read, listen or watch
the content produced by well-established news media outlets in order to get an understanding
of what is happening in the world today. Interviewee M names international competitors such
as Big Tech themselves, that produce their own news content and also set the rules when it
comes to algorithms. Therefore, journalism does not have as strong status as it had before.

4.3.4 Adaptation to social media

Interviewee F emphasizes on mass media’s inability to accept that the way you ship the
content and share it on social media is no longer in their control. Usually the media just share
the content from their news programs and put it online without rethinking. The media have to
gain their control back by building partnership or embrace their relationship with their
consumers and it should be interactive dynamic relationship building. If the media wants to
gain back control, they need to use social media to capture the younger generations.

Interviewee M formulated the challenge as segmentation when mass media are trying to reach
out to many different age groups, and therefore, adapting the content and the brand
accordingly. They have to learn to moderate the content; adapt to social media platforms;
reaching out to as many different age groups as possible; and all of them require financial
investments.

4.4 News media on social media

4.4.1 For presence on social media

Interviewees A, B, C, E, F, H, K, L, M and O think that mass media should be present on
social media platforms. However, they have different views on how this presence should look
like.
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Interviewee A thinks media outlets should decide whether they want to be where the audience
is, and sell the product everywhere, or if they want to be more exclusive and choose other
platforms; whether they want to reach out to as many as possible to present on e.g. Facebook.
The interviewee draws parallels with the Coca-cola brand that could be bought in almost
every shop, and Porsche that is only available for sale in a specific environment. However,
they need to take into account such effects as the association with fake news. Media brands
can also try to gain more control over the larger market place. For example, Apple has its own
corner at big tech-stores such as Elgiganten, where companies tend to design themselves.

Interviewee B and C believe that it is important and mass media should be present on social
media platforms, because the younger audience is there. However, he argues that it should not
be mass media’s main distribution channel. Considering mass media’s actions on social
media, traditional media should attract the audience with clear headlines and qualitative
content. Moreover, media platforms where the media choose to share their content should also
have a certain amount of credibility, as it impacts the brand credibility as well.

According to interviewee H, mass media should present on social media platforms, but the
quality of journalism should go first. They need to follow the existing journalistic principles
there. Interviewee K agrees. Journalists can use social media as a source, but be aware that
not everybody is on social media. Journalists that post on social media as debaters is also
problematic as they get carried away from their professional role. The mass media’s desire to
be first out with news should not be the goal, the most important is to deliver the truth. If the
mass media tries to be first out and disregard fact-checking, there will be credibility issues in
the long run.

Interviewee L thinks that traditional media outlets should not leave social media platforms,
because social media platforms are incredibly big in terms of the amount of users and their
part in our lives. As a solution, the interviewee suggests that the media should find a way, a
form, that they could communicate their brand message and quality within the framework of
social media.

Moreover, interviewee C believes that mass media should be present on social media on their
own terms, because it i1s a war for advertisers, and, therefore, it is a financial issue.

Interviewee E thinks that media outlets should present on social media, because people’s
behaviour has changed. If they do not, it will be a threat to their credibility and the brand.

Interviewee F sees no need to be present on all social media platforms. For example, not
Facebook, because it is “outdated”, but on TikTok and Instagram.

Interviewee P thinks that editorials should take social media as a serious publication platform,
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with a wide mix of content. It should be important to give a versalite image on social media,
as well as on other platforms. It should be a rule implemented at all editorials.

4.4.2 Unsure about presence on social media

Interviewee D is unsure whether the traditional media should be present on social media
platforms, and refers to the debate in Australia where Facebook wanted to ban traditional
media from posting on the platform. It might be a dangerous development, because the media
wants to act journalistically if they want to behold their unique selling point which is
journalism.

The problem is that traditional media often try to be like social media, for example, that news
should be out fast. But the dilemma here is whether they would have enough time for
fact-checking and objectivity. If traditional media try to be like private social media, they will
lose their quality. E.g. a criticized action taken by SVT when live streaming a “press
conference” of Goran Lambertz that he held in his backyard. It is an example when a
traditional media tries to be like social media and disregard journalistic principles, which led
to criticism against SVT:s for bias and objectivity.

Interviewee J thinks that it is up to each media outlet to decide whether they want to present
on social media outlets or not. However, public service must be there, because it is the only
way for them to reach out to younger generations.

4.4.3 Call for more interaction

Interviewee M thinks that mass media should make use of social media logics, algorithms and
be more interactive, engage the audience, use tactics like tags in order to gain more spread. At
the same time, journalistic principles should be followed. It could also be beneficial to use
other users’ material on social media, so called citizen journalism, and make them feel a part
of a broader journalism and the media.

Interviewee O agrees that Swedish media should be more active on social media. However, it
might not make sense regarding the spread and reaching out to new readers. While there are
some methods to use on social media in order to reach out to a broader audience, the
interviewee does not think that they necessarily need to be used.
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4.4.4 American perspective

Considering American media outlets, interviewee N’s impression is that they are very
successful with using social media, and it has become their main stream of distribution.
Especially the right wing media, they have gone to creating their own kind of private
networks or private social media networks. Moreover, American media outlets integrated the
social media platforms into the story in terms of posts, e.g. they read the responses after the
commercial or after the break. Interviewee thinks that this invention allowed them to be more
successful. But on the other hand, it can be bad because they now have people to filter those
messages. So they're having to filter more, because they want to control the narrative.

4.5 Transparency aspects

4.5.1 From media outlets

Interviewee A argues that transparency, when you can show your sources and tell how you
came to certain conclusions, within journalism is an important factor for media’s credibility.
However, it does not increase the media's credibility. The interviewee does not know how to
make it better.

Interviewee F thinks that transparency is another aspect for companies to take into account,
along with the interactivity. TV4 looks more professional, more modern, more interactive
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and, therefore, more transparent. Media outlets need to take advantage of the good that comes
with transparency, but be open in how they want to react to the bad. Also media outlets could
learn to use technology when it comes to mining data and using the technology in order to
find out how the audience reacts to certain journalists, personalities, newscasts and improve
them. Benefits outweigh the risks when it comes to transparency and being more open and
interactive in your dialogue with your viewers, with your readers, with your consumers.
Figuring out what the company should focus on improving is what they need to do, and the
technologing and mining data could help.

Interviewee G and C think that transparency could help the traditional media win credibility
when competing with alternative media. When you compare alternatives with traditional
media, they often have a different tone, which could be taken as an advantage for traditional
media, while they use formulations like “that what we know today”, or “that is what we
think”. It could be an easy task for big media, but harder for smaller ones because of the lack
of resources, but it should be a goal.

4.5.2 From Big Tech

The transparency from Big Tech needs to increase, says interviewee 1. Today we do not know
much about how algorithms work, how they influence the spread. It also leads to conspiracy
theories. But the question here is whether we want to have a free market, freedom of speech,
or should companies be investigated and get instructions about what they can say and what
they cannot.

Interviewee O thinks that social media companies could be more transparent and describe
how their algorithms work; Big Tech should have higher standards for what should be
allowed and what should be banned. However, it ends up with censure. You could also flag
for some content from political parties or false misleading information, but the question is
who should do it. Moreover, social media should be as neutral as possible. However, the
interviewee is not sure whether the model where you mix the content and not only how
personalized content for a user would work as well as Facebook's today’s algorithms.
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4.6 Social media impact on news media

4.6.1 Credibility

Interviewee A thinks that social media could have an indirect impact on media and a brand.
While social media could be seen as a channel for alternative reality descriptions, it could
impact the credibility for social institutions. But it could also be a positive tendency as people
become more critical to the media’s reporting and it might increase the quality of the content.
Interviewee B expresses a similar opinion, and acknowledges there is a risk of melting
together with social media while the platform has requirements that are opposed to
journalistic content, e.g. there are no requirements to be unbiased or objective, but while
social media become a platform for alternative political views and discussions, traditional
media outlets might gain more credibility in contrast.

Interviewee B expresses the opinion that social media have impacted the values, and the news
that is coming with a delay decreases credibility.

Interviewee G sees a correlation between decreasing credibility for traditional media and the
Internet. When there were fewer media and platforms on the market, traditional media had a
stronger position. As more media platforms appear on the market, our trust decreases for
certain media.

Free content on social media, according to the interviewee G, impacts the media brands,
because it becomes harder to distinguish between different brands - people do not know
where they consumed the news, they know it was on, e.g. Facebook. Moreover, the age factor
plays a part. The older generation have a better knowledge of media brands and what they
stand for, compared with the younger generation who are grown up with digital technologies.
It could lead to difficulties in evaluating the quality of the news content, e.g. Nyheter Idag
and Dagens Nyheter could both sound serious but stand for extremely different media brands.

4.6.2 Changes in public debate
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Interviewee C names that focus on who determines the subjects of public discussion switched
from journalists to the citizens. Social media have amplified this tendency, when different
voices in the society are given this opportunity. At the same time there is a downside of it,
that there are organized powers that are trying to impact public opinion, and those are more
direct and their extent is bigger than before.

Interviewee O has a similar opinion, and says that mass media have lost this status as a brand,
to be “gatekeepers for public debate”. Public debate today is fragmented. It is an example of a
media crisis. Moreover, before the social media age, mass media served as a platform for
politicians and people in power, when they wanted to reach out to the population, but mass
media have lost this position, and social media have taken over.

Interviewee C sees a danger with personalizing news feeds, when algorithms choose the news
for you depending on your interests. It is problematic, because journalism loses its mission to
be a part of public discussion when the news feed is selectiv, and you do not know what kind
of news the other person receives. The consequences are polarization, and different
perceptions of the world for each person depending on their interests. It can end up at a point
where we lose the feeling of being one society and no longer reach each other, because we do
not even have the same news to speak about.

4.6.3 Media brands

According to the recent studies that interviewee D has contributed to, there is no significant
difference in consumer perception of the news, whether they read the news as a private post
on Facebook or from a traditional media outlet, meaning that perception of the quality that the
traditional media stand for are on the way to be washed out. People perceive the news as of
the same quality whether they read them in a private post on Facebook or in the traditional
media outlet. The interviewee thinks that this tendency is very worrying, and sees it as an
“enormous threat” for news journalism in the digital world.

Interviewee E thinks that digital age has made it harder for media outlets to keep their brands
unchanged, especially when the landscape is constantly changing, e.g. for some years ago
media outlets launched an opportunity for the audience to comment on their content, but most
outlets were forced to change it and either moderate, which requires financial resources, or
close this function on their website. Social media algorithms amplify hostile media effects,
polarization and it makes it harder for mass media to operate in this landscape. What could
help is more scientific research and public debate and discussion.
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Interviewee F, along with interviewee J, thinks that the internet and social media changed the
landscape for the traditional media and most of the Swedish news media have been slow to
adapt. Today consumers of information can share information 24 hours a day, 7 days a week,
but the media are not always ready for it. During the last 10 years the technology was the
driver of the way people share information and the mass media was not ready for it. The
interviewee recalls the hostile media effects, and that media outlets are going in this direction
and no longer reporting the news, but opinions, and the blame is on social media.

4.7 Personal branding

Many interviewees named personal branding, when a journalist becomes a brand, as a trend
of today. Interviewee A mentioned that there are a number of Swedish journalists who have
an audience that they take with them no matter the media outlet they are working for, and
therefore, a parallel with the way of working for influencers could be drawn, but the product
is not a person as it is with influencers, but news content.

Interviewee C has not decided yet where he stands at personal branding question, whether it
is positive or negative, but has an opinion that media outlets have been good at adapting to
new landscapes and it would probably be a way forward.

Interviewee D thinks that journalists’ personal usage of social media made it harder to
distinguish between a journalist who writes as a private person on social media or as a
journalist. In their studies, the interviewee notices that some journalists have high credibility
whereas others do not. It can also depend on the credibility of journalists as a branch and then
it is up to journalists as a group to take responsibility in order to warn the quality. There
should be some requirements put on journalists as a community.

Interviewee E mentions a tendency of personalisation for some journalists; the profession of
journalism har blurred somehow, and it is now important for mass media brands to have
famous journalists that would strengthen their brand. The interviewee does not know how this
tendency will impact credibility in the long run.

Interviewee P sees a strong trend when journalists become a personal brand on social media.
The concern here is that two roles - journalistic and personal - should not be mixed, and it
will only enhance in the future.
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4.8 Availability and two-way communication

Interviewee C thinks that the media should be online and be ready to take a discussion. They
do not have to be available online all the time, but within office hours. Otherwise it could
decrease their credibility. Interviewee H and P believe that the 24/7 availability and the
opportunity for the audience to comment on the articles online is a way forward, and it will
boost the credibility. There is a need for a moderator that can answer the comments and keep
the discussion in the hands of the news media outlet, but all the subjects and topics should be
open for comments.

Interviewee E thinks that it is important with 24/7 availability and updating, but at the same
time it is a question of resources. It might be easy for national outlets but harder for local
news stations. Moreover, some topics create disturbing discussions and comments. Some
editorials decided to close the opportunity for the audience to comment on those subjects.
This principle could also be seen as problematic.

Interviewee M: However, new ways of engaging the public and increasing interactivity need
to be found. When it comes to the opportunity for the audience to comment on the articles,
the opportunity should definitely exist, but there should be found a way to moderate the
discussion.

Interviewee I sees a dilemma here - if you are not present on social media, you lose relevance.
But if you engage with the audience, you also need to moderate and the moderation requires
resources. If you do not moderate, you can lose credibility. The interviewee does not know
what is right and what is wrong - to have a dialogue on social media or not to engage.
However, the interviewee thinks that answering comments on social media could solve many
problems related to misunderstanding; it is also beneficial to explain how journalism works;
why reporters write about a certain subject. It could be a way to boost credibility.

The interviewee F thinks that there should be a possibility to comment on media’s websites
and there should be someone to reply to these comments, on both negative and positive
comments. Also technology could be used to prioritize some comments and issues.
Moreover, there is a need for more interaction. out that there is also a need for more
interaction. As an example the interviewee names channel TV4 as more dynamic and
engaging. “If you watch the news in the morning with TV4 and the weather comes on, they're
always sharing a photograph of someone, one of their viewers who sent in a photograph of
the fog in Eskilstuna and that's a way for them to connect to their consumer. SVT just gives
you the same weather that they gave you 30 years ago. They don't interact”.

The interviewee G thinks that availability from traditional media to answer the audience’s
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questions is not that important, and it is not worth putting resources on it, because of trolls
that come up on social media. However, it could be beneficial to open for discussion on local
issues. It is a question of allocating resources, and, therefore, it is better to put money on
journalism and not commenting.

When it comes to media’s availability to let the audience comment under their articles and let
journalists reply to the comments, the interviewee K does not see it as a good idea, and thinks
that this opportunity should not exist, as it is costly.

4.9 Other factors that impact credibility

Interviewee B believes that the credibility for a new media brand also depends on the
opinions existing in the society at a time. Swedish traditional media brands have high
credibility as for today, but it might not help them because they could be seen as
“establishment media”, and they have lost their contact with people. The interviewee sees
high quality of the content as a background to the upcoming “establishment media”-problem,
as well as a political factor.

Another thing that could impact credibility for public service, according to interviewee G,
specifically in the long term are big events such as metoo, or other discussion that criticize
media’s objectivity, like SVT:s live streaming of a charged person without countering him
(here: Goran Lambertz).

Interviewee I believes that it is hard for news media outlets to gain back their credibility
because it does not depend on the news content, but on people’s beliefs. In Sweden, people
who vote for hyper right parties have an opinion that traditional mass media are biased and
stamp is hard to get rid of while behaving in a particular way.

Interviewee M thinks solution-based journalism that proposes positive solutions to a
particular problem, also decreases credibility for traditional news media outlets. It is of
significant value for a media outlet to reflect on how the news outlet evaluates the news, and
what groups in the society are represented.
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4.10 Solutions to the credibility problem

4.10.1 What can news media outlets do

As a solution to boost the credibility and media’s survival over time the interviewee A names
that traditional media should stand by their journalistic principles and quality of journalism.
This view is supported by interviewees C, D, H, I, K, L, M, O and P. However, the quality
costs and it is a question of financial resources. For smaller media brands it will be a dilemma
on whether to continue selling qualitative content that costs to produce or become more of a
clickbait-media. However, if they stop producing qualitative content, the news consumer will
not have any incitament to pay for the product, says interviewee D. An innovative business
model should be found, say interviewee M and H.

When it comes to the qualitative content, the interviewee P names investigations. That would
continue to make a difference between politicized media, alternative media outlets from
well-established, traditional media. Interviewee O has the same opinion regarding credibility
and qualitative journalism, and names DN as a good example.

Interviewee A argues for wide content, while the society is changing and if you do not have
wide content, you would be taken as “establishment-media”. However, this opinion is
confronted by interviewee C who thinks that the media should not be too wide in their
content. Wide content is not good for a brand, because the audience does not know what the
brand is and what it stands for anymore.

Interviewee D suggests news media should have their own channels and be much more
independent. Also the content should be paid for and advertisements should stay at those
channels. There should be a noticable difference from social media platforms and news
journalistic platforms. It is important that journalistic media are accessible in the digital age,
but it should be separated from social media. Furthermore, the news media might present at
some platforms exclusively for news media content.

Interviewee G names a free subscription for some groups among the audience under a period
of several months (DN uses this strategy) as a way forward. In this case the audience has an
opportunity to get used to the content and evaluate whether the quality is worth it. However,
this is a costly strategy, and can only be implemented at big news media outlets. Local
newspapers do not have any resources for it.

The question that interviewee I suggests that the media could instead be more clear about
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what perspective they are reporting from, and not just pretend like they are totally neutral.
Moreover, the interviewee thinks that reporting the perspective of the media outlet would
boost the credibility.

Regarding public service, it could be difficult to take a stand and express their “perspective”,
because they are financed by the government and should be a “platform for the entire
population”. Interviewee I thinks that public service has lost a part of its mission of being
neutral, because as for today they have too many sections like culture, news,
melodifestivalen, gala performances where people receive nominations. In this case public
service automatically becomes biased. To increase credibility for public service, it could be
sized down to mediate important information about the society to the citizens that they need
in order to make their mind and decisions at democratic elections.

4.10.2 What other actors can do

Interviewee F sees education as a solution, “reprogramming the human species to be more
objective and analytical”. It should start with education where critical thinking, analytical
thinking, creative thinking, problem solving, and coming up with new ideas is implemented.
Also interviewee J argues for an educational campaign on how to behave on the Internet; how
to make a difference between what is right and what is wrong, and how to navigate in the
digital landscape. It could be in the form of a course or just a set of rules, for both younger
and older generations.

In order to restore the credibility of public service, the interviewee M suggests an independent
investigation that would find out whether there is a bias in the reporting or not.

Interviewee G suggests a model where international American Big Tech pay taxes at the
countries where they are operating, and taxes could then be splitted in advantage for
journalism, and could probably finance media outlets.

Interviewee B suggests social media to develop their own system for double checking facts
and gain more credibility.

Interviewee L calls for higher responsibility from social media platforms, as it was
historically in Sweden. Facebook and social media have become an important part of media
infrastructure, and, therefore, it seems reasonable to change their algorithms, and make them
more controllable from the government. However, Facebook is a privately owned company
and they define themselves as a platform, not publishers. The interviewee L thinks that this
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view on Facebook is naive regarding what is happening on the platform. Moreover, it is a part
of freedom of speech. If people are censored and banned, they will argue for freedom of
speech. Interviewee O agrees that social media should themselves have higher
responsibilities.

As a solution the interviewee J suggests that lawmakers could make their best in order to stop
the spread of misinformation on social media. However, if you let an institution filter the
content on social media, you censure the content. Moreover, big-tech companies are not
Swedish and are not under the national laws. Therefore, traditional media could function as a
balance to social media platforms, and do what they can in order to show that there is a
difference between them and social media.

4.11 The future and consequences

Talking about the future development, the interviewee L is pessimistic. Regarding news
consumption, those who already consume and pay for the news will continue doing so,
probably even more. On the contrary, another part of the society will not, and we can see this
development even today - less people pay for the news. Free news will gain more attention,
which will lead to serious consequences when it comes to news producers but even the
society as a whole such as parallel news realities, where you can read the news according to
your opinion. We see it happening in Sweden already where alternative media give a certain
perspective on the news such as focusing on the political questions like immigration, climate
skepticism etc. You will buy an “opinion-package” in the future instead of the news. We will
see different groups in the society who have clearly opposed perceptions of reality.

Interviewee I also expresses concerns about algorithms and selective sharing, which leads to
polarization and debate. The reason Swedish society that is no longer as homogen as it was
100 years ago, and the culture based on trust for institutions is no longer present in the same
sense. Furthermore, the public debate has changed. Those who had access to platforms in
newspapers in order to express their opinion were well-educated people and they expressed
themselves in an intelligent way with arguments. There was a selection during that time, but
today it is enough to write some words on Twitter to start the debate. As society is changing
very fast, acceptance for some ways to express an opinion is also different today and the
threshold is much lower. If you get many likes on Twitter, you are heard and seen, and you
are a part of the debate.

Polarization is not anything new, according to the interviewee G, but social media have made
the process faster and wider, and hostile media effects played a part, as well as algorithms.

The consequences for society could be that people with polarized opinions stop meeting each
other and will live in their own online bubbles. However, it is uncertain where it will lead to.
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5. Discussion

5.1 The perception of media brand

The scientists understand the term “brand” differently depending on their background. The
interviewees whose main field of studies was media tend to define the brand of the mass
media outlet as “credibility”, and characterize it as high or low, depending on the amount of
people tending to trust the media outlet.

Some scientists were even opposed to talk in terms of “brand” when it comes to the content of
traditional media outlets and media outlets themselves. One of the interviewees with a
background in media-field, explained the following:

“I am hesitant to use the term of “brand”, because it assumes that the media acts on
the market. I think that we need to discuss the media's position in society, and it is
more in the context and understanding of the media s relation to politics. But the term
“brand” assumes that commercial forces influence journalism. Commercial forces
definitely play a part, but if I would rather talk about it in terms of credibility, trust or
legitimacy, while we are talking about social actors”.

On the contrary, those within the economics and management field tend to understand the
“brand” as one person’s associations and expectations with a particular news outlet. Here the
characteristics are rather logos, slogans and the type of journalism that the media brand is
into, e.g. sensational, serious, TV etc; the group that people want to belong to depending on
the newspaper they read or the TV-channel they watch.

Therefore, different scientists will give different answers and suggestions regarding the main
research question, whether what strategies Swedish news media outlets should use in order to
keep their brand credibility in times of social media, and the answers will differ depending on
their scientific background. Kuhn (2012) explains the phenomenon through paradigms;
scientists see the questions depending on what scientific paradigm they belong to.
Consequently, the answers to the main research question of this study will differ depending
on the background of the scientist who answers the question.

5.2 Impact of social media on news media outlets
The scientists mostly agree that there occur changes in Swedish media brands, as an impact
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from social media platforms and digital landscape at large. First, the level of competition
from other information sources is high, and, therefore, journalism does not have as strong a
status as it had before, and it also impacted the credibility (e.g. Interviewee A). Second, mass
media have lost this status of being “gatekeepers for public debate” which was a part of their
brand (e.g. Interviewee O). Third, free content on social media impacts the media brands,
because it becomes harder to distinguish between different brands - people do not know
where they consumed the news (Interviewee G).

Moreover, when media outlets use the methods that boost the spread on social media, it
impacts the brand and results in credibility loss. It is a dilemma for news media outlets - if
they focus on engagement and what works on social media in order to get the spread - they
lose credibility. If they do not use these methods - they do not reach out to new potential
consumers (e.g. Interviewee L).

However, some interviewees are optimistic and see the impacts of social media platforms on
news media outlets as an opportunity and give a boost to news media outlets as credible news
channels, in contrast to social media where posts are biased (e.g. Interviewee B).

The last ten years 2011-2021 were characterized by decreased credibility for Swedish
traditional media outlets as well as rising polarization (Medieakademin, 2021). Some
researchers, as mentioned above, reply that the Internet has definitely been a factor that
enhanced this tendency. Others say that the tendency and the problem has always existed in
Sweden, and the identification of this tendency as we can see it in the surveys depends on the
mistakes conducted during the surveys, so to say, the quality of the surveys has decreased
(Interviewee Q).

Also most news media outlets link to their content on social media, and when clicking on the
link, the user is forwarded to the website, consequently, news media use social media in order

to get the spread. However, most of the articles are behind paywalls which irritates the user
and decreases the credibility in the long run (Interviewee M).

5.3 News media outlets’ social media strategy
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Most of the scientists agree that it is impossible to ignore social media platforms and news
media outlets need to be present there, while social media is such a big part of people’s lives
today. However, interviewee D argued that it might be reasonable for news media to leave
social media platforms, and instead create other platforms with only news. In this case, they
would have to compete with already existing social media anyways, whose audience is
bigger.

There are news platforms like the scientists mentioned even today, e.g. Omni, which
functions as an aggregator of different news articles. Moreover, most of the Swedish news
media outlets have their own websites and applications for smartphones. Furthermore, it does
not solve the problem with the changing news consumption pattern, the tendency of using
social media platforms as a way to get the news and the decreasing amount of money paid for
news content (Medieakademin, 2021). Also it becomes a vicious circle; in order to visit a
website, you need to know that this website exists. In order to spread the word about a news
media, the content should be spread on social media.

Interviewee C thinks that the media outlet should decide whether they want to be where the
audience is, i.e. social media platforms, or if they want to be more exclusive and choose other
platforms, while it is affecting their brand.

When it comes to the tactics that traditional media are using in order to engage with the users
and followers on social media; reach out to as large groups as possible; interviewees M, L, F,
O think that traditional media should continue using social media channels and the methods
that help to reach out to new subscribers for these purposes. This group is not against using.
e.g. tags, however, it should be within the boundaries of journalistic principles.

When a news media outlet starts acting in a way of “sensational journalism” by trying to
adapt their posts on social media to the social media algorithms using competitions, asking to
tag other users, writing powerful headlines, news media outlets lose their journalistic values,
but can reach out to many new potential subscribers (interviewee L). However, they lose their
value for consumers, as there is nothing that news consumers would like to pay for, in terms
of journalism and its principles (interviewee D). Consequently, the brand is damaged, and the
credibility is lost.

Commenting and answering questions from the audience is a struggle (Hille & Bakker, 2014).
However, two-way communication could increase credibility (Kaigo, 2012). Not all of the
interviewees agree that two-way communication on social media and 24/7 availability is
beneficial for news media outlets. Interviewees E, F, H agree that news media should engage
in two-way communication on social media, and it could increase the credibility (interviewee
H). However, interviewees K and G disagree and think that moderation is not beneficial and it
requires resources. Among those who see two-way communication on social media as a way
forward (Interviewee E), there is an acknowledgement about financial costs. However, the
media outlet could use technology in order to help monitoring comments (interviewee F).
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5.4 Solutions beyond social media strategies

Interviewees A, C, D, H, K, L, O, M and P agree that the product of journalism should be
grounded in journalistic criterias and principles, and that is the way forward in order to
survive as a commercial branch and behold the credibility. Also the solution would be in
finding innovative business models, while the model with advertisers does not serve its
purpose anymore with the intervention of social media platforms.

Interviewees A, F and G think that traditional media should be more transparent with the
audience and release more information on how they have received certain information,
declaring their sources etc. Moreover, such formulations like “that what we know today”, or
“that is what we think™ could also increase their credibility. Furthermore, whereas the rhetoric
of the alternative media differs from the one used by traditional media outlets, it could help
traditional media to stick out and enhance their credibility (interviewee G). However,
according to recent studies, transparency does not impact the credibility in Swedish context
(Karlsson, Clerwall & Nord, 2014).

Interviewee C believes that wide content is not good for a brand, because it confuses the
audience who no longer understand what the brand is and what it stands for. Therefore, the
solution could be in finding a niche. However, interviewee B disagrees and thinks that news
outlets need to have a wide range of content in order to keep their credibility.

Another solution to the decreased credibility among Swedish traditional news media outlets is
changes in education. Interviewee J suggests educational campaigns that would teach the
citizens to behave on the Internet and would pay attention to, e.g. fact-checking. The
interviewee thinks that it is important for both younger and older generations. Interviewee F
suggests more radical incremental changes in the educational system, where more attention is
paid on objectiveness and analytical skills by implementing critical thinking, analytical
thinking, creative thinking, and problem solving.

5.5 The future of journalism

One of the recurrent topics raised during several interviews was the future of journalism.
The opinions differed - some were pessimistic, some were optimistic. The problem is that
social media platforms give space and mostly spread the content of “sensational journalism”,
for example, such media outlets as Expressen, Aftonbladet, while they use the tactics when,
e.g. asking the followers to tag their friends (interviewee L). The news media, therefore, are
steadily facing a dilemma - should they follow the tactics in order to reach out to as many as
possible with their content, using powerful headlines, which on the other hand is a step from
the journalistic principles. At the same time, it is the only way forward in the situation with
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social media algorithms as they look like today, if a traditional media outlet wants to reach
out to those groups who do not listen/watch or read their content.

The dilemma is the following - the traditional media outlets will lose the potential group of
new subscribers that do not exist on any other platform, or that could not be reached at any
other platform than on social media (interviewee L), as the group that only consumes news
from social media is only growing and the group that pays for news content is decreasing
(Facht & Ohlsson, 2021). However, old subscribers who have been subscribed to traditional
media outlets for decades, will still continue consuming the news through those channels, and
probably their kids as it comes from generation to generation (interviewee L).

5.6 Polarization and hostile media effects

While social media algorithms show the user the same type of content in the news feed, it
increases polarization. Moreover, people tend to believe in what they already believe in no
matter what they read, listen or watch, according to the hostile media effects theory (Perloft,
2015). The scientists named hostile media effects and its combination with social media
algorithms during interviews, and some believe that this development is dangerous for the
society, because it could result in two separate groups that have distinct views of the reality.

Moreover, interviewees L, I, G express their concerns about the increased polarization caused
by social media, its algorithms while hostile media effects were amplified. As consequences
of implified hostile media effects caused by social media, the interviewees L, I and G named
the disappearance of trust-based-culture for institutions; parallel news realities and online
bubbles with groups within the society with clearly opposed perceptions of reality.

According to Perloff (2015) hostile media effects have a potential to impact distrust of
traditional media, and even lead to consequences such as mistrust of democracy, reduced
political efficacy and defiance of government. Interviewee I admit that more scientific
research, public debate and discussion could decrease the consequences of polarization.

5.7 Brand heritage vs quality

Interviewee G named DN as one of the Swedish outlets in regard to the strategy they use in
order to gain new subscribers and be able to behold them in the long run. In contrast to the
alternative media outlets, DN attracts with their content or with qualitative journalism, when
alternative media are relying on social media algorithms in order to reach out.

DN offered free access to their website under a longer period of time (several months). First,
DN opened the website for free for a younger audience during the summer 2018, before
Swedish general election that followed in the fall. As interviewee G mentions, it is a way for
a news consumer to get familiar with the content. DN can during this period show that they
have qualitative content, behold the subscribers they have, and their credibility; gain news
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subscribers and their trust as well; behold the credibility of the media brand itself.

Moreover, news outlets such as New York Times used the same tactics in the beginning of the
corona pandemic; Financial Times opened access, though only for critical public health
content; El Pais i Spanien did the same thing in 2020. After a while the pages decided to go
back to paywalls (Newman, 2020).

Interviewee G sees the strategy as effective. Moreover, it allows disregard from social media,
while the user accesses the website or news media application directly. Furthermore, it gives
enough time for a news consumer to get familiar with the content presented by the news
media, and decide whether it is worth a subscription or not. DN has recently launched the
same campaign where they send an email to young people and offer free access to news from
25th of april under midsummer 2021.

When going around social media, the news media outlet does not need to engage with the
audience in order to reach out to as many as possible, while using the tactics such as powerful
headlines or competitions on social media, in line with constructed social media algorithms.
As mentioned above, such tactics decrease the credibility and while news media does not
engage in it, they focus on the quality and follow journalistic principles, and beholds the
credibility of the brand. Furthermore, the number of subscribers also increases.

To say more, during the last year, characterized by the coronavirus pandemic, the

researchers found that the proportion of those who pay for their news has grown from 16% to
20% in the U.S. and from 10% to 13% on average in 9 countries, including USA, UK,
France, Spain, Italy, Germany, Denmark, Japan, and Finland (Newman, 2020). However, the
winners in subscriptions were well-known brands such as the New York Times and the
Washington Post in the U.S. and the Times and the Telegraph in the UK, which adds
credibility to the “brand heritage”-theory (McDowell, 2011).

Even though “brand heritage” could explain the phenomenon, both scientists within brand
management and journalism, media and communication named financing as one of the
problems. Allocation of resources is not anything exceptional for just media companies, but
for the company in every branch, as money is limited. Moreover, small companies have
limited resources and the solution of free content for some specific groups of population, like
younger generations before the election of 2018 that DN oriented towards, will be
problematic for some local newspapers and smaller news outlets. It would also explain why
just those big, already known, brands like New York Times, benefitted most in terms of
subscribers during the pandemic, as they could launch “no paywalls”-campaign, while others
could not. Therefore, the problem of finding a new innovative business model becomes even
more important for traditional Swedish news media outlets in the time of social media.
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5.8 Solution regarding Big-Tech

Changes in the social media-algorithms could be another solution, which also requires a
narrow dialog between the big tech-companies and news media companies, or the
government. Today’s algorithms, according to the studies (Larsson, 2020), tend to generate
the news feed according to the user’s previous preferences, and, therefore, it could increase
polarization and even decrease the credibility of news media brands. We have already seen
similar tendencies in Sweden, when right-wing voters express lower credibility for traditional
media outlets, and this phenomenon has grown during the last ten years (Mediakademin,
2021; Andersson, 2019). While news media outlets have to use the tactics opposed to the
journalistic principles in order to reach out to a broader audience on social media, it also
would decrease their credibility, according to the findings.

As the problem lies both in the absence of financial resources, loss of advertisers (Facht &
Ohlsson, 2021) and news feed polarization, it seems rational for news media companies to get
more insights into how the algorithms work. One way to gain more control is to create
partnerships, collaborations or buyouts with social media companies. In the case of Sweden it
could be seen as problematic, while the country has public service that should be
independent, unbiased and have governmental financing.

Social media platforms should have higher responsibility, as it was historically in Sweden
(Interviewee L). Social media platforms function as platforms, and do not have any
publicistic responsibility, but if you put publicistic responsibility on them, you impact
freedom of speech, however, in some cases Big-tech companies already ban the users and
delete the content, therefore, they already act as publishers in some sense (Interviewee I).

Also a parallel could be drawn between cable and satellite TV-regulations in Swedish history.
Swedish government did not want other countries to gain taxes from commercials, while the
TV was sent from other countries, so the laws were changed (Weibull et al., 2018). Similar
regulations could be issued by the government in order to regulate taxes from Big-tech
companies, while big tech-corporations do not pay taxes in most countries where they are
operating in. The revenue from taxes could be invested in journalistic news media outlets.

Social media-platforms do not produce any content itself, and only spread the content that
their users publish on the platform. The war for advertisers' attention between the Big-tech
corporations and media outlets is going on, and as the amount of social media users is only
increasing, the media companies are at disadvantage (Newman, 2020; Medieakademin,
2021). But as it is also media companies who post on social media, and while Swedish media
companies still have high credibility and a certain amount of followers, it might seem fair for
them to get some revenue from paid taxes. However, it becomes a political question that news
media outlets cannot have any voice over, and it is up to the government to decide what way
the society wants to go.
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6. Conclusions

6.1 Implications
6.1.1 Theoretical implications

* The understanding of the term “brand” among the scientists is different depending on the
field the scientist is working within. Therefore, the answers to the research question also
differ depending on the framework for the scientific paradigm for a particular researcher,
which confirms the paradigm theory developed by Thomas Kuhn (1962).

» Swedish public services use social media platforms in order to reach out as many as
possible, while they see it as a mission for a news media that is financed by taxes. They also
use social media for research purposes such as generating information about some event or a
person; finding an interviewee; finding out about the upcoming events, e.g. rally.

SQ1: What strategies are effective on social media to gain the spread and reach out to
potential subscribers on social media?

* There are some strategies that could help in order to gain more attention on social media
platforms and gain the spread. The methods are based on engagement and interactivity where
the main focus should be on emotion to trigger the spread. The creator of a post should use
e.g. powerful headlines; ask to tag others; engage other users to comment on the post. That
goes in line with theories developed by Larsson (2020), Christensen (2017), and Klinger and
Svensson (2018).

RQI1: What strategies should Swedish news media outlets use in order to keep their brand
credibility in times of social media?

* News media outlets should focus on qualitative journalistic content. This implication has
some ground in the brand heritage-theory (McDowell, 2011).

6.1.2 Practical implications

* Digital media landscape has changed the conditions for traditional Swedish media outlets
while the competition is higher; there are many sources that give out information for free, and
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the barriers for anyone to go online and publish news and content online are very low.
Therefore, the media have lost some characteristics such as gatekeepers of the public debate
in a time when everyone can go online and use social media in order to create news.

SQ2: Can these strategies be used without any credibility loss?

* The most effective strategies that could be used on social media platforms to reach out as
many as possible could not be used without credibility loss for news media outlets. However,
the media outlets could try to find a way to use the strategies on social media platforms while
all the principles are followed.

* The news media outlet should always follow journalistic principles and create qualitative
content, because their product is journalism, based on objectivity and impartiality. These rules
should be followed no matter where the news media outlet chose to publish their content -
whether it is on their website or on a social media platform.

RQ1: What strategies should Swedish news media outlets use in order to keep their brand
credibility in times of social media?

* A strategy that would allow the brand to keep their credibility in a digital landscape is a
combination of production of qualitative journalistic content and giving a news consumer an
opportunity to get used to the content for free under a longer period of time, e.g. several
months. Later the news media outlet can stop this possibility and request a monthly payment.

* While many of the issues raised in this master thesis considering news media outlets could
be solved with more financial investments, another strategy in beholding the credibility of a
news media outlet is finding an innovative business model.

* News media outlets could try to gain more insights into social media algorithms in order to
better understand what social media strategies could be used and how it would impact their
business model.

* News media outlets’ partnerships with social media companies could potentially shed light
on transparency and algorithms; building such partnerships could be beneficial for news
media outlets while they could impact the revenue sharing from advertisers and get some of it
for the editorials; also by building partnerships news media outlets could gain some control
over the algorithms and the spread of their content on social media and, therefore, reach out
to more potential subscribers.

* Targeting public service specifically, an independent investigation could be made that would
find out whether there is a bias in the reporting or not, in order to restore the decreasing
credibility.
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6.2 Limitations of the study

The results of this master thesis are targeted towards news media executives, who will be able
to benefit from the suggestions made by this study on their social media strategies and their
effectiveness; the solutions towards brand credibility in a digital age, as mentioned in section
1.5 Delimitations of this master thesis paper. Therefore, it limits the scope and the results are
not oriented towards the audience, and exclude such perspectives as what the audience would
like to see on the news media outlets’ social media accounts and posts.

Moreover, this research focused mainly on scientists and their perceptions of what strategy
could impact the brand credibility in the digital age. While the scientists are limited within
their theoretical frameworks and paradigms (Kuhn, 1962), their answers would also differ
depending on whom you ask. Therefore, there are probably more suggestions and solutions
existing, but the researcher chose to focus on the scientists within media and marketing fields,
while they have more insights into the specifics of the branch and more knowledge based on
research within the fields of brand, credibility, social media, communication and journalism.
To say more, the solutions could even exist among the board members or journalists and
reporters themselves.

Furthermore, the amount of interviews, and therefore, scientists contributed to the research
was limited. First, there were time constraints and a time frame that had to be followed by the
researcher; second, some researchers who could be relevant for the study did not want to be
interviewed because of the lack of time, or other personal reasons; third, the researcher could
have missed some important figures while selecting the interviewees, however, an explicit
investigation was done and a high amount of researchers were contacted in order to avoid this
issue.

6.3 Suggestions for further research

This research focused mainly on scientists and their perceptions of what strategy could impact
the brand credibility in the digital age. However, scientists only study the subject and are not
involved in the process of publishing news content on social media. Moreover, some news
media companies do not officially publish their core goals when it comes to social media
platforms. Therefore, further research could focus on interviewing social media and web
teams at public service and privately owned media companies about what the news media
actually seek to achieve by using social media platforms; what strategies and techniques they
use; what obstacles they face.

Furthermore, while this master thesis is only focusing on the scientific perspectives, in order

to get a better understanding of changing news consumption patterns and what the news
consumers prioritize, it is beneficial to get a public opinion on the subject and what the
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consumer is ready to pay for in a digital age. It could also help the news media outlets to
figure out their innovative business model.

During the empirical part of this research, the scientists raised concerns about polarization,
social media and a pattern of decreasing news consumption through traditional news media
sources from credible brands. Also researchers raised questions about the hostile media effect
considering posts on social media. However, there has been limited research made on hostile
media effects within the digital media landscape, that would include Facebook and Twitter
posts. Perloff (2015) writes about the need for further investigation into hostile media effects
when it comes to integrations with social media. Therefore, further research is needed
investigating how social media affects polarization. Moreover, many interviewees expressed
their concerns about the consequences of such a society where people have two totally
different images about the society. According to Perloff (2015) the consequences could be
damaging for society, and therefore it calls for more research on how these consequences
could be prevented.

Recent study found that Aftonbladet had the most popular website, and also turned out to
have the most popular Facebook page (Larsson, 2019). Further research could investigate
whether there is a correlation between Aftonbladet’s ability to reach out to as many as
possible, and whether other news media outlets could learn from them.

DNi:s strategy with free access to their content under a longer period could be looked into in
further research. Some more secondary data could be found in order to find out how many
new subscribers DN gained after releasing this campaign; how effective the campaign was;
how much revenue did they recieve. DN launched the campaign for a second time in april
2021, was it because of its effectiveness or because they continue losing young readers? In
order to investigate these questions interviews with the board at Bonnier.

In the age of social media everyone has an opportunity to go online and speak out, therefore,
the world has become more transparent and it is getting harder to conceal intern conflicts and
other details that might damage the credibility of the brand. During the last two months both
Sweden and Great Britain - countries with strong culture of public service - have been
affected by credibility scandals. In Sweden SVT have live broadcast a press conference on
social media without fact-checking or any presence of any reporter; an investigation was
published where a reporter at SR was accused of having interviewed an islamist whom she
had a private relationship with; BBC was accused by Price William for an interview with
princess Diana which poisoned her relationship with Prince Charles; BBC was under
criticism for coverage of Prince Philip death that many viewers have seen as too much. Many
experts have recently demanded an external impartial investigation in Swedish public service.
Further research could be made on how the concept of public service has been impacted by
social media and how people’s perception of journalism have changed during the recent
decade, while public service has been criticised and their credibility has decreased.

Additionally, transparency and its effects on traditional journalism in terms of credibility

62



Tatiana Kireeva

could be investigated further, while the scientists express the opinion that increased
transparency from journalists would have a positive impact on credibility, whereas the
research done on this subject confirms that news consumers do not care about transparency in
terms of credibility.
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Appendix 1
Interview questions, English

How should classic Swedish media (SVT, SR, DN, SvD etc) behave in order to keep the
credibility of their brand in times of social media (Twitter, Facebook, Linkedin)?

How should classic Swedish media behave on social media?

What are the most common mistakes Swedish media is committing today on social media?
Why are these things (strategy) wrong?

What are the “right” things that Swedish media is doing today on social media?
Why are these things (strategy) right?

What are the most common challenges that Swedish news media are facing on the social
media landscape?

How should these challenges be solved?
What is your perception of “fake news”?

What should the classic Swedish media channels be doing on social media platforms in order
not to be considered as “fake news”?

Has the perception of Swedish ctraditional media changed, according to you?
Why?

What should the media do to keep their brand credibility?

Should classic media use two-way communication on social media?
Why?

Does “transparency” play a part on social media when it comes to classic media and their
activity on social media platforms?
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If readers/viewers/listeners ask questions through digital/social media channels, should the
media take this discussion (answer questions etc)?

If the traditional mass media is not engaging in this “two-way communication”, what will
happen?

Should the classic media be available 24/7 on social media, both for news publication and
discussion? Why?

Appendix 2
Interview questions, Swedish

Hur ska svensk media (klassisk media dvs SVT, SR, DN, SvD, Expressen osv) agera for att
kunna behalla sitt trovdrdiga varumaérke 1 en tid av sociala medier (ex. Twitter, Facebook,

Instagram, Snapchat osv)?

Hur ska klassisk media (SVT, SR, DN, SvD, Expressen osv) bete sig pa sociala medier
(Twitter, Facebook etc)?

Vad ér de gor idag som du tycker ar fel? Varfor?

Vad gor de ritt? Varfor?

Vilka ér de hinder som svenska medier moter I sociala medielandskapet?
Hur ska de bemoéta dessa hinder?

Vad ir din uppfattning av vad “fake news” ar?

Hur skulle de hér kanalerna kunna agera for att inte uppfattas som “fake news” pé sociala
medier?

Har varumirkesuppfattning av de klassiska medier 1 Sverige éndrats, enligt dig?
Hur kommer det sig?

Hur gor man for att vidmakthalla ett varumérke?
Ska medier tilldmpa two-way communication pa sociala medier? Varfor?

Vad spelar transparens for roll pa sociala medier nédr det kommer till hantering av de klassiska
medierna och deras agerande pé sociala medier?

69



Tatiana Kireeva

Om lésare/tittare/lyssnare stiller frigor via digitala kanaler, ska medierna ta den
diskussionen?

Om man inte gor det, vad hinder da?

Ska man finnas tillgénglig 24/7 pa sociala medier, bade for nyhetspublicering och diskussion?
Varfor?
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