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The Digital Revolution Fosters the
Relevance of News



Mediatization

• Perceiving and acting via media

• Abiding by media logic

• Creating reality for media
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Increasing
Complexity
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opte.org
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From Information 
Scarcity to Abundance
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https://www.go-globe.com/blog/60-seconds/
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Increasing Need for Selectivity
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• more information

• at a faster pace

• about increasingly complex and distant events and structures

• needs to be filtered, edited, checked, packed, analyzed and commented

• for the sake of 

• enabling people to participate in public life an civil society

• enabling peope to rationally contribute to the democratic process

• holding public officials and powerful organisations accountable

Digital Change Makes News Journalism More Important
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Relevance to Users Remains High Too, 
although Usage-Patterns Change



Main Source of News by Age
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Reuters Digital News Survey 2017,  

n: 71,805 respondents from 36 countries

“You say you’ve used these sources of 

news in the last week, which would you 

say is your MAIN source of news?”

Base: Aged 18-24/25-34/35-44/45-

54/55+ that used a source of news in the 

last week



Main News Sources from the Internet by Age
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Facebook became most important News Source to
Generation „X“ and „Millenials“ in the U.S.
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PEW Research Center: Millenials and
Political News; n: 2.900
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The Rise of Social Media as a Source of News
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Reuters Digital News Survey 2017,  

n: app. 12,605 respondents per year from six countries

“Which, if any, of the following have you used in the last week 

as a source of news? Please select all that apply?”



Algorithms Dominate News Selection
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Reuters Digital News Survey 2017,  

n: 66,230 respondents from 36 countries

“Which of these was the MAIN way in which you came across news in the last week?”



The Rise of Mobile Media as a Source of News
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Reuters Digital News Survey 2017,  

n: app. 12,605 respondents per year from six countries

“Which, if any, of the following devices have you used to 
access news in the last week? Please select all that apply.”



Sources of the news, “At 
least 5 dax/week”
Sweden

Int J Public Opin Res. 
2012;25(4):414-435. 
doi:10.1093/ijpor/eds018

Changing News Sources, Sweden 1986–2010
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News Index

Sources of the news, 
“At least 5 dax/week”
Sweden

Int J Public Opin Res. 
2012;25(4):414-435. 
doi:10.1093/ijpor/eds
018

Overall News Consumption Does Not Change
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But: Big Generational Effects, Little Life Cycle Effects
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• Patterns of using the news are changing, strongly shifting towards:

• the internet

• social media

• mobile/ubiquitous media

• overall relevance and dedication to news (still) remain on a high level

Using the News
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Vanishing Business Models



Circulation for U.S. Dailies going down
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PEW http://www.journalism.org/
fact-sheet/newspapers/
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Circulation of German Dailies: Halved since Reunification
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U.S. Newspapers Advertising and Circulation Revenue
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PEW http://www.journalism.org/

fact-sheet/newspapers/
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U.S. Newsroom employment, Number of Employees
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PEW http://www.journalism.org/

fact-sheet/newspapers/
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Revenues and Employed Journalists at Newspapers
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Decreasing Diversity

Percentage of Same Issues
among Top News of Leading
Swiss Dailies

fög Uni Zürich
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Decreasing Quality-Index

Index of different indicators of news
quality:

Relevance, 
background information, 
facutality

Base: 48 Swiss media outlets

fög Uni Zürich
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Financing of the News

• Strongly diminishing financial resources for journalims

• News producers loose

• Intermediaries win

• Less professional journalists

• Quality declines
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The Audience Unchained



Echo-Chambers an the Demise of Civility

Comments on the
facebook-Page of 
PEGIDA
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Trolls

Nasty comments on Angela 
Merkels Instagram-Profile
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Overall Trust in Media in Different Countries
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Reuters Digital News Survey 2017,  

n: 71,805 respondents from 36 countries

“Please indicate your level of agreement with the following statements. - I think you can trust most news most of the time/I think I can trust 
most of the news I consume most of the time Base: Total sample in each market.”



Watchblogs
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Watching the Watchdogs
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Fact Checking
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Charitable Journalism
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User Generated Content as a Ressource for Journalism
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There's a plane in the Hudson. I'm on the ferry going to 
pick up the people. Crazy. Jānis Krūms (@jkrums), 
November, 2. 2015 



The Public Unchained

• Second public sphere: Delegitimation of mass media

• Reactance against powerful media

• Demise of civilty: Trolls poison the discourse

• The public as a watchdog for the watchdogs

• Lay Journalism as a resource for professional journalism

• Networking journalism
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Conclusion



1. Professional journalism is more relevant than ever

2. No massive turning away of users from the news (at least until now)

3. News organizations permanently lose advertising revenue

4. Number of employed journalists declines

5. News Quality is on the decline

6. The audience massively emerges as a ressource and watchdog for professional journalism

7. More in depth research is needed

Theses

News in the Digital Age Slide 40Lutz Hagen




