Appendix 1
Defining Social Media and SNSs
The time frame over which social media have developed is relatively short, with
the first social network site launched in 1997 (boyd and Ellison 2007). However there is
a growing field of study in this area which is notably interdisciplinary, reflecting the
pervasive reach of social media into many arenas of life. Depending on the approach
taken, social media have been defined very differently. They have been conceived of as
‘technologies’, ‘tools’, ‘applications’, ‘sites’, ‘services’, ‘software’, ‘businesses’ and
more - and these descriptors are often used interchangeably with little consideration or
discussion of the differences in meaning they imply. The ambiguity of the term coupled
with its ubiquitous use poses challenges for research which takes social media as a focus
for analysis.
In communications, the term “social media” is often used to describe a collection
of digital and networked communication technologies which share certain key
characteristics regarding the way they allow users to interact, communicate, form/display
social ties as well as store and transmit information. But this requires further explanation.
Andreas Kaplan and Michael Haenlein’s definition presents a good starting point for
building a working definition for this thesis - it states: "Social media is a group of Internetbased applications that build on the ideological and technological foundations of Web
2.0, and that allow the creation and exchange of User-Generated Content" (2010: 61).
They propose a six-category classification of social media related to their affordances:
collaborative projects (e.g. Wikipedia), blogs and microblogs (e.g. Twitter), content
communities (e.g. YouTube), social networking sites (SNSs) (e.g. Facebook), virtual
game worlds (e.g. World of Warcraft), and virtual social worlds (e.g. Second Life). In
this schema, Twitter and Facebook fall under different categories - Twitter being a
microblog and Facebook a social networking site - however this does not highlight the
imbricated nature of these categories. In line with other recent studies (boyd 2010, Jones
2013, van Dijck 2013) it is argued here that it is more useful to see both Facebook and
Twitter (and other microblogs with networking affordances such as Tumblr, Jaiku etc.,)
as SNSs. Although Kaplan and Haenlein’s definition is rather broad and at the same time
pigeonholes social media as “applications”, (limiting conceptualisation of them in their
roles as websites, services, spaces, businesses, commodities etc.), this definition
effectively grounds social media in the Web 2.0 stage of Internet development and
highlights the centrality of user-generated content to their composition. Web 2.0 can be

conceived of as a socio-technical assemblage, composed of (dynamic) arrangements of
technologies (devices, hardware, software, applications, techniques etc.,) and people
(individual and aggregate), which create networked social spaces and information flows
on the Internet. Web 2.0 has been viewed as more than just a set of technological
developments – it can be seen as a cultural phenomenon (Jenkins 2006) in which users
become engaged in the process of production and become what Bruns describes as
“produsers” (2008) through their generation of user-generated content (UGC). The
functioning and viability of all social media is premised on their ability to afford digitally
mediated social interaction and harness the UGC it creates. In this research, UGC is
defined as: i) content made publicly available over the Internet, ii) which reflects a certain
amount of creative effort, and iii) which is created outside of professional routines and
practices (OECD 2007). UGC is considered to be any type of content created by Internet
users and can be in the form of text (conversations, comments, stories etc.,) images
(photographs, video, graphics, memes, gifs etc.,) audio (podcasts, music files etc.,) and
some forms of automated data (‘likes’ on Facebook) and metadata generated as a byproduct.
In the Web 2.0 environment underpinning social media, the user is a producer of
content as well as a consumer - a ‘prosumer’ (from ‘proactive consumer’ originally used
by Toffler in a somewhat different context in 1980) or ‘produser’ (from producer, a term
traditionally
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journalism/technology – see Bruns 2008). It has been argued that these technologies can
enable and encourage certain ways of working and particular values. For instance they
have been associated with interactivity, participation and collaboration (Lewis 2012: 840)
and values such as openness, transparency and sociality. Van Dijck (2013) however
deliberately avoids the implicit connotations of the term “social” media, opting instead
for the term “connective” media, which foregrounds the mediated forms of sociality they
enable as automated socio-technical systems rather than emphasising the ‘social’.
Connectivity is configured out of the socio-technical affordances of social media, i.e. their
capacity for supporting and visualising digitally re/mediated social connections and
relationships (Jones 2013). The ways in which social media technologies structure
interaction and communication through specific affordances, shapes the relationship
between those who interact on and through them, introducing new dynamics which
importantly for this research, shape news production and journalism.
There are an abundance of social media around the world operating in numerous
languages and with varying levels of reach within and beyond national borders. Of these,
Twitter and Facebook have the highest global subscription rates - Facebook had 901m

active monthly in April 2012 (Ebersman, 2012) and Twitter had 140m active users in
March 2012 (Twitter.com 2012). As an indicator of scale, in 2014 Facebook’s user-base
surpassed the population of India (Petronzio 2014) and like many social media
organisations, turns a competitive annual profit (Van Dijck 2013). This indicates their
importance in the day-to-day lives of many people but also in the commercial sphere.
Twitter is commonly referred to as a ‘micro-blogging’ SNS. It was created in
March then launched in July 2006 by Jack Dorsey in San Francisco. It is a type of social
network that can be accessed through a web page or desktop/mobile software applications
and is based on 1) a short messaging service built on a restricted set of features including
(variably) public timeline posts or messages displayed in reverse chronological order,
messages directed at other users, and private direct messages, 2) a public display of
connection with other users which is organised through the ‘follow’ function, which
allows users to receive in their home feed the posts of those users that they follow and to
contact other users in various ways (see above) depending on whether they have a oneway or two-way connection. These largely text-based posts known as “tweets” are capped
at 140 characters and embedded hyperlinks are automatically shortened to facilitate their
inclusion. Tweets also support still images and short videos of 6 seconds (or less) using
the Vine application. Unlike many other social network sites (such as Facebook or
MySpace), the following/follower relationship requires no reciprocation. Since launching
in 2006, Twitter has been gaining popularity worldwide and user innovation has
significantly contributed to the evolution of the technology - e.g. incorporating the retweet
(RT), reply (@), and hashtag (#) as a result of community behaviour. The hashtag allows
users to search for content grouped around a particular term, whilst the retweet allows
users to pass on another user’s tweet to their followers. Zhang and Wang (2010) refer to
Twitter as an “interest-oriented SNS” as opposed to a “relationship-oriented SNS” such
as Facebook, which is described below.
Facebook is a social network site set up in February 2004 which was originally
built on location-based shared educational experience (drawing inspiration from the
yearbook concept) but which quickly evolved beyond an educational setting to a service
connecting what their design language terms ‘friends’ - potentially any two users but more
often users with shared experience and/or physical location. It is accessed through a web
page or desktop/mobile software applications and allows users to create a profile and view
other users’ profiles (to varying degrees based on gradated friend/friend-of-friend/nonfriend status) as well as message other users both publicly and privately. Users can post
information on their own timeline (a part of their profile) or on other users’ timelines,
which through the service’s algorithms generates user-specific news feeds about people’s

interactions and activities. In order to make a direct connection on Facebook, the
relationship must be reciprocated however the service has over time developed new ways
to allow messaging and profile and activity viewing of users beyond the friend network.

Appendix 2
Illustration of Theoretical Framework

Appendix 3
Account of Development of Methodology
Beginning from the premise that the research would investigate contemporary
news production practices at global news agencies, an exploratory position was initially
adopted due to a lack of documented evidence and discussion of the topic which
necessitated an initially inductive approach to data collection (both empirical and
secondary). The inductive approach chosen was not explicitly allied to any of the specific
traditions of qualitative research, such as grounded theory, phenomenology, discourse
analysis, or narrative analysis, amongst others. The broad approach was used in order to
allow findings to emerge from what the researcher considered to be the frequent,
significant, and dominant themes found in the raw data, without constraining the process
by applying pre-determined concepts or theories. Deductive approaches (often based on
hypothesis testing) allow preconceptions to deliberately and directly influence data
collection and analysis and thus run the risk of precluding key themes or reframing them
to fit existing categories, which would have been detrimental to the exploratory aims of
this research. The approach aimed to document news production practices as they are
understood by the newsworkers under investigation, tracing regularities in the evolution
of significant forms of behaviour rather than looking to contribute to predictive theory.
An initial literature review highlighted two major gaps in journalism research
concerning a) contemporary journalistic practice in global news agencies and b) use of
new digitally-networked technologies in news production, which guided the focus of the
research project toward journalists’ use and understandings of digitally-networked
technologies in the production of news at global news agencies. Several factors became
evident during the initial data collection period which significantly refined the topic and
focus of research: firstly it became increasingly apparent that the existing body of
literature on global news agencies, their professional practice, routines and culture, was
largely out of date and that shedding light on changes in the nature of their journalistic
work would form a fundamental part of this research; secondly, it was clear that with
regard to ‘digitally-networked technologies’ in the newsroom, three concepts or areas of
research were of particular significance - social media, user-generated content (UGC) and
multimedia. Exploratory interviews combined with further literature analysis confirmed
that social media and UGC were high on the agenda of both the practitioner community
under investigation and the relevant academic communities and that UGC was highly
linked to social media; therefore the research focus was narrowed to investigating the use

and understandings of social media technologies in GNA news production. At this point
it became clear that there were important similarities in context between the agencies and
that a theoretical perspective which takes account of this shared culture in the shaping
and use of social media technology was required in order to fruitfully analyse and
interpret the data. Thus key issues, themes and nascent theory that were emerging in the
social media research field were combined with insights from journalism studies and
developed into a unique framework for analysis (see Chapter 3). This iterative approach
continued to inform the research strategy throughout the research process.

Appendix 4
New Sites of News Production Research: Beyond the Newsroom

The newsroom is a physically shared workspace provided by a news organisation
for newsworkers to engage in news production. Newsrooms have been strategically
placed at the centre of news production studies due to their centrality in the production
process and characterised the classic newsroom ethnographies of the 1970s and 1980s.
Nerone and Barnhurst contend that the conception of the press as an institution with the
newsroom as the hub of activity means that: “The newsroom thus receives scrutiny as a
work zone that leaves its tracks in the form and content of newspapers and in the
conditions of reception for the audience” (2003: 435). The global news agency bureau
structure consists of different types of newsroom – they have organisational headquarters,
which are usually the largest newsrooms, large central hubs that are the focus for a region,
and the numerous bureaus dotted around the world. The newsroom is certainly an
important site for study because it is the main location of the socio-technical arrangement
of the news production environment in traditional news organisations such as GNAs.
Despite the increasing use of digital networks for communication, data-sharing, and
content production, which allows for a geographically dispersed workforce, newsrooms
remain the physical locations where many key production staff reside. This includes a
large number of editorial, technical and management staff, who co-ordinate activity and
make important decisions regarding coverage. It is also where most of the core
technological hardware is housed, making it the social, technological and symbolic hub
of the GNA organisational network.
All agencies have UK-based newsrooms in London which provided an ideal site
for conducting interviews and observation for this project as they were a) within reach
both geographically and financially for the researcher; b) housed a variety of
newsworkers with diverse roles and c) were regarded as a suitable site by the
‘gatekeepers’ who granted access to the researcher, perhaps due to the knowledge that in
the newsroom environment they can monitor the researcher and oversee their activities.
It must be noted that each agency’s London newsroom was different in nature and thus
not directly comparable: for Reuters London is the central headquarters; for AP it is the
headquarters for their television arm (APTV/N) (New York is its central HQ); whilst for
AFP, London is the location of their UK bureau (Paris is its central HQ). Twenty-four of
the interviews were conducted face-to-face in the newsroom, where newsworkers could
also demonstrate technology and practices.

Though newsroom-focused research has yielded myriad illuminating studies, it
has also restricted the scope of news production research. Zelizer has argued that in the
contemporary production environment there is “a far more diverse set of venues… (that)
should not be left out of the picture,” including ‘in-the-field’ and Internet and telephone
exchanges (2004: 68). This is not to say that newsrooms are no longer worthy of study,
only that other arenas of activity and interaction in production should also be considered,
especially as digital communication technologies are opening up the possibility of more
geographically dispersed networks in news work. Wahl-Jorgensen assesses the
consequences of ‘newsroom-centricity’ as a key methodological feature in ethnography
of news production, suggesting that researchers would benefit from being reflexive about
the power relations that shape their approaches and paradigms (2009). She highlights the
resulting emphasis on certain types and categories of news work such as central
operations and prestigious locations that are spatially delimited as a result of the process
of determining a “field” which involves an (artificial) conceptual segmentation of the
world (ibid: 23). One of the more under-researched areas of news agency work is that
which occurs ‘in-the-field’ - the process of on-site gathering of original news content.
Although much of the time spent researching and gathering information for inclusion in
news reports (especially textual content, although the same is true for preparing audio and
video content) is done from the desktop, through internal and external communication
from the newsroom, ‘in-the-field’ newsgathering represents a fundamental stage in news
production. As such, an effort was made to contact and interview (via email and Skype)
newsgatherers with a non-bureau-based role: nine interviewees came under this category.
An as yet underdeveloped area of news production studies suggests that digital
possibilities have altered the composition of newswork and of news organisations but
there has been no consensus as to whether this has diminished the role of the newsroom
as a defining site for investigation. Considering that the focus of this research is on use of
digitally-networked technology in news production, concentrating solely on the
newsroom as a location for data collection was thus considered to be limiting. Although
it provided an appropriate site for obtaining insight into a core hub of production activity
through observation and interview, it restricted the researcher’s gaze to a physically
defined research environment. Structuring the research around social media technologies
in news production has significant consequences for the issue of sites for data collection.
Digital technology - which underpins social media technology - makes use of the
transmission of data using binary code and does not require a physically constituted link
between devices. In the case of news production this allows for mobility, with
communication and production taking place in more spatially diverse settings. Key

elements of news production, i.e. transmitting, accessing and manipulating content, can
be performed on increasingly compact and mobile devices (laptops, mobile phones etc.,)
and data can be sent almost immediately through Internet and satellite communication
facilities (where they are available). Moreover, when work is being accomplished
simultaneously from numerous locations and ‘on-the-go’, by numerous people - as is
common with news organisations’ social media activity - researching newsworkers as
they engage in social media practice becomes difficult for the researcher. As such, the
digital traces that are left by their social media practice become a crucial site for analysis.
It is this change that informed the decision to include complementary analysis of
organisational social network site activity and interaction. Moreover, the newsroom was
not a necessary research site to gain access to the extensive online organisational
infrastructure that supports newsworkers and the production process. Social media
guidelines for instance were posted and archived online and available for download,
making them accessible and relevant beyond the newsroom.

Appendix 5a
Template of Framing Devices
Coding Template for First Round:

Headings:
Sub headers:
Images:
Statistics and charts:
Keywords:
Introductory statements:
Concluding statements:
Quotes:
Metaphors:
Exemplars:
Sources of information:

[This selection of framing devices was constructed from the previous framing
studies of Tankard (2001: 101): headlines, subheads, images (photos, photo
captions, logos,) charts, concluding statements; and Gamson and Modigliani
(1989): metaphors and exemplars. The rest were added by the researcher]

Appendix 5b
Template for Coding: Problem-Cause-Solution

Coding Template for Second Round:

Arguments:

Defining a problem:

Identifying causes:

Making a moral judgement:

Suggesting a remedy/ Call for action:

Descriptions of: Journalism;
The GNA;
GNA Newsworkers;

Descriptions of: Social Media;

[This selection of framing elements was constructed from the previous framing
studies of Entman 1993 and Verloo 2005: Defining a problem, Identifying
causes, Making a moral judgement, Suggesting a remedy/Call for action. It was
supplemented with the researcher’s own additions]

Appendix 6a
Example of Completed Framing Coding Tables (for Reuters)
Headings:
Section 1
Title: Using Social Media
Social Media: Basic Principles
Sub headers: None
Images: None
Statistics and charts: None
Section 2
Title: Picking up from Twitter and social media
Sub headers: None
Images: None
Statistics and charts: None
Keywords: Twitter, social networks, social media
Introductory statements:
Section 1
We want to encourage you to use social media approaches in your journalism but we also
need to make sure that you are fully aware of the risks -- especially those that threaten our
hard-earned reputation for independence and freedom from bias or our brand.
Section 2
Social networking and micro-blogging sites on the Internet, such as Twitter, are virtual
venues where users around the world may sometimes post information and images of great
interest to our clients that are not available elsewhere.
Concluding statements:
Section 1
In other words, be careful. By all means, explore ways in which social media can help you
do your job. But before you tweet or post, consider how what you’re doing will reflect on
your professionalism and our collective reputation. When in doubt, talk to colleagues, your
editor or your supervisor.
Section 2
• Depending on what we can confirm, we may either move a story saying the price moved
because of an item posted on Twitter by xxx about xyz which we have been unable to
independently confirm; or move a story confirming what the original item said; or move a
story shooting down what the original item said.
Quotes: None
Metaphors: “avoid flame wars” (i.e. heated argument that results in those involved
posting personal attacks during or instead of debating the topic at hand.) “not to muzzle
anyone”; “we are flying without a net”, “win the play”, “fanning the flames”
Exemplars: None
Sources of information: Not given

Appendix 7
Blank Coding Schedule for Analysis of Organisational SNS
Activity
FACEBOOK:

TWITTER:

Date

Date

Post

Tweet

Link

RT/MT

Image

Headline

Content of post

Twitter Link

Content of link

Link Internal

Facebook Link

Google Link

Other social media link

Link External Proprietary

Link Internal

Link External Non-proprietary

Link External Proprietary

Mention Internal

Link Non-proprietary

Mention External

Mention Internal

Hashtag Internal

Mention External

Hashtag External

Hashtag Internal

Interaction by Agency

Hashtag External

Comments

Interaction by Agency

Category

Comments

Signature

Category
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Appendix 9
Example Email Interview Schedule
1. What social media does your department use in their day-to-day work and how are they
used? (please name all)
1a. Which of these social media are the most important and why?

2. What social media do you personally use in your day-to-day work and how do you use
them? (please name all. If the same as above, please describe how you personally use
them.)
2a. Which of these social media are the most important for your work and why?

3. Do you use user-generated content in your work? In what ways?
3a. How do you verify this information?

4. Can you explain how you learned to use these social media technologies in a professional
capacity?
4a. Have you ever had training from your employer in the use of social media or
user-generated content?

5. What devices, technologies, and software do you use to access these social media at work
and why?

6. Do you have any routines or use any applications to structure your use of social media?

7. What do you think are the benefits of using social media for your work?
7a…. and the disadvantages?
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8. What have been the challenges of incorporating the use of social media into your work?

9. Can you describe a recent example of when social media were particularly useful for your
work?
9a.... and particularly challenging or negative?

10. What procedures/practices do you use to verify information from social media?
10a. Are you required to verify 'official' social media accounts before using them for
information? Has this always been the case?

11. Do you refer to social media policy when using social media at work?
11a. Have you had to change the way you use social media in order to adhere to
Reuters’ policy?

12. Have you seen any development in company policy regarding the use of social media?
Please give examples of changes if you have any.

Finally… Can you suggest any colleagues who might be willing to answer this email
interview? (I am looking for a variety of perspectives, so they can be people who do or do
not use social media).

Thank you for participating.
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Appendix 10
Information Sheet and Consent Form for Interview and/or Observation

Investigating social media in news production at global news agencies
You are being invited to take part in a research study on the use of social media in
news production at global news agencies (Reuters, Agence France Presse and Associated
Press). Before you decide, it is important that you understand why the research is being
done and what it involves. Please take time to read the following information and decide if
you want to take part or not. Please ask if there is anything that is not clear or if you would
like more information.

What is the purpose of the study?
This study will be conducted by a PhD research student from Liverpool John Moores
University. The aim of the research is to investigate the ways in which social media are
used to produce news by global news agency journalists. The purpose of the study is to
gain a better understanding of the contemporary working practices of news agency
newsworkers, in particular how newsworkers interact with the technologies they use.

Do I have to take part?
Involvement in this research project is voluntary. If you decide to take part you will
be asked to sign the consent form at the bottom of this information sheet. You are free to
withdraw at any time and without giving a reason. A decision to withdraw will not affect
your rights.

What will happen to me if I take part?
If you agree to take part, you will be sent a set of questions via email. Further
clarification of responses may be sought via email after the initial interview.
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Are there any risks/benefits involved?
By taking part in this research you will have the opportunity to reflect on your
working environment and discuss topics related to your work and professional role and to
contribute to research that may be beneficial to the professional and academic community.

Will my taking part in the study be kept confidential?
All participants will be made anonymous in the study, i.e. their name and personal
information will be separated from any information obtained during observation and
interview, and not included in any of the research findings. Participants’ rank/job role will
be included, unless the participant requests that this information also be excluded. All
information will be stored on a password protected secure university server. Data relating
to the study will be kept securely for five years, as stipulated by LJMU regulations, and
will then be securely destroyed. Only the researcher will have access to personal
information during and after the study.

Contact Details of Researcher
Bronwyn Jones, Liverpool John Moores University
Email: B.Jones1@2009.ljmu.ac.uk
Work Mobile: +44 (0) 7951352785
Liverpool Screen School, Liverpool Innovation Park,
Baird House, Edge Lane, Liverpool, L7 9NJ

If you wish to talk with an independent person at Liverpool John Moores University please
contact:
Director of Liverpool Screen School, Liverpool Innovation Park, 2nd Floor, Baird House,
Edge Lane, Liverpool L7 9NJ.
Tel: 0151 231 4834/4745

Thank you for your time
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Please put an X in the boxes to confirm that you understand all the information provided
and are willing to take part in the study. You may leave blank boxes relating to any part in
which you do not wish to participate.

1. I confirm that I have read and understand the information provided for the above study.
I have had the opportunity to consider the information, ask questions and have had these
answered satisfactorily.

2. I understand that my participation is voluntary and that I am free to withdraw at any
time, without giving a reason and that this will not affect my legal rights.

3. I understand that any personal information collected during the study will be
anonymised and remain confidential.

4. I agree to be interviewed for the above study.

5. I understand that the interview may be audio and/or video recorded and I
am happy to proceed. [Remove for email interview consent form]

6. I am willing to allow parts of our conversation to be used verbatim in future
publications or presentations but that such quotes will be anonymised.

Name of Participant:
Date:

Signature

Name of Researcher: Bronwyn Jones

Date:

Signature
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