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Apa Itu Internet?

Internet merupakan singkatan dari interconnection Networking. 
Secara sederhana, internet bisa diartikan sebuah jaringan global dari sebuah jaringan computer.

Jaringan internet sukses dikembangkan dan diujicobakan pertama kali pada tahun 1969 oleh US 
Departement of Defense dalam proye ARPANet (Advanced Research Project Network). Semenjak itu 
perkembangan internet berlangsung sangat pesat. Salah stau faktor yang berperan menjamurnya 
pemakaian internet di seluruh dunia adalah perkembangan World Wide Web (WWW) yang dirancang 
oleh Tim Berners-Lee dan staf ahlinya di laboratorium CERN (Conseil European pour la Recherche 
Nucleaire) di Jeneva Swiss tahun 1991. Selain itu, faktor pendorong revolusi internet adalah daya tarik 
utama internet yang meliputi , communication, information retrieval and information search.
Dalam hal daya tarik komunikasi, internet menawarkan kemampuan berkomunikasi secara elektronik 
(via email dan chatting) yang relative mudah, murah selama 24 jam. Internet juga memberikan 
kemungkinan dan kemudahan untuk mencari dan mengakses berbagai macam informasi, seperti untuk 
kepentingan penelitian, pengambilan keputusan suatu organisasi hingga untuk mengakses berbagai 
situs.

Kapabilitas Utama Internet
Internet memiliki beberapa kemampuan pokok seperti e-mail electronic mail), usenet newsgroup, 
LISTSERV, chatting, Telnet, FTP, gophers dan www. Lima kapabilitas pertama berkaiatan dengan aspek 
komunikasi FTP dan gophers berkaitan dengan aspek information retrieval. Sedang www merupakan 
aspek information search.
E-mail berfungsi untuk mengirim pesan secara elektronik antar pribadi.
Usenet newgropu untuk kelompok diskusi di electronic bulletin boards.
LISTSERV untuk kelompok diskusi menggunakan e-mail mailing list servers.
Chatting untuk percakapan interaktif.
Telnet, masuk ke sistem computer tertentu dan bekerja pada sistem computer yang lain.
FTP yakni transfer file dari satu komputer ke komputer lain.
Gophers yakni menempatkan informasi yang disimpan pada internet server dengan menggunakan 
hirarki menu.
WWW (world wide web) yakni mengambil, memformat dan menampilkan informasi (termasuk teks, 
audio, grafis dan video) dengan menggunakan hypertext links.

Keunggulan dan Kelemahan Internet
Konektivitas dan jangkauan global. Didunia maya, jaringan yang terjalin adalah jaringan global. Akses 
data dan informasi melampaui batas-batas negara.
Akses 24 jam nonstop. Akses informasi di internet tidak dibatasi waktu, karena dengan lingkup global, 
dunia maya yang dihadirkan tidak pernah tidur atau nonstop.



Kecepatan. Bila dibandingkan sumber data lainnya, internet jauh lebih cepat karena bersifat real time.
Kenyamanan. Melalui internet tidak harus menghadapi berbagai persoalan birokratis seperti izin dari 
berbagai instansi. Selain itu, berbagai fitur yang ditampilkan dirancang khusus sehingga tampak user-
friendly.
Kemudahan Akses. Semakin banyaknya warnet membuat akses terhadap internet jauh lebih mudah.
Biaya Relatif. Dibandingkan dengan membeli majalah atau Koran, penelusuran informasi menggunakan 
internet jauh lebih murah. Apalagi banyak situs yang menyediakan jasa layanan gratis.  Sesorang tinggal 
mendown load atau mencetak file-file yang dibutuhkan.
Interaktif dan Fleksibel. Bersifat interaktif dan fleksibel atau memudahkan orang yang menggunakannya.

Kelemahan Internet
Selektivitas dan anonimitas. Identitas pemakai sulit dikenali. Contoh sebuah kuisioner di internet, tiap 
orang, termasuk bukan target respon, bisa mengisi kuisioner secara online tanpa bisa dicegah atau 
dibatasi. Belum lagi adanya kenyataan bahwa setiap orang bisa memiliki sejumlah alamat e-mail 
berbeda dan belum tentu menggunakan identitas asli.
Clutter dan never ending research. Informasi yang tersedia di internet sangat besar jumlahnya, tapi tidak 
semua dibutuhkan. Pencarian tanpa strategi khusus diibaratkan mencari sebuah jarum di dalam jerami 
sehingga dapat diartikan pula masuk ke belantara tanpa ujung. 
Virus. Salah satu masalah yang sampai sekarang terjadi adalah menyebarnya virus computer melalui 
jaringan internet dan e-mail serta malalui file-file yang didownload. Sekarang ini lebih banyak virus 
komputer menyerang melalui e-mail yang digunakan user.
Reliabilitas dan validitas. Setiap orang bebas membuka homepage sendiri dan menampilkan berbagai 
informasi di sana. Implikasinya tidak semua data dan informasi yang didapatkan lewat internet adalah 
andal dan valid untuk dijadikan sebuah acuan. Selain itu sumber informasi di internet juga mudah 
berubah, misalnya homepage-nya telah berubah atau bahan sudah tidak ada lagi.
Ketergantungan pada jaringan telepon dan Internet Service Provider (ISP). Fasilitas jaringan telepon dan 
ISP sangat berpengaruh terhadap biaya pemakaian internet dan kemungkinan akses secara keseluruhan. 

World Wide Web
WWW memfasilitasi berbagai jasa internet seperti e-mail, telnet FTP, gopher dll. Jika kita mengakses 
internet menggunakan Internet Explorer, Opera atau Mozilla Firefox, maka kita akan bisa melihat dan 
menelusuri dokumen-dokumen dalam World Wide Web. Fondasi utama www saat ini adalah hypertext 
(data yang berisi links ke data-data lain) menggunakan HTML (hyper Text Markup Language). Sistem 
semacam ini memberikan links ke berbagai dokumen lainnya yang tersedia dalam jaringan www. 
Adapun bahasa HTML diilhami oleh Ted Nelson pada tahun 1965.
Netscape, Internet Explorer Opera adalah browser yang pada dasarnya merupakan program computer 
yang memungkinkan kita menggunakan computer untuk menjeljahi dokumen-dokumen www, 
mengakses internet dan memanfaatkan berbagai karakteristik yang tersedia (text for matting, hypertext 
links, images, sounds, motion, computational services dll).  
WWW menawarkan berbagai aspek unik sehingga membuat sangat popular diantaranya ;
Kita bisa mengakses situs-situs yang ada di semua belahan dunia. Kita bisa menghubungkan computer 
yang kita gunakan dengan ribuan web severs, hanya dengan mengklik pilihan-pilihan pada menu 
tertentu atau masuk ke alamat situs yang spesifik.
Kita bisa melakukan hubungan dengan berbagai tipe sistem yang berlainan, tanpa harus khawatir akan 
perbedaan.
Kita bisa mengakses berbagai variasi tipe informasi (teks, gambar, audio, video dan jasa komputasional) 
lebih mudah.



Dengan menggunakan satu web browser, kita bisa mengakses bermacam-macam tipe system dan 
informasi di seluruh dunia.

Kode DNS (Domain Name System) dan Domain Negara
Kode DNS bervariasi antara kode yang berlaku di AS dan diluar AS. Misalnya www.uajy.ac.id, 
www.uii.ac.id, www.ugm.ac.id merupakan alamat lembaga pendidikan (academic) yang berada di 
Indonesia (id). Sedangkan pada situs misalnya www@berkeley.edu adalah situs alamat lembaga 
pendidikan (education) di Amerika (kode .us (dot US) biasa tidak dituliskan. Kode DNS dan domain 
Negara 

Kekuatan dan Kelemahan Berbagai Jenis Media

Mobile dan Konvergensi Media
Internet memiliki banyak kelebihan, baik secara teknis operasional maupun dari sisi sosial. Akan tetapi 
internet adalah media yang tidak praktis dan mahal, terlebih di negara-negara yang infrastruktur 
telekomunikasinya masih amburadul seperti Indonesia. Secara teknis operasional, internet sangat tidak 
praktis karena membutuhkan komputer dan ruang khusus untuk komputer serta jaringan telekominikasi 
yang handal; secara sosial ekonomi, internet merupakan barang yang mahal sehingga media ini justru 
melahirkan kesenjangan informasi dan pengetahuan, antara orang-orang yang bisa mengaksesnya 
dengan mereka yang tidak bisa mengaksesnya. 

Dengan sifatnya yang terbuka, internet telah membuka kembali ruang publik yang tadinya didominasi 
oleh negara dan komunitas bisnis, namun karena perangkatnya yang mahal maka ruang itu hanya bisa 
dinikmati oleh orang-orang yang berpunya, sehingga terjadilah ketimpangan dalam pemanfaatan ruang 
publik. Memang dengan teknologi HiFi memungkinkan orang bisa mengakses internet secara lebih 
leluasa oleh hadirnya teknologi nirkabel ini. Demikian juga keberhasilan pengembangan komputer jinjing 
yang murah akan memudahkan orang untuk mengakses internet dari banyak tempat. Namun tetap saja, 
kemajuan-kemajuan teknologi tersebut belum meloloskan internet sebagai media yang praktis dan 
murah bagi masyarakat luas di berbagai belahan dunia.

Kelemahan-kelemahan utama internet itulah yang kemudian ditutup oleh teknologi telepon seluler 
(mobile). Pada periode di mana teknologi internet berkembang, pada saat yang berbarengan sebetulnya 
teknologi komunkiasi telepon seluler juga berkembang dengan pesat. Bila teknologi AMPS (generasi 
pertama) yang muncul pada awal 1990-an sekadar melampaui keterbatasan fungsi telepon yang statis 
menjadi dinamis, maka pada teknologi GSM (generasi kedua) yang mulai bergerak pada pertengah 
dekade 1990-an, teknologi seluler tidak hanya mampu mejadi wahana tukar informasi dalam bentuk 
suara tetapi juga data, berupa SMS dan MMS. Lebih dari generasi pertama, teknologi generasi kedua ini 
berkembang secara masif karena murah, sehingga memasuki tahun 2000, handphone menjadi 
perangkat sehari-hari. 

Kemampuan teknologi mobilephone dalam mengirim data dalam bentuk teks dan gambar (SMS dan 
MMS) mendorong komunistas pers menggerakkan jurnalisme dalam media ini, sehingga lahirlah berita-
berita singkat dalam bentuk SMS dan foto-foto jurnalistik dalam bentuk MMS. Karena kemampuan 
mengirim dan menyimpan data sangat terbatas, maka teknologi GSM gagal mewadahi fungsi pers 
dengan lima prinsip jurnalistiknya, sehingga pers dalam teknologi seluler masih terbatas peran dan 
pengaruhnya. Namun hal ini tidak akan berlangsung lama, sebab dengan beroperasinya UMTS (Universal 
Mobile Telecommunications System) yang  merupakan generasi teknologi seluler generasi ketiga (three-
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ji/3G, 3,5 G), maka keterbatasan-keterbatasan tersebut akan teratasi, sehingga handphone menjadi 
sarana untuk mendapatkan informasi lengkap: teks, gambar, audio dan visual. 

Pada babakan inilah apa yang disebut konvergensi media akan mencapai titik maksimal, di mana lewat 
segenggam handset orang di berbagai penjuru dunia bisa mengakses informasi secara cepat dan lengkap 
sesuai dengan kebutuhan. Komunitas pers tentu akan menjadi pihak pertama yang memanfaatkan 
teknologi ini dengan menampilkan informasi dalam bentuk teks, gambar, audio dan visual. Tentu model-
model jurnalisme via teknologi seluler ini juga akan berbeda dengan jurnaslime cetak, radio, televisi dan 
internet. Bagaimana dampak sosial atas penyebaran informasi secara masif dan diikuti oleh interaksi 
yang tinggi di antara pemasok informasi dang pengguna informasi (sampai batas-batas di antara mereka 
tidak jelas) akan menjadi kajian menarik. Masyarakat pasti akan berubah tapi berubahan itu masih 
dalam batas-batas kontinium sebagaimana teknologi media dan jurnalisme mengalaminya. 

Media Online
Banner: Gambar yang ditampilkan pada bagian judul halaman web (semacam kop surat). Banner 
digunakan untuk memberikan gambaran pengunjung mengenai isi halaman web tersebut. 
Banner Ad: Sebuah bidang halaman web yang menyajikan promosi/iklan. Biasanya berupa kotak 
gambar, teks atau animasi. Jika dilakukan klik pada obyek, maka pengunjung akan dialihkan ke website 
pengiklan.

Bandwidth: Perbedaan atau inteval (dalam hertz) antara batas teratas dan terbawah dari suatu 
frekuensi gelombang transmisi dalam suatu kanal komunikasi. Bandwidth digunakan untuk menyatakan 
besar data yang dapat dikirimkan via jaringan atau koneksi modem. Satuanukuran yang dipakai adalah 
bps (bits per second). Semakin lebar bandwidth, semakin cepat koneksi yang diperoleh.

Spam/Spamming: Suatu metode pengiriman pesan yang sama secara massal ke mailing list, USENET atau 
fasilitas komunikasi jaringan lainnya. Jenis dan materi pesan ini tidak disukai kebanyakan user e-mail 
karena memang tidak diinginkan. Spam lazin disebut juga "mail sampah."

Worm: Adalah salah satu jenis virus komputer yang dapat menggandakan diri, tapi tidak menginfeksi 
program lain. meski demikian Worm mampu merusak file dan program serta memakan memori dan 
kapasitas simpan hard disk. Worm termasuk sulit dideteksi dan dapat menyebar melalui jaringan 
komputer tanpa memanfaatkna tindakan eksekusi user. Keberadaannya dapat ditengarai dari kinerja 
komputer yang semaki lambat dan sring mengalami crash.

Carding: Istilah kejahatan internet bagi seseorang mencuri atau menggunakan nomor kartu kredit yang 
telah dipakai bertransaksi di internet, untuk digunakan secara tidak sah oleh seorang pelaku.

Cracker:  Orang yang berusaha menerobos masuk ke suatu sistem tanpa izin untuk melakukan hal-hal 
yang dapat membahayakan sistem.

Hacker/Hacking: Dulu merupakan istilah bagi programmer cerdas atau berpengalaman. Namun kini 
bergeser pengertiannya. Hacker kini mereferensi pada seseorang yang mampu menembus dan 
mengakses sistem komputer lain yang tidak menjadi otoritasnya. Hacker biasanya mampu menembus 
lapisan keamanan sistem komputer dan jaringan, baik dengan cara menemukan password usre sah atau 
menggunakan program sendiri untuk keperluan itu. Kata Hacker di kalangan komunitas internet 
underground, menjadi hacker adalah kebanggaan. Sebab mereka adalah penganut paham Eric Steven 
raymond. Dalaml suatu artikelnya "How to Become a Hacker" dia mendefinisikan hacker adalah orang 



yang senang melakukan hal-hal teknis, suka memecahkan masalah dan melanggar batas. Mereka ini 
adalah orang yang suka menciptakan program-program baru komputer. Namun di sisi lain, hacker 
diartikan melakukan hal-hal negatif misalnya membobol suatu sistem, menggunakan program baru 
hingga menyebarkan virus, menspaming, menyebarkan worm, melakukan deface (merubah muka) 
seperti yang dilakukan Dani Firmansyah terhadap KPU tahun 2004yang merubah lambang partai menjadi 
Partai Jambu, Kolor Ijo dll atau justru menjadi pakar keamanan jaringan komputer handal.
Dalam perkembangan hacker mulai disalagunakan oleh beberapa orang untuk tujuan tidak baik. Dari 
hacker itu kemudian muncul "carder, cracker, phisher hingga phreaker." 

Phisher atau phishing adalah usaha penjaringan informasi personal milik usre pengunjung sebuah situs 
palsu. Pelaku biasanya menggunakan cara mengirimkan e-mail permintaan update atau validasi disertai 
username dan password ke calon target user dengan berkedok sebagai pihak istitusi web yang sah. 
Informasi account inilah yang digunakan pelaku untuk mengakses layanan ke situs yang sesungguhnya.

Sejarah Media Online
Lahirnya media online tidak lepas dari booming media online di luar negeri pada pertengahan tahun 
1990-an. Pada bulan Mei 1992 Chicago Online, koran pertama di Amerika Online diluncurkan Chichago 
Tribune di AS. Sampai April 2001 database AS telah berisi 12.878 berita online. 

Di Indonesia media online pada awalnya hanya memindahkan isi berita yang yang ada di surat 
kabar/koran ke media internet atau di online-kan istilahnya. Dengan kata lain produk berita versi cetak 
dengan online tidak ada perbedaan, sama persis. Namun yang  dilakukan oleh situs www@detik.com
pada pertengahan Juli 1998, tidaklah demikian. Detikcom tidak memindahkan berita versi cetak ke 
online. 

Detik.com tidak punya versi cetak, meski dalam perkembangan pernah membuat versi cetak. Hanya saja 
dengan terbit dua kali sehari itu untuk versi cetaknya tidaklah berumur panjang dan harus segera 
ditutup. Selanjutnya kembali ke online saja dan berita-berita yang ditampilkan hanya ada di online saja. 
Berita-berita juga selalu up to date sehingga menjadi acuan banyak orang.

orang melirik media online lantaran ada kejenuhan di pasar media cetak pasca reformasi 1998. Orang 
melihat media online mempunyai peluang yang menguntungkan karena investasinya dianggap lebih 
murah dibandingkan dengan media konvensional/cetak.
Oleh karena itu, orang kemudian berlomba-lomba membuat media online. Orang membuat media 
online untuk meraih keuntungan saat sahamnya dijual di pasar saham. Namun ternyata gagal. Satu 
persatu hingga tahun 2003, media online tutup. 

Pada waktu itu ada lebih kurang 500-an media online berdiri di Indonesia, termasuk situs-situs yang 
dibuat pemerintah daerah. Beberapa media online yang sudah hilang dari peredaran diantaranya : 
www.satunet.com, www.astaga.com, www.berpolitik.com, www.kafegaul.com, www.satuwanita.com 
dll.

Online journalism atau lebih dikenal dengan nama jurnalisme online lahir pada tanggal 19 Januari 1998, 
ketika Mark Drugde membeberkan cerita perselingkuhan Presiden Amerika Serikat Bill Clinton dengan 
Monica Lewinsky atau yang sering disebut “monicagate”. Ketika itu, Drugde berbekal sebuah laptop dan 
modem, menyiarkan berita tentang “monicagate” melalui internet. Semua orang yang mengakses 
internet segera mengetahui rincian cerita “monicagate”. 



Itulah awal mula munculnya jurnalisme online. Kasus itu juga mirip ketika menjelang keruntuhan 
pemerintahan Orde Baru Soeharto, 1998. Saat itu, semua media dalam cengkeraman dan pengawasan 
ketat pemerintahan Orde Baru. Ketatnya pengawasan itu mengakibatkan munculnya media alternatif 
melalui internet.  Saat itu semua berita mengenai kebobrokan Orde Baru disebarkan melalui media 
online seperti melalui internet oleh aktivis pro demokrasi sepertir (kdpnet@activist.com atau 
kdp@usa.net). 

Jurnalisme Online

Jurnalisme dalam KBBI disebut sebagai pekerjaan mengumpulkan, menulis, mengedit, dan melaporkan 
berita kepada khalayak. Dalam perkembangannya, media penyampaian berita kepada pembaca tidak 
hanya terbatas pada surat kabar. Tetapi seiring perkembangan teknologi, kini arah perkembangan media 
menuju persaingan media online. Media online bisa menampung berita teks, image, audio dan video. 
Berbeda dengan media cetak, yang hanya menampilkan teks dan image. 

”Online” sendiri merupakan bahasa internet yang berarti informasi dapat diakses di mana saja dan 
kapan saja selama ada jaringan internet. Jurnalisme online ini merupakan perubahan baru dalam ilmu 
jurnalistik. Laporan jurnalistik dengan menggunakan teknologi internet, disebut dengan media online, 
yang menyajikan informasi dengan cepat dan mudah diakses di mana saja. Dengan kata lain, berita saat 
ini bisa di baca saat ini juga, di belahan bumi mana saja.

Menurut Satrio Arismunandar (2006), orang yang memproduksi content terutama untuk Internet, dan 
khususnya untuk World Wide Web, dapat dianggap bekerja untuk salah satu atau lebih dari empat jenis 
Jurnalisme Online yang tersebut di bawah ini. Berbagai jenis jurnalisme online itu dapat ditempatkan di 
antara dua domain. 

Domain pertama, adalah suatu rentangan, mulai dari situs yang berkonsentrasi pada editorial content 
sampai ke situs-situs Web yang berbasis pada konektivitas publik (public connectivity). Editorial content 
diartikan di sini sebagai teks (termasuk kata-kata yang tertulis atau terucapkan, gambar-gambar yang 
diam atau bergerak), yang dibuat atau diedit oleh jurnalis. Sedangkan konektivitas publik dapat 
dipandang sebagai komunikasi ”titik-ke-titik yang standar” (standard point-to-point). Atau, bisa juga kita 
nyatakan sebagai komunikasi ”publik” tanpa perantaraan atau hambatan (barrier of entry), misalnya, 
hambatan dalam bentuk proses penyuntingan (editing) atau moderasi (moderation).

Domain kedua, melihat pada tingkatan komunikasi partisipatoris, yang ditawarkan oleh situs berita 
bersangkutan. Sebuah situs dapat dianggap terbuka (open), jika ia memungkinkan pengguna untuk 
berbagi komentar, memposting, mem-file (misalnya: content dari situs tersebut) tanpa moderasi atau 
intervensi penyaringan. Sedangkan komunikasi partisipatoris tertutup (closed) dapat dirumuskan 
sebagai situs di mana pengguna mungkin berpartisipasi. Namun langkah komunikatif mereka harus 
melalui kontrol editorial yang ketat.

Berikut ini empat jenis jurnalisme online yang dikemukakannya:

1. Mainstream News sites

Bentuk media berita online yang paling tersebar luas adalah situs mainstream news. Situs ini 
menawarkan pilihan editorial content, baik yang disediakan oleh media induk yang terhubung (linked) 
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dengannya atau memang sengaja diproduksi untuk versi Web. Tingkat komunikasi partisipatorisnya 
adalah cenderung tertutup atau minimal. Contoh: situs CNN, BBC, MSNBC, serta berbagai suratkabar 
online. Situs berita semacam ini pada dasarnya tak punya perbedaan mendasar dengan jurnalisme yang 
diterapkan di media cetak atau siaran, dalam hal penyampaian berita, nilai-nilai berita, dan hubungan 
dengan audiences. Di Indonesia, yang sepadan dengan ini adalah detik.com, Astaga.com, atau Kompas 
Cyber Media.

2. Index & Category sites

Jenis jurnalisme ini sering dikaitkan dengan mesin pencari (search engines) tertentu (seperti Altavista 
atau Yahoo), perusahaan riset pemasaran (seperti Moreover) atau agensi (Newsindex), dan kadang-
kadang bahkan individu yang melakukan usaha (Paperboy). Di sini, jurnalis online menawarkan links 
yang mendalam ke situs-situs berita yang ada di manapun di World Wide Web. Links tersebut kadang-
kadang dikategorisasi dan bahkan diberi catatan oleh tim editorial. Situs-situs semacam ini umumnya 
tidak menawarkan banyak editorial content yang diproduksi sendiri, namun terkadang menawarkan 
ruang untuk chatting atau bertukar berita, tips dan links untuk publik umum.

3. Meta & Comment sites

Ini adalah situs tentang media berita dan isu-isu media secara umum. Kadang-kadang dimaksudkan 
sebagai pengawas media (misalnya: Mediachannel, Freedomforum, Poynter’s Medianews). Kadang-
kadang juga dimaksudkan sebagai situs kategori dan indeks yang diperluas (seperti: European 
Journalism Center Medianews, Europemedia). Editorial content-nya sering diproduksi oleh berbagai 
jurnalis dan pada dasarnya mendiskusikan content lain, yang ditemukan di manapun di Internet. 
Content semacam itu didiskusikan dalam kerangka proses produksi media. ”Jurnalisme tentang 
jurnalisme” atau meta-journalism semacam ini cukup menjamur.

4. Share & Discussion sites

Ini merupakan situs-situs yang mengeksploitasi tuntutan publik bagi konektivitas, dengan menyediakan 
sebuah platform untuk mendiskusikan content yang ada di manapun di Internet. Dan kesuksesan 
Internet pada dasarnya memang disebabkan karena publik ingin berkoneksi atau berhubungan dengan 
orang lain, dalam tingkatan global yang tanpa batas. Situs semacam ini bisa dibilang memanfaatkan 
potensi Internet, sebagai sarana untuk bertukar ide, cerita, dan sebagainya. Kadang-kadang dipilih suatu 
tema spesifik, seperti: aktivitas anti-globalisasi berskala dunia (situs Independent Media Centers, atau 
umumnya dikenal sebagai Indymedia), atau berita-berita tentang komputer (situs Slashdot).

Jurnalisme masa depan

Jurnalisme online layak disebut dengan jurnalisme masa depan. Karena perkembangan teknologi 
memungkinkan orang membali perangkat pendukung akses internet praktis seperti notebook atau 
netbook dengan harga murah. Apalagi kalau koneksi internet mudah diperoleh secara terbuka seperti 
hotspot (WiFi) di ruang-ruang publik. Sehingga minat masyarakat terhadap media bisa bergeser dari 
media cetak ke media online. Hal itupun sekarang mulai terjadi. Bahkan beberapa media cetak besar di 
Amerika Serikat, seperti kelompok Chicago Tribune, mulai merugi dan terancam gulung tikar. Karena 
masyarakat mulai beralih ke media online.



Cyber media dan perkembangan teknologi komunikasi

Perkembangan media tidak lepas dari perkembangan teknologi komunikasi. Kalau dulu orang hanya 
mengenal media cetak dan elektronik (televisi dan radio), kini seiring perkembangan teknologi 
komunikasi berbasis cyber, maka media pun mengikutinya dengan menjadikan internet sebagai media 
massa. Kini seiring perkembangan teknologi telepon seluler, berita-berita di internet juga bisa diakses 
melalui ponsel. 

Mengapa jurnalisme online memagang peranan penting dalam perkembangan media massa saat ini? 

a. Jurnalisme online membawa nilai egaliter.

Setiap individu bebas merealisasikan sumber dayanya dari mengerahkan segala potensinya untuk 
menggapai semua bagian dalam menentukan jalan yang disenangi. Setiap individu bebas memanfaatkan 
peluang berkomunikasi dengan siapa saja untuk mewarisi peradaban dunia dengan bebas dan 
mengaktualisasikan dirinya.

b. Jurnalisme online membawa nilai liberal.

Dalam jurnalisme online sangat menjunjung tinggi adanya kebebasan berpendapat serta berkumpul dan 
berserikat. Menurut paham liberal, ini merupakan kebebasan asasi yang dimiliki oleh setiap manusia. 
Selain itu posisi antara masyarakat dan negara adalah setara, dalam artian bahwa negara tidak boleh 
mencampuri urusan atau kehidupan masyarakat.

Keuntungan (Karakteristik) Jurnalisme Online

Seperti tertulis dalam buku Online Journalism. Principles and Practices of News for The Web (Holcomb 
Hathaway Publishers, 2005), ada beberapa keuntungan yang bisa diperoleh dari jurnalisme online:

 Audience Control. Jurnalisme online memungkinkan audience untuk bisa lebih leluasa dalam 
memilih berita yang ingin didapatkannya

 Nonlienarity. Jurnalisme online memungkinkan setiap berita yang disampaikan dapat berdiri 
sendiri sehingga audience tidak harus membaca secara berurutan untuk memahami
Storage and retrieval. Online jurnalisme memungkinkan berita tersimpan dan diakses kembali 
dengan mudah oleh audience

 Unlimited Space. Jurnalisme online memungkinkan jumlah berita yang disampaikan/ 
ditayangkan kepada audience dapat menjadi jauh lebih lengkap ketimbang media lainnya.

 Immediacy. Jurnalisme online memungkinkan informasi dapat disampaikan secara cepat dan 
langsung kepada audience

 Multimedia Capability. Jurnalisme online memungkinkan bagi tim redaksi untuk menyertakan 
teks, suara, gambar, video dan komponen lainnya di dalam berita yang akan diterima oleh 
audience

 Interactivity. Jurnalisme online memungkinkan adanya peningkatan partisipasi audience dalam 
setiap berita.

Kelebihan media online:



 Mampu menyajikan berita dan informasi dalam waku yang sangat cepat
 Aktual, real time. Berita bisa langsung dipublikasikan pada saat kejadian sedang berlangsung. 

Karakter ini juga dimiliki media TV dan radio, namun kelebihan media online adalah mekanisme 
publikasi real time itu lebih leluasa, tanpa dibatasi periodisasi dan jadwal terbit atau jadwal 
siaran (program). Kapan dan di mana saja, maka wartawan media online mampu 
mempublikasikan berita.

 Leluasa dengan jadwal. Bisa diterbitkan dari mana saja dan kapan saja
 Berita tersimpan dan diakses kembali dengan mudah. Media online bisa menerbitkan dan 

mengarsip artikel-artikel untuk dapat dilihat kapan saja.
 Multimedia. Media online dapat menyajikan informasi lebih kaya ketimbang jurnalisme 

tradisional, yaitu bisa menggabungkan tulisan (script), gambar (grafis), dan suara (audio), 
bahkan audio-visual (film, video) dalam satu kesatuan.

 Memberi pilihan pada publik untuk memberi tanggapan, berinteraksi, atau bahkan meng-
customize (menyesuaikan dengan kebutuhan dan keinginan publik bersangkutan) terhadap 
berita-berita tertentu (interactivity).

 Kaya informasi. Media online bisa menyiarkan informasi dalam jumlah banyak dalam waktu 
bersamaan dan sangat pendek. Pengelola media online sangat mungkin meng-upload atau 
posting informasi terbaru kapan saja dan sebanyak-banyaknya tanpa batasan halaman atau 
durasi.

Perbedaan Teknis Media Cetak dengan Media Online

Unsur Media Cetak Media Online

Pembatasan 
panjang 
naskah

Biasanya panjang naskah 
telah dibatasi, misalnya 5 – 7 
halaman kuarto diketik 2 
spasi.

Tidak ada pembatasan panjang naskah, karena halaman 
web bisa menampung naskah yang sepanjang apapun. 
Namun demi alasan kecepatan akses, keindahan desain 
dan alasan-alasan teknis lainnya, perlu dihindarkan 
penulisan naskah yang terlalu panjang.

Prosedur 
naskah

Naskah biasanya harus di-
ACC oleh redaksi sebelum 
dimuat.

Sama saja. Namun ada sejumlah media yang 
memperbolehkan wartawan di lapangan yang telah 
dipercaya untuk meng-upload sendiri tulisan-tulisan 
mereka.

Editing

Kalau sudah naik cetak (atau 
sudah di-film-kan pada 
proses percetakan), tak bisa 
diedit lagi.

Walaupun sudah online, masih bisa diedit dengan leluasa. 
Tapi biasanya, editing hanya mencakup masalah-masalah 
teknis, seperti merevisi salah ketik, dan seterusnya.

Tugas 
desainer atau 
layouter

Tiap edisi, desainer atau 
layouter harus tetap bekerja 
untuk menyelesaikan desain 
pada edisi tersebut.

Desainer dan programmer cukup bekerja sekali saja, yakni 
di awal pembuatan situs web. Selanjutnya, tugas mereka 
hanya pada masalah-masalah maintenance atau ketika 
perusahaan memutuskan untuk mengubah desain dan 
sebagainya. Setiap kali redaksi meng-upload naskah, 
naskah itu akan langsung “masuk” ke desain secara 
otomatis.

Jadwal terbit Berkala (harian, mingguan, 
bulanan, dua mingguan, dan 

Kapan saja bisa, tidak ada jadwal khusus, kecuali untuk 
jenis-jenis tulisan/rubrik tertentu.



sebagainya).

Distribusi

Walau sudah selesai dicetak, 
media tersebut belum bisa 
langsung dibaca oleh 
khalayak ramai sebelum 
melalui proses distribusi.

Begitu di-upload, setiap berita dapat langsung dibaca oleh 
semua orang di seluruh dunia yang memiliki akses 
internet.

Sumber: http://jonru.multiply.com

Tantangan pengusaan teknologi bagi jurnalis

Melihat perkembangan dan arah persaingan media online saat ini, maka jurnalis ditantang untuk 
menguasai teknologi. Karena melihat persaingan media online saat ini, tidak tertutup kemungkinan 
beberapa tahun ke depan mereka akan bermetamorfosis menjadi jurnalis media online. Setidaknya 
jurnalis harus akran dengan teknologi internet, sehingga tidak gagap ketika berubah menjadi jurnalis 
online. Begitu juga perangkat pendukung lainnya, seperti teknologi ponsel yang bisa mendukung 
aktivitas jurnalisme online. 

Seorang jurnalis media online hendaknya juga menguasai dasar-dasar HTML. Tidak harus terlalu 
mendalam, cukup yang umum. Minimal, mereka harus mengetahui bagaimana cara membuat huruf 
tebal, huruf miring, menempatkan gambar di dalam naskah, membuat hyperlink, dan beberapa 
pengetahuan HTML mendasar lainnya. Ini akan sangat membantu mereka dalam pembuatan tulisan 
yang sesuai dengan sifat-sifat halaman web yang jauh berbeda dengan halaman media cetak. 

Perkembangan online journalism saat ini

Perkembangan media online di Indonesia saat ini cukup pesat. Pemain lama di bisnis media online 
adalah detik.com. Kemudian muncul beberapa media online yang menjadi pelengkap media cetak yang 
ada. Misalnya riaupos.com yang memuat berita-berita di media cetak.

Namun kini muncul kesadaran pemilik media untuk mengelola media online sebagai bisnis tersendiri. 
Revolusi ini terlihat pada kompas.com, yang sebelumnya hanya pelengkap media cetak, namun kini 
menjadi media mandiri yang ikut melaporkan berita dari detik ke detik. Begitu juga dengan okezone.com 
milik kelompok Media Nusantara Citra (MNC) dan vivanews.com milik kelompok Grup Bakri yang kini 
memiliki TVOne.

Di Riau sudah ada beberapa media online yang basis bisnisnya hanya mengelola media online, seperti 
riauterkini.com, riaubisnis.com, riauinfo.com, riaunews.com, riaumobil.com, dan sebagainya. Melihat 
fenomena ini, maka bisa disumpulkan bahwa gairah jurnalisme online tidak hanya di Jakarta, tapi sudah 
merambah ke daerah-daerah.

Bahkan saat ini banyak blog yang dikelola dengan konsep jurnalisme online. Fenomena ini lekat dengan 
adanya ”Citizen Journalism” (akan dibahas pada pertemuan berikutnya) di mana semua orang bisa 
menjadi jurnalis. Di dunia maya, kini dengan mudah kita temui berita-berita yang mungkin tidak kita 
temukan di media cetak. Maka melihat perkembangan ini, anda harus siap-siap masuk ke dalam ranah 
online journalism.

http://jonru.multiply.com/


Tantangan Jurnalis di Era Cyber 

http://staff.undip.ac.id/fisip/Nurul/archives/category/media-online

Globalization of Information and the arrival of internet has been influence mainstream media practice 
since non-journalists has ability to “publish” their words as citizen journalist. This shift from journalists 
as gatekeepers to citizens as reporters has profound implications for news organizations that “might 
have completely underestimated the influence of this new medium. The development of online 
journalism in this case than being mainstream media’s chalanges to be able to survive in controling the 
distribution of information and news. Key words: online journalism, online media, citizen media, citizen 
journalism

A. PENDAHULUAN
Era global bisa dibilang memberikan pengaruh pada semua bidang kehidupan manusia tak terkecuali 
jurnalisme. Munculnya internet memunculkan julukan baru bagi media senior-nya yaitu televisi, radio, 
media cetak sebagai traditional media. Ini berarti bertambahlah channel bagi para jurnalis untuk 
menyebarkan informasi kepada masyarakat yaitu internet yang disebut sebagai the new media yang 
menurut Denis McQuail (2000) lebih interaktif dan memberikan otonomi kepada user untuk menjadi 
audience aktif, bahkan secara pada keadaan tertentu, audience memiliki posisi ‘sejajar’ dengan jurnalis. 
Pengaruh the new media terlihat dari perubahan channel informasi dari media tradisional menjadi 
online media. Selain itu juga munculnya konsep citizen media yang mendapat tanggapan sceptis dan 
optimis dari maistream media.

Saat ini semua media tradisional di Indonesia sedang berlomba membuat versi online seiring dengan 
perkembangan jumlah pemakai internet di Indonesia, dimana saat ini sudah mencapai 25% dari total 
penduduk Indonesia (Tempo, edisi 5 April 2009). Ini artinya dunia jurnalistik di Indonesia sedang 
memasuki era baru globalisasi informasi yang tentunya tidak akan bisa terhidar dari tantangan-
tantangan yang dikemukakan diatas.

B. ISTILAH TERKAIT
Ada beberapa istilah yang harus diperhatikan sebelum membahas lebih lanjut tentang tantangan jurnalis 
di era internet:

 Media massa (mass media) adalah semua organisasi yang mengumpulkan, memfilter dan 
menyiarkan berita dan informasi, meliputi stasiun televisi, surat kabar, radio, situs berita.

 Tradisional media atau disebut juga mainstream media adalah semua media massa diluar 
internet yaitu televisi, radio dan media cetak.

 New media atau media baru adalah internet.
 Jurnalis profesional adalah seseorang yang bekerja di media massa formal baik di media 

tradisional maupun media baru dan memiliki keahlian khusus mencari, menulis dan menyiarkan 
berita.

 Jurnalis warga (Citizen journalis) adalah warga biasa yang menjalankan fungsi selayaknya jurnalis 
profesional yang pada umumnya menggunakan channel media baru yaitu internet untuk 
menyebarkan informasi dan berita yang mereka dapat.



 Jurnalisme online (online journalism) adalah praktek jurnalistik yang menggunakan channel 
internet. Bisa jadi online jurnalism dilaksanakan oleh jurnalis profesional yang bekerja di sebuah 
situs berita formal dan bisa juga dilakukan oleh jurnalis warga yang menulis di blog-nya.

 Online media adalah semua media yang menggunakan internet untuk menjalankan operasinya, 
misalnya situs berita, informasi dan hiburan atau portal dan blog.

 Online news adalah berita yang didistribusikan via internet.
 Online news site adalah media organisasi yang menyebarkan beritanya lewat situs atau web.
 Citizen journalism adalah praktek jurnalisme yang dilakukan oleh non profesional jurnalis dalam 

hal ini oleh warga.
 Citizen media adalah channel yang digunakan untuk menjalankan citizen journalism biasanya 

menggunakan internet.

C. KEMUNCULAN JURNALISME ONLINE
Online media adalah bagian dari the new media seperti yang dikemukakan oleh Denis McQuail (2000). 
Online media memiliki karakteristik yang berbeda dibanding media tradisional hingga hingga dalam 
kasus ini menimbulkan perubahan posisi audience, dimana audience memiliki kesempatan untuk 
berperan aktif dalam proses produksi berita bahkan lebih dari itu, audience yang biasanya diposisikan 
dibawah jurnalis profesional pada beberapa kasus (baca: citizen journalist ohmynews.com) kini menjadi 
sejajar dengan jurnalis profesional. 

Karakter selanjutnya adalah immediacy yang memungkinkan updating informasi melebihi kecepatan 
media tradisional. Setidaknya internet bisa mengalahkan media cetak yang harus mencetak berita 
keesokan harinya dan televisi yang harus melakukan persiapan sebelum siaran. Online journalism juga 
memiliki kelebuhan berupa multimedia capability yang memungkinkan pesan bisa disampaikan dalam 
berbagai versi dari teks, video maupun audio. 

Sementara itu karakter jurnalisme online yang juga penting yaitu interactivity atau timbal balik yang 
memungkinkan adanya partisipasi audience secara langsung. Dengan cara ini online journalism bisa 
menjalankan fungsi two way communication dan interpersonal communication antara media dan user. 
Jim Hall (2001, p. 210) memberikan contoh televisi yang meningkatkan interaktivitasnya dengan 
membuat versi online. Menurutnya versi online dari televisi akan menghubungkan media dengan 
kelompok dan individu, karena pada prakteknya interaktivitas antara televisi dengan audience terbatas.
Online media juga memiliki sifat nonlinearity yang memugkinkan jurnalis lebih fleksibel dalam 
menyajikan berita dan memudahkan user untuk memilih tema informasi yang diinginkan. Misalnnya saja 
berita bertema serangan bom di JW Marriot, bisa dipisah-pisahkan dari beberapa judul seperti pelaku, 
korban, proses perakitan bom, dll. 

Jurnalisme online juga memiliki kelebihan yang tidak dimiliki media tradisional yaitu multimedia 
capability dimana media online bisa menampilkan informasi dalam bentuk teks, video dan audio secara 
bersamaan. Contohnya yang menyediakan fasilitas audio video adalah www.liputan6.com, 
www.tvone.com dan www.bbcindonesia.com.

Sementara aplikasi Youtube memungkinkan siapa saja mengupload file audio video, sementrara 
podcasting yang memberi fasilitas upload audio telah memungkin user untuk berperan sebagai 
penyebar informasi layaknya jurnalis profesional. Dengan bantuan bantuan blog dan kedua fasilitas 
internet itu maka siapapun bisa masuk dalam lingkaran kerja jurnalisme online.



Perkembangan jurnalisme online menurut Jim Hall (2001, p.4) tidak dipungkiri akan menggeser media 
tradisional. Ia mengatakan terdapat hubungan erat antara media tradisional dengan internet, hingga 
pada pertengahan 1990-an hampir semua media nasional di seluruh dunia mulai membuat versi online. 
Hal itu terbukti telah terjadi di Indonesia dimana saat ini bisa dibilang semua media tradisional besar di 
Indonesia sudah memiliki versi online. Online news site yang cukup besar diantaranya kompas.com, 
liputan6.com, mediaindonesia.com, suaramerdeka.com, tvone.com, dll. Sementara portal atau situs 
informasi, hiburan dan berita yang tidak ada kaitannya dengan media tradisinal juga bisa eksis di 
Indonesia diantaranya detik.com, okezone.com, inilah.com dan vivanews.com. 

Di Amerika tempat kelahiran media online, memperlihatkan indikasi jelas keruntuhan media tradisional 
dalam hal ini media cetak akibat adanya media baru itu. Berdasarkan sumber dari Majalah mingguan 
Tempo edisi 5 April 2009, media cetak besar di AS diantaranya Chicago tribune, Philadelphia Inquirer 
dan Post-intelligencer memutuskan untuk menerbitkan versi onlinenya saja.Hal ini disebabkan karena 40 
persen warga AS sudah menggunakan media online untuk mengakses berita.

Meski di Indonesia belum ada indikasi runtuhnya media cetak, namun tidak menutup kemungkinan hal 
itu juga akan terjadi di Indonesia. Selain dari munculnya situs media online milik mainstream dan situs 
online murni, indikasi pergeseran penggunaan media tradisional ke media online di Indonesia juga bisa 
dilihat dari perkembangan penguna internet yang mencapai 25 % dari total penduduk Indonesia. Selain 
itu perkembangan mobile phone dan wifi juga saat ini sudah mempermudah masyarakat mengakses 
internet. 

D. SKEPTISME DAN OPTIMISME TERHADAP CITIZEN JOURNALISM
Kemuculan internet memberikan peluang bagi non jurnalis (citizen journalist) untuk mempublish artikel 
mereka di media baru ini. Inilah perubahan besar sepanjang sejaran jurnalisme dimana channel internet 
telah menggeser posisi jurnalis sejajar dengan audience yang menjadi reporter. 

Perdebatan tentang kemunculan jurnalisme baru ini terus berlanjut, baik yang pro maupun yang kontra. 
Skeptisme muncul dari para jurnalis profesional yang mempertanyakan profesionalisme warga dalam 
melaporkan berita, namun tak sedikit para pengamat media yang tanpa ragu memberikan dukungan 
pada citizen journalist.

Dalam pengantar artikel tentang citizen journalism di Nieman Report, sebuah jurnal tentang jurnalisme 
yang diterbitkan Harvard University disebutkan bahwa Dan Gillmor, penulis buku “We the Media: 
Grassroots Journalism by the People, for thePeople,” berpendapat bahwa telah muncul ekosistem 
media baru yang memungkinkan adanya percakapan multidirectional yang memperkaya dialog di 
tataran masyarakat sipil. 

Dukungan terhadap jurnalisme warga ternyata juga datang dari kalangan wartawan. Richard Sambrook, 
wartawan BBC’s World yang mengatakan bahwa sudah terjadi pembentukan jaringan informasi di era 
global yang memungkinkan munculnya interaksi yang tinggi antara BBC dengan audience. Ia mengamati 
bahwa para jurnalis BBC harus bisa bekerjasama dengan audience dengan memberi kesempatan untuk 
memberikan kontribusi pada informasi di BBC.

Sementara Jean K. Min, direktur Ohmynews Internasional memiliki pandangan cukup menohok jurnalis 
profesional dengan mengatakan bahwa pembaca bukan lagi konsumen pasif dari reporter-reporter 
arogan, namun pihak aktif yang membuat dan mengkonsumsi berita yang mereka buat sendiri.



Jika berbicara tentang kontribusi citizen journalist sendiri, bisa dilihat dari berbagai peristiwa di belahan 
bumi yang penyebaran informasinya justru bersumber dari blog warga yang dalam hal ini berperan 
sebagai citizen journalit. Seth Hettena (Nieman Report, 2005), seorang koresponden The Assiciated 
Press in San Diego yang menulis tentang militer merasakan peran penring isi blog dan web presonal 
milik warga untuk kepentingan liputannya.

Di Indonesia, jurnalisme warga juga bisa dibilang sudah mulai berkembang dan kegunaannya dirasakan 
saat adanya peristiwa-peristiwa besar seperti serangan teroris dan bencana alam. Stuart Allan (2006, 
p.14) mengatakan the Washington Post menggunakan informasi blog warga dalam melaporkan tsunamy 
Aceh, 24 Desember 2004 sebelum berhasil mengirim jurnalisnya di area bencana.

Ditengah munculnya optimisme terhadap perkembangan dan kegunaan jurnalisme warga, muncul juga 
skeptisme yang mempertanyakan eksistensi jurnalisme baru ini yang datang dari mainstream media. 
Shayne Bowman and Chris Willis dalam artikelnya berjudul “The Future Is Here, But Do News Media 
Companies See It?” mengatakan bahwa saat ini memang era CJ, namum apakah media tradisional mau 
menerimanya? Ia mengatakan bahwa media tradisional sepertinya belum mau menerima apalagi 
mengadopsi prinsip-prinsip jurnalisme warga.

Dalam thesis yang dibuat oleh mahasiswa Master Art in Journalism Ateneo de Manila University, Moch. 
Nunung Kurniawan tahun 2006, beberapa praktisi media di Indonesia masih menjaga jarak dengan 
online media. Misalnya saja Rosiana Silalahi, yang saat itu masih menjabat sebagai pimred Liputan 6 
SCTV mengatakan bahwa SCTV tetap sebuah stasiun TV yang berada pada jalur mainstream dengan 
mengandalkan wartawan professional untuk berita. Ia berpendapat wartawan profesionallah yang 
melakukan tugas jurnalistik karena sudah dibekali dengan kemampuan peliputan yang mumpuni dan 
dibimbing dengan kode etik jurnalistik. 

Kurniawan juga mengemukakan kekhawatiran yang disampaikan Budiono Dharsono, pemimpin redaksi 
Detik – situs terbaik di Indonesia denga 7,5 juta page view per hari mengakui bahwa kekhawatiran akan 
turunnya kredibilitas portalnya, kemungkinan masalah hukum dan kurangnya pemahaman atas kode 
etik jurnalistik dari reporter warga membuat Detik setengah hati menerapkan jurnalisme warga. Mereka 
menerima foto pembaca sejak tahun 2004 dan menampilkannya di situs Detik jika foto tersebut benar. 
Mereja juga tidak menampilkan berita dari warga hanya menindaklanjuti laporan dari warga.

Sikap seperti itu yang dikatakan Bill Kovach, seorang editor di the New York Time, sebagai sikap jurnalis 
yang tertutup terhadap perkembangan media baru. Ia mengatakan bahwa terlalu banyak jurnalis 
profesional terutama jurnalis yang ada di generasi Bill yang masih bingung terhadap tantangan media 
baru bagi jurnalis dan cenderung pasif terhadap kesempatan media tradisional atas keberadaan media 
baru ini.

Yang pasti sejak tahun 2002-nan, citizen media telah berkembang pesat yang mencoba mencari 
eksistensi di tengah atmosfer media tradisional. Dengan adanya internet, citizen media mampu 
menyebarkan informasi dalam bentuk teks, audio, video, foto, komentar dan analisis. Bahkan mampu 
menjalankan fungsi pers seperti watchdog, filter informasi, pengecekan fakta bahkan pengeditan.
Allan menegaskan Citizen Media telah menjadi trend baru yang seharusnya mendapat perhatian dari 
media tradisional, termasuk di Indonesia. Ia mengamati, dengan kekhawatiran dan ketakutannya, media 
tradisional mulai belajar bagaimana mengubah konsep jurnalisme mereka dari pendekatan authoritarian 
menjadi top-down untuk bisa bersaing di era baru ini, termasuk salah satu strategi agar tetap dekat 
dengan audience mereka.



Untuk menjelaskan fenomena adanya kolaborasi antara citizen journalism dengan tradisional media ini, 
John Hiler (Nieman Report, 2005, p. 9) dalam artikelnya “Blogosphere: The Emerging Media Ecosystem” 
memperkenalkan munculnya konsep yang disebut Media Ecosystem. Konsep ini menjelaskan adanya 
hubungan baik antara citizen media dengan maisntream media. Proses ini terjadi saat blogger 
mendiskusikan dan mengembangkan berita yang diproduksi oleh maistream media, dimana didalamnya 
terdapat aktifitas citizen journalism, grass-roots reporting, laporan saksi mata, komentar, analisis, 
aktifitas watchdog, pengecekan fakta, termasuk menjalankan peran sebagai sumber berita dan pemberi 
ide berita. 

Lalu bagaimana masa depan citizen media? Tak bisa dipungkiri citizen journalism akan menjadi konsep 
yang membuat frustasi mainstream media karena fungsi dan perkembangannya yang terus menarik 
perhatian warga sendiri. Stuart Allan (Nieman Report, 2005, p. 11) menawarkan beberapa point penting 
keberadaan media baru yang perlu diperhatikan mainstream media sebagai bahan pertimbangan agar 
old media bisa menyesuaikan diri dengan perkembangan globalisasi informasi, yaitu:

 Situs berita online akan membantu mainstream media untuk mengintegrasikan isi informasi 
mereka dengan informasi yang dibuat warga. Wartawan yang meliput suatu kejadian bisa 
menggabungkan fakta yang didapatnya dengan informasi di blog milik warga. Di Indonesia 
praktek ini sudah banyak terjadi dalam proses newsgathering misalnya dalam peristiwa 
Tsunamy Aceh, Bom Bali dan Jakarta, dan peristiwa besar lainnya. Richard Sambrook (2005, 
p.15) menulis pengalaman yang sama yang dialami oleh BBC saat peliputan bom teroris di 
kereta bawah tanah di London dimana dalam waktu 6 jam redaksi BBC menerima 1000 foto, 20 
amateur video dan 20.000 email yang dikirim oleh warga. Disinilah BBC menyadari bahwa warga 
sudah menjadi partner BBC dalam mencari informasi yang dibutuhkan warga. 

 Munculnya internet mobile akan membawa perubahan dramatik tentang bagaimana berita 
dibuat dan disebarkan. Inilah fenomena yang terjadi di Indonesia dimana mobile internet 
berkembang begitu pesat, yang mulai dijajaki oleh media tradisional di Indonesia, misalnya 
dengan memproduksi e-paper yang bisa didistribusikan lewat mobile internet. 

 Citizen media akan mendorong transparasi yang semakin terbuka dalam pelaporan berita. Hal 
ini menyebabkan para jurnalis profesional mulai membuat blog untuk mencari feedback 
informatif dari audience. Di Indonesia bisa diliat dalam blog para jurnalis yang cukup aktif 
seperti blog wartawan kompas di www.kompasiana.com dan blog jurnalis SCTV di 
www.blog.liputan6.com.

 Citizen media akan menggeser otoritas penguasa informasi dari ranah institusi media ke otoritas 
individu atau komunitas. Saat ini pergeseran ini nampak jelas dalam peristiwa-peristiwa besar 
dimana jurnalis profesional mau tidak mau harus menayangkan foto, video maupun data yang 
didapat oleh warga. Terakhir di Bom JW Marriot dan Ritz Carlton, video amateur menjadi satu-
satunya gambar yang ditayangkan oleh televisi saat menggambarkan keadaan beberapa saat 
setelah bom meledak.

 Perkembangan online media telah merubah pendidikan jurnalisme, termasuk yang dilakukan 
oleh institusi media. Misalnya BBC yang melakukan pendidikan broadcast dan training media 
online gratis untuk mendekatkan diri pada audience dengan cara menjadikan audience mereka 
sebagai kontributor. Dalam contoh kasus kecil, BBC melibatkan 10 jurnalis lokal yang telah 
ditraining, yang selanjutnya akan menjadi bagian tim peliputan BBC. Sebuah lompatan 
perubahan yang belum terjadi di media televisi di Indonesia. Namun di Indonesia sudah ada 
program televisi yang menayangkan hasil liputan jurnalis warga dalam sebuah program di 
metrotv yaitu I witness. Sementara perkembangan pendidikan jurnalistik di luar institusi 



mainstream media juga berkembang secara dramatis, seperti pendidikan jurnalisme warga yang 
diadakan secara profesional oleh blog citizen journalism, Ohmynews.com di Korea Selatan. 
Konsep pendidikan ini di Indonesia ditanamkan oleh beberapa situs jurnalisme warga yang ada 
di Indonesia. 

Berbagai perubahan konsep media profesional akibat adanya the new media dalam hal ini citizen media 
perlu dicermati jurnalis di Indonesia. Apa yang belum terjadi di Indonesia bisa saja terjadi karena 
globalisasi informasi pada dasarnya akan berkembang sama, meski waktu perubahan berbeda. 

E. PENUTUP
Tantangan terbesar jurnalis di era globalisasi informasi ini identik dengan persaingan maistream media 
dengan new media dalam hal ini online media. Pihak yang merasakan dampak cukup besar dengan 
kehadiran media online adalah jurnalisme yang tentunya telah memiliki channel baru untuk 
menyebarnya informasi dan berita. Media tradisional yang pada kelahirannya tidak menggunakan 
channel internet dalam praktek produksi berita kini mau tidak mau harus mengikuti alur media online 
jika tidak ingin ditinggalkan oleh audiencenya.

Jenis jurnalisme baru yang muncul yaitu online jurnalisme yang diikuti perkembangan citizen journalism 
telah membuat mainstream media khawatir akan eksistensinya, meski tak banyak media tradisional 
yang terbuka dengan konsep baru jurnalisme ini. Beberapa media yang terbuka pada bentuk media baru 
ini mulai menjadikan media online sebagai supporting channel dengan membuat versi online. Sikap 
terbuka terhadap citizen media dipelopori oleh media sekelas BBC yang menggandeng warga untuk 
berkolaborasi memproduksi berita.
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Jurnalisme Online 
Lily Yulianti

Karya jurnalistik yang ditayangkan di situs web,  secara prinsip sama dengan jurnalistik media cetak dan 
media elektronik, dalam proses produksinya. Yang membedakan adalah medium internet sebagai alat 
penyampai berita. Karena itu, sejumlah sifat khas medium ini yang perlu mendapat pertimbangan saat 
menulis. 

Beberapa sifat khas berikut ini perlu diperhatikan:
Pembaca berita online memiliki kecenderungan membaca cepat (skimming-scanning) yang lebih tinggi 
dibandingkan pembaca media cetak. Karena itu tulisan untuk media online perlu ditampilkan dengan 
bahasa yang efektif dan dinamis untuk menarik perhatian. Hindari untaian kalimat yang berat, 
penjelasan berlapis-lapis dan berputar-putar. Aliran tulisan harus dibuat selancar mungkin agar 
pembaca mudah mengikutinya sambil terus melakukan scroll-down di layar komputer.

Internet menghapus keterbatasan halaman dan memiliki keistimewaan fasilitas link. Ini menguntungkan 
penulis sehingga tidak perlu repot menjelaskan berbagai hal dalam satu tulisan, tapi cukup membuat 
link untuk pendalaman suatu hal, misalnya tentang suatu tempat, seorang tokoh dan sebagainya. Tapi 
harap diingat, selain menjadi kelebihan, hal ini juga kadang mengganggu pembaca.

Model penyajian berita online terdiri dari berbagai alternatif. Yang umum digunakan adalah 
menampilkan judul dan satu paragraf pembuka di halaman depan. Pembaca kemudian memutuskan 
apakah akan mengklik judul itu untuk membaca keseluruhan berita atau merasa cukup mendapatkan 
informasi lewat judul dan paragraf pertama, lalu berpindah ke berita lainnya. Tantangan bagi penulis 
adalah bagaimana menciptakan judul yang menarik dan paragraf pembuka (lead) yang juga memikat 
mata pembaca. Tapi harap dicatat, judul dan paragraf pembuka yang memikat jangan sampai hanya 
mengandalkan sensasi dan bisa menyesatkan, seperti yang banyak ditemui di tabloid hiburan: “Artis KY 
hamil di luar nikah!” setelah dibaca, ternyata itu adalah perannya dalam salah satu film terbaru. 
Bagaimana kalau pembaca tidak melahap habis berita itu, tapi hanya membaca judul dan menarik 
kesimpulan. 

Kalimat-kalimat panjang dan paragraf yang padat sebaiknya dihindari untuk berita online, karena kita 
harus mempertimbangkan kenyamanan pembaca menatap layar komputer saat menikmati tulisan kita. 
Meskipun misalnya pembaca dapat saja mencetak tulisan itu dan membacanya dalam bentuk cetakan 
(hard-copy) tapi umumnya pembaca berita online lebih cenderung mengonsumsi berita online langsung 
dari layar komputer, mengingat pola baca pada pembaca media internet yang jauh lebih efisien (kalau 
tidak dikatakan kadang terburu-buru) dari media cetak.

Di media online, gambar dan ilustrasi penunjang berita sangat mudah ditayangkan bersama dengan 
tulisan. Tidak diperlukan prosedur yang memakan waktu seperti halnya lay-out gambar media cetak, jadi 
sebaiknya kemudahan ini dimanfaatkan untuk memperkaya tulisan.    

Tentunya masih banyak hal penting yang akan kita diskusikan seputar jurnalisme online. Kelima poin di 
atas hanyalah pengantar umum untuk berdiskusi.

Jurnalisme Online



 Kalau media online itu seni memadukan komunikasi, telekomunikasi dengan teknologi, maka 
jurnalisme online adalah seni memadukan teknologi komunikasi yakni internet dengan jurnalisme 
konvensional. Jurnalisme online juga dapat diartikan kegiatan menghimpun berita, mencari fakta 
dan melaporkan suatu peristiwa menggunakan world wide web sebagai media. 

 Jurnalisme online dalam perkembanganya mengikuti perkembangan teknologi sehingga tidak 
dibatasi ruang dan waktu. Asalkan ada PC/laptop/notebook dan line telepon sebagai syarat utama, 
orang bisa mengakses berita dari seluruh jagat. Bahkan saat ini dipermudah lagi bisa diakses melalui 
sebuah ponsel.

 Ciri media online adalah breaking news dengan ciri berita yang singkat, mudah dicerna, langsung 
dan singkat serta ada kontinuitas. Selain itu periodisasi hilang, borderless/tanpa batas, cepat, 
sebaran luas, 24 jam nonstop dan bersifat interaktif. 

Jurnalisme Online dan Konvensional Tidak berbeda

• Yang membedakan hanya media yang digunakan dan medium penyebarluasannya. Namun produk 
yang dihasilkan adalah sama yakni berita/news. 

• Media online, media yang digunakan adalah web atau situs yang ada diinternet. Sedang media 
konvensional yang berdimensi secara cetak seperti koran, majalah atau tabloid sebagai media untuk 
menyebarkan informasi.

• Namun dari segi sifat, keduannya sama-sama dituntut untuk menyajikan berita paling up to date, 
akurat dan secepat mungkin. Setiap ada informasi atau peristiwa terbaru, mereka langsung 
melaporkannya. Akan tetapi dalam jurnalisme online tidak terlalu terpaku pada kaidah bahasa yang 
digunakan jurnalistik secara umum. 

Keuntungan (Karakteristik) Jurnalisme Online

Keuntungan Jurnalisme Online dalam buku Online Journalism: Principles and Practices of News for The 
Web (Holcomb Hathaway Publishers, 2005).

1. Audience Control. Jurnalisme online memungkinkan audience untuk bisa lebih leluasa dalam memilih 
berita yang ingin didapatkannya.

2. Nonlienarity. Jurnalisme online memungkinkan setiap berita yang disampaikan dapat berdiri sendiri 
sehingga audience tidak harus membaca secara berurutan untuk memahami.

3. Storage and retrieval. Online jurnalisme memungkinkan berita tersimpan dan diakses kembali 
dengan mudah oleh audience.

4. Unlimited Space. Jurnalisme online memungkinkan jumlah berita yang disampaikan / ditayangkan 
kepada audience dapat menjadi jauh lebih lengkap ketimbang media lainnya.

5. Immediacy. Jurnalisme online memungkinkan informasi dapat disampaikan secara cepat dan 
langsung kepada audience.

6. Multimedia Capability. Jurnalisme online memungkinkan bagi tim redaksi untuk menyertakan teks, 
suara, gambar, video dan komponen lainnya di dalam berita yang akan diterima oleh audience.

7. Interactivity. Jurnalisme online memungkinkan adanya peningkatan partisipasi audience dalam 
setiap berita

Kekurangan Jurnalisme Online



1. Jurnalisme online merupakan “mainan” masyarakat supra rasional. Masyarakaat yang tidak 
tergolong supra rasional tidak akan betah dengan mengakses jurnalisme online. Kalau mereka tidak 
mengakses jurnalisme online maka mereka akan dilanda oleh kecemasan informasi (information 
anxiety)

2. Tidak memiliki kredibilitas. Ini karena logis sebab, orang yang tidak memiliki ketrampilan yang 
memadai pun bisa bercerita lewat jurnalisme online. Orang yang tidak mengenal selik-beluk 
jurnalisme bisa menyampaikan idenya pada orang-orang di berbagai belahan bumi melalui internet. 
Yang kedua tingkat kebenaran jurnalisme online masih diraguklan. Berita televisi dan berita surat 
kabar yang notabene dihasilkan oleh orang-orang yang memiliki keterampilan jurnalistik memadai 
dianggap masih mengandung kesalahan.

Ciri-ciri Jurnalisme Online

Jurnalisme Online itu tak lepas dari sifat-sifat online (internet itu sendiri) yang antara lain: periodisasi 
hilang, borderless, breaking news dan running news, kecepatan, sebaran luas, akurasi, 24 jam, interaktif. 
Untuk bisa mengeksplorasi atau memanfaatkan ciri-ciri tersebut di atas, maka diperlukan tulisan atau 
berita dengan cirri-ciri sebagai berikut:

• Singkat: Tulisan yang jelas umumnya bukan tulisan yang panjang lebar, melainkan justru ringkas dan 
terfokus. Ingat Ernest Hemingway? ''Less is more''. Tulisan yang ringkas memberikan kesan tangkas 
dan penuh vitalitas. 

• Langsung: Tulislah ringkas menuju pengertian yang dimaksud. Pilih kata/kalimat yang spesifik untuk 
mewakili pengertian yang mengena (tanpa memberi peluang pada banyak interpretasi). 

• Terorganisir: Mulailah sebuah tulisan yang teroganisir, yang secara kuat mampu memikat pembaca 
memasukinya. Jika mungkin, gunakan gaya bahasa yang naratif --gaya seorang pendongeng yang 
piawai --sebagai pendekatan dasar.

• Spesifik: Bagian-bagian yang rumit, pecahlah dalam serpihan yang mudah dicerna. Gunakan contoh: 
seorang untuk mewakili kelompoknya. Dengan memberikan pengkhususan, seringkali juga 
menghadirkan suasana dramatis dan hidup. 

• Mudah Dicerna: Jika Anda menulis sebuah topik yang padat, gambarkan melalui ungkapan yang 
paralel yang mudah dipahami pembaca. Strategi militer misalnya dapat diterangkan melalui formasi 
pertandingan olahraga, rencana keuangan perusahaan dapat digambarkan melalui rencana 
anggaran keluarga.

• Berita adalah Juga Cerita: Sinisme terhadap cerita atau dongeng, kadang diartikan bahwa itu 
sekadar pengantar tidur, tak memiliki arti kebenaran. Hanya karangan. Namun, ada yang bisa 
diambil manfaat dari cerita, yakni cara menyampaikan itulah yang sebaiknya dimanfaatkan untuk 
menyajikan berita. Berita adalah cerita yang berdasar fakta. 

• Rekaman Mata: Indera kita yang utama, mata, adalah sangat berharga untuk menangkap objek. 
Namun, objek yang bagaimana yang bisa diceritakan dan baik untuk orang lain, itulah masalahnya. 
Setiap fotografer tahu bahwa gambar yang tidak menyertakan unsur kehidupan seperti manusia 
hanya akan berakhir nasibnya di keranjang sampah. Begitu pula dengan tulisan. Sebab pembaca 
suka membaca tentang manusia lainnya. 

• Setting atau Tempat: Pembaca menyukai ''sense of place''. Kita bisa membuat tulisan lebih hidup 
jika kita bisa menyusupkan ''sense of place'' yang kuat. Misalnya Berita Pesawat Garuda Jatuh di 
Yogyakarta.

• Menyentuh: Kita harus berupaya untuk menyentuh indera pembaca. Membuat mereka melihat 
cerita dengan detil visual yang kuat, dan juga - dalam kontek yang tepat - membuat mereka 
mendengar, meraba, merasakan, membaui dan seolah mengalami.



• Warna dan Mood: Kamera televisi dapat menampilkan pemandangan yang sesungguhnya, dalam 
warna dan detil. Penulis tidak dapat menyajikan pemandangan dengan mudah, sehingga mereka 
harus berusaha keras untuk melukis dalam pikiran pembaca. Dalam menggambarkan warna, berarti 
Anda juga menceritakan tentang suasana (mood). Bahagia? Penuh emosi dan ketegangan? Ini bisa 
mempertajam perasaan terhadap cerita yang Anda tulis.

• Anekdot: Anekdot sering dipandang sebagai ''permata'' dalam cerita. Penulis yang piawai akan 
menaburkan permata itu keseluruh bagian cerita, bukan mengonggokkannya di satu tempat.

• Panjang-pendek: Makin pendek cerita makin baik. Kisah akan lebih hidup jika awalnya berdekatan 
dengan akhir (klimaks), sedekat mungkin. Alinea dan kalimat bervariasi dalam panjang. Letakkan 
kalimat dan alinea pendek pada titik kejelasan terpekat atau tekanan terbesar.

• Kutipan: Kutian dalam tulisan berita memberikan otoritas. Siapa yang mengatakannya? Seberapa 
dekat keterlibatannya dengan sesuatu peristiwa dan masalah? Apakah kata-katanya patut didengar? 
Kutipan juga memberikan vitalitas karena membiarkan pembaca mendengar suara lain selain 
penuturan si penulis.

Teknik Penulisan Berita

Sebelum membicarakan mengenai teknik penulisan berita dalam media online atau cyberspace, perlu 
diingat lagi apa itu berita. Secara praktis berita dapat didefinisikan sebagai laporan tentang suatu 
peristiwa yang sudah terjadi yang dipandang penting untuk menentukan sikap serta tindakan. Tetapi 
semua definisi yang ada, selalu mengandung 4 unsur dalam peristiwa berita, yaitu :
• Peristiwa merupakan perubahan keadaan.
• Peristiwa yang dilaporkan selalu terjadi.
• Peristiwa tersebut dilaporkan manusia.
• Peristiwa tersebut berkaitan dengan kepentingan dan minat masyarakat.

Kriteria berita yang baik harus memenuhi beberapa hal, yaitu: Akurat, berita harus bersifat faktual, 
akurasi, obyektif dan berimbang. 
• Sebagai penjabaran akurasi, muncul formula 5 W + H (what, who, when, where, why dan how).
• Obyektif, berita harus merupakan laporan faktual tentang suatu peristiwa seperti apa adanya, tetapi 

tentu saja sejauh hal ini dimungkinkan, sebab wartawan pun memilik keterbatasan. Untuk mengejar 
obyektifitas ini kemudian muncul laporan komprehensif dan laporan investigative.

• Berimbang (balanced), berita adalah laporan yang obyektif termasuk tidak memihak kepentingan 
kelompok tertentu. Sifat berimbang ini perlu dijaga agar berita tidak menyesatkan pembaca dan 
tidak digugat oleh pihak yang merasa dirugikan.

Unsur-Unsur Berita

Ada 10 unsur yang menentukan besar kecilnya nilai suatu peristiwa, yaitu keluarbiasaan (unsualness), 
aktual (timeless), kedekatan (proximity), hal baru (novelty), dampak/akibat (impact), konflik (conflict), 
ketegangan/kejutan (surprising), tokoh/orang penting, kemanusiaan (human interest), kejahatan dan 
seks. Dalam media online, proses pencarian berita sama seperti yang dilakukan oleh media cetak, radio 
maupun televisi. Yang berbeda hanyalah produk berita yang dihasilkan.

Dalam media online, berita-berita (news) yang tidak terduga atau tidak direncanakan yang bersifat hard 
news seringkali mendominasi dibandingkan dengan berita-berita yang sifatnya dapat diduga atau 
direncanakan. Hal ini disebabkan karena sifat media online yang realtime dan mengutamakan berita 
yang bersfat breaking news.



Oleh karena itu seorang reporter media online dituntut memiliki kepekaan berita yang tajam (sense of 
news) serta tidak ketinggalan terhadap isu-isu yang berkembang baik lokal atau nasional. Selain itu, 
dituntut pula memiliki daya pendengaran berita (hears of news), punya daya penciuman berita yang 
tajam serta punya tatapan/penglihatan berita yang jauh dan jelas (news seeing), punya indera perasa 
berita yang baik (news filling) serta ketangguhan dilapangan yang handal. Sebab seorang reporter media 
online karena tidak punya deadline atau batas yang jelas dan bias dikatakan kerja 24 jam nonstop, 
dituntut “ harus buka mata, buka telingga lebar-lebar” terhadap semua informasi yang ada disekitarnya.

Teknik Menulis Berita Online
Secara umum konsep berita yang ada di media cetak, radio dan televisi serta online adalah sama. Bila 
berita Koran mengandalkan tulisan. Berita radio mengandalkan suara dan televisi mengandalkan gambar 
bergerak. Media online dalam menyajikan berita mengandalkan kecepatan. 

Sebelum berbicara mengenai teknik penulisan berita online, perlu diketahui mengenai konsep berita 
online. Konsep berita online tidak akan lepas dari sifat-sifat internet itu sendiri seperti interkatif, 24 jam 
nonstop, periodisasi hilang, tanpa batas (borderless), breaking news, berita selalu ada running news-nya, 
cepat dan tersebar luas.

Oleh karena berita online itu harus disampaikan secara cepat, maka berita yang dibuat lebih banyak 
berita langsung (straight news report) dan model piramida terbalik. Dengan model seperti ini, maka 
berita yang disampaikan harus cepat, singkat, pendek dan apa adanya sesuai dengan peristiwa yang 
terjadi. Namun model seperti ini juga mempunyai kelemahan yaitu informasi yang diberikan tidak utuh 
atau sepotong-sepotong dan hanya serpihan-serpihan dari beberapa fakta yang terkumpul di lapangan

Secara umum bentuk berita ada 3, yakni Pola beraturan, piramida dan piramida terbalik. Dari tiga pola 
itu, pola piramida terbalik sering digunakan. Dari fungsi dan manfaat bentuk itu, memiliki kelebihan 
masing-masing. 

Bentuk piramida terbalik misalnya, sering digunakan media cetak (harian) dan elektronik, karena dengan 
bentuk ini penulis menuliskan laporan dengan mengutamakan hal yang terpenting. Cara ini 
menguntungkan, sebab akan mempermudah tim editing dalam melakukan editing kata atau kalimat 
apabila deadline-nya sangat singkat. Bentuk piramida terbalik banyak digunakan media cetak harian 
yang waktu dead linenya cukup singkat dan terbatas.

Lain halnya dengan bentuk beraturan. Bentuk ini digunakan penulis dengan tanpa melihat hal terpenting 
namun penulis cukup menulis sesuai apa yang dikehendakinya. Sehingga bentuk beraturan sangat tepat 
digunakan untuk menyusun artikel, karenanya bentuk ini lazim digunakan oleh media cetak majalah dan 
tabloid yang memiliki dead line panjang (seminggu, dua minggu, sebulan bahkan triwulan).

Piramida Terbalik
Gaya penulisan berita dalam cybermedia lebih banyak menggunakan piramida terbalik. Gaya ini 
memulai tulisan dengan memberitahu kesimpulannya kepada pembaca, diikuti dengan informasi 
pendukung yang lebih penting dan diakhiri dengan memberikan latar belakang.

Gaya ini sebenarnya sudah banyak dipakai oleh berbagai surat kabar. Sebab gaya piramida terbalik 
membuat pembaca dapat berhenti kapan saja dan masih mendapatkan bagian penting dari tulisan itu. 
Dengan model piramida terbalik itu, pertama akan memudahkan pembaca, pendengar atau pemirsa 



yang sangat sibuk untuk segera menemukan berita yang dianggapnya  menarik atau penting yang 
sedang dicari atau ingin diketahuinya. Kedua, memudahkan reporter, editor memotong bagian-bagian 
berita yang dianggap kurang atau tidak penting ketika dihadapkan kepada kendala teknis, misalnya 
berita terlalu panjang sementara kapling atau ruangan yang tersedia sangat terbatas. Ketiga,
memudahkan jurnalis dalam menyusun pesan berita melalui rumus baku yang sudah sangat dikuasainya 
sekaligus untuk menghindari kemungkinan adanya fakta atau informasi yang terlewat tidak terlaporkan.

Dalam web, piramida terbalik jadi lebih penting. Para penggunanya kerap hanya membaca bagian atas 
sebuah tulisan. Mereka tidak meneruskan bacaannya.  “Mereka tidak menggulung layar” tulis Nielsen’s 
dalam Inverted Pyramids in Cyberspace Frames. Gulungan layar adalah istilah dari proses internet 
meneruskan jaringan informasinya. Menghubungkan pengguna web dengan situs-situs yang telah 
dirancang jaringan link-nya.

Tapi pada beberapa pengguna lainnya, terjadi kebalikannya. Di sinilah kegunaan teknologi internet 
dimanfaatkan jurnalisme online. Pembaca yang tertarik akan menggulung layar, akan meneruskan  
bacaannya pada materi-materi yang terkait dengan topik yang tengah dibacanya. Mereka adalah orang-
orang yang menemukan dasar dari Piramida Terbalik Cyberspace. Merekalah penemu kisah-kisah berita 
jurnalisme online yang luar biasa rinci.

Citizen Journalist
Bila Blog adalah the New Media di internet, perkembangan saat ini adalah munculnya beberapa situs 
berita yang mengembangkan pola citizen jurnalis. Meski sampai saat ini pola citizen jurnalis masih 
menjadi perdebatan terutama dari sisi akurasiya, tapi di masa depan sangat mungkin akan terus 
berkembang seiring dengan perkembangan media online.

Pola citizen jurnalis ini adalah mengembangkan sebuah liputan dengan melibatkan semua warga 
menjadi penyumbang berita. Dengan kata lain, tidak banyak jurnalis tetap yang terlibat. Warga menjadi 
penyumbang/kontributor berita terbesar. Pengelola situs bertindak sebagai editor atau orang yang akan 
melakukan verifikasi atau checking ulang sebelum berita di up load.

Munculnya  Citizen Journalis atau jurnalisme warga itu mulai berkembang saat berlangsung pemilihan 
Presiden Amerika Serikat tahun 1988. Ini muncul  sebagai bentuk perlawanan terhadap pemberitaan 
media konvensional yang dianggap mengandung bias politik. Pelopor situs seperti ini  antara lain Jay 
Rosse, dosen University of New York. Ia berprinsip masyarakat dapat berperan aktif dalam 
mengumpulkan menganalisa dan menyebarkan informasi. Prinsip semacam ini kemudian dikenal 
jurnalisme warga atau Citizen Journalisme.

Lalu apakah blog termasuk karya jurnalistik dan para blogger adalah jurnalis?
Sampai sekarang masalah itu masih menjadi perdebatan. Ada yang sebagian berpendapat, blog itu 
hanya sebuah diari. Namun adapula yang berpendapat blog itu menjadi bagian dari karya jurnalistik, 
karena tidak yang ditulis itu hanya sebuah diari tapi adapula berita atau tulisan-tulisan ada yang 
diperoleh dengan cara melakukan peliputan.

Jika melihat Undang-undang Republik Indonesia Nomor 40 Tahun 1999 Tentang Pers yang meliputi 
media cetak, media elektronik dan media lainnya, sebagai sarana mengeluarkan pikiran dengan lisan 
dan tulisan, blog bisa dikatakan produk jurnalistik. Produk jurnalistik itu sendiri, sesuai dengan KEJ, harus 
memenuhi unsur penulisan yang baik yaitu 5 W + 1 H, yaitu What (Apa), Who (Siapa), Where (Dimana), 
When (Kapan), Why (Mengapa) dan How (Bagaimana).



Namun jika menilik Pasal 1 ayat (1) tentang pelaksanaan kegiatan jurnalistik dan Pasal 1 ayat (4) 
menyebutkan wartawan adalah orang yang secara teratur melakukan kerja jurnalistik, serta KEJ Bab I 
Pasal 3, Bab II Pasal 5 dan Bab III Pasal 13, maka para blogger harus melakukan kegiatan jurnalistik 
seperti peliputan, menyebutkan dengan jelas sumber informasinya, menyatakan identitas yang jelas 
kepada narasumbernya, dan dalam tulisannya tidak mencampur adukkan antara fakta dengan opini 
sendiri. 

Saat ini, sulit memang untuk menentukan apakah blog adalah produk jurnalistik dan blogger adalah 
jurnalis, karena harus melalui kaidah-kaidah yang disebutkan diatas. Selain itu, yang perlu dipahami 
adalah blog jurnalis atau sebut saja citizen journalism itu lahir sebagai bagian dari perkembangan 
teknologi. Dan di era paperless civilization ini, blog bisa menjadi alternatif sumber informasi, dari 
kebosanan membaca atau mendengarkan berita dari media cetak dan televisi.  Setapi setidaknya yang 
bisa dilakukan para blogger adalah memahami pengetahuan penulisan jurnalistik, sehingga blognya 
semakin menarik dan setidaknya bisa terhindar dari jerat hukum seperti yang terjadi pada beberapa 
blogger di Amerika.

Blog
Blog atau Web Log, sebenarnya adalah sebuah web page atau homepage yang berkembang saat ini 
melalui fasilitas database tertentu. Pengguna atau pengelolanya dapat mengatur sendiri sajian halaman 
blog secara mudah dan cepat, tanpa figurasi atau perubahan webpage secara keseluruhan. 

Blog (web log) dapat pula diartikan kumpulan catatan atau jurnal pribadi yang disajikan pada web. 
Aktivitas mengupdate blog disebut blogging dan orang yang mengelola disebut blogger. Umumnya blog 
di-update secara rutin menggunakan software tertentu sehingga penyajian informasi di web dapat 
dilakukan secara mudah, bahkan tanpa melakukan penguasaan teknis. Posting pada blog tersaja secara 
rapi dan terurut secara kronologis. 

Sebuah Weblog, atau disingkat Blog, secara prinsip adalah sebuah aplikasi web yang memuat secara 
periodik tulisan-tulisan (posting) pada sebuah webpage umum. Posting-posting tersebut seringkali 
dimuat dalam urutan posting secara terbalik, meskipun tidak selamanya demikian. Situs web semacam 
itu biasanya dapat diakses oleh semua pengguna internet sesuai dengan topik dan tujuan dari si 
pengguna Blog tersebut

Dengan kata lain, berdasarkan keterangan dari para pengguna, blog dapat diartikan:
 Sebuah kumpulan teks dokumen, gambar, obyek media dan data yang tersusun secara hierarkis 

da menurut kronologi tertentu, yang dapat dilihat melalui browser internet. 
 Blog juga diartikan sebuah catatan harian atau publikasi secara periodik dan tetap mengenai 

pemikiran persona seseorang yang diungkapkan atau ditulis menggunakan media blog.
 Blog berisi jurnal yang disediakan pada sebuah web. Aktivitas mengupdate sebuah blog 

dinamakan Blogging. Seseorang atau sekumpulan orang yang mengunakan dan mengelola blog 
disebut Blogger. 

 Blog merupakan suatu tipe/bentuk website yang disusun secara teratur, periodik dan 
kronologis. Seringkali blog ditulis berdasarkan suatu topik tertentu misalnya politik, sastra, 
musik, sports dll. Biasanya diantara para blogger selalu berinteraksi menggunakan media blog 
untuk berbagai saran, ide, mencari teman hingga memperkenalkan sebuah bentuk usaha 
kepada orang lain.



 Blog pada dasarnya adalah jurnal yang disediakan pada web. Blog dapat diupdate setiap hari 
dengan suatu aplikasi yang disediakan oleh penyedia. Tidak dibutuhkan suatu keahlian khusus 
untuk melakukan update atau mengelola blog. Posting dalam blog telah tersusun secara teratur 
sesuai kriteria tertentu, biasanya dengan pengaturan tanggal. 

Istilah blog pertama kali digunakan oleh Jorn Barger pada bulan Desember 1997. Jorn Barger
menggunakan istilah Weblog untuk menyebut kelompok website pribadi yang selalu diupdate secara 
kontinyu dan berisi link-link ke website lain yang mereka anggap menarik disertai dengan komentar-
komentar mereka sendiri.

Blog kemudian berkembang mencari bentuk sesuai dengan kemauan para pembuatnya atau para 
Blogger. Blog yang pada mulanya merupakan “catatan perjalanan” seseorang di Internet, yaitu link ke 
website yang dikunjungi dan dianggap menarik, kemudian menjadi jauh lebih menarik daripada sebuah 
daftar link. Hal ini disebabkan karena para Blogger biasanya juga tidak lupa menyematkan komentar-
komentar “cerdas” mereka, pendapat-pendapat pribadi dan bahkan mengekspresikan sarkasme mereka 
pada link yang mereka buat.

Dari komentar-komentar tadi biasanya kemudian menjadi jendela yang memungkinkan kita “mengintip” 
isi kepala dan kehidupan sehari-hari dari penciptanya. Blog adalah cara mudah untuk mengenal 
kepribadian seseorang Blogger. Topik-topik apa yang dia sukai dan tidak dia sukai, apa yang dia pikirkan 
terhadap link-link yang dia pilih, apa tanggapannya pada suatu isu. Seluruhnya biasanya tergambar jelas 
dari Blog-nya. Karena itu Blog bersifat sangat personal. Roger Yim, seorang kolumnis San Francisco Gate
pada artikelnya di Februari 2001, menuliskan bahwa sebuah blog adalah persilangan antara diary 
seseorang dan daftar link di Internet. Sedang Scott Rosenberg dalam kolomnya di majalah online Salon
pada May 1999 menyimpulkan bahwa blog berada pada batasan website yang lebih bernyawa daripada 
sekedar kumpulan link tapi kurang instrospektif dari sekedar sebuah diary yang disimpan di internet.

Perkembangan lain dari Blog yaitu ketika kemudian Blog bahkan tidak lagi memuat link-link tapi hanya 
berupa tulisan tentang apa yang seorang Blogger pikirkan, rasakan, hingga apa yang dia lakukan sehari-
hari. Blog kemudian juga menjadi Diary Online yang berada di Internet. Satu-satunya hal yang 
membedakan Blog dari Diary atau Jurnal yang biasa kita miliki adalah bahwa Blog dibuat untuk dibaca 
orang lain. Para Blogger dengan sengaja mendesain Blog-nya dan isinya untuk dinikmati orang lain.

Blogger
Siapa sih para Blogger di Internet ini? Rebecca Blood pada Blog-nya Rebecca’s Pocket mengatakan 
bahwa para Blogger pada mulanya adalah mereka yang telah mengajarkan diri mereka sendiri HTML 
karena mereka menyenanginya, atau mereka yang setelah seharian bekerja di kantor dot.com mereka, 
dan kemudian menyisakan waktu luang beberapa jam setiap harinya untuk melakukan web surfing dan 
memasang hasilnya pada Blog mereka. Mereka adalah apa yang ia sebut orang-orang yang antusias 
pada web. “These were web enthusiast.” tulisnya. Evan Williams, pendiri Blogger.com berpendapat, 
“Mayoritas Blogger adalah anak-anak muda atau mahasiswa. Dan banyak diantara mereka yang 
menggunakannya untuk berkomunikasi dengan teman-temannya.”.

Secara garis besar sebuah Blog adalah website pribadi :
• Sebagian besar terdiri atas berita (post).
• Diperbarui atau diupdate secara rutin.
• Dalam bentuk diari (kiriman paling akhir berada pada bagian teratas halaman), bahkan sebagian 

disusun dalam bentuk kategori.

http://www.robotwisdom.com/
http://www.sfgate.com/
http://www.sfgate.com/
http://www.rebeccablood.net/


• Dikelola menggunakan desain interaktif.
• Biasanya dibuat dan dijalankan oleh satu orang, tapi seringkali anonymously.
• Blog dapat berisi berbagai macam topic berbeda da mengekspresikan berbagai macam opini, 

tergantung pada pemikiran pemilik blog.

Isi Sebuah Blog:
 Biasanya terdiri atas teks, tapi seringkali disertai gambar, terkadang pula suara ataupun gambar 

video.
 Dapat dikomentari oleh pengunjung.
 Diarsipkan oleh Blog dan dapat diakses secara acak.
 Mengapa Blog menjadi begitu penting saat ini?
 Kekuatan Weblog memberikan kesempatan kepada jutaan orang diinternet untuk 

mempublikasikan ide mereka. Siring dengan itu, jutaan orang diinternet mendapatkan pula 
kesempatan yang sama untuk mengomentarinya.

 Blog bagaikan cairan, media yang dinamis.
 Semakin meningkatnya jumlah orang yang membaca, menulis dan berkomentar dalam blog, 

terjadi pergeseran dalam prinsip dasar penggunaan sebuah web akan terjadi. Jika sebelumnya 
sebagaian besar orang berperan sebagai user pasif informasi, maka terjadi perubahan yakni 
semakin banyak pengguna internet user akti informasi.

 Blog memungkinkan semua orang mempunyai suara.

Online Journalism 
Lady Joanne Tjahyana, S.Kom 

Bentuk-bentuk Online Journalism: Blog, Aktivitas Cyber Public Relation, RSS feeds, Situs Pencari News & 
Blog, Konvergensi Media, WWW > WWR>WWT, dst. 

Blog adalah suatu situs web yang terdiri dari blog posts , di mana pada umumnya teratur rapi ke dalam 
beberapa kategori topik dan tersusun secara terbalik berdasarkan urutan kronologisnya . Kebanyakan 
blog mengizinkan pembacanya untuk memberikan komentar atas blog posts perorangan (Wright, 2006) 
Blog adalah kumpulan informasi yang berurutan secara kronologis yang disimpan oleh suatu kelompok 
atau individu, entah untuk kepentingan sendiri atau bisnis. Disebut juga sebagai weblog, gabungan dari 
kata log dan web. Setiap tulisan yang di-upload juga berisi format waktu dan tanggal kapan suatu tulisan 
di upload, dengan urutan dari atas ke bawah, yg paling baru di atas. Dan juga memberikan kesempatan 
bagi pengunjung blog untuk memberikan komentar sebagai feedback . (Onggo, 2006) 

Blog mulai tenar karena dipicu oleh peristiwa teroris 9 September 2001 di Amerika. Karena sesaat 
setelah peristiwa itu, banyak orang yang mencari informasi tentang serangan tersebut di internet. 
Semakin banyak penyedia layanan blog gratis , setelah Blogger.com (yang kemudian dibeli oleh Google), 
muncullah Xanga, Blogdrive, MSN Spaces, Multiply, Wordpress dan banyak lainya. Tahun 2004 kata 
'blog' ditetapkan sebagai word of the year oleh kamus Merriam-Webster, dan Majalah Times juga 
menetapkan tahun 2004 sebagai tahun kebangkitan blog . 

Jenis blog berdasarkan tipe media:
 Moblog : Adalah singkatan dari Mobile Blog, yaitu aktivitas blogging yang dilakukan melalui PDA, 

HP dan perangkat mobile lainnya (moblog.com.sg)
 Photoblog : Blog yang dipenuhi foto-foto termasuk komentarnya (www.flickr.com)



 Vidblog : Singkatan dari video blogs, Blog jenis ini berisi berbagai klip video (www.youtube.com)
 Podcast : Teknik untuk membuat sebuah acara sebagai file MP3, dan terus melakukan update 

secara berkala melalui feeds. Audience dapat mendownload dan menyimpan acara tersebut 
lewat iPod. (podcast.com)

Jenis blog berdasarkan status pemiliknya 
 Personal Blog : Blog milik pribadi 
 Corporate Blog : Blog yang digunakan oleh sebuah perusahaan untuk kepentingan PR maupun 

marketing. 

Pemanfaatan Blog 
 Bentuk ungkapan diri yang orisinal tanpa adanya penyuntingan frase 
 Sarana publikasi instan 
 Sebagai jurnal online yang terus menerus di update isinya 
 Merupakan revolusi gaya dan konten situs web 
 wadah untuk menciptakan komu nitas fans, penggemar, pendukung, dan marketplace. 
 www.baliblog.com,www.angkringan.com , starbucks.typepad.com 
 Cara baru berkomunikasi dengan pelanggan 
 daxell.wordpress.com , www. jasaterjemah.blogspot.com, promokaos.blogspot.com 
 Citizen Journalism : siapapun bisa menjadi jurnalis 
 Knowledge management/transfer knowledge perusahaan besar (bagi internal dan external 

stakeholders) 
 Untuk lobi : berbincang - bincang sehabis rapat 
 Untuk mengisi waktu luang daripada melamun ( aktivitas moblog ) 
 Untuk berdialog secara terbuka bersama keluarga, teman dan pacar 

Istilah 
 Blogger : Blogger adalah penulis suatu blog 
 Blogging : Blogging adalah suatu aktivitas menulis dan meng-upload blog 
 Posting : artikel pada blog 
 Comment : Komentar umpan balik yang ditulis dan ditinggalkan oleh pembaca blog 
 Blog Walking : Berjalan – jalan mengunjungi blog lainnya. 
 Domain = URL (Uniform Resource Locator) 
 Blogroll : Daftar link blog lain 
 Blogonomics : Mendapat penghidupan lewat aktivitas blogging 
 CBO: Chief Blogging Officer , bertugas untuk melakukan branding perusahaan tempat ia bekerja 

melalui blogging. 
 Blogging becomes a corporate job (Wall Street Journal , 31 Mei 2005) contoh: Microsoft Chief 

Blogging Officer, scobleizer.wordpress.com 
 RSS (Really Simple Syndication) / feed: Format file berbasis XML yang menghasilkan suatu 

urutan posting artikel pada suatu blog / situs web yang dapat dibaca lewat newsreader.
 www.feedburner.com , news feed facebook 
 RSS dibaca lewat RSS reader (google reader, yahoo) 

Situs Pencari News & Blog 
News: News.google.com, News.yahoo.com, Newsdirectory.com 



Blog: Technorati.com,  Pubsub.com 

Trends in Online Journalism 

1. Online Journalism 
 One of the biggest growth opportunities is online journalism. Web Editors often make more money 

than their print editor counterparts > Expectations include writing AND technical skills 
2. Online Journalism Jobs 
o Job titles may vary, but there are typically these positions: 
 Web Editor, Senior Web Editor/Managing Web Editor, Web Producer, Senior Web 

Producer/Managing Web Producer 
 Other titles: Multimedia Assignment Editor, Multimedia Assignment Producer, Presentation Editor 
 Internet Content Editor 
3. Recent Survey Results 
 Highest valued “Editing and Copyediting Skills” among New Media Content Producers: News 

judgment; Grammar and style; Headline writing for the Web; Story combining/shortening 
 Highest valued “Content Editing Skills” among New Media Content Producers: Photo editing; 

Reporting and writing original stories; Alternative story forms (polls, quizzes, etc.); Audio 
production; Video production 

 Highest valued “attitude and intangible” skills in New Media Content Producers: Multitasking 
ability; Attention to detail; Communication skills; Ability to work under time pressure 

4. Reading Habits 
o Reading online is typically 25% slower than print 
 Some “tricks” to keep a reader interested: Layout with bullet points and bold subheads; Break 

longer stories into “chunks”; Include multimedia elements; Polls; Slideshows; Audio/Video 
5. Web Journalism 
 What works online? Breaking news; Links to credible sources; Instant archives; Interactivity; 

Multimedia 
6. Storytelling or Presentation Convergence 
 New ways of “telling the story” are emerging: Use more than just audio, video or text; 

Readers/Viewers can participate; Unlimited “space” to tell the story; Non-linear structure 
o Example: “Being A Black Man” in The Washington Post http://www.washingtonpost.com/wp-

srv/metro/interactives/blackmen/blackmen.html
7. Backpack Journalism 
o Online journalists need to know how to write, shoot and record 
 They also have technology skills for posting/uploading stories online 
o “Backpack Journalism” = All the tools for reporting fit in your backpack 
 Self-contained reporter from story creation to distribution 
o Employers want to hire someone that can do it all 
 Write an accurate story fast 
 Use new media tools to tell the story 
o Examples: KRON-TV San Francisco; Current TV 
8. Journalists Moving Online 
o Some established journalists are moving online to have more control over their reporting 
 Example: CNN’s Daryn Kagan; Walter Cronkite blog 

Web 2.0 & Journalism 



Web 2.0: The term is subject to “hype” and remains in debate and in flux; Content power shift to the 
masses rather than the “mass media”; Mass media is “de-massed”; It’s all about YOU 

Web 2.0 & Journalism:
Architecture of participation >> User-generated content: Blogs, Wikis 
“ Crowdsourcing” >> Social networking sites 

User-Generated Content: These sites build content from the submission of users, rather than staff 
editors or writers >> “ Blogs”/Personal Journals, Photos, Podcasts, Video sharing (“Vlogs”), 
Reviews/Advice, Forums.  Photobucket vs. Kodakgallery.

Beyond the Computer: Web serves as a platform for other technologies to interoperate with Mobile 
devices, Home entertainment devices, Appliances.

Online Publishing Tools: Publishing information online has become easier due to several self-publishing 
tools and content management systems. Example: Blogs> Popular Blog Tools: Blogger.com, LiveJournal, 
WordPress.
Blog Popularity: A new blog is started every second. Many remain unread and semi-anonymous. A few 
end up with a strong following. Most are not created by journalists! 

Who is Blogging? Bloggers are young: More than half (54%) of bloggers are under the age of 30. 55% of 
bloggers blog under a pseudonym, and 46% blog under their own name. 

Is it Journalism? Most bloggers do not think of what they do as journalism. 34% of bloggers consider 
their blog a form of journalism, and 65% of bloggers do not. Most have not “trained” to be journalists. 
57% of bloggers include links to original sources either “sometimes” or “often.” 56% of bloggers spend 
extra time trying to verify facts they want to include in a post either “sometimes” or “often.” 

Beyond Text: Bloggers are using more than simple words to tell their stories: 72% Photos, 30% Audio, 
15% Video (Source: Pew Institute 2006 Survey) 

“ Moblogging” (Mobile phone blogging): Instant “on location” blogging via one’s mobile phone; Photo 
share publishing “on the go”; Uses camera phones to see what the publisher sees instantly. Moblogs and 
Breaking News: U.S. east coast blackout; London subway terrorist bombing.

User-controlled News: Internet users like to have some control over the media they consume: 
Personalized news; Peer-recommended news; “Open-source” news.

Personalized News: Google News, No editors are employed, Uses traffic analysis and readership patterns 
to determine what is most newsworthy.

Peer-recommended News: Digg.com, Readers “vote” on what they like, Highest votes = highest news 
placement on site.

“Open-Source” News: OhMyNews>>Huge in South Korea; Expanded to international audience; 41,000 
“citizen reporters”; 20% of content created in-house by only 55 staff reporters 



“Open-Source” News: WikiNews, User-created news reports, Collaborative editing by peers, A Russian-
language version is now available, Mainstream News Dominates, Independent news is thriving, but 
mainstream news still dominates online.

The Aggregators: News site aggregators have proven to be very popular…and influential. They do not 
write news, but they do create headlines and selectively choose which stories get coverage. Examples: 
Technorati.com, BoingBoing.net 

“ Crowdsourcing” is a new trend in online journalism that has many supporters and skeptics. What is 
“Crowdsourcing?” A collaborative form of reporting; Each contributor researches and contributes a 
component to the overall piece; The actual story may or may not be written by a collaborator; Content 
is usually overseen by a centralized editor.

“Pro-Am” Journalism: Crowdsourcing is often referred to as “pro-am journalism” >> A combination of 
both professional and amateur contributions. Examples of “Crowdsourcing”:  Journalism Wired.com and 
NYU: AssignmentZero.com; Minnesota Public Radio: Public Insight Journalism.

Gannett Restructuring: Major media company Gannett restructured most of its print and Web 
operations to include “crowdsourcing” in Nov. 2006 > Information Centers”. Gannett is the largest 
newspaper publisher in the U.S. (by circulation).

Pros: Community involvement; Transparency of reporting process> Micro-reporting of events and 
developments normally missed by mainstream media; “ Hyper-local” reporting (Builds valuable 
“database” of content); Tomorrow’s “reporters” may also be “database managers” 

Cons: “Amateur” reporting has its risks; Majority rules > Stories only developed because users ask for it 
(or participate in it); Subject to manipulation: Political or personal agendas might inspire 
disproportionate coverage of particular issues; Staff reporters might lose some value 

“Assignment Zero”: Launched March 2007; users “log in” to find potential news story assignments that 
they can contribute to Suggest questions for the reporter to ask; Conduct research/interviews for the 
story; In some cases, you can actually write the full story 

Northcliffe: “ Fully integrated multi-media newsrooms will soon be in operation across its titles, with all 
of its 1,500 journalists writing for both print and online ” 

Trinity Mirror: “ Every morning the journalists check YouTube and MySpace for our local web-savvy, who 
know what RSS is, who can edit video. Vvideo journalism courses and multimedia workshops, attended 
by over 70 journalists in the North West before being rolled out across the division” 

Eye Tracking 

“ This has everything to do with journalism. How people consume information, how they comprehend 
information it is a huge piece of the puzzle. If you can’t provide information in ways they can understand 
it and access it, then you’re wasting your time as a journalist. And we can’t afford to waste time.”  (Keith 
Woods, Dean, Poynter Institute of Journalism). 

http://www.slideshare.net/bedstuyguy/3340-online-journalism-feb21-eye-tracking-299764


“ We have learned as an industry we are backward in research and that we are not seizing the new 
technologies and discoveries of recent years. … As an industry we must improve and expand, or we 
dwindle and die.” (Nelson Poynter, Nov. 2, 1946). 

Key Observations: More story text read online, than print > And most read all the text: Jumps were read.

Two types of readers:
 Methodical – Mainly ‘print’ readers: Read top to bottom; Re-read some material; Use drop 

down boxes, nav bars, searches; Read a higher percentage of text.
 Scanners – Mainly online readers: ‘ Scan’ headlines and text, never reading any one story 

specifically; Read parts of stories, look at photos; Look at story lists to choose stories.

The response:  Media has to move to alternative storytelling; More interactive elements >> Q&A, a 
timeline, a fact box or a list – drew a higher amount of visual attention, compared to regular text in 
print. On average, we saw 15 percent more attention to what we call alternative story forms than to 
regular text in print. This number rose to 30 percent in broadsheet format. 

Graphics Elements: Big is better: Headlines & Photos > Large, color photos; Mug shots get lost. Online 
readers use the navigational elements 

Karakteristik: 1. Clean design; 2. Multimedia (The full package: still photos, audio, video, non-redundant, 
great storytelling; 3. Journalist blogs 

Multimedia Packages &Writing 

Here’s some advise from Jakob Nielsen , the guru of web design and usability: 
 Users do not read on the Web; instead they scan the pages, trying to pick out a few sentences or 

even parts of sentences to get the information they want. 
 Users do not like long, scrolling pages: they prefer the text to be short and to the point. 
 Users detest anything that seems like marketing fluff or overly hyped language (marketese) and 

prefer factual information. 

Remember this 
 Know your audience: Is the content relevant to your readers? Do readers really want this 

information? 
 Define the ‘form(s)’: Interactive: graphics and other elements; Slideshows: with or without audio; 

Polls/Surveys 
 Write Visually: Use bulleted lists; Use numbered lists; Use Tables; Include pictures and other 

graphics. (Source:  http://www.usability.gov/design/writing4web.html) 
 Make it ‘tight and bright’: Use the 5 Ws, but really remember to the ‘So what?’ Explain why I should 

care 
 Poynter says: “Banish gray”: ‘ Scannability’, ‘ Splitability’ 
 Linking is OK 

Writing Style – ‘Chunking’ 
 Information broken into ‘chunks’ of information. 
 Web users prefer to print out long documents or save them on their hard drives. 



 Long stories on the web are hard to read. The more a reader needs to scroll, the less likely they are 
to read the story. 

 Organizing information into relevant ‘chunks’ helps keep the reader interested. Facilitates adding 
links to enhance interactivity. Be careful: Don’t divide content into too many parts or readers will 
lose interest. 

 Chunking is a method to create consistency of web style, and helps readers understand the content 
flow on your site. (Source: Webstyle Guide: http://webstyleguide.com/site/chunk.html)

Writing Style 
 Headlines – Compelling: On the web, headlines sell the story; Six to 10 words; Strong verbs’ Most 

important items first; Question headlines workable 
 Blurbs: Summaries of story, often on home page and linked to full length story 
 Briefs: A complete story in just a few sentences. 

Writing Style 
 Conversational style 
 Cross between broadcast writing and print 
 Lively verbs, colorful adjectives and distinct nouns. 
 Active voice always! 
 Short paragraphs 
 Be aware of references to your sources >> Consider using full name on second reference because 

you don’t know how story may link 

Additional Style Tips 
 Consider one idea per paragraph – even if it’s just one sentence. 
 Write in easily understood sentences. 
 Include links as part of your copy> E.g. Bill Gates [link to his bio] created Microsoft [link to 

microsoft.com] at a time when PCs were just beginning to become commonplace. 
 Think Globally. Avoid regional/local terms that may be misunderstood by the broader audience. 
 Develop a voice, a style, a flow. 

Web Story Structure 
 Get to the point 
 Story must be told in 50 words ... Then your reader MIGHT read the rest 
 REMEMBER: only about 100-150 lines per screen… and less if a reader is looking at story on a PDA. 
 Make everything you write relevant. 
 Constantly ask yourself: Why should the reader care about this? What elements of interactivity can 

be used to engage the reader to make the content more compelling? 

Developing Sources 
 Lifeblood of your career as a reporter 
 Get over your shyness, it’s time to open up 
 Learn to talk to everybody – yes, strangers! 
 Everybody is a potential source when you’re covering a breaking news story 
 Start with newspaper clippings 
 Pick up the phone or hit the streets 



Importance of Interaction & Involvement >Two key factors 
 Shift in flow of mass communications from one-way to multi-directional flow. >> Impacting how 

news is defined, the way it’s presented and how journalists do their jobs. 
 What people learn from the news: User-controlled, user-driven content enhance learning; Readers 

making mental connections to stories; “ Participating” in the news.

Traditional v. Digital Storytelling 
Traditional 

 Focus on text 
 Photos 
 Periodic updating 
 One-dimensional 
 Long-form narrative 

Digital Media 
 Immediacy 
 ‘ Non-linear’ presentations 
 Richness in words, pictures and sounds 
 Shorter ‘segments’ 

The Five ‘I’s 
 Interactivity 
 Involvement 
 Immediacy 
 Integration 
 In-depth 

Interaction & Involvement 
Traditional 

 One-way flow 
 Inform, educate and entertain 
 Editor/Reporter/ 
 Producer driven 
 The ‘old’ wire services 

Digital Media 
 Multidirectional 
 Inform, educate, entertain & ENGAGE 
 Editor, reporter, producer & reader/view 
 Online, TV news 

Text Static Graphic: Photo Text Box Online Discussion Lurker Link Interactive: 
 Timeline 
 fact box 
 Slideshow 
 map 



Quiz Interactive Game Interactive Flash Content Online Discussions Reporter Email 
Interaction/Involvement Continuum Low High The greater the interaction and involvement, the higher 
the learning 

‘ Working’ Your Sources 
 ‘ Sponsorship’: Finding someone who you know who trusts you to introduce you to the source –

a ‘referral’ 
 Self-sponsorship: Let me show you my work: ‘proof’ 
 ‘ Matchmaking’: Asking a source to identify other people to talk to about the subject 
 Primary & Secondary Sources: Corroboration, Verification, Accuracy 
 Follow the org chart: Start at the top and, if needed, talk to everyone you need to get the 

information you need to be fair and accurate 
 Anonymous/confidential sources: Avoid them at all costs; The Downside: Janet Cooke, Jayson 

Blair, Stephen Glass; The Upside: “Deep Throat”; The controversial: Judith Miller 
 Never ‘promise’ anything to a source 
 Commit ahead of time 
 Variations of ‘Anonymous’ Sources 

o On the record: Everything the source says, it will be printed 
o Off the record: You and the source agree not to talk to you, but none of the information 

can be attributed to that person 
o ‘ On background’/ Not for attribution: Use the information as background, but not for 

attribution 
The Web: Friend & Foe 

 Wikipedia is NOT a source 
 Google, Yahoo!, MSN, MySpace, FaceBook are NOT sources 
 Verify the legitimacy of the website and/or source or author of the website: Find the contact 

information; Where did the site get its content from; Go to the PRIMARY/ORIGINAL source of 
content; 

 Determine if the site is affiliated with a special interest group, political affiliation, etc. 
 Often overlooked resources: Libraries; Yellow pages.
 Public Documents 
 The Freedom of Information Act 

Engaging Readers 
Prof. Foote 

The Evolution 
 Mainly straight text, no graphics 
 Bulletin boards (BBS), forums ruled 
 Minimal investment 
 Regurgitation: What was in print showed up online 
 No staffs – Gungho geeks who become mavericks of their time 

The Interactive Audience 
Shorter lines of communication between journalists and audience 
Traditional Media: 

 Readers v. Non-readers 



 Readers an ‘amorphous mass’ 
 Defined audience – by geography: Circulation, ‘signal’ 

Now: 
 Individual, personalized, direct 
 Email addresses for reporters 
 Tracking readers: Story by story 
 Top Down Editors to Readers Readers in Control Audience Participation 

Interactive tools 
 Web polls; Discussion forums; Blogs; Personalization: Yahoo, Google 
 Participatory journalism - “We Media” 

http://www.hypergene.net/wemedia/weblog.php?id=P36 

Types of News Websites 

Shovelware 
 What you read in the daily newspaper or see on TV is what you see on the website: Costs, 

Staffing, Lack of technology/content management system, Strategic decision 
 All stories written in traditional inverted pyramid style 
 What are the pros & cons? 

Periodic Updating 
 Mainly shovelware with some exceptions 
 Breaking News 
 Sports stories/scores 
 Some dedicated staff assigned 

Continuous Updating 
 Combination of shovelware and original packages 
 Wire-service (AP, Reuters) operation mentality 
 Sports stories/scores 
 Special ‘web-only’ reports 
 Extensive interactive features, graphics, including audio and video 
 Full-time dedicated staff 

Corporate Structure 
 Specific newspaper brands tied to the home town: Dallasnews.com, Washingtonpost.com, 

Nytimes.com 
 Umbrella sites: Newhouse News’ Regional Approach > AlabamaLive.com, NJ.com, 

ClevelandLive.com 
 Which approach is better? Does it matter? 

Manchester Evening News: “ I don’t want to hire single-platform journalists anymore,” Paul Horrocks, 
editor. Guardian, FT.com, BBC, Sky: “ A journalist with interchangeable skills is more valuable than one 
without…”  “… newly hired journalists are expected to be able to work in more than one area.” K Saltzis, 
From Single to Multimedia News. http://ulken.com/blog/archive/000145.html >>Technical skills 
required in journo job ads 

http://www.slideshare.net/onlinejournalist/online-journalism-week-1-twitter-rss


Twitter (Microblogging) 
 140 = “ Twitter is a great way of breaking news very quickly and easily. Twitter’s mobile 

notification makes it perfect for this kind of service.” 
 Twitter is a great way of breaking news very quickly and easily. Twitter’s mobile notification 

makes it perfect for this kind of service. 
 Mobile; Alerts; Live events 

Mindy McAdams Professor, Journalism University of Florida 

5 types of “multimedia”: Slideshows, Photo galleries, Video, Information graphics, Maps 

Writing Online Journalism 
John Couper, Ph.D. 

Journalism: I think of journalism as a dynamic contract with society, expecially small groups. > Helps 
people understand and act on their world. This is especially true of our most dynamic “mass’ medium, 
the Internet. My approach emphasizes reader involvement 

Principles of good journalism: Accuracy, completeness, technical strength, clarity, balance. 
“Give readers what they need to reach their own conclusions” 
“Start where readers are but take them somewhere new” 

 Reward readers for staying with you: Interesting/useful information, fresh writing 
 Balance familiarity and novelty: Especially important for online readers 
 Write in levels: Detail, categories, concepts > Make sure your writing has all three 

Print vs Online 
It is possible to simply republish print online: But you risk losing readers ; Despite many similarities, 
there are different inherent qualities; An effective online journalist knows, acts on this 
“Mobility” is the key quality of online readers: they almost look for a reason to move on > Less likely 
than print readers to return > Similar to broadcast 

Multi-directional Internet 
 “Think Links” 
 Print is fairly linear except in the ability to flip through pages 
 Online is much less linear in other ways > The “search blessing and curse” 
 Extremely interactive: reader-driven 
 Use this to your advantage > E.g., by including links and keywords 

Credibility 
 More than print, the credibility of online journalism more about the content than the source: 

Readers often find sources through articles; You can use this to draw readers to your vehicle 
 Use the same sources of credibility, but emphasize them early in the story 

My proposal 



 See news reading as an experience: Which is very different in print and online 
 Print is like a date, online like “speed-dating” 
 Tap into reader experience to be more Involving, Credible, Popular (increase “pass-along”) 

A Example 
 An old psychological principle is “Lateral Thinking” (Bono) 
 Online experience is “lateral linking” Users are always ready to self-target 
 So expect readers to look for topics to pursue 
 Plan and write knowing that they will break it down into topics 

“Broadcast Targeting” 
 Online problem is reaching a broad audience who are all independent 
 So encourage “self-targeting” > Think of and treat your reporting as index as well as description, 

explanation , analysis 
An Inviting Tone 

 Be conversational but not chatty > Like a very knowledgeable, slightly dry friend 
 Less formal than most print 
 Base your tone on a sense of their expectations > That you learn from other sites they use 

Structure 
 Start with a clear view of topic and significance 
 Write very clear, distinctive information chunks (‘graphs) and units (sections) 
 Put most key information in the top 2/3rds > But save some important info at the end as a 

reward
 Inverted pyramid is still best > after a teaser lead for more feature content 
 Use bulleted lists to make info more dense 

The Central Decision 
 As with print, readers decide to continue based on: Head, First sentence or two, Scan 
 But their mobility makes these seconds even more important 

Concision 
 Online readers wake up impatient! Never waste their time 
 Go through your story for Grammar, Flow, Clichés and stale descriptions, Weak words, phrases, 

ideas 

Searchability 
 Few readers will find you on the site 
 Invite others to your story with key terms > Search engines focus on Frequency of key terms; 

Recency of updating; Location (headline and body) 
 But don’t stuff your story with key terms > RoT is 2 - 3% of total content 

Increase Scannability 
 Start sentences, paragraphs with declarative windows into the topic 
 Use subheads when you write > Even if you decide to cut them 
 “Spread out and lay out” main information 



Sentence Length 
Long sentences break the “online contract” 

 Keep most sentences on one idea >  Unless linking two ideas is the main idea 
 Make them direct (subject-verb-object) 
 Mix up lengths to increase reader interest 

Paragraph Length 
 Most ‘graphs should be 2 – 4 sentences: With an occasional 1-sentence ‘graph for variety and 

impact; Occasional long sentence to develop an idea 
 This uses the “edge effect” to increase interest 

Article Length 
 Keep articles 300 – 700 words long > If the topic is too long, break the story into parts 
 Remember that online users don’t expect to know , mostly to know about > This means a strong 

reader-focused topic > Look at other recent stories they might have seen to know what they 
know 

Improve the Experience 
 If you “enrich” and “sweeten” reader 

Online Journalism Talk 

Online Journalism > Telling stories online 
What is online journalism? Using the tools the Internet gives us to tell stories. 

 Video - YouTube, news videos, TV websites 
 Audio - podcasts, music sites 
 Text - blogs 
 Graphics 
 Links 

Online Journalism 
 No space restrictions 
 Links! 
 You don’t need to be limited to the content of the paper or broadcasts 
 Words, photos, sound, and video can be combined for a compelling storytelling experience 

What’s the same? 
 Content is king 
 Good writing is just as important online 
 Fact-checking 

The Internet changes HOW we distribute/read news 
 RSS; Podcasts; Blogging; Social Media: Twitter, Facebook, YouTube 

The Internet changes WHO writes the news > Citizen Journalism 



“ The idea behind citizen journalism is that people without professional journalism training can use the 
tools of modern technology and the global distribution of the Internet to create, augment or fact-check 
media on their own or in collaboration with others. For example, you might write about a city council 
meeting on your blog or in an online forum. Or you could fact-check a newspaper article from the 
mainstream media and point out factual errors or bias on your blog. Or you might snap a digital photo of
a newsworthy event happening in your town and post it online. Or you might videotape a similar event 
and post it on a site such as YouTube.” - Mark Glaser, Freelance Journalist 

 Audience participation (such as user comments attached to news stories, personal blogs, photos or 
video footage captured from personal mobile cameras, or local news written by residents of a 
community) 

 Independent news and information Websites (Consumer Reports, the Drudge Report) 
 Full-fledged participatory news sites (NowPublic, OhmyNews, GroundReport) 
 Collaborative and contributory media sites (Slashdot, Kuro5hin, Newsvine)) 
 Other kinds of &quot;thin media.&quot; (mailing lists, email newsletters) 
 Personal broadcasting sites (video broadcast sites such as KenRadio). 
o J.D. Lasica, What is Participatory Journalism? 

Newspapers are competing with everyone 
 Anyone with a free blog can write about the news online 
 Anyone with a camera (or camera phone) can upload photos and video 
 Anyone can tell a story 
 YOU can have a platform and a voice in journalism, and online makes it cheap or free. 

Examples 
 The original idea in both cases is that people who live in the place told their own stories -- sure, 

in conjunction with some journalists from outside the community. 
 http://www.bayareanewsgroup.com/multimedia/iba/njn/ 
 http://american-journal.org/issue12/showcase1.html 

Nine Rules For Online Journalism 
Pramit Singh Founder, Bighow.com World’s Best tool for Local Journalism 

1. It is about Curating the Web: Every link is an editorial decision. - Anonymous 
2. Get over your self-importance: The age of the mass media is just that, an age. It doesn't have to last 

forever. - Jay Rosen 
3. Get over your fear: I get annoyed when people suggest that the only people who can deliver news to 

the public are newspaper journalists. I believe that is an arrogance based upon fear. - Joanna Geary. 
4. Look out for Yourself: In case, some of the mainstream media haven't got this yet - 'THE WEB DOES 

NOT OWE YOU A LIVING '. It doesn't care that you have been doing this for years, you have to earn 
your eyeballs like everyone else. Andy Dickinson.

5. Question Everything: Anyone who sold their stock on the basis of a pseudonymous post on the web 
was a fool who deserved what they got (are these the same people who invested in subprime 
mortgages?). - Jeff Jarvis.

6. The web is about people: To have a discussion about the plusses and minuses of various forms of 
group action, though, is going to require discussing the current tools and services as they exist, 
rather than discussing their caricatures or simply wishing that they would disappear. Clay Shirky 



7. Start a blog, now: With blogging, an awkward term, we designate a fairly beautiful thing: the 
extension to many more people of a First Amendment franchise, the right to publish your thoughts 
to the world. Wherever blogging spreads the dramas of free expression follow... A blog, you see, is a 
little First Amendment machine. Jay Rosen 

8. Get over the arrogance, as well: We can’t expect consumers to come to us. It’s arrogant for any 
media company to assume that. - Quincy Smith, CBS Interactive 

9. People will know the truth: Most [PR] agencies are a waste of time and you should fire them…I will 
never have a separate budget for new marketing. - Alan Scott, Dow Jones 

Speed vs Accuracy in Online Journalism 
Laura Oliver http://pebbledash.wordpress.com 

First or fast? 
 News organisations face a starker choice online between: 
 First with the news BUT not always right? 
 Last with the news BUT more accurate reporting? 
 But : “ How fast is too fast, when news must be more than mere glorified rumours ? And how 

much accuracy is too much, when news must be current ?” [Paper on online journalism ethics, 
University of Wisconsin] 

Case study: London 7/7 bombings 
 Sky News ran with rumours that the blasts had been caused by bombs. It updated with facts and 

reported previous claims as false as events progressed. The BBC continued to report ‘a power 
surge’ until the bombs had been officially confirmed. 

 “ News does not usually break cleanly. Big stories emerge in dribs and drabs, bits of information 
from many sources - often conflicting and confusing. At Sky News we specialise in drawing 
together all these strands to try to make sense of them - as they happen. 

 “ We have always believed in taking the audience into our confidence and sharing facts as soon 
as possible. That means that when a big news story is unfolding we report new information, 
clearly attributed to its source, even if subsequently things turn out differently .” [John Ryley, 
head of Sky News] 

 “ In what ways is the internet changing the fundamental values of journalism?” Loosening 
standards/less carefulness 45% Allowing others to have a voice (good/bad) 31% Emphasis on
speed (good/bad) 25% [Pew Project for Excellence in Journalism 2009 State of the News Media 
study] 

 Reporting speculation and verification 
 “ Facts can be very misleading. Rumours - true or false - are always revealing.” 
 [Inglourious Basterds] 

Case study: Mumbai bomb attacks 
 “ [O]n a major unfolding story there is a case also for simply monitoring, selecting and passing 

on the information we are getting as quickly as we can, on the basis that many people will want 
to know what we know and what we are still finding out, as soon as we can tell them.” [Steve 
Herrmann, editor, BBC News website] 

 BBC’s live updates Ushahidi.com 

Is first best? 



 Online exacerbates spread of ‘rumour’ reports by news organisations 
 Need to have equally strong viral effect for correction 
 Repurposing of reports by non-journalists can remove attribution and disclaimers 
 News organisation should provide more than real-time aggregation - however useful this might 

be.
 Threat to long-form journalism? “ While sites like Twitter ask users to define their world in 140 

characters or less, and speed – above accuracy or content – is the competitive force fuelling 
online news outlets, some contextual, interpretive and analytical modes of journalism are fading 
away. “ By cutting immersive journalism in favour of less expensive, superficial forms, the 
newspaper industry risks losing everything that has made it a valuable medium for 300 years.” 
[OJR report, Emily Henry, June 2009] 

Citizen Journalism
• Audience participation (such as user comments attached to news stories, personal blogs, photos or 

video footage captured from personal mobile cameras, or local news written by residents of a 
community)

• Independent news and information Websites (Consumer Reports, the Drudge Report)
• Full-fledged participatory news sites (NowPublic, OhmyNews, GroundReport)
• Collaborative and contributory media sites (Slashdot, Kuro5hin, Newsvine))
• Other kinds of "thin media." (mailing lists, email newsletters)
• Personal broadcasting sites (video broadcast sites such as KenRadio).

http://www.journalismethics.ca/online_journalism_ethics/new_media_trends.htm

Online Journalism Ethics  
by Kendyl Salcito

Journalism is evolving rapidly in a “mixed media” of traditional newspapers and broadcast stations 
combined with a “new media” of on-line journalists. These developments in journalism are driven by 
vast economic and technological changes. Some of these trends have profound ethical import for 
journalism. This section provides a brief description of some trends that impact on journalism ethics.
Getting ready for a podcasting show in Germany. Photo by Andreas Schaefer

Proliferation of news media
First came cable television. Then satellite. Soon online versions of newspapers augmented the news 
media scene. Now millions of bloggers, countless web sites, web broadcasts, and “podcasts” have 
become mainstream. All make up the “body” of today’s news media, and there is no visible end to this 
proliferation. The main ethical implications are threefold: increased competition has effected the quality 
of news reports, the public has heightened its demand for transparency, and the news world’s 
understanding of copyright has ceased to suffice.

Newsmakers face increasing competition to cover all the pertinent stories and reach sources before 
their competitors. CNN and website news have resorted to wall-to-wall, 24 hour coverage to ensure that 
they can provide the story to their readers/viewers as soon as it occurs. The danger is that speed will 
prevail over accuracy, and journalists will exchange their ethical motives as fact-checking truth-seekers 
for the love of breaking a story -- any story.

http://www.journalismethics.ca/online_journalism_ethics/new_media_trends.htm


However, an increase in competition also has led some news organizations to distinguish themselves 
from less responsible outlets by being more transparent about how they do their work. Journalists who 
want to set their articles apart as truthful and comprehensive have begun giving the public access to 
their sources. Studies are equipped with margins of error, assertions are backed by supporting web 
links, and anonymity granted to sources is thoroughly explained.

While some journalists turn to transparency to justify the claims in their reports, others have resorted to 
a much more careless form of writing, dubbed “journalism of assertion.” Many blogs and independent 
e-zines, lacking an engrained sense of duty to the truth or to readers, have developed a journalistic style 
of unsubstantiated opinion. Ideas are accrued and then restated, without regard to their origin or 
factuality.

The fact that information can be so easily accessed and then redistributed on the internet has lent itself 
to yet another trend: questioning the value of copyright. According to Piers Fawkes, co-creator of PSFK, 
a collaborative trend-reporting site, copyright has lost its value. “A blogger’s job is to spread ideas,” 
proclaims Fawkes. “They may be our ideas or the great ideas of others – but blogging gives an 
unparalleled way of passing those ideas on to others . . . the reason we write is not to control our ideas, 
not to look clever. We write to add our ideas to the global discussion.”

Changes in news media audiences
The proliferation of news outlets means that audiences can read and watch their news on various 
channels and web sites. In other words, media audiences have fragmented. No longer does an 
overwhelming majority of Canadians sit down in the evening to watch one or two major TV newscasts. 
People get their news updated throughout the day, when they want it. They surf the web to find the 
stories that interest them. Some describe these niche audiences as impatient, “remote control” 
audiences, who want the information they’re seeking without delay and without additional, unsought 
news. 

In response, more and more news outlets cater to smaller and smaller demographics or “niches.” The 
risk is that journalists will no longer seek to provide the public with comprehensive accounts of the day’s 
top stories from many areas of life, but will focus narrowly on “niche news” that is of interest to narrow 
sectors of the population. An additional danger is that the public will no longer come together, through 
the news media, to deliberate over common issues. Instead, the public will fragment into many special-
interest audiences.

Convergence of media
The fragmentation of the news audience has prompted some major news organizations to attempt to 
“re-assemble” a large news audience by providing news across many media platforms. Major 
organizations such as CNN in the United States and CanWest in Canada seek to own and provide news 
via a convergence of their newspapers, television stations and web sites. Meanwhile, journalists are 
urged to embrace multi-media reporting -- the ability to report for print, broadcast and the internet.

Business Values
As newsrooms become small parts of large corporations, there is a danger that profit-seeking and 
economic imperatives may cause newsrooms to compromise their ethical standards. Business values, 
such as the need to meet the demand of investors and advertisers, may trump journalistic integrity. 
Since many news companies are publicly financed corporations, newsroom owners or their senior staff 
may feel the pressure of investor-friendly quarterly reports. Inside the newsrooms, journalists may find 



themselves in conflicts of interest -- reporting on economic and other issues that may have a direct 
affect on interests of their news corporation. 

Some of the positive and negative effects:
Far-reaching change usually has positive and negative effects. The same is true of recent trends in 
journalism. 

Some positive effects of change:
• Interactivity: Increased ability of the public to actively search for their own information and to interact 
online with news web sites
• Increased public access to different forms and types of media; access to a greater diversity of content
• Reduced “gatekeeping” powers of major news organizations; less power to set the news agenda or 
manipulate the public’s understanding of events
• New and powerful story-telling methods through multi-media technology
• Convergence in news may mean more resources to probe issues

Some negative effects of change:
• Rise in “journalism of assertion”: unsubstantiated opinion and rumor which harms journalistic 
credibility; lack of restraint among online writers
• Pressure to lower ethical standards and sensationalize stories
• Public complaints about how a “ubiquitous” media violate personal privacy
• Confusion about who is a journalist, when anyone can publish
• Ethical “vertigo” regarding news values, newsworthiness, credibility. What standards are appropriate 
for this new “mixed media”?
http://www.jdlasica.com/articles/newsethics.html

How the Net is shaping journalism ethics: A look at the current state of online news' credibility
July 2001
By J.D. Lasica

When the Web first blasted onto the public's radar screen back in 1994, the grand pooh-bahs of 
journalism wondered what it meant for the profession: Would journalists become obsolete in the new 
Net order? Would the Internet's anything-goes dynamic dilute journalism's core values and standards? 
What were the rules, and who would write them? 

Things have settled down a bit since the Web's Kitty Hawk days. Now that the high-tech bubble has 
burst and we're moving into a period of retrenchment and reassessment, it seems appropriate to pause 
and consider how the Internet is shaping journalism ethics, and how the Internet ethic is steering 
journalism in new directions. 

Every day we read about ethical lapses fostered in cyberspace: the stealth drug company site 
masquerading as a health information center, misleading stock tips made in financial chat rooms, 
electronic shopping bots whose results are skewed to favor retail clients, e-commerce sites' egregious 
violations of users' privacy. Compared to this sorry track record, online news sites have performed 
admirably. 



That's not to say that journalism on the Web has been flawless. Both traditional news operations and 
newcomers like Slate and Salon have encountered their fair share of ethical controversies. It strikes me 
that online journalism ethics might be grouped into three broad categories: 
• Gathering the news. Journalists face a new host of ethical considerations related to the online 
medium, ranging from a reporter concealing her identity in a chat room to quoting from bulletin board 
postings to recording and streaming digital footage without the subject's permission. 
• Reporting the news. Speed is one of the Internet's greatest virtues — and vices. In the current 
saturated media environment, the Internet heightens the intense competitive pressures to be first while 
a story is still developing and key facts remain unknown. Is there a looser standard for reporting in a 
medium where information wants to be free and where speed reigns supreme? 
• Presenting the news. While print publications have long been governed by an implicit separation of 
church and state, the line between editorial and business interests is often blurred in a Web universe 
where the No. 1 rule is to survive. Online editorial staffers face questions about their Web sites' ad 
placement, the influence of e-commerce on editorial decisions, and related questions that affect 
credibility and editorial independence. When is it permissible for corporations to sponsor editorial 
content? Do news organizations compromise their independence by partnering with companies that 
have a vested interest in gathering information about readers in ways that could compromise their 
privacy? Should news organizations post their ethics policy on an online disclosure page? 
Let's examine each area briefly. 

News gathering on the Net
Thus far, it strikes me that online news gathering has enhanced rather than detracted from journalism's 
credibility. The online medium gives journalists the powerful tools of context and authentication. 
Reporters and editors use the Net's links-based architecture to provide users with important 
background information, resources and archived articles that allow users to glimpse the trajectory of a 
news story over time. Consider coverage of the Microsoft antitrust trial or Florida vote recount, for 
example. 

Equally important — and still underused, in my view — is the ability to link to source materials, 
transcripts, public records and other original documents to buttress an article's reporting. In this age of 
public mistrust of the media, such steps enhance a news organization's credibility. In my freshman year 
at college my journalism professor told us that the first rule of good journalism is: Show, don't tell. So: 
Don't tell readers to trust you. Show them the goods. 

News gathering techniques on the Net do present some new challenges for journalists. If your gut tells 
you that you're heading into ethically gray territory, consult with other journalists but also with non-
journalists who may be better steeped in the hallowed tradition of Netiquette, or acceptable behavior 
online. 

Here's my own take on a few of these: Is it OK for reporters to lurk in chat rooms without identifying 
themselves? (Rarely, and only when the subject is of significant public importance.) Can reporters quote 
from bulletin board postings or chat transcripts without asking the user's permission? (Among the Net 
set, it's considered bad form at best and unethical at worst, and it may violate some sites' terms and 
conditions. In my experience, the great majority of users were flattered that I wanted to quote their 
postings and pleased that I had asked permission, and they gave it.) Do news subjects have the right not 
to be subjected to ambushes by online journalists carrying camcorders, digital cameras or live 
Webcams? (Until broadband arrives, it falls into the realm of hypothetical, but "60 Minutes" largely 

http://www.slate.com
http://www.salon.com


abandoned the practice years ago and I see no reason why the online medium should hew to a lower 
standard.) 

You might recall one dubious news-gathering incident that received press coverage: Salon published a 
first-person account by a writer who described licking office doorknobs in an effort to spread cold germs 
to derail the 2000 presidential campaign of GOP hopeful Gary Bauer. Salon's editor defended the piece, 
saying it merely described events that took place before Salon was contacted by the author, but the 
decision drew criticism in mainstream media circles. (You'll have to do your own ethical gut check on 
this one.) 

Microsoft's Slate ran into trouble, too, for being hoodwinked this summer by a free-lance writer who 
detailed a day of "monkeyfishing" — using baited fishing poles to catch rhesus monkeys — in the Florida 
Keys. After doubts were raised about the story's veracity in online circles and a New York Times reporter 
uncovered facts that contradicted key elements of the account, Slate editor Michael Kinsley issued a 
statement on the site June 25, saying, "Slate ... now acknowledges that it published falsehoods and we 
apologize to our readers." The hoax could have been perpetrated online or in print, but the self-
correcting machinery of the Internet makes it that much harder for fabricated accounts to stand 
unchallenged. 

Prediction: The decade ahead promises to thrust online news gathering techniques into the spotlight far 
more prominently as untold thousands of Net users take on the mantle of amateur reporters and begin 
lone-wolf operations to cover stories in their back yards and neighborhoods, complete with Weblogs 
and video footage online but absent the standards of professional newsrooms. Stay tuned. 

Excessive speed kills credibility
Much of the concern about the Internet's impact on journalism centers on the new medium's emphasis 
on speed and immediacy, which properly remain central tenets of online publishing. Not long ago, news 
sites were content to publish only stories from the morning paper. For most large and mid-sized online 
newspapers, those days are thankfully gone, as users demand timely details about news events as they 
occur. Countless thousands of us have signed up for e-mail alerts whenever major news breaks. Millions 
of us flock to our computer screens for the latest developments whenever a big story hits. 

As Dave Kansas, former editor in chief of TheStreet.com, wrote in the New York Times last month: 
"People want information faster than they did ever before. The 'news cycle' seems a quaint idea when 
stories can erupt, spread and die in a matter of hours."

The challenge facing online journalists is to balance the legitimate desires of the online audience for up-
to-the-minute reports with the profession's traditions of fairness, completeness, balance and accuracy. 
There's an inherent tension built into such an equation, but instantaneous reporting is a skill set 
mastered long ago by wire service reporters and by television and radio news professionals covering live 
events. 

The guidepost must always remain: What best serves the interests of the reader and the public while 
remaining fair to those named in the story? Not: Can we beat our competitors even though we haven't 
nailed down this story? Online news sites that continually update their breaking-news reports with new 
information have generally done a good job in bringing bulletins to the masses. 
But sometimes competitive pressures win out. Two of the more memorable examples came during the 
investigation of President Clinton's relationship with Monica Lewinsky: 

http://archive.nytimes.com/2001/07/16/technology/ebusiness/16NECO.html?pagewanted=1


• The Dallas Morning News' Web site reported in January 1998 that a federal employee had seen 
Clinton and Lewinsky in a "compromising situation" in the White House and had agreed to testify as a 
government witness. The report proved to be false, but not before it flooded the airwaves and landed 
on the front pages of dozens of major newspapers. It appears the culprit here was not the online 
medium but a shaky source. 
• A week later The Wall Street Journal Interactive Edition published allegations that a White House 
steward had seen Clinton and Lewinsky alone together and had "disposed of tissues with lipstick and 
other stains." The Journal published the story on its Web site without waiting for a response from the 
White House. The paper defended its actions by saying other news organizations were closing in on its 
exclusive. The account turned out to be false. 

In his first interview on the subject of Internet reporting, Ted Koppel told me a few years ago that the 
primary responsibility of journalists in any medium is to separate truth from rumor. He said: "Reporting 
is not really about, `Let's see who can get the first information to the public as quickly as possible.' It 
should be about `Let's see who can get the first information to the public as quickly as possible - as soon 
as we have had a chance to make sure the information is accurate, to weigh it against what we know, to 
put it in some sort of context.' " 
There will be news sites that pay overly slavish attention to speed at the expense of accuracy. Those 
sites, in my judgment, will lose out in the end. 

Church and state online
While magazines, newspapers and broadcasters abide by traditions governing the separation of editorial 
and advertising, and trade association guidelines establish rules for the display of ads and advertorials, 
and publications have adopted standards covering conflicts of interest and the like, few such rules have 
very deep roots on the Web. 

The New York Times was roundly criticized by journalism academics in 1998 when it began offering a link 
to barnesandnoble.com on its Web site's books pages. But my sentiments lie with the ranks of Internet 
users who believe online news sites do us a disservice if they publish book reviews without offering the 
ability to click and buy the book. (Of course, offering links to several commerce sites is better than 
offering only one.) In recent years other online publications, such as washingtonpost.com, have entered 
the e-commerce marketplace, selling goods on its Web site. All these efforts bear close scrutiny to 
ensure that editorial decisions are not influenced by financial considerations, just as has long been the 
case in print newsrooms. 

Other news sites, such as CNET's News.com, earlier this year began running oversized ads smack in the 
middle of editorial copy in an effort to induce users to click on them. Other online news sites are 
expected to follow suit in the coming months. Visibility is fine; obfuscation is not. And online publishers 
need to do more work to ensure that users do not become confused by the intrusion of commercial 
content into the editorial space. 

Sponsorships have the potential to become a trouble spot for financially struggling news sites. What 
happens to your site's credibility when its Travel section is sponsored by United Airlines, its Autos 
section sponsored by Honda, and its Technology section sponsored by Intel? So far, online news sites by 
and large have resisted such direct conflicts of interest, but as online advertising continues to slump, 
Web business managers may take a harder look at sponsorships, tiered subscriptions that wall off 
premium content from non-paying readers, and other sources of income. 



All these practices cry out for a disclosure page detailing the publication's rules governing news 
coverage, employee behavior, acceptance of freebies and other ethical questions. But only a few news 
sites, such as the San Antonio Express-News, CNET and TheStreet.com, have done so, and the number of 
sites with ethics codes has barely budged from three years ago. 

The state of online ethics in perspective
Online journalists have taken some hard knocks and learned some tough lessons over the past few 
years. While press coverage has cast blame on "the Internet" for many of journalism's sins and 
shortcomings, perhaps a little perspective is in order. 

Only three years ago, the journalism world shuddered at the prospect that Matt Drudge was chiseling 
the new rules of the road for Internet reporting. At conferences, in newsrooms and at corner taverns, 
reporters bemoaned a world in which a celebrated purveyor of rumor and innuendo plied his trade 
without bothering to verify the allegations he zapped off into cyberspace each day. Others wondered 
whether traditional journalism had a home in a medium in which speed was often valued above 
verification, where first-person diatribes trumped balanced reporting, where noise crowded out signal. 

As the Net has gone mainstream, so too has it matured. With well over 100 million American adults now 
online, compared with about half that number three years ago, the Internet now much more closely 
reflects society's values. The principles and values that matter to Americans in print and broadcast news 
— fairness, accuracy, balance, even-handedness — also matter to them in the online medium. 
In April, MSNBC appointed the first ombudsman of an online news organization: Dan Fisher, a respected 
former editor and foreign bureau chief at the Los Angeles Times. Fisher told me: "The thing that has 
surprised me most is that the kinds of concerns readers have on the Web track pretty closely with their 
concerns in traditional media." The top concerns expressed by online users? They want to hold the news 
site accountable by hewing to the high standards of mainstream journalism: balanced reporting, 
accuracy, fairness, keeping political bias out of the news pages. 

Studies by the Pew Research Center and others find that Americans are increasingly turning to the 
Internet for their news, with more than one in three Americans using the Net to routinely get their 
news. In fact, the Pew's most recent survey on the subject, released in June 2000, made this surprising 
discovery: 
"As Americans grow more reliant on the Internet for news, they also have come to find online news 
outlets more credible. Despite the controversy over news-gathering techniques employed by some 
Internet sites, those who go online generally give Internet news operations high marks for believability. 
In fact, the online sites of such well-known news organizations as ABC News get better ratings from 
Internet users than the ratings accorded the traditional broadcast or print outlets." 

Why do Americans give somewhat greater credence to CNN.com than CNN, to MSNBC than NBC News, 
and to USAToday.com than USA Today? Because these news operations have transferred their greatest 
assets — their credibility and trustworthiness — to the online medium, while at the same time taking 
advantage of some of the Net's key assets: its nonlinear nature (we like to call up stories, or drill down 
to related stories, on our own time frame); its instantaneity and convenience (breaking news lies only a 
mouse click away); its authentication value (reporters can point users to source documentation rather 
than tell readers to just trust us); and its interactivity (though this is generally limited to users interacting 
with each other rather than journalists and readers having a two-way dialogue). 

http://www.jdlasica.com/articles/OJR-MSNBC.html


None of this would have been possible had online journalism jettisoned the values of traditional 
journalism and embraced a Drudge-like mindset of looser standards in which a reporter is obligated to 
pass along any rumor or accusation that comes across his desk, without verifying its veracity. 
If they're to remain relevant in our increasingly digital society, online news operations need to 
experiment with new communication forms, to abandon the sheltered mindset of newsroom 
professionals and embrace a culture of true interactivity, to break some rules and offer idiosyncratic, 
fresh voices (especially young voices) to the public. But they must not abandon the standards of 
fairness, balance and trustworthiness that have served us so well. 

In the end, journalists — both print and online — must never forget that, ultimately, we're in the 
business of truth-telling, that service to our community is an essential underpinning of our craft, that 
our guiding principle should be less about getting the story first than getting it right, and that no amount 
of advertising dollars will rescue a news site that abandons its credibility. 
J.D. Lasica is senior columnist for the Online Journalism Review and served as editorial director of two 
Internet startups.
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The following points derive from a discussion about what we ought to be doing in online journalism, 
recognizing that everyday business pressures are often challenges to these principles. Nevertheless, the 
principles are desirable goals for behavior.

General

 Ethical standards for online journalism are no different than traditional journalism. 
 Data obtained through first amendment privilege (lower cost than offered to other businesses 

or individuals) should not be resold at a profit. 
 Beware of novel attempts to influence content that are particular to the medium such as polling 

that may be influenced by activity on listservs or people who enter chat rooms with the intent to 
sell products. 

 Standards for the intersection of content and commerce are still evolving but the credibility of 
content must not be compromised. 

 Organizational structure should not impede the process of doing good journalism. News staff 
should report to news management. 

Content

 A sponsor should never control content. 
 There should be no influence of advertising on editorial content. Often, one person synthesizes 

information from site metrics and feedback from users. That person often makes decisions 
related to both business concerns and editorial content. Such persons must clearly understand 
the inherent conflict of interest. Their role is clearly analogous to that of a publisher. 

 There should be textual and visual standards for differentiating content and advertisements. 



 There should be an editorial review process of software applications used in the site. 

Disclosure

 Disclosure of partnerships should be made before the click made to enter partnership content. 
Both visual and textual symbols for such disclosures should be used. 

 When the online company derives income from sponsored links, the relationship should be 
disclosed. 

Codes

 A translation of traditional codes of behavior to online language should be developed to help 
new online staff recognize traditional values. A beginning for the translation follows: 

o Rules for sponsor-produced sites should follow rules for advertorials in print. In general, 
when someone other than newsroom staff influenced or produced the contents, that 
relationship should be disclosed to the reader. 

o There should be an editorial review process on web animations and graphics. Likewise, 
print or broadcast graphics must have a relationship to story content. 

o There should be explicit visual cues for the "look and feel" of site content that is not 
produced by online reporters and editors. In print, these cues are often hairline rule 
setoffs or a change in font. 

o If online content is sponsor-produced, disclosure should be made before the click. In 
print, such content might be labeled "advertisement." 

 Codes of ethics, internal to the online company or external where applicable, should be 
published online. Readers, and staff, should be able to read the general principles on which your 
company conducts business and develops news. 

Interaction with Readers

 Privacy is a high concern for the public. Online sites should be specific about how they will use 
registration information from their readers. 

 Registration screen defaults should assume the viewer does NOT want services from advertisers 
or sponsors unless the reader explicitly requests such services. 

If the registration process produces an error that cycles back to a previous screen, those screens should 
not revert to their default states but should hold users’ previous entries for editing.

Description: Online media present both old and new ethical issues for journalists who must make 
decisions in an interactive, instantaneous environment short on normative standards or guidelines. This 
user-friendly text guides prospective and professional journalists through ethical questions encountered 
only online.

Including real-life examples and perspectives from online journalists in every chapter, the book 
examines the issues of gathering information, reporting, interviewing, and writing for mainstream news 
organizations on the Web. It considers the ethical implications of linking, interactivity, verification, 
transparency, and Web advertising, as well as the effects of convergence on newsrooms. It also 
addresses the question of who is a journalist and what is journalism in an age when anyone can be a 



publisher. Each chapter includes a complex case study that promotes critical thinking and classroom 
discussion about how to apply the ethical issues covered.
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Comment(s): "We live in a world of participatory media, a world in which we expect to be not only 
consumers but producers of mediated messages. That world begs new ethical questions and presents 
new kinds of professional dilemmas that challenge our definitions of objectivity, authorship, authority 
and yes, even journalism itself. Friend and Singer provide a comprehensive roadmap to that new world 
of journalistic practice, one that will serve as a compelling and effective guide for students and working 
journalists alike." -- Dr. Dianne Lynch, Dean, Park School of Communications, Ithaca College

Review(s): For the 21st century journalist, with a virtual world at their fingertips, and the ability to 
publish globally, instantly, across legal and cultural boundaries, and to audiences of both 'digital natives' 
and 'digital immigrants,' it's easy to make an error of judgement that will cost you. Ethical issues have 
become central, and this book is an essential starting point for considering them. Paul Bradshaw, Online 
Journalism Blog 

Online Journalism Ethics provides a good read for professionals, researchers who want an overview of 
media's ongoing transformation, and professors. It also would serve well as a supplement to media 
ethics readings in a broader perspective. Journalism & Mass Communication Quarterly 



Friend and Singer provide a useful roundup to summarize the growing number of issues related to the 
evolving ethical theories and practices of online journalism. The strength of the book lies in its subtitle --
'transitions' -- as the writers describe journalism's struggles to adopt its traditional rules in a 
communication channel that revels in having no rules. ... Newcomers and journalism students will find 
Online Journalism Ethics a strong start in summarizing the key issues and pointing out the traditional 
trailheads that can prove useful for online trailblazers. The Convergence Newsletter 

[The book] provides a much-needed critical investigation of the intricacies of media ethics in the new 
interactive information space. The book's focus on the specific challenges of the online medium and on 
defining the online journalist is one of its strengths. The authors propose convincingly that the crucial 
distinctions between journalists and the rest of the Internet population is their ethical stance and their 
duty to provide reliable information to foster democratic discourse and an informed citizenry. ... 

Each of the eight chapters includes an instructive case study with questions that help the reader apply 
ideas to concrete ethical dilemmas. The book's accompanying exhibits, breakout boxes with expert 
statements, explanations, and interviews with practitioners are an additional strength. ... This book is a 
thought-provoking and valuable tool for teaching online journalism ethics. It gives a comprehensive 
overview of the many ethical challenges of Web journalism. Journal of Mass Media Ethics 

From Online Journalism Review, http://www.ojr.org/ojr/wiki/Ethics
Annenberg School of Journalism, University of Southern California

What are the ethics of online journalism?

The ethics of online journalism are, ultimately, no different than the ethics of journalism. The Society of 
Professional Journalists has articulated a comprehensive policy of journalism ethics that can help guide 
any consciencious online writer.

That said, here are some basic qualities that any good online writer ought content ought to 
demonstrate:

No plagiarism

By now, you've likely discovered that writing is hard work. You certainly don't want someone else 
swiping your effort and presenting it as his or her own. 

So don't steal others' work.

Such theft is plagiarism. It includes not just cutting and pasting whole articles, but copying photos, 
graphics, video and even large text excerpts from others and putting them on your web page as well. 

If you want to reference something on another website, link it instead.

If you are concerned that the page you're linking to will disappear, give your readers the name of the 
publication that published the page, its date of publication and a short summary of its content. Just like 



news reporters used to reference other content before the Web. (“In a Sept. 20 report, the Wall Street 
Journal reported....").

When in doubt, do both. There's no such thing as too much supporting information.

Disclose, disclose, disclose

Tell your readers how you got your information, and what factors influenced your decision to publish it. 
If you have a personal or professional connection to people or groups you're writing about, describe it. 
Your readers deserve to know what has influenced the way you reported or wrote a story.

Don't hide whom you work for, or where the money to support your site comes from. If your site runs 
advertising, label the ads as such. Let readers know if you are making money off links elsewhere on your 
site, as well. 

No gifts or money for coverage

One common way journalists avoid conflicts of interest is by refusing gifts or money from sources they 
cover. Writers who accept gifts, payments or honoraria from the people or groups they cover open 
themselves up to charges that their work is a paid advertisement for those sources. Or, at the very least, 
that those writers are too "close" to these sources to cover them honestly. You can avoid controversy by 
politely declining such offers. 

Most major news organizations do allow their writers to accept free admission to events for the purpose 
of writing a feature or review. But most of those organizations bar their writers from "junkets," where 
groups provide free travel and hotel rooms in addition to attendance at their event.

Many companies also send items such as books and DVDs to writers who review them. Items of 
significant value ought to be returned after the review. Less expensive items, such as books, can be 
donated to a local school or charity. 

If you are writing about your employer, obviously you are accepting money from it. But let your readers 
know that. Identify yourself as an employee, even if you are writing anonymously, so people know 
enough about your background that they can make their own judgment about your credibility.

As writers should not accept money from sources, they also should not ask for it. If your site runs ads, do 
not solicit people or groups you cover to buy ads or sponsorships on your site. Find someone else handle 
your ad sales.

Check it out, then tell the truth

Just because someone else said it, this statement does not make it true. Reward your readers with 
accurate information that stands up to scrutiny from other writers. Check out your information before 
you print it. 



Find facts, not just others' opinions, to support your comments. Start with sites such as our guide to 
reporting to learn how to find real data, not someone else's spin. Make sure that what you are writing 
isn't merely repeating some urban myth, either.

If you are writing about someone else, call or e-mail them for a comment before you publish. If your 
subject has a blog, link to it. That link will notify the subject that you've written about them, and will 
allow your readers to click-through and read the subject's side of the story.

If you want to write satire or spoofs, fine. But make sure your audience knows that what you are writing 
is not literal truth. Tricking readers won't help you develop the respect, credibility or loyal audience that 
truthful writers enjoy and rely upon.

Be honest

In summary, be honest with your readers and transparent about your work. If people wonder for a 
moment about your honesty or your motives, you've lost credibility with them. Don't let them do that. 
Answer those questions even before readers ask.

And most important is to never utilise your power of press for personal gains or simply annoying 
someone.

© Online Journalism Review
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Is there a limit to what blogs should and should not publish? 

The line between what constitutes blogging and journalism is blurred and so too is the line that decides 
the degree to which normal journalistic ethics apply to bloggers(Colin, 2004). 

Wonkette and Drudge (in Colin, 2004) argue that there is a limit to what should be published by bloggers 
and the that the lead can be taken from the written press. For example, if a newspaper does not print 
the name of someone then bloggers can safely do the same. Colin argues that there are practical 
considerations of legal liability that leave bloggers vulnerable. Newspapers have the advantage of capital 
and lawyers to defend themselves from libel law suits. 

Past cases show that bloggers have never been sued successfully sued for what they have printed. This is 
illustrated by the case study of Blumenthal vs Drudge. Drudge accused Blumenthal of being a wife-
beater and online opinion found this unethical if not illegal. Drudgeâ€™s blog had many influential 
readers and the rumor, no matter how outlandish, was potentially damaging (Colin, 2004). However, 
Blumenthal lost the case with the judge ruling that Drudge was not a journalist, reporter or news 
gatherer (MacDonald, 2001). Legal experts, while pleased that the outcome upheld the first amendment 
of free speech, remarked that this was not a good example of ethical online journalism. As evidenced by 
this case, the ethical implications for bloggers rely on whether or not blogging is considered a form of 
journalism. 
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Should bloggers attempt to verify information before publishing it?

When reading a newspaper one can safely assume that Newspapers have checked their facts. When 
accusations are made it can therefore be assumed that all attempts have been made to verify them. The 
same is not true for blogs. Colin (2004) argues that blogs do not attempt to offer objectivity. He argues 
that should they attempt this, boring blogs would result. However he also states that if bloggers aspire 
to the status of media outlets, then the responsibilities and obligations associated need to be adhered 
to. 

A Bloggers Code of Ethics?

If blogging is to be a form of journalism or play a role in the dissemination of information, then the 
Journalistic code of Ethics is a good place to start in considering a Bloggers code of Ethics (Hiler, 2002). 

The Journalistic code of Ethics is centered around the concept of trust. Many argue that there is a 
growing amount of distrust for the mainstream media in todayâ€™s society (Lasica, 2002).This is 
evidenced by the strong following of online reporting on the recent Iraqi war. Many people turned to 
the blogs of independent journalists and individuals in Iraqi for up to date unbiased reporting. The case 
of Salam Pax is a famous example of an Iraqi man who provided the most immediate and honest 
account of life during the war. Hiler (2002), states that while there is still great trust in traditional forms 
of media, online journalism and blogs are gaining trust within the public sphere. He states that weblogs 
are inherently unbiased and unedited and are therefore trustworthy. Since the underlying principle in 
the Journalistic Code of Ethics is trust, then bloggers need a code of ethics with the same fundamental 
principles. 

Ethics is essential for both the online publication and the online journalist. Hiler suggests that the way of 
the future could be that people donâ€™t read publications, they will read journalists. 

â€?I donâ€™t read the New York Times, I read Paul Andrewsâ€?.

The need for a Bloggers Code of Ethics has been acknowledged and recognized and John Hiler has the 
begun the process. Outlined below is a drafted Code of Ethics. 

A Proposed Blogging Code of Ethics 

1. Amateur Journalists are inherently biased. What's crucial is not pure objectivity, but full disclosure. It 
is the responsibility of Amateur Journalists to fully disclose their agenda and background somewhere on 
their site. If a particular aspect of their background is especially relevant to a particular subject, that bias 
should be highlighted in any article on that subject. 

2. Caveats are critical online. Accuracy is still important, but sometimes it's OK to print information that 
you haven't confirmed with multiple sources. Just make sure that you label it as such. Never ever publish 
information that you know not to be true. And if there's any doubt as to the accuracy of the 
information, caveat it clearly so that it's clear. 

http://wiki.media-culture.org.au/index.php/Corporate_Blogging_Introduction_-_Reference_List_and_Bibliography
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3. Blogging doesn't magically make you immune from Libel and Slander. If your article isn't clearly 
marked as opinion, you should give the subject of your piece a chance to respond in print. This means 
dropping them an email or picking up the picking up the phone.(Hiler, 2002.)

In conclusion, trust and therefore ethics are fundamental to both the blogger and the journalist. As 
blogging becomes an ever important and ever powerful news source and communication medium, the 
need for ethics grows stronger. The Bloggers Code of Ethics is on its way to becoming a â€œrefined, 
living, breathing documentâ€? (Hiler, 2002) but in the meantime for both journalists and bloggers: 

â€œThe fundamental principle of trust between reader and writer holds equally true for 
journalist and blogger alike. Whether you're reporting a story or blogging a link, you have to 
earn your trust the same way: one reader at a time.â€? (Hiler, 2002)

Follow this link for more information on ethics in journalism and other ethical situations. 
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The other essentials, the JVI participants affirmed, are leadership, accessibility, credibility and news 
judgment.

Following those deeper and broader definitions of our principles can certainly improve journalism as we 
know it today. And it's obvious that in the unlimited newshole of new media, we can practice those 
values like never before.

So it's tempting to say we'll just transfer the values into cyberspace, and get on with it.

But it may be early to say that: online media can take us and our readers to places journalism hasn't 
been before. And in those places, our values may be obstacles or antiques.

Please consider:

Balance/Fairness/Wholeness
Hypertext links to more information can guarantee thorough reporting. 

But we should decide: 

 When we should link to ads, to editorials or columns, to sites of partisan organizations, hate 
groups, charities seeking contributions, other news media.

 What to do about readers leaving a report (via links) before they read all sides.

 Since we can, when we should use all the photos and words from the scene.

Accuracy/Authenticity
Online media have room to get the facts right, and to cover the right facts. 

But authenticity also asks us to understand and convey background, context and nuance - in a medium 
that moves at the speed of light.

Furthermore, reporters will come upon interesting remarks online and want to use them in stories.

And if we divide news from ads on a page of newsprint, do we want some design devices for the 
computer screen?

Leadership
Interactivity is perfect for getting people in touch with important issues and the people with whom they 
share community problems.

But some people don't have access and others tailor their news packages: How can newspapers make 
sure that communities have some common knowledge? 



In an avalanche of information, glitter and noise attract attention. How can we rescue the planning 
commission report?

Accessibility
Interactivity is accessibility. Newsroom-sponsored chat rooms and forums were invented to connect 
readers to a subject, the newspaper and each other.

But that may get tricky if anonymous comments don't pass an editor en route to a forum, and too 
restrictive (and legally complicated) if they do.

And if we invite readers to respond to writers, photographers and editors, we ought to think through 
the level of civility we hope for - and how we'll deal with its absence from either direction.

Credibility
With no worry about costly space, we can make our reporting and our judgments transparent.

A linked sidebar explaining our news decisions and policies would announce we are accountable to our 
readers.

And readers could do their own evaluation if we linked to our sources. (But we'd need to warn a source 
beforehand if we might post an interview transcript.)

And leaked and anonymous information would be an even greater credibility problem if readers got 
accustomed to knowing more about sources.

While thinking about this, would it be self-serving or public service to weigh in on the credibility of other 
people's sites?

News Judgment
In the JVI thinking, good news judgment means we reflect on our coverage, know our communities and 
issues, offer clear thinking and explanations, respect all people and cover all dimensions of our 
community.

Newshole no longer limits coverage of our communities. Lists and boilerplate and civics guides stay 
posted. We will be very interactive (won't we?).

Ergo, being online can improve news judgment. (Though understanding communities, thinking clearly 
and reflecting on coverage are still plain old brainwork.)

All in all, it's a sure bet that cyberspace will help us keep our promises.

This new vehicle also allows who-knows-what, invites new interpretations, and begs for invention.

So it takes two decks to answer the question, "Can these six core values guide us into cyberspace?"



Absolutely.

But absolutely, not absolutely.
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Online Journalism Ethics: 
Guidelines from the Conference

Assertions of Ethical Decision-Making in Digital Media

1.) Online publishing has the opportunity to serve audiences in new and meaningful ways.

Journalists have an important responsibility to explore that potential as part of their constitutionally
protected responsibilities to hold the powerful accountable and to serve as a public watchdog.

2.) Journalism values in such areas as truth, community and democracy will endure only if we embrace 
dramatic changes in the pressures and competition we face and the products we publish. Journalists 
should accept the challenge and embrace the opportunity to build new business models that will 
flourish in an era of digital media. Journalism's highest values can endure only if they stand on a sound 
economic foundation. It is essential that the journalists who adhere to those values be proactive -- not 
just reactive -- participants in the process of innovation.

3.) Written ethics guidelines based on those values are an essential ingredient in the decision-making 
required in various forms of emerging media. Such guidelines will be most useful if framed as 
aspirations as opposed to rules and if compiled or revised with the active participation of the audience. 
Ethics guidelines should not be considered the exclusive province of those who describe themselves as 
journalists. Their utility is tied to the act of journalism as opposed to the résumé of its creator. 

4.) Transparency is a necessary dimension of the relationship that journalists and news organizations 
maintain with their audiences. Transparency must be linked with accountability -- institutional as well 
as individual.

5.) Limited resources, the novelty of online publishing or a lack of protocols cannot become an excuse 
for shoddy work or causing harm.

http://www.concernedjournalists.org/online-journalism-ethics-new-frontier


In August 2006, Poynter gathered a team of online journalists from across the country to discuss the 
issues surrounding their work. They created this set of guidelines for doing ethical journalism on the 
Web. Add your own thoughts to our Online Ethics wiki at http://poynter.editme.com/ethicsonline.

In the United States, the First Amendment to the Constitution has protected the dissemination of news 
and opinion since 1791. Over those 200-plus years, journalism has experienced an astonishing and 
perpetual evolution of technology, form and economics -- ever blessed by the protections of the First 
Amendment. Now, as the Age of the Internet dawns, posing ever greater opportunities for information 
providers and consumers alike, it is essential for credible journalists and their organizations to reflect on 
the contract that is implicit in the First Amendment. In its highest form, journalism is the dissemination 
of accurate information and provocative commentary that puts service to the reader and the common 
good above any special interest or economic, political or philosophical agenda. What other form would 
be so worthy of such First Amendment protection? Spirited independence gives credibility to journalists 
and their organizations in any era; such credibility will likely give journalism its enduring value in society 
-- and in the marketplace. As new forms of storytelling emerge, new technologies move to newsroom 
desktops and new efficiencies promise to change the dynamics between information providers and 
consumers, the line between news and opinion can easily be blurred -- imperiling the credibility of the 
practitioners and their organizations. Especially as they explore and expand their Web-based services, 
credible journalists and their organizations must maintain a heightened sensitivity to the various and 
vital forms of their craft, and articulate the distinctions in actual practice. The issues of news, 
commentary, voice and tone -- issues that have always been of concern in newsrooms -- can best be 
resolved and addressed through the time-tested journalistic imperatives of accuracy, fairness and 
independence.

Principles & Values 

 Journalists should honor the principle of independence. They should avoid conflicts of interest 
or the appearance of conflicts that could imperil their ability to report or the credibility of their 
reporting or commentary. They should not accept gifts or favors from people or entities they 
cover or over whom they might influence coverage. 

 In addressing an issue or question of independence, the resolution might come through a 
strategy of transparency or disclosure. 

 Journalists and news organizations should understand the necessity of defining, and clearly 
labeling, news and opinion. In an open environment like the Web, consistency in presentation 
can help the reader see clearly where the lines are drawn between news and opinion. 

 Whenever journalists or organizations blur or blend those roles, they need to recognize the peril 
and weigh the consequences. 

 Variations of tone and presentation in storytelling are appropriate for reaching new audiences, 
but those variations should be consistent with the bedrock editorial principles of the brand. Be 
clear on what you stand for, and honor it. 

 These principles apply across all content and all platforms. 

Protocols

http://www.poynter.org/content/content_view.asp?id=117353
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Even with firm principles, journalists and organizations will always face difficult decisions. But the 
principles can lead to some guidelines -- not rules -- that can serve the decision-making. Open-ended 
questions produce informed discussion and good decisions. Here are some questions that can help with 
the decision-making on commentary, reporting, voice and tone. 

 What is this journalist's primary role? 
 What is this journalist's role in the context of the moment? 
 Is innovation in tone and voice appropriate for this content? 
 Is the content straight news reporting, informed analysis or opinion? 
 Does this content blur or blend the roles of reporter and commentator? If so, how should this 

content be labeled? 
 Does the tone of this content diverge from that of the parent site? 
 Does this content need be put through the same editing process as similar content on the 

parent site? Why? Why not? 
 Is there anything in this role that could create the appearance of a conflict of interest, or that 

could imperil the journalist's ability to report the story objectively in the future? 
 Is there anything in this role that would cause the principles in the coverage to doubt the 

accuracy or independence of the reporter's future work on this topic? 
 Have all the proper stakeholders been involved in this decision?

Frequently Asked Questions

What do you mean by saying that principles should apply across platforms?

We believe these ethical principles apply to any news operation that aspires to practice journalism: 
an international cable news network, a local newspaper's Web site, independent bloggers, etc. The 
key is to be clear on what you stand for -- and what you are doing. 

What do you mean by saying that principles should apply across all content?

We believe these ethical principles apply to all content, regardless of whether it's text, photos, 
audio, video, etc., and whether it's on the web, on a blog, in print, on broadcast, or delivered via 
email, podcasts or beyond. 

Is the opinion of the "objective" reporter ever of value?

Absolutely. But whether that opinion should be expressed, and how it should be expressed, is a 
matter to be reviewed with your editor. In cases where "objective" reporters believe expressing an 
opinion in any forum is necessary, they should discuss the matter with their editors. Be cautious, 
and be transparent.

What are the risks when a reporter expresses an opinion?



For starters, it could imperil your ability to continue to report the story accurately and fairly. If you 
express a bias on a topic, your sources of information may change the way they respond to your 
inquiries, and your readers may doubt the accuracy of future stories. Your expressions of bias will 
not be forgotten quickly.

What are the risks of "unedited journalism" -- live Web discussions, TV appearances, radio hits, etc.?

Just the nature of these other forums makes it a slippery slope for "objective" journalists. You will 
likely be pressed by an interviewer, a reader, etc., because they want to know your opinion. 
Beware: Expressing an opinion on a topic you're covering -- otherwise objectively -- runs the risk of 
compromising your reporting and/or relationship with your sources. Yes, journalists have opinions 
on the stories they cover, but good journalists are defined by their ability to not let their opinions 
interfere with their coverage of the story. They are guided by the principle of independence.

Should journalists be allowed to keep personal blogs?

Yes, but journalists who work for journalistic organizations should acknowledge that role. They should 
also recognize their responsibility to the organization, and review the plans for the blog with an editor, 
so that any potential conflicts can be discussed. It's always best to operate on the premise of "no 
surprises" for your editor or your organization -- or your readers. 

Is it ever appropriate for a reporter to write anonymously on someone else's blog or site? Is it 
appropriate for a reporter operate a blog under an alias?

No. Professional journalists should not write or comment on other blogs anonymously or run an 
anonymous blog. Reporters are expected to own responsibility for their work, and commenting or 
blogging anonymously compromises that core principle. If a reporter believes that some anonymity 
of similar tactic is required -- possibly as part of a reporting assignment or a restaurant review -- the 
strategy should be used carefully and in consultation with an editor. And if you decide it is 
appropriate, consider the plan for eventual disclosure and transparency. This same rule applies to 
any "journalist": bloggers, editors, photographers, etc. 

Do we need to differentiate between opinion blogs and news blogs?

Remember that a "blog" is only a medium. It's what you do with it that matters. News organizations 
should differentiate clearly between opinion blogs and news blogs. Though they may share a 
format, the driving force behind clear labeling is the content of the journalism, not the format. 
News organizations should articulate clear standards and labeling for all of their news and opinion, 
whether it's on a printed page or in a blog.

Can opinion journalists/bloggers do straight news reporting?

It may, at times, be impossible to avoid having commentators do straight reporting; consider the 
columnist or editorial writer who happens upon the scene of a breaking news story. But beware of 
situations where the coverage involves a topic on which the commentator has already opined. The 
opinions could compromise -- in fact or in perception -- the reporter's independence. Again, 
transparency and disclosure can be effective strategies in a crucial moment. 



Can a reporter who expresses opinion go back to straight, objective reporting?

An opinion journalist should be able to return to straight news reporting, though it is preferable 
that the reporter would not cover the same topics on which he or she previously expressed 
opinions.

How can you achieve the personal tone of the Web while maintaining the distance of the traditional 
reporter?

Many popular blogs written by journalists feature much more detail about a reporter's personal life 
than their work in other media. This "personalization" is OK, as long as details of their personal life 
don't compromise their independence (for instance, a political reporter discussing who they voted 
for).

Why should a reporter not show a stronger voice online than in the paper?

This is an issue that each organization will have to address. There seems to be little doubt that the Web 
audience at large is attracted to content with more "voice" than traditional journalism allows for, but 
deciding on whether and how to experiment are brand-specific questions. One problem with voice is 
that it often is used to mask ignorance. And the line between "strong voice" and "opinion" is tough to 
define. Also, a journalist's strength may not lie in "voice" as much as expertise. The Web provides 
opportunities for much more in-depth and interactivity; a smart journalistic organization may want to 
explore the "depth" strategy before resorting to "voice." 

Are different tones OK for different sub-brands under one media brand?

The journalism values of a company should be reflected in all its sub-brands. Of course, requiring all 
sub-brands to have the same tone defeats the purpose of sub-brands. One caveat: Think twice 
before allowing a reporter who contributes news for one brand to offer opinion for your other 
brand. This is one for your editor. And, whenever in doubt, tell the readers in no uncertain terms 
what you're doing and why you're doing it.

(This section composed by: Tom Heslin, Jim Brady, Jeremy Gilbert, Kurt Muller, Elaine Zinngrabe & Bob 
Steele)

The Role of Journalism in the Digital Age
Principles & Values | Protocols

Managing tension between revenue and content

No matter what the platform, the primary mission of journalism is to provide information that gives 
meaning and context to the events that shape our lives, our communities, our world. In doing so, we 



hold powerful interests accountable and remain true to our mission of public service through fair and 
accurate reporting.

But in an age in which new forms of communication are emerging, we must adapt and grow to meet this 
challenge if we are to remain relevant. Our journalistic mission carries with it the responsibility to reach 
audiences in formats that extend beyond the printed word. We must capitalize on emerging 
technologies to provide an even deeper news experience through multimedia and interactivity. We 
must embrace the fact that the public wants to choose the ways in which they are informed and to 
sculpt the conversations of the day. By failing to accept this new reality, we run the risk of losing our 
credibility and vital role in creating an informed populace.

Professional journalism requires resources to execute its mission, meaning that the enterprise has to 
make money to sustain itself. As the nature of journalism is changing, so too are the economic models 
that finance the work. As a result, the old conflicts between news and advertising have been magnified 
and new ones created. That requires more conversations between news and advertising about whether 
and how new boundaries should be created and how they should be communicated to the audience and 
advertisers.

Principles

 Editorial integrity is crucial in maintaining the trust of the public and the credibility of the brand. 
 The editorial and business sides of the operation need to communicate openly about how best to 

capitalize on the growing 
economic opportunities online.

 Market research and metrics are important tools to help guide content decisions but shouldn't be 
the only criteria. There must be a balance between revenue-driven content and public service work.

 The consumer's experience is paramount. Advertising models and sponsorships should be 
evaluated closely to determine their impact on consumer experience. The consumer should be clear 
about content produced by editorial or commercial interests. Advertising and sponsorships should 
be labeled.

Protocols

How do you balance content certain to drive traffic to your site against content that serves the public 
interest? Where does public-service journalism fit in?

Building audience and serving the public interest are both essential to relevant journalism. News and 
advertising each should establish standards and communicate those standards to each other. 

How do you resolve conflict and disputes between news and advertising?

Every organization should have a defined process for decision-making, with the resolution based upon 
the principles above. 

How should metrics and market research influence news judgment?



Staff should be trained in how to interpret metrics and traffic measurements as they apply to the whole 
product and the new discipline. Statistics can be misleading. Data analysis requires training and 
expertise. Leaders have a responsibility to interpret metrics and apply them in the context of the 
journalistic mission.

How do journalists stay abreast of the changes in emerging technologies and consumer habits?

Newsrooms must invest in training so staff has the skills to meet the needs of the audience. We must 
use technology in a meaningful way -- in a way that is truly valuable to stakeholders. We must be flexible 
in the way we produce and present content for new patterns of consumption. 

(This section composed by: Bruce Koon, Theresa Moore, Joe Michaud, Dennis Ryerson, Joel Sappell and 
Kelly McBride)

Credibility & Accuracy, Transparency and Multimedia

In a world with multiple sources of information, much of it indistinguishable one from another, 
credibility is our most precious asset. Credibility is earned over time by continually delivering on 
promises of accuracy, transparency and fairness. We consider listening and participating essential tools 
to achieve credibility. We intend this document to be useful to anyone publishing -- or consuming --
information in any medium. 

Issues

 How do we handle corrections?
 How do we handle links?
 How do we make sure we provide adequate context, including the presentation of conflicting 

views?
 How do we decide when to edit and when not to? Before publishing, afterwards, never?
 How much do readers and viewers care about the values of the people producing the content?
 What value do anonymity and pseudonyms have in emerging media?
 What standards should be applied to multimedia content? What levels of authentication should 

be required before posting raw video? To what extent should professional journalistic 
production standards be applied to multimedia? 

Principles & Values

We commit to presenting as accurate and as complete a picture of our world as possible. This means 
taking full advantage of emerging media and technology. In order to do that, we will:

 Use multimedia to show dimensions of our world that words alone cannot convey.
 Be clear about the nature of the content presented, its sourcing and the extent of verification.
 Correct what we get wrong as promptly and as clearly as possible. Establish systems to enable 

readers to alert us to mistakes and hold us accountable.



 Explain our decision making in terms of our process and our relationships, both institutional and 
personal.

 Maintain open channels of communication with our audience. 

Protocols

We will never knowingly publish or air falsehoods.

The quality of publishing decisions -- from how to report a story, to what elements to include, to issues 
of linking -- can be significantly improved by responding to a set of questions. These questions include: 

 What purpose will be served?
 What harm might be caused?
 How much of this content is verified?
 How reliable and comprehensive are the sources?
 Are we giving proper context? 

Decisions about how much editing should be applied to various content should be guided by such 
considerations as: 

 The nature and context of the content
 The author(s) of the content (staff, users, etc.)
 The editors' level of trust in the author(s)

When we discover that we've distributed an error, we will consider the following:

 What has been the likely impact of the error and how can we most effectively address that?
 How appropriate is it to retain a record of the error for readers who return to the story or 

bloggers who have linked to it in its original form?
 What publishing conventions might work best (for example: strikethroughs, appended 

corrections, corrective posts by readers, an editor's note)? 

We will seek to display as much transparency as possible in regard to our processes and our 
relationships, both institutional and personal. Before publishing, we will consider a series of questions 
regarding transparency:

 What might the consumer want to know?
 What publishing conventions might address these questions (for example, online personal pages 

for journalists revealing as much about themselves as they are willing to share, links to 
previously published or aired work, etc.)?

 How much detail might be provided about the sources pursued in the course of reporting and 
dimensions of the story still unknown?

 How might the audience be enlisted to fill in some of the story's gaps?
 How might such devices as transparency buttons be employed as links to stories behind the 

story that explain controversial or difficult decisions and provide details that readers might find 
relevant. 



Frequently Asked Questions: 

How do you decide what to link to in the work you publish online?

We start by asking the questions listed in the publishing protocol above. The linking decision requires 
more specific considerations, including the relevance and reliability of the material that might be linked. 
The decision to link or not -- especially to controversial content that the audience could find on its own -
- creates an opportunity for explanation and discussion. Linking decisions should be based on serving the 
audience with as accurate and as complete a picture of the world as possible. Such decisions should not 
be limited by commercial concerns about sending customers to others' sites.

When is it appropriate to publish material that has not been reviewed or edited?

Decisions about when to edit -- and how much -- are best made along a risk/benefit scale that includes 
such considerations as the nature of the information, the relative importance of speed versus accuracy, 
the relative importance of quantity vs. quality of the material to be published, the availability of 
resources, and the skill, experience and track record of the person producing the content. Just as live 
shots increased the likelihood of unedited content appearing on television news broadcasts, various 
digital formats now emerging will create platforms for content subjected to a range of editing - from 
none to rigorous. Whatever level of editing is applied, the variety of new platforms underscores how 
important it is for publishers to communicate clearly just what level of editing has been applied. 

Why would you ever allow people to publish something without their real identity attached to what 
they say?

There are times when withholding the full name of an author could serve a useful purpose. A news 
organization might publish unsigned editorials in an effort to express a view meant to represent that of 
an entire editorial board. A civil servant adding a comment to a blog might sign only as Ticked Off in 
Tallahassee in order to add useful information to a political debate without jeopardizing his or her job. 
Even more significant is the need to provide protected anonymity to whistle blowers whose information 
can be independently verified. For the most part, though, it's difficult to make the case that the 
credibility of anonymous content can ever match that of material whose author is known. As journalists, 
our default position is to publish material only with full names attached. We make exceptions only in 
rare cases, only for compelling reasons, and only with explanations attached explaining the reason for 
the anonymity. (2/5/07 update: There is significant disagreement among participants about the topic 
of anonymity, including sharp disagreement with the paragraph above. See, in particular, Steve 
Yelvington's thoughtful essay on anonymity in a recent issue of Nieman Reports. We hope revisions to 
the accompanying Wiki will reflect additional perspectives on the issue.)

How do you decide when a user should be banned from publishing on your site?

This question raises a fundamental tension for journalists working in digital media: the need for a news 
organization to accommodate conflicting views at the same time it creates and maintains a community 

http://www.nieman.harvard.edu/reports/06-4NRwinter/p29-0604-yelvington.html
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of civil discourse and debate. News organizations should create terms of service for users contributing 
content to the news organization's digital editions. Such terms cover such issues as the use of obscenity, 
personal attacks, etc. in material published by non-staffers. Publishers should also be clear about the 
consequences for violating terms of service, e.g. immediate banning from further posting, suspension, 
etc.

How do you decide when the editorial significance of an event overrides the limited quality of the 
video or audio?

Journalists should be guided by three main principles: telling the story as fully and truthfully as possible, 
acting as independently as possible, and causing as little harm as possible. Low production quality --
whether video or audio or something else -- diminishes the credibility of the material presented. 
Journalists need to weigh that consideration against the importance and interest level of the event 
that's being reported. The greater the importance and interest level, the greater allowance for limited 
quality production values. 

(This section composed by: Sharon Rosenhause, Rich Murphy, Neil Budde, Steve Yelvington, Vanessa 
Goodrum and Bill Mitchell.)

Workplace Issues: Speed, Thoroughness & Capacity

There is an inherent tension between the value of speed in the online world and journalism's obligation 
for thorough, accurate, ethical work.

A set of standards that creates a conscious, deliberate process helps balance these sometimes 
conflicting values. In addition, leadership needs to be committed to applying tools, time and training to 
meet these standards. This is especially important in a new medium. 

We know that the online universe offers endless opportunities for innovation, timeliness and freedom. 
These standards are intended to improve the work of journalists as they explore the medium's potential.

Issues

 We're in an environment with exponentially expanding material (including user-generated 
content) and limited resources; can we vet everything that appears online?

 Job functions are changing, requiring different skill sets and attitudes.
 The online environment requires news be produced quickly as possible.
 Institutions may not value online platforms as much as they should.
 Notifying users of changes and corrections is difficult.
 Editors and staffers no longer have total control of the online product, by design.
 The process for publishing material online is often ad hoc, without deliberation.
 Online platforms are often detached from the legacy products which give them their 

imprimatur.
 Linking to outside material is a strength of the Web, but also raises a host of ethical issues.

Principles & Values



 Online platforms should be valued by the institution as much as any other platform.
 There is a role for editing in producing online content. If areas of the online environment receive 

less editing or vetting, it should be by design, not as a result of accident, reflex or lack of 
resources.

 The distinction between levels of editing and vetting across different areas of the online product 
should be made clear to users.

 The obligation to correct mistakes and be transparent about the error is not diminished in the 
online environment.

 Links can provide thoroughness, which adds to good journalism. Online platforms should strive 
to communicate the nature of linked material as thoroughly as possible, while acknowledging 
that such material can change quickly and substantially.

 Speed is a core advantage of the medium, but should not compromise accuracy, fairness or 
other journalism values.

 Online platforms should value contributions from users and create practical, efficient systems 
for enabling submission. But such submissions should be clearly labeled and evaluated to help 
safeguard the institution's journalistic credibility.

Protocols

1.) Do we have a clearly defined system for editing/vetting material before posting online? Are the roles 
of each participant clearly outlined? Have we decided how much editing/vetting different types of 
material should receive?

2.) Do the resources and regard for the online operation match the performance expected by top 
administrators? Is the online product a part of significant planning efforts at the institution? To what 
extent are all staffers involved in online efforts? Is the online platform held to the same ethical 
standards as the rest of the newsroom?

3.) Are users adequately informed of the differences among various forms of material on the site? How 
do you treat user-generated content, and how should it be distinguished from staff-generated material 
and submissions from trusted sources? 

4.) How do you notify users of a correction? Does it follow the material through various updates and 
revisions?

5.) If you provide links in material, have you looked at the link? Have you placed the link in proper 
context, considered fairness issues and ensured it matches your description? 

6.) Have you articulated how to balance the need for speed with the obligation to serve other ethical 
values? When material is posted quickly, how are you communicating to users the limitations of your 
information? 

(This section composed by: Tom Brew, Sharon Prill, Michael Arietta-Walden, Eric Deggans, Meg Martin 
and Howard Finberg.)



User-Generated Content

User-generated content has the potential to serve good journalism, which at its core seeks to broaden 
the marketplace of ideas, deepen our understanding of issues and events, and connect people with like 
interests.

Done well, user-generated content adds diverse voices and opinions to an organization's journalism, 
contributes to journalists' credibility and enhances our mission as trusted guides. Realizing the potential 
of user-generated content requires care and tending and a level of trust between the publisher and the 
contributor. 

User-generated content is an essential component for building community and realizing the interactive 
potential of the Internet. 

Generally speaking, user-generated content falls into two broad categories: 

 Self-published user-generated content, which often looks like opinion and comments, generally 
is posted on a publisher's Web site without vetting or editing. 

 Editorially vetted user-generated content is directly solicited -- "Tell us your story" or "Send us 
a news photo" -- and may be checked for accuracy, relevance or taste before publication. 

Principles & Values

Publishers who adopt clear standards for the publication of user-generated content help ensure that 
such content will enhance their organization's journalism. Consider the following:

1.) Terms and conditions for the publication of user-generated content, spelling out the rules of 
engagement, must be publicized and consistently enforced in order to be effective.

2.) The standards should make clear the publisher's policy on user-generated content and issues such as:

 Taste and judgment
 Anonymous posting
 Linking from user-generated content to external sources
 Moderating 

3.) Publishers of user-generated content must establish and clearly communicate the consequences for 
members of the user community whose actions violate the publisher's terms and conditions. Such 
consequences must be enforced consistently in order to be fair.

4.) Those who choose to publish user-generated content should identify and reconcile any deviations 
between the standards developed for user-generated content and those which exist for the journalists 
inside the organization. For example:



 Do the benefits associated with permitting anonymously posted user-generated content justify 
a departure from the internal policies that govern my organization's use of anonymous 
sourcing?

 Will my existing guidelines on the use of profanity apply to user-generated content, or does a 
different standard exist online?

Protocols

1.) Do my standards for taste and judgment clearly address the following categories?

 Obscenity
 Personal attacks
 Witch hunts
 Privacy violations
 Ethnic or racial slurs\
 Copyright and trademark infringements 

2.) Are my standards supported with an easy and clear way for other users to flag objectionable 
content?

3.) In weighing the value of anonymously posted user-generated content against my existing policies 
for internal posting, use questions such as these to guide the conversation:

 Does the content contributor face personal safety and/or privacy issues?
 Will anonymous posting of user-generated content increase the flow and exchange of ideas? 

Will it enhance the diversity of the conversation?
 Will anonymity damage the credibility of the information or debate?
 Do I have the capacity to moderate or clean up anonymous posts that violate other standards?
 Are some categories of anonymous user-generated content essential, and others unacceptable?
 Is the community clear on the conditions under which the anonymity is granted and/or limited? 

4.) Linking to external sources has been established on the Web as a key element of user-generated 
content. Publishers who choose to permit linking should ask:

 Are all links required to conform to my organization's online editorial standards for taste and 
judgment?

 Are contributors required to include in their user-generated content a description or 
explanation of the material to which they are linking?

 Do I, as publisher, assume any responsibility for the content of a site to which a content 
contributor has linked?

 Have I posted a statement that explains whether or not I assume any responsibility for the 
content of linked sites?

 Is my policy for linking clearly stated and posted? 



5.) Moderating is an essential element for determining the desired level of civility created by user-
generated content. Moderating has two levels: active and passive. 

Active moderating is preemptive in nature and involves: 

 Registration
 Reading content before or shortly after publication
 Foul-language filter
 Spam filter

Passive moderating relies on users and involves:

 Self-policing by users
 User flags
 Reader complaints
 Jaw-boning (users police each other directly)

Questions to consider when deciding whether to moderate user-generated content, and if yes, whether 
to actively or passively moderate: 

 What is my capacity to actively or passively moderate?
 What commitment to staffing will active moderating require?
 If I choose to actively moderate (pre-approving user-generated content), will the quality of the 

community's conversation be affected adversely by delays in the posting of comments?
 If I do not pre-approve user-generated content, how will the level of un-moderated discussion 

affect my brand?
 What impact can I expect my choice of active or passive moderation to have?
 Should I use a language filter?
 Will my decision on moderating lead to charges of unwarranted censorship?
 How will I respond to such charges?

6.) In order for our standards to be effective and to minimize charges of unwarranted censorship, 
contributors must know and understand the consequences for any actions that violate our terms and 
conditions for user-generated content. Again, consistently enforcing consequences is important to being 
fair. Consequences may include:

 Deleting links
 Deleting entire comments
 Blocking/banning users

7.) Standards for editorially vetted user-generated content -- work that is submitted by users at the 
request or invitation of the news organization -- generally should conform to those applied to the work 
of the organization's journalists:



 Users who submit photos, breaking news reporting or commissioned blogs should expect to be 
edited, held to the same terms and standards as the organization's journalists or regular 
freelancers and face the same consequences for work that violates those standards.

Frequently Asked Questions

What are some of the methods by which users can generate content? 

Adding comments on staff blogs and stories; responding to invitations to submit photos, review 
restaurants and movies, or send descriptions of events they have participated in or witnessed; blogging 
on areas of expertise or about local issues. 

How effective are dirty-word filters? 

Not very. Users find all kinds of ways to get around the filters -- putting asterisks between letters, 
replacing letters such as "o" with "0," "s" with "$," etc.

Who in the organization should monitor user-generated content? 

There are several methods. If user-generated content appears on a staff blog, you can hold the staff 
blogger responsible for monitoring.You can create a centralized monitoring group on your Web site. Or 
you can outsource the monitoring; several companies now offer this service for a fee. 

Am I liable for user-generated content which violates copyright laws or is libelous? 

At this point, the courts have generally held that the individual posting the material in question is legally 
responsible and not the owner/operator of the Web site on which it appears. You also will want to 
consider, however, the impact of such material on the Web site's brand.

Can I use user-generated material in the newspaper? 

Yes, if your online user agreement states that you have the right to publish user-generated content on 
other platforms. Again, this illustrates why the Web site's terms and conditions should be posted in a 
way most likely to be seen by users. (This section composed by: Lea Donosky, Pat Stiegman, Robert Cox, 
Christine Montgomery, Mark Hinojosa and Butch Ward)

Linking

This section was composed after the conference by an ad-hoc group of conference participants: Jim 
Brady, Tom Brew, Lea Donosky, Robert Cox, Eric Deggans and Dennis Ryerson. They built these guidelines 
and protocols via their own wiki, which is why this section is formatted differently than the rest of the 
online ethics guidelines.



Linking is at the core of the Web experience, tying together content that allows readers to discover 
unexpected treasures and contextual information that can't comfortably fit into print and broadcast 
paradigms. But linking also comes with challenges for media organizations. Until now, content was easily 
classified -- it was in the paper or it wasn't; it was broadcast on the air or it wasn't. Linking has created a 
netherworld in which media companies can point to sites without assuming responsibility for their 
veracity or standards. It has also provided media sites with ways to expose their readers to content that 
falls outside of their own standards -- such as with the Nick Berg beheading and the Muslim cartoons run 
by Jyllands-Posten -- while still claiming that they didn't "run" the content themselves. So how do media 
sites embrace linking without compromising their core values?

Principles & Values

 A link to an external site does not signify an endorsement of that site or its point of view. It is 
merely a signal to the reader that there may be content of interest on the destination site.

 Despite this, media sites should make it clear to their readers -- in the user agreement, site 
guidelines or via some other method -- that there's a difference in standards between the 
content that resides on their own site and the content they link to.

 Because of the spider-like nature of the Web, media sites can't be expected to apply even these 
relaxed standards to the content of sites that are linked to from sites we link to (the two-click 
rule). 

 When readers put their own links to content in message boards, blog posts, etc., those links 
should be considered user-generated content and subject to the same controls.

 We encourage all media sites to link to external sites. Linking off-site is an extension of your 
site's user experience and fosters a feeling of openness that's conducive to repeat visits. Trying 
to keep readers within just your site is a losing proposition.

 When linking, sites should not be forced into including links that support all sides of an issue. 
While news articles themselves should adhere to the traditional standards of fairness and 
accuracy, assuring balance in links run counters to the concept of providing only useful links to 
the reader.

Protocols

When deciding whether to links to other parts of your own site, ask yourself the following questions:

o Is this content being linked to relevant to someone who would be reading/viewing this content?

When choosing whether to include a link to another site, ask yourself the following questions:

o Is the linked content relevant for someone who would be reading/viewing this content?
o Does the content being linked include content that could potentially fall within the realm of libel 

or slander? 
o If the content being linked to falls outside the standards of your site, should you include 

notification of that fact (i.e., notify users of profanity, nudity, etc.)?

Questions & Answers



What does a link represent on the Web site? Does it represent an endorsement of the content behind 
the link? Does it represent an endorsement of the media outlet or blogger who is being linked to? 
Does the site that is doing the linking feel that link should adhere to the standards of its own site?

Tom Brew: No, a link does not represent an endorsement of the targeted site, nor would I require 
that it adhere to our own standards. Such a policy would strip our news site of any real color. We'd 
be linking to CNN and The Washington Post, which would link to The New York Times, PBS and The 
Atlanta Journal-Constitution, etc. It would rob the Internet of its glory -- the great sea of reporting, 
opinion, pictures and video.

Lea Donosky: It depends on who's doing the linking. If a news Web site staffer (producers, bloggers, 
reporters) makes a link, that would seem to say "This is a site we think you may want to visit for 
information related to the material we have posted." It doesn't mean an endorsement or 
verification of the contents of the site. For instance, it could be a link to a government site, an 
education site. The site may misrepresent facts, but then we quote people who sometimes lie. 

The content of the link, though, should generally conform to the standards of what we post on a 
Web site. However, there may be stories of overriding importance that may be cause for an 
exception. In the same way that newspapers occasionally made exceptions on the use of language 
in stories of overriding importance (think: Clinton-Lewinsky, Earl Butts 'joke', etc.) and of graphic, 
violent photos. 

If a user is linking, it should be treated as other user-generated content. But it does not have to be 
subject to the same screening process as comments or photos which are immediately visible to 
visitors to the site. Linking by users is now an accepted part of the Web, particularly with the rise of 
the blogosphere. Linking is part of the commenting process. And users have to take an extra step to 
go to the link so they should be prepared to be their own filters. This should be spelled out in the 
user agreement. 

Eric Deggans: I think a link represents a new standard for publishing. We are, in essence, saying this 
is something worth checking out, but we aren't presenting it as material we would necessarily 
publish. In my own experience, that means I try referring people to sites that offer something extra, 
some new context. I try to make sure the site is what it purports to be and that the material is what 
it claims to be. But I don't offer the same assurances that I would something I present in a story I've 
written myself.

I think we should offer context in the text of links to explain to userswhy we're linking to something 
and, if necessary, how much confidence we have in the material displayed there.

Robert Cox: There are different kinds of links. If I am writing about possible federal legislation and 
link to the bill on thomas.loc.gov, that is like a "supporting documention/for further info" type of 
link. If I am passing along a rumor reported on Drudge, that is a "don't blame me if it's not true; it is 
true that Drudge is reporting this" kind of "not assuming responsibility" link. I imagine Dennis 
Ryerson would not agree with this statement based on his experience with Romenesko. ... In short, 
there is a link and the context in which the link is provided, including the text surrounding the link. 
A link is not a link by any other name.

http://thomas.loc.gov
http://wwww.drudgereport.com
http://www.poynter.org/column.asp?id=62&aid=105311


Do Web sites have it too easy because of their ability to "point to" something controversial but not 
actually host it on their own servers (for instance, the Mohammed cartoons, graphic videos, etc.)?

Brew: I'd say no, because while I wouldn't require us to hold every linked site to our editorial 
standards of fairness, etc., there are limits. I've no interest in linking to hate speech, pornography or 
libelous stories.

Donosky: This is one of the thorniest issues. The argument for linking is that if it is something the 
user can find on their own -- for instance, by Googling the Mohammed cartoon -- then we should 
link to it. It's a service/utility for the reader. 

But I think there is a limit to the service/utility we provide. For instance, I think that, on highly 
controversial content which the majority of our readers would object to, it is sufficient to describe 
the organization or site where it can be found so they can go there on their own. Same applies to a 
site which is libelous. No need to link or to provide specific URL. 

Deggans: I think providing a URL and no link is a distinction without a difference. Either the site 
meets your standards for referral, or it doesn't. We have to accept the new standard for linking, 
which is lower than material we might feature on our own Web sites, but higher than non-existent.

Are there any philosophical issues with linking off site in the first place? Does anyone feel that 
keeping readers on your site overrides any positives that come from linking?

Brew: I'm sure the biz-dev guys would prefer that we keep all the traffic. But I don't believe that 
such a policy would serve our users well.

Donosky: I think blogs and their culture of linking have wiped out whatever lingering resistance 
there might have been about not linking in order to keep people on a site. It's now so common that 
to not allow linking or to not link ourselves would be silly. Linking adds to our credibility and to our 
users' experiences. 

Deggans: I think part of attracting readers for most blogs is developing a reputation as a 
clearinghouse for interesting information. Refusing to link to other sites simply increases the 
chances you won't feature the most interesting information. And if readers want to drill deeper into 
your story, they will leave your site anyway. If you make it easier for readers to jump on and off 
your site, you will garner more page views, anyway.

Cox: The philosophical issue may be whether news organizations want to remain separate or aloof 
from the broader information ecosystem on the Web, which includes corporate and government 
Web sites, blogs, forums, etc. A core value of blogging is that, when in doubt, link. If you mention 
something that is on the Web (a news story or a press release or a piece of legislation or a video or 
podcast or whatever), you should link it. Do news organizations want to embrace that attitude? I 
hope they do. I have come to expect that when I read online that a writer is referencing something 
that can be linked they are going to provide that link. I interpret it as lazy or unfair or irresponible 
when a link is NOT provided.



As the "outsider" to this issue of wanting to keep readers on my company's site, let me suggest that 
outbound links are not only a good thing in general but a smart marketing thing as well. There was 
some discussion about the role of "branded" news organizations (as opposed to legacy, traditional 
or mainstream news organizations) in the current/evolving landscape. My belief is that brand 
becomes more important -- not less -- but if branded news organizations abdicate their role as 
"trusted guide" by refusing to "play" by linking, then they will lose that status. At the end of the 
day, traditional news organizations that fail to adapt to this new "linking" ethos will just open the 
door to competitors whether that means other news organizations, bloggers or new hybrid quasi-
news outlets.

When linking off-site, should readers be warned that they are about to leave your site?

Brew: Yes -- there's no harm in it -- though I suspect that most users have understood the concept 
since May 1995.

Donosky: Not obtrusively. Certainly not with those awful pop-ups some sites use as a warning. 

Deggans: My sense is that savvy Web surfers know this stuff already. If you set up a system where 
you click a link, then a warning pops up, then you click something else to actually travel to the site, 
it will only anger users. I would recommend including in the text of the link a warning about 
excessive pop-ups or required registrations.

Cox: In general, I believe this is uncessary. There might be exceptions where you would want to be 
exceptionally clear about a particular link (for instance, if it contains potentially offensive or 
controversial content). 

Do the traditional standards of fairness apply to linking? That is, if you are linking to a blog/article 
criticizing the Bush Administration, should there be a link to a pro-Bush blog/article?

Brew: No -- that seems implausible as such a policy would bleed our sites of any real color. If, say, 
you're writing about the intelligence report on the Iraq War, inevitably many of the most 
compelling and popular links will be critical of the administration. To 'counter' that with an equal 
number of sites arguing on behalf of the White House would just waste valuable time. However, I 
do think we should keep in mind that readers might want to read both sides of a debate and, in 
such cases, we'd be doing them a favor by finding the best sites. But to keep score seems inane.

Donosky: I think the standard should be overall fairness on the site, not within each individual 
article. So, every story doesn't have to be "balanced" with an opposing link. In many cases, though, 
we'll want to give links that allow/help users to flesh out a debate. 

Deggans: Depends on the point of your blog and the reason for your link. If your blog is more like an 
opinion column, you really only need to provide the links that present a fair discussion of the topic 
at hand. If you have a newsy blog, it makes more sense to be more evenhanded, if only to capture 
more sides of the story and over a more comprehensive account.

Cox: In general, no -- but it would depend on the context. If I am linking to a blogger in lieu of 
quoting him or her on some controversial topic but not providing the other side of an issue in any 



form (an actual quote or a similar link), then I would say you do need some balance. Again, context 
is key. 

Should we allow readers to post links in comment areas, blogs provided to readers by the site, live 
discussions, etc.?

Brew: Yes, it's a crucial part of the debate. To allow a Web debate but then forbid participants from 
citing the Web seems weird. If someone abuses such a policy (or any policy), delete him/her.

Deggans: Yes, because anything that gives users the ability to help make media on your site will 
probably attract users. That does mean a moderator or someone will have to check the links to 
make sure they don't refer people to porn sites or something. You can also encourage users to 
police themselves by reporting broken or troublesome links to you.

Cox: Do you mean actual hyperlinks? In that case, I would not recommend allowing commenters to 
post links. The same code used to display a hyperlink can be used to display audio, video or images. 
My experience is that allowing commenters to place links into a site is an invitation to finding vile, 
outrageous images and video on your site.

If you mean text indicating how to get to a particular page, I am not sure how you are going to stop 
that. If readers can comment, they can describe a URL. I think you just address this under "terms 
and conditions." You treat the Web page they have "linked" as if the commenters wrote it 
themselves.

What I do know from personal experience is that there are two kinds of Web sites: those that have 
been infested with vile, foul-mouthed, disgusting trolls and those that will be. If you don't address 
this up front, you are guaranteed to have a problem.

I was on a panel this week at RTNDA. A woman from Pappas Telecasting was there talking about 
how they have never had a problem with their users uploading problematic content to any of their 
television stations' Web sites. I just had to laugh when she said it. Talk about naive. What worries 
me about things like that goes back to what happened at Tribune. After their wiki debacle, they did 
not just take down the Los Angeles Times wiki but "froze" all citizen journalism initiatives at all of 
their newspapers and TV stations. That has since been lifted, but just shows that the real risk here, 
from my perspective with the Media Bloggers Association, is that big media outlets will try blogging 
and CJ, not put in proper safeguards, have it blow up in their faces and give up, saying, "Well, we 
tried that and it did not work."

Do we tell posters they must provide an explanation or description of material linked to as warning to 
other users?

Donosky: I think we can ask users to characterize the material they are linking to as a warning. In 
restrospect, I probably should not have made the decision recently to take down a link a commenter 
posted of an Iraqi with his head blown apart. The photo was germane to the discussion about the war, 
and the commenter warned it was a "graphic photo." 

http://www.pappastv.com/
http://www.latimes.com/news/opinion/editorials/la-wiki-splash,0,1349109.story


Deggans: Sure. You can also warn other users that links provided by commentors may not be reviewed 
as carefully as the ones provided by the blog. Caveat emptor is the rule in such cases.
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Auteurs and amateurs: The debates on citizen journalism continue…
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I find it interesting how a lot of discussions on citizen journalism are informed by what is possible (or 
not) from a US perspective. What is more disturbing is that authors both for and against citizen 
journalism rarely take into account developments outside the US (and the oft quoted examples of 
Europe and South Korea) that have resulted in mobiles, blogs and new media in general being used to 
create alternative voices that critique the sickening bias and partiality in mainstream media.

Clearly, this new journalism has its problems – an inherent parochialism being one of them. The 
subjective, partial and provincial nature of citizen journalism, if we recognise it for what it is, isn’t 
necessarily proof that it is useless. As I’ve argued earlier, it’s precisely these individual viewpoints of 
citizens that the mainstream media, controlled often by interests that have their own parochial agenda, 
seek to marginalise and over time, erase. Standards matter – and the same standards that we ask for 
and seek, but rarely find in mainstream media, need to be instilled in citizen journalism that aims to be a 
cut above the dross that often colours individual blogs. However, the visceral and unpolished nature of 
citizen journalism is to me what gives it an edge over that which we generally see, hear and read in 
mainstream media – in stories that are raw and unsanitised by the cynicism, partisan bias or sheer 
boredom of journalists and Editors who have for too long controlled what we should consume, and how.

To this end, it is necessary that we engage not just with citizen journalism as it is evolving in the US and 
more developed nations, but also how through mobiles, the growing availability and use of wireless 
internet and the increasing availability of PCs either through personal ownership or through cybercafes, 
citizens have access to platforms and media through which even if they are illiterate, they can share 
their stories.

I’ve noted in an earlier post that it only takes one story – a single photo, a single podcast, a single mobile 
phone video – to change a regime and hold those responsible for abuses of human rights, and 
corruption, accountable. Initiatives such as Witness have shown us the way. This is citizen journalism in 
support of conflict transformation, good governance and democracy – a far cry from the essentially 
communitarian notion of citizen journalism prevelent in the US that is more about strengthening local 
voices. Citizen journalism in failing states, or in those that exercise repression, is also about securing and 
strengthening local voices, but is also about a restoration of civil order, the Rule of Law and democracy.

This nuanced and global perspective is that which I find lacking in much of the online discussion I read 
on citizen media. Clearly, both sides have much to offer to the debate, and a naiveté of citizen 
journalism can get one into serious trouble (I should know). There are also significant challenges to 

http://ict4peace.wordpress.com/2007/04/06/citizens-media-amplifying-voices-for-peace-through-citizen-journalism/
http://ict4peace.wordpress.com/2007/02/25/the-limits-of-online-freedom-and-activism/
http://www.witness.org/
http://www.madrid11.net/articles/srilanka220107
http://www.madrid11.net/articles/srilanka220107
http://www.groundviews.org/2007/02/08/hey-groundviews-keep-that-censorship-button-on-mate/
http://ict4peace.wordpress.com/2007/04/10/blogging-code-of-conduct-does-one-size-fit-all/


online civility brought about by the millions of new creators and consumers of new media content, as 
those such as Andrew Keen are also quick to point out.

However, the manner in he and others like Amanda Chapel (who strikes me as a woman tragically 
blinkered by her own genius) and Loren Feldman (who desperately needs to learn that the repetitive use 
of the f-word is no substitute for essentially vacuous commentary) flag the shortcomings of citizen
journalism glaringly ignore the potential of new media, and citizens who find expression through new 
media, to change the dynamics of polity and society in countries such as Sri Lanka where as Nalaka 
Gunawardene pointed out in this blog, traditional mainstream media is mainly located in and published 
through just two urban locations, necessarily marginalising the aspirations, ideas and voices of those 
resident elsewhere in the country.

Amanda Chapel however does raise a fundamental point – what is the economic basis of citizen 
journalism?

You cannot have an economic system where half of it is not economic. You can’t have a boat with holes 
in it! You can’t have a store where you charge at the front door and customers take whatever they want
out the backdoor for free. In short order, there will be NO paying customers. And without paying 
customers, you can’t make anything to sell or give away.

Amanda is surprisingly oblivious to the spirit of the Free and Open Source software development 
community, the viability of products and services created through open source software development 
processes, or indeed, the spirit of volunteerism in general.

That said, if citizen journalism initiatives are to scale up and become sustainable over the long-term, 
there exists a need to create multiple revenue streams, not just from advertising or donor funding. I 
believe there is an eventual market for the monetisation of citizen journalism content that based on say 
the ground-rules of content creation I’ve tried to foment in Groundviews, provided that mainstream 
media is willing to pay for and publish this content, advertisers are convinced that content is read by 
those with purchasing power for the products and services they seek to advertise and ordinary citizens 
themselves (based on through models of subscription that operate of scale rather than high-entry costs) 
see the benefits of subscribing to content that is geared to their interest and have a mix of local, 
national and global news, analysis and information. The last point would require, especially in countries 
like Sri Lanka, citizen journalism also engages with the mainstream media in order to tap into their 
distribution networks and broadcast footprints, which in turn requires a multi-media approach that isn’t 
solely based on accessing content online.

This is an evolving debate, and through praxis (particularly in the Global South) and the thrust and parry 
of wit online, I look forward to an evolving understanding of how new media & new technology can 
support the basic democratic aspirations of all communities and peoples, irrespective of where they live, 
or who they vote for.

Addition: Just came across Principles of Citizen Journalism, launched recently, which I think is essential 
(Posted by Sanjana Hattotuwa)

http://ict4peace.wordpress.com/2007/04/15/auteurs-and-amateurs-the-debates-on-citizen-journalism-
continue/
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Andrew Keen’s Fear Of Citizen Journalism

In today’s Washington Post is an article audaciously titled Storming the News Gatekeepers. The author 
apparently meant to explore the nature of “citizen journalism” and its impact on conventional media 
and society. The end result however is far less significant than its ambitions as it focuses on a single 
Brooklyn blogger and fails to embrace the broader new media influence on the blogiverse.

At one point though, the article takes a noticeable dip in IQ by quoting Andrew Keen, author of The Cult 
of the Amateur: How Today’s Internet is Killing Our Culture:

“The term ‘citizen journalist’ has an Orwellian ring to it. People are becoming Big Brother, either with a 
camcorder or a keyboard, and following the candidates around. It’s ridiculous. You can’t just be a great 
journalist, the same way you can’t be a great chef or a great soccer player.”

Journalists, he continues, “follow a set of standards, a code of ethics. Objectivity rules. That’s not the 
case with citizen journalists. Anything goes in that world.”

For Keen to associate citizen journalism with Orwell is…well…Orwellian. Big Brother, as illustrated in 
“1984″ is the personification of an all-powerful and controlling government. The notion that the people, 
acting on their own behalf, could be characterized as such tyrannical overlords is preposterous to the 
point of idiocy.

Likewise, Keen’s dismissal of citizen journalists as distinct from the conventional variety, who are 
supposedly objective and have standards and ethics, is as insulting as it is naive. Sure, there are bloggers 
who fly fast and loose with facts, but the same is true for pundits on TV and in newspapers. The best of 
the online reporters actually have greater transparency and include live links to sources and 
documentation.

Keen obviously prefers media that is certified by corporate boards and is fearful of media that emanates 
from the streets. He would likely have denounced James Madison’s pamphlets as irresponsible and 
amateurish. On page 68 of his book he exposes his disgust for real people who have the temerity to 
engage in democratic discourse:

“The YouTubification of politics is a threat to civic culture. It infantilizes the political process, silencing 
public discourse and leaving the future of government up to thirty-second video clips shot by 
camcorder-wielding amateurs with political agendas.”

Contrary to silencing public discourse, YouTube and other web communities have expanded political 
dialog by including voices that previously were shut out of public debate. And the irony of Keen’s 
criticism of thirty-second video clips, without reference to the grandfathers of the genre - campaign ads 
- is the height of intellectual dishonesty.

Keen would like to leave the future of government up to news bites produced by the professional 
propagandists in Corporate Media ivory towers. Apparently the political agendas of the old-school 
media hacks are superior, in Keen’s mind, to those of average Americans. With any luck the future of 
government will continue to benefit from greater participation and diversity, and will keep as far away 
from Keen’s nightmarish abomination of democracy as possible.

http://www.newscorpse.com/ncWP/?p=677
http://www.washingtonpost.com/wp-dyn/content/story/2007/11/26/ST2007112602118.html?hpid=topnews
http://www.randomhouse.com/catalog/display.pperl?isbn=9780385520805
http://www.randomhouse.com/catalog/display.pperl?isbn=9780385520805


For more on Keen and his book, see Lawrence Lessig’s excellent deconstruction.

For even more on Keen’s wankery, see his appearance on The Colbert Report where he favorably 
compares Nazis to bloggers saying, “Even the Nazis didn’t put artists out of work.”

I suppose that’s true if you define the corpses of assassinated artists as no longer being in the job 
market. What a repulsive piece of crap Keen is!

http://www.newscorpse.com/ncWP/?p=677

Elitists, citizens, young folks, journalism

Andrew Keen (author of Cult of the Amateur) makes a good talk show guest, and a good panelist too. 
He’s patient. Smart. Calm. Doesn’t shout. Doesn’t get angry. Makes some rather weird facial expressions 
sometimes, but on the whole, he’s very civil.

Keen has adopted a position that social networking is basically bad for society. He’s concerned that all 
this user-generated content, blogs, etc., are going to “ruin media.”

Keen was one of three panelists in a discussion hosted by CBC News (you can watch it online) on 
Wednesday evening in Toronto. Leonard Brody, of NowPublic.com, and Rahaf Harfoush, a 20-something 
research analyst, completed the panel.

The purpose of media, Keen said, is to inform and entertain. He doesn’t mention communication.

Brody, on the other hand, proclaimed: “Your children will not read newspapers” — because they can’t 
communicate there.

As you might imagine, it was a fairly interesting discussion. I’ve seen Keen a few times on TV, pimping his 
book, and he wasn’t all that much different here — except that the addition of co-panelists tempered 
his authoritative manner somewhat. Keen’s idea of an “independent source” of information is the 
Guardian (he likes to call it “the London Guardian”; maybe he’s afraid we will think it’s still in 
Manchester). He made sneering and incredulous faces in response to a questioner from the audience 
who suggested that we need more diverse sources such as Al Jazeera. It’s the only time I’ve seen him 
being bluntly rude (it wasn’t pretty).

Tell Me a Story 

“The basis of news, to me, is stories about people,” Harfoush said.

Brody emphasized stories and also analysis as important products of journalism. We need good quality 
analysis and good quality content packages, he said — and we need journalists to produce them. 
Breaking news will likely leave the purview of journalists, replaced by “a network of eyes and ears that 
traditional journalists can use,” Brody said.

http://www.lessig.org/blog/2007/05/keens_the_cult_of_the_amateur.html
http://www.newscorpse.com/ncWP/?p=677
http://mindymcadams.com/tojou/2007/elitists-citizens-young-folks-journalism/
http://www.cbc.ca/futureofnews/


Keen agreed that critical analysis — performed by trained journalists — is vital. However, he remained 
certain of his righteous cause: “We have nothing to learn from children,” he said, provoking a growl or 
gasp from many in the audience of some 300 people. His reference, if I’m not mistaken, was to 
Facebook users, and to the repeated examples offered by Harfoush and Brody of how younger people 
interact with media today.

“It’s a return to the medieval,” Keen said. Today we have an elite of super media-literate individuals, 
while everyone else is swimming in garbage.

Friday’s keynote speaker expressed some of the same ideas, although in a less arrogant manner.

“Our audiences are literally drowning in information,” said Mike Oreskes, executive editor of The 
International Herald Tribune and author of a new book about the U.S. Constitution. (You’d think a guy 
who’s spent 30 years in journalism would have learned to use the word literally correctly.)

“The solution to information overload is journalism,” Oreskes said. People want orientation and 
direction to lead them through the thicket of information. This sounded a lot like Keen, to me, and not 
like what I had heard from Brody and Harfoush. (Read more from Oreskes’s speech.)

How Do You Decide What to Believe? 

Brody said people don’t trust — and don’t want to trust — only one news source. The days of the 
authoritative source have ended. “They want to triangulate truth on their own,” he said.

“If you care, you’re going to pursue the information,” Harfoush said. There are topics that a given person 
does not consider interesting, but the same person will invest time and effort in finding out more about 
other topics. This is true whether that person is clicking on the Internet or standing in front of a rack of 
magazines at the newsstand. (Mathew Ingram live-blogged this panel discussion.)

I was wondering whether journalists can make people care. I think if you tell a story really well, you can.

Oreskes worries that “the solar system of YOU” (referred to by Brody on Wednesday night) is in mortal 
conflict with “the actual solar system” of reality, the world outside your personal life. The victim of that 
mortal conflict might be democracy itself, because democracy requires consensus and compromise —
and you can’t achieve those if you don’t understand other people.

I’ll be the first to stand up and agree with Oreskes that a key role of journalism is to help people 
understand the world — both the world outside their own home and the world on the other side of an 
ocean. But I question his assertion that there exists “an actual solar system” that any one journalist can 
accurately portray. The world represented by one person, or one news organization, is never going to be 
the same as the world seen by every other person. Everyone lives in the center of “the solar system of 
YOU.”

Call Up Merleau-Ponty

http://journalists.org/2007conference/archives/000875.php
http://mathewingram.com/media/2007/10/17/live-blogging-future-of-news-panel/


Oreskes believes you can “set aside your own views and lay out a set of facts, a sequence of events,” in a 
way that is accurate. I would argue that the best you can do is call it the way you saw it. And the way 
you saw it … well, there’s bound to be at least one other viewing angle, isn’t there?

The reason we need Al Jazeera, Mr. Keen — and a whole lot of other voices besides that, and besides 
the Guardian (which is, without question, a shining beacon in the journalistic world) — is because every 
voice comes from a source, a person with two feet on the ground in the world, and no two of us are ever 
standing in the same spot.

Democracy is messy, noisy, disorganized. Democracy means you have to shut up and listen. You’ll get a 
chance to speak too. But this one-way authority thing isn’t working very well, at least not in my country, 
that big aging empire sandwiched between Canada and Mexico. Stories are great because — unlike a 
shouting match, an argument, or a debate — stories invite people to listen. Stories are entertaining and 
informative. But stories are also communication. A storyteller has to listen to other stories, the same 
way musicians listen to other people’s music. The people in a democratic society need to listen to one 
another — not just to a mediated, filtered version of the truth.

“In this new world,” Oreskes said, “we [journalists] are no longer gatekeepers.”

� Meg writes: 

Something tells me that Keen would have been the guy calling the telephone the death of radio! 

I don’t use social networking to replace traditional media. My friends don’t either. So it seems silly to me 
that Keen and others like him think that they are a threat. Come on! We use social networking to invite 
people to events, let our friends know what’s going on in our lives, share our interests, etc. I don’t use it 
to ask my friends, “So, what’s happening in Iraq?” — unless they are actually in Iraq. 

If anything, I think social networking might actually help bring more people to traditional media since it 
gives a forum for our generation to discuss what we read — and its harder to discuss something if you 
haven’t read what’s being discussed. 

Plus, people seem to forget that blogging and reading blogs is a great way for younger people (and older 
people, too) to improve their reading and writing skills through good ol’ practice. Sure, a 6th grader’s 
blog isn’t going to look like that of a Pulitzer prize winning journalist, but I bet their writing skills are 
going to be better than if they just played video games all day. I think that the internet in general has 
been a great to get people interested in reading and writing again. I’ll admit, before the internet, the 
only time I really wrote was either in class or when I had to write short thank you notes.

October 20, 2007 at 12:43 pm

http://mindymcadams.com/tojou/2007/elitists-citizens-young-folks-journalism/

Andrew Keen, the Web's Darth Vader?

by Greg Sandoval
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http://mindymcadams.com/tojou/2007/elitists-citizens-young-folks-journalism/
http://www.cnet.com/profile/sandonet/


LOS ANGELES--Web 2.0 has no clothes, according to Andrew Keen. 

The author of the upcoming book, The Cult of the Amateur: How today's Internet is killing our culture 
and assaulting our Economy, Keen is emerging as the one of the chief critics of new media. 

Speaking on a panel at the OnHollywood conference here on Thursday, Keen stirred passions by 
attacking MySpace, YouTube, citizen journalism, the wisdom of crowds and the opinions of teenagers. 

"MySpace is creating cultural narcissism in our young," Keen told the audience. "Teenage kids don't have 
much to say." 

The founder of Audiocafe.com in 1995, Keen describes himself as a Silicon Valley entrepreneur. In his 
book, due to be released on June 5, Keen said he writes as "as an insider about a culture that I think has 
gone wrong." 

Keen was challenged by many watching via a live Webcast who were allowed to post comments on a 
screen displayed near the panel. The general response was that Keen was elitist, fearful of change and 
an enemy of technology. 

The criticism of Keen was thrown into high gear after he argued that the quality of information is 
eroding thanks to untrained people, "sitting at home in their underpants" practicing amateur journalism. 

He predicted that The New York Times and "legitimate journalism" would perish in coming years if the 
masses continue to choose amateurs over professionals. 

"These microcommunities are echo chambers," Keen told the audience. "You have people on the left 
and the right forming their own communities and the result of all this is less serious discussion. Everyone 
is only talking to people like themselves." 

Keen saved much of his disdain for fellow panel member Justin Kan, founder of JustinTV. Kan has 
attracted quite a bit of attention for broadcasting his life to the Internet via a Webcam he wears on his 
head. 

"If things continue the way they are, we'll have a nation of Justins," Keen said. "We'll have 250 million 
people broadcasting themselves and its absurd. When you have 250 million people broadcasting 
themselves...how much more ludicrous can that be?" 

Keen is now a blogger for ZDNet,which is owned by CNET Networks, the publisher of News.com. 

Going Down the Tubes?

by Aaron Barlow

20 June 2007

The Cult of the Amateur: How Today's Internet Is Killing Our Culture (New York: Currency, 2007), by 
Andrew Keen.

http://thecultoftheamateur.com/
http://news.cnet.com/Web+2.0--the+folly+of+amateurs/2010-1025_3-6173903.html
http://blogs.zdnet.com/keen/


Andrew Keen has written a book that attempts to be a take-down of citizen journalists and bloggers. 
Before I get into a close look at it, let's set up the discussion through a little imagining:

What if I were a somewhat successful "Silicon Valley entrepreneur," having done well enough to be able 
to recite stories of my encounters with the big kids ... what if I were something of a writer on 
technology, but not really breaking out of the second tier ... what if I were both these things __ so close 
to the big time, but not quite there. Might I not, to get there, consider writing a book against type, 
something so startling (coming from me) and so much in agreement with deep-seated fears of the Web 
and of common folk that it would immediately become the darling book of the fearful and powerful?

It could work, I' d think, especially today, when there are a number of real divides in understanding 
about the Web -- even among those (like this imagined me) who were instrumental in its first successes 
in the 1990s. What I could do is devise an argument attacking the core success of the Web, providing the 
doomsayers an ally from within what they imagine is the enemy camp. What I could do is pander to the 
elitist instincts that make even the title of Cyril Kornbluth' s 1951 science-fiction story "The Marching 
Morons" still the scary image of the inevitable future.

Now, I am not going to accuse Keen doing exactly that, of thinking all this out dispassionately, planning 
his book simply as a career move __ but it is surely working out that way __ and his background is just 
about what I describe. Plus, in the two weeks since its release, Keen has been all over the media 
peddling his "end of the world" scenario. 

It sure could make one suspicious. 

It surely would, if it weren't that the book shows a mind incapable of the sophisticated thought such a 
plan would necessitate. Otherwise, I would be certain of it. But it would take a brilliant mind to see in 
advance that a Silicon Valley insider attacking the Web through just the avenues of greatest concern to 
the Luddites would bring out the remnants of the mindless (and pre-Web) commercial press like ants to 
honey. If anything about his book showed even a hint of brilliance, I would suspect that Keen had pulled 
off quite a coup. And I would admire the chutzpah, if nothing else. 

But, no. This is a poorly thought and written book, amateurish in the worst ways (the best of 
amateurism, as we all know, is well thought and written) __ which, of course, is ironic, given the topic. 
The book is simplistic in strategy and cartoonish in understanding __ and it shows a refusal to look at 
anything the author doesn't want to see. No one who wrote this ill-considered diatribe could manipulate 
any part of the media in the way I've been considering.

Keen fires a poorly loaded and understood blunderbuss, hitting a few targets, but with force so light it 
does no damage. After all, it's easy to portray almost anything as inane, if that' s what you are setting 
out to do, deliberately ignoring the good and running through the bad so quickly that your sweeping 
generalizations brook no arguments. Like this: 

YouTube eclipses even the blogs in the inanity and absurdity of its content. Nothing seems too prosaic or 
narcissistic for these videographer monkeys. The site is an infinite gallery of amateur movies showing 
poor fools dancing, singing, eating, washing, shopping, driving, cleaning, sleeping, or just staring at their 
computers. (5)



As turnabout is fair play, I'll respond by saying that the book is filled with similar amateur attempts __

unwarranted assumptions followed by something like a list that assumes completion but that is, really, a 
selection devised to make the whole appear to be something other than it actually is. As if we wouldn't 
notice.

Sure, YouTube contains all the things. So? No one watches them unless they involve their friends -- or 
show unusual talent of some sort. What draws people to YouTube is not the sort of item Keen lists at all. 

Not that Keen cares. He's not talking to people who know what YouTube really is, but to those who want 
another reason to bemoan contemporary society. He's like the amateur magician people applaud 
because they want to believe he's good __ not because he is.

Like the worst sort of amateur, Keen abuses information. He writes, "The New York Times reports that 
50 percent of all bloggers blog for the sole purpose of reporting and sharing experiences about their 
personal lives'.(7) He doesn't provide a reference, but he is likely referring to an article by Felicia Lee 
published on July 20, 2006 entitled "Survey of the Blogosphere Finds 12 Million Voices". The conclusion 
Keen draws, which does not even adequately reflect the survey the story is about, begs the question: 
What about the other 50 percent? Indeed. And the only response possible to Keen is a re-phrasing of 
Sturgeon's Law, making it, "So what if 50 percent of the blogs is crud? 50 percent of everything is crud." 
By comparison to the original, which was about science fiction with the percentage being 90, I'd say the 
blogs must be doing quite well, indeed!

For all his association with Silicon Valley, Keen does not understand what is going on over the Web at all. 
One could even accuse him of being "ilneterate." Steeped in the older "literacy" culture, he cannot see 
that "neterate" culture doesn't attempt to replace the old but to augment it __ and even that scares the 
bejeezes out of him. He laments:

The value once placed on a book by a great author is being challenged by the dream of a collective 
hyperlinked community of authors who endlessly annotate and revise it, forever conversing with each 
other in a never-ending loop of self-references. (25)

Really? The Web has about as much chance of destroying the discrete book as did the movies, radio, and 
television. What we are seeing is something new, not the destruction of something old. 

But Keen doesn't get that. Nor does he understand that the new abundance of unreliable information 
does not change the fact that a greater quantity of reliable information of high quality is also now 
available, and that all it takes is a modicum of "neteracy" to dip into that while avoiding the junk. 

Scared to death of those without certification, Keen spends a lot of time attacking the amateur (without 
ever looking to himself, of course), writing, for example, that: 

The reality is that we now live in a highly specialized society, where excellence is rewarded and where 
professionals receive years of training to properly do their jobs, whether as doctors or journalists, 
environmental scientists or clothing designers. (38)

Such a slavish worship of the specialist is unbecoming (not to mention being a sign of unskilled 
amateurism), especially when we are constantly reminded of the failures of the specialists and the 

http://www.nytimes.com/2006/07/20/arts/20blog.html?ex=1182139200&en=22f564fcce40e873&ei=5070
http://en.wikipedia.org/wiki/Sturgeon%27s_law


necessity of listening to the amateur. Today's best doctors have learned that they have to listen to their 
patients and involve them in both diagnosis and treatment, for the individual patient knows more about 
__ and has greater impact upon __ his or her own health than the doctor ever will. Furthermore, in many 
fields, (including journalism and clothing design) the self-taught and skillful amateur can actually out-do 
the professional, and regularly does. Keen is not willing to accept the fundamental fact that "amateur" 
and "unskilled" are not one and the same thing __ any more than "professional" and "skilled" are. 
Unskilled as a writer, researcher, or thinker, he still wants to believe in himself as the "professional."

Not surprisingly, Keen resorts to cliché for his insults though (of all the questionable sources!) he turns 
to Matt Drudge, at one point, as his expert: 

Most amateur journalists are wannabe Matt Drudges __ a pajama army of mostly anonymous, self-
referential writers who exist not to report news but to spread gossip, sensationalize political scandal, 
display embarrassing photos of public figures, and link to stories on imaginative topics such as UFO 
sightings or 9/11 conspiracy theories. Drudge, who once wrote that "the Net gives as much voice to a 
thirteen-year-old computer geek like me as to a CEO or speaker of the House. We all become equal," is 
the poster boy of the citizen journalism movement, flashing his badge of amateurism as a medieval 
crusader would wield a sword. (47-48)

Where to start? That Keen presumes to know what he is talking about when he speaks of citizen 
journalism is astonishing, given the rash of gobbledygook in this passage. "Pajama army"? A cliché with 
no basis in fact. His list of " amateur stories? Sounds a lot like what one finds in the commercial news 
media. Equality on the Web? Sure. But that' s the starting point. One still has to prove oneself __ and the 
CEO or Nancy Pelosi will generally outshine the thirteen-year-old, and do so quickly. Equality doesn't 
mean a forced sameness, here -- we're not talking of the world of Kurt Vonnegut's "Harrison Bergeron." 
Drudge as citizen journalist? Come on! He's not part of that movement in any of its aspects. And that 
last analogy? Few amateurs write so badly or to less purpose.

Enough. Now I' m just being mean.

Still, sometimes, when someone is deliberately ignorant, it gets under my skin. When someone refuses 
knowledge and starts getting attention for just that, I get distinctly annoyed. Keen shows all the 
expertise of the Web that David Horowitz, who thinks he can reform our system of higher education (yet 
who told me in an email that he hasn't been in a college class but once in the last decade) has about 
universities __ and that, for all their claims, is less than little.

If you want to complain about amateurism, Mr. Keen, you might want to first spend a little time 
becoming an expert on it. Come over here: we amateurs can help you. Sit down, listen, and learn. You'll 
find that we amateurs know more about the Web than many of you experts. Certainly, we can teach you 
something, if you'll just become willing to learn.

Come on. You might as well. After all, as your book proves, you are one of us __ not the skilled amateurs, 
but amateur nonetheless.
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Select Issues with New Media Theories of Citizen Journalism

“Journalists have to begin a new type of journalism, sometimes being the guide on the side of the civic 
conversation as well as the filter and gatekeeper.” (Kolodzy 218)

“In many respects, citizen journalism is simply public journalism removed from the journalism 
profession.” (Barlow 181)

1. Citizen Journalism — The Latest Innovation?

New Media theorists such as Dan Gillmor, Henry Jenkins, Jay Rosen and Jeff Howe have recently touted 
Citizen Journalism (CJ) as the latest innovation in 21st century journalism. “Participatory journalism” and 
“user-driven journalism” are other terms to describe CJ, which its proponents argue is a disruptive 
innovation (Christensen) to the agenda-setting media institutions, news values and “objective” 
reportage.

In this essay I offer a “contrarian” view, informed by two perspectives: (1) a three-stage model of 
theory-building (Carlile & Christensen) to evaluate the claims made about CJ; and (2) self-reflexive 
research insights (Etherington) from editing the US-based news site Disinformation between November 
1999 and February 2008. New media theories can potentially create “cognitive dissonance” (Festinger) 
when their explanations of CJ practices are compared with what actually happens (Feyerabend).

First I summarise Carlile & Christensen’s model and the dangers of “bad theory” (Ghoshal). Next I 
consider several problems in new media theories about CJ: the notion of ‘citizen’, new media populism, 
parallels in event-driven and civic journalism, and mergers and acquisitions. Two ‘self-reflexive’ issues 
are considered: ‘pro-ams’ or ‘professional amateurs’ as a challenge to professional journalists, and CJ’s 
deployment in new media operations and production environments. Finally, some exploratory questions 
are offered for future researchers.

2. An Evaluative Framework for New Media Theories on Citizen Journalism

Paul Carlile and Clayton M. Christensen’s model offers one framework with which to evaluate new 
media theories on CJ. This framework is used below to highlight select issues and gaps in CJ’s current 
frameworks and theories. Carlile & Christensen suggest that robust theory-building emerges via three 
stages: Descriptive, Categorisation and Normative (Carlile & Christensen). There are three sub-stages in 
Descriptive theory-building; namely, the observation of phenomena, inductive classification into 
schemas and taxonomies, and correlative relationships to develop models (Carlile & Christensen 2-5). 
Once causation is established, Normative theory evolves through deductive logic which is subject to 
Kuhnian paradigm shifts and Popperian falsifiability (Carlile & Christensen 6).



Its proponents situate CJ as a Categorisation or new journalism agenda that poses a Normative 
challenged and Kuhnian paradigm shift to traditional journalism. Existing CJ theories jump from the 
Descriptive phase of observations like “smart mobs” in Japanese youth subcultures (Rheingold) to make 
broad claims for Categorisation such as that IndyMedia, blogs and wiki publishing systems as new media 
alternatives to traditional media. CJ theories then underpin normative beliefs, values and worldviews. 
Correlative relationships are also used to differentiate CJ from the demand side of microeconomic 
analysis, from the top-down editorial models of traditional media outlets, and to adopt a vanguard 
stance. To support this, CJ proponents cite research on emergent collective behaviour such as the 
“wisdom of crowds” hypothesis (Surowiecki) or peer-to-peer network “swarms” (Pesce) to provide 
scientific justification for their Normative theories. However, further evaluative research is needed for 
three reasons: the emergent collective behaviour hypothesis may not actually inform CJ practices, 
existing theories may have “correlation not cause” errors, and the link may be due to citation network 
effects between CJ theorists.

Collectively, this research base also frames CJ as an “ought to” Categorisation and then proceeds to 
Normative theory-building (Carlile & Christensen 7). However, I argue below that this Categorisation 
may be premature: its observations and correlative relationships might reinforce a ‘weak’ Normative 
theory with limited generalisation. CJ proponents seem to imply that it can be applied anywhere and 
under any condition—a “statement of causality” that almost makes it a fad (Carlile & Christensen 8).

CJ that relies on Classification and Normative claims will be problematic without a strong grounding in 
Descriptive observation. To understand what’s potentially at stake for CJ’s future consider the consider 
the parallel debate about curricula renewal for the Masters of Business Administration in the wake of 
high-profile corporate collapses such as Enron, Worldcom, HIH and OneTel. The MBA evolved as a 
sociological and institutional construct to justify management as a profession that is codified, 
differentiated and has entry barriers (Khurana). This process might partly explain the pushback that 
some media professionals have to CJ as one alternative. MBA programs faced criticism if they had 
student cohorts with little business know-how or experiential learning (Mintzberg). Enron’s collapse 
illustrated the ethical dilemmas and unintended consequences that occurred when “bad theories” were 
implemented (Ghoshal).

Professional journalists are aware of this: MBA-educated managers challenged the “craft” tradition in 
the early 1980s (Underwood). This meant that journalism’s ‘self-image’ (Morgan; Smith) is intertwined 
with managerial anxieties about media conglomerates in highly competitive markets. Ironically, as noted 
below, Citizen Journalists who adopt a vanguard position vis-a-vis media professionals step into a more 
complex game with other players. However, current theories have a naïve idealism about CJ’s promise 
of normative social change in the face of Machiavellian agency in business, the media and politics.

3. Citizen Who?

Who is the “citizen” in CJ? What is their self-awareness as a political agent? CJ proponents who use the 
‘self-image’ of ‘citizen’ draw on observations from the participatory vision of open source software, 
peer-to-peer networks, and case studies such as Howard Dean’s 2004 bid for the Democrat Party 
nominee in the US Presidential election campaign (Trippi). Recent theorists note Alexander Hamilton’s 
tradition of civic activism (Barlow 178) which links contemporary bloggers with the Federalist Papers and 
early newspaper pamphlets.



One unsurfaced assumption in these observations and correlations is that most bloggers will adopt a 
coherent political philosophy as informed citizens: a variation on Lockean utilitarianism, Rawlsian 
liberalism or Nader consumer activism. To date there is little discussion about how political philosophy 
could deepen CJ’s ‘self-image’: how to critically evaluate sources, audit and investigation processes, or 
strategies to deal with elites, deterrence and power. For example, although bloggers kept Valerie 
Plame’s ‘outing’ as a covert intelligence operative highly visible in the issues-attention cycle, it was 
agenda-setting media like The New York Times who the Bush Administration targeted to silence 
(Pearlstine). To be viable, CJ needs to evolve beyond a new media populism, perhaps into a 
constructivist model of agency, norms and social change (Finnemore).

4. Citizen Journalism as New Media Populism

Several “precursor trends” foreshadowed CJ notably the mid-1990s interest in “cool-hunting” by new 
media analysts and subculture marketeers (Gibson; Gladwell). Whilst this audience focus waned with 
the 1995-2000 dotcom bubble it resurfaced in CJ and publisher Tim O’Reilly’s Web 2.0 vision. Thus, CJ 
might be viewed as new media populism that has flourished with the Web 2.0 boom.

Yet if the boom becomes a macroeconomic bubble (Gross; Spar) then CJ could be written off as a “silver 
bullet” that ultimately failed to deliver on its promises (Brooks, Jr.). The reputations of uncritical 
proponents who adopted a “true believer” stance would also be damaged (Hoffer).

This risk is evident if CJ is compared with a parallel trend that shares its audience focus and populist 
view: day traders and technical analysts who speculate on financial markets. This parallel trend provides 
an alternative discipline in which the populism surfaced in an earlier form (Carlile & Christensen 12). 
Fidelity’s Peter Lynch argues that stock pickers can use their Main Street knowledge to beat Wall Street 
by exploiting information asymmetries (Lynch & Rothchild). Yet Lynch’s examples came from the mid-
1970s to early 1980s when indexed mutual fund strategies worked, before deregulation and 
macroeconomic volatility. A change in the Web 2.0 boom might similarly trigger a reconsideration of 
Citizen Journalism.

Hedge fund maven Victor Niederhoffer contends that investors who rely on technical analysis are 
practicing a Comtean religion (Niederhoffer & Kenner 72-74) instead of Efficient Market Hypothesis 
traders who use statistical arbitrage to deal with ‘random walks’ or Behavioural Finance experts who 
build on Amos Tversky and Daniel Kahneman’s Prospect Theory (Kahneman & Tversky).

Niederhoffer’s deeper point is that technical analysts’ belief that the “trend is your friend” is no match 
for the other schools, despite a mini-publishing industry and computer trading systems. There are also 
ontological and epistemological differences between the schools. Similarly, CJ proponents who adopt a 
‘Professional Amateur’ or ‘Pro-Am’ stance (Leadbeater & Miller) may face a similar gulf when making 
comparisons with professional journalists and the production environments in media organisations.

CJ also thrives as new media populism because of institutional vested interests. When media 
conglomerates cut back on cadetships and internships CJ might fill the market demand as one 
alternative. New media programs at New York University and others can use CJ to differentiate 
themselves from “hyperlocal” competitors (Christensen; Slywotzky; Christensen, Curtis & Horn). This
transforms CJ from new media populism to new media institution.



5. Parallels: Event-driven & Civic Journalism

For new media programs, CJ builds on two earlier traditions: the Event-driven journalism of crises like 
the 1991 Gulf War (Wark) and the Civic Journalism school that emerged in the 1960s social upheavals.

Civic Journalism’s awareness of minorities and social issues provides the character ethic and political 
philosophy for many Citizen Journalists. Jay Rosen and others suggest that CJ is the next-generation heir 
to Civic Journalism, tracing a thread from the 1968 Chicago Democratic Convention to IndyMedia’s 
coverage of the 1999 “Battle in Seattle” (Rosen). Rosen’s observation could yield an interesting 
historiography or genealogy.

Events such as the Southeast Asian tsunami on 26 December 2004 or Al Qaeda’s London bombings on 7 
July 2005 are cited as examples of CJ as event-driven journalism and “pro-am collaboration” (Kolodzy 
229-230). Having covered these events and Al Qaeda’s attacks on 11th September 2001, I have a slightly 
different view: this was more a variation on “first responder” status and handicam video footage that 
journalists have sourced for the past three decades when covering major disasters. This different view 
means that the “salience of categories” used to justify CJ and “pro-am collaboration” these events does 
not completely hold. Furthermore, when Citizen Journalism proponents tout Flickr and Wikipedia as 
models of real-time media they are building on a broader phenomenon that includes CNN’s Gulf War 
coverage and Bloomberg’s dominance of financial news (Loomis).

6. The Mergers & Acquisitions Scenario

CJ proponents often express anxieties about the resilience of their outlets in the face of predatory 
venture capital firms who initiate Mergers & Acquisitions (M&A) activities. Ironically, these venture 
capital firms have core competencies and expertise in the event-driven infrastructure and real-time 
media that CJ aspires to. 

Sequoia Capital and other venture capital firms have evaluative frameworks that likely surpass Carlile & 
Christensen in sophistication, and they exploit parallels, information asymmetries and market populism. 
Furthermore, although venture capital firms such as Union Street Ventures have funded Web 2.0 firms, 
they are absent from the explanations of some theorists, whose examples of Citizen Journalism and 
Web 2.0 success may be the result of survivorship bias. Thus, the venture capital market remains an 
untapped data source for researchers who want to evaluate the impact of CJ outlets and institutions. 

The M&A scenario further problematises CJ in several ways.

First, CJ is framed as “oppositional” to traditional media, yet this may be used as a stratagem in a game 
theory framework with multiple stakeholders. Drexel Burnham Lambert’s financier Michael Milken used 
market populism to sell ‘high-yield’ or ‘junk’ bonds to investors whilst disrupting the Wall Street 
establishment in the late 1980s (Curtis) and CJ could fulfil a similar tactical purpose.

Second, the M&A goal of some Web 2.0 firms could undermine the participatory goals of a site’s 
community if post-merger integration fails. Jason Calacanis’s sale of Weblogs, Inc to America Online in 
2005 and MSNBC’s acquisition of Newsvine on 5 October 2007 (Newsvine) might be success stories. 
However, this raises issues of digital “property rights” if you contribute to a community that is then sold 
in an M&A transaction—an outcome closer to business process outsourcing.

http://www.unionsquareventures.com/


Third, media “buzz” can create an unrealistic vision when a CJ site fails to grow beyond its start-up 
phase. Backfence.com’s demise as a “hyperlocal” initiative (Caverly) is one cautionary event that recalls 
the 2000 dotcom crash. 

The M&A scenarios outlined above are market dystopias for CJ purists. The major lesson for CJ 
proponents is to include other market players in hypotheses about causation and correlation factors.

7. ‘Pro-Ams’ & Professional Journalism’s Crisis

CJ emerged during a period when Professional Journalism faced a major crisis of ‘self-image’. The Demos 
report The Pro-Am Revolution (Leadbeater & Miller) popularised the notion of ‘professional amateurs’ 
which some CJ theorists adopt to strengthen their categorisation. In turn, this triggers a response from 
cultural theorists who fear bloggers are new media’s barbarians (Keen).

I concede Leadbeater and Miller have identified an important category. However, how some CJ theorists 
then generalise from ‘Pro-Ams’ illustrates the danger of ‘weak’ theory referred to above. Leadbeater 
and Miller’s categorisation does not really include a counter-view on the strengths of professionals, as 
illustrated in humanistic consulting (Block), professional service firms (Maister; Maister, Green & 
Galford), and software development (McConnell). The signs of professionalism these authors mention 
include a commitment to learning and communal verification, mastery of a discipline and domain 
application, awareness of methodology creation, participation in mentoring, and cultivation of ethical 
awareness. Two key differences are discernment and quality of attention, as illustrated in how the 
legendary Hollywood film editor Walter Murch used Apple’s Final Cut Pro software to edit the 2003 film 
Cold Mountain (Koppelman).

‘Pro-Ams’ might not aspire to these criteria but Citizen Journalists shouldn’t throw out these standards, 
either. Doing so would be making the same mistake of overconfidence that technical analysts make 
against statistical arbitrageurs. Key processes—fact-checking, sub-editing and editorial decision-
making—are invisible to the end-user, even if traceable in a blog or wiki publishing system, because of 
the judgments involved. One post-mortem insight from Assignment Zero was that these processes were 
vital to create the climate of authenticity and trust to sustain a Citizen Journalist community (Howe).

CJ’s trouble with “objectivity” might also overlook some complexities, including the similarity of many 
bloggers to “noise traders” in financial markets and to op-ed columnists. Methodologies and reportage 
practices have evolved to deal with the objections that CJ proponents raise, from New Journalism’s 
radical subjectivity and creative non-fiction techniques (Wolfe & Johnson) to Precision Journalism that 
used descriptive statistics (Meyer). Finally, journalism frameworks could be updated with current 
research on how phenomenological awareness shapes our judgments and perceptions (Thompson).

8. Strategic Execution

For me, one of CJ’s major weaknesses as a new media theory is its lack of “rich description” (Geertz) 
about the strategic execution of projects. As Disinfo.com site editor I encountered situations ranging 
from ‘denial of service’ attacks and spam to site migration, publishing systems that go offline, and 
ensuring an editorial consistency. Yet the messiness of these processes is missing from CJ theories and 
accounts. Theories that included this detail as “second-order interactions” (Carlile & Christensen 13) 
would offer a richer view of CJ.

http://zero.newassignment.net/
http://www.disinfo.com/


Many CJ and Web 2.0 projects fall into the categories of mini-projects, demonstration prototypes and 
start-ups, even when using a programming language such as Ajax or Ruby on Rails. Whilst the 
“bootstrap” process is a benefit, more longitudinal analysis and testing needs to occur, to ensure these 
projects are scalable and sustainable. For example, South Korea’s OhmyNews is cited as an exemplar 
that started with “727 citizen reporters and 4 editors” and now has “38,000 citizen reporters” and “a 
dozen editors” (Kolodzy 231). How does OhmyNews’s mix of hard and soft news change over time? Or, 
how does OhmyNews deal with a complex issue that might require major resources, such as security 
negotiations between North and South Korea? Such examples could do with further research.

We need to go beyond “the vision thing” and look at the messiness of execution for deeper observations 
and counterintuitive correlations, to build new descriptive theories.

9. Future Research

This essay argues that CJ needs re-evaluation. Its immediate legacy might be to splinter ‘journalism’ into 
micro-trends: Washington University’s Steve Boriss proclaims “citizen journalism is dead. Expert 
journalism is the future.” (Boriss; Mensching). The half-lives of such micro-trends demand new 
categorisations, which in turn prematurely feeds the theory-building cycle.

Instead, future researchers could reinvigorate 21st century journalism if they ask deeper questions and 
return to the observation stage of building descriptive theories. In closing, below are some possible 
questions that future researchers might explore:

 Where are the “rich descriptions” of journalistic experience—“citizen”, “convergent”, “digital”, 
“Pro-Am” or otherwise in new media?

 How could practice-based approaches inform this research instead of relying on espoused 
theories-in-use?

 What new methodologies could be developed for CJ implementation?
 What role can the “heroic” individual reporter or editor have in “the swarm”?
 Do the claims about OhmyNews and other sites stand up to longitudinal observation?
 Are the theories used to justify Citizen Journalism’s normative stance (Rheingold; Surowiecki; 

Pesce) truly robust generalisations for strategic execution or do they reflect the biases of their 
creators?

 How could developers tap the conceptual dimensions of information technology innovation 
(Shasha) to create the next Facebook, MySpace or Wikipedia?
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Crowdsourcing the sources of a citizen journalism essay

In the second half of last year, I ran a Level 2 module called Cybercultures in which students were 
introduced to the study of cyberculture and some of the current debates being prompted by 
developments in digital technology. One of the weekly sessions looked at the role of citizen journalism 
and its impact on traditional/professional journalism. The assessment question set for this session was 
as follows:

It could be argued that only those with professional training should be allowed to publish news. Critically 
examine the threat posed by citizen journalism.

I have received an essay from a nameless source which seemed very well composed, but it lacked 
sources. The essay was submitted via our electronic plagiarism detection, aka EPD, (TurnItIn) which 
flagged the essay as 96% original which was unusual in itself, as the service cross checks work against 
several electronic databases and scholarly sources. Usually, student work tends to hover around the 
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75% original point, taking into account the inclusion of primary and secondary sources as citations.

In the past, marking essays often involved typing phrases into a search engine to see if they produced 
any similar results but this was time consuming - the new process is much quicker but not always fool 
proof. Not every academic source is logged by the EPD. Also, work that has been created via a service 
offering custom written students essays are capable of sidestepping this service as these pieces of work 
are seldom indexed by search engines, hence are unlikely to appear when searching for key phrases.

A modest proposal

Given the above point I'd like to run a little experiment. All students who submit work for assessment 
are required to sign a form or agree that the work they submit adheres to the University's regulations 
regarding infringement. Consequently, any student who pays for an essay has already broken those 
regulations, yet it is very difficult to prove as those pieces of work are seldom freely available online and 
are unlikely to ever appear so unless someone published them to the web. A student who has knowingly 
plagiarised or infringed would be unlikely to publish their work as they risk being penalised for doing so. 
However, if that essay is published to the web anonymously then 2 things can occur:

1. The essay will eventually be picked up and indexed by search engines so any subsequent 
submission of similar content will be flagged against it

2. Any readers familiar with the content may be able to spot gaps in the EPD database and assist in 
a crowdsourcing experiment

How should an educator respond to a piece of work that seems suspicious but is unable to locate the 
sources? Ignoring the material is not an option as it brings the reliability and validity of the assessment 
process into question and those students who produce their own original work may feel short changed if 
nothing is done about suspected violations.

Below, you will find an argument that hasn't been picked up by our EPD services. Neither does a random 
search for key lines bring up anything. This may be a plagiarised essay. However, it may also be a unique 
piece of work. If you can spot sections which seem notable, please get in touch either in the comments 
section below or by emailing me at jewitt.robert@remedialthoughts.com

--------------------------

When looking at the threat posed by participatory media to professional practice, it is first necessary to 
understand the seeds of the former's existence, and the stance of the latter. The concept of professional 
training poses immediately the idea of the amateur, self-educated free media, the effect of which is a 
much discussed topic among authors, of books and blogs. Citizen journalism's slingshot into the public 
awareness brought with it not only the benefits, but faults and flaws within the system. Ultimately, that 
which it seeks to change, modify or rectify, that is the rigidity of professional journalism, can offer things 
from that structure, that the open-sourced public bank of information can not. To establish the threat 
that citizen journalism poses to the commercial media, an assessment must be made of its impact on 
the existing standard, and an evaluation conducted as to the weighting of the negative or positive 
connotations of said impact. The flaws in professional journalism are what drove the rise of citizen 
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journalism if it is to be a threat to the very foundations of the professional industry, then it should not 
only correct these flaws, but prevent an overriding, more useful source of information.

The history of citizen journalism and its ascension to such status is a product of a direct marketing 
supply and demand idea. The general public called for an alternative to existing journalistic style, and 
the Web 2.0 generation provided it. Aaron Barlow explains that the defining property of Web 2.0 was 
the personalisation of the internet, it moved from a communication and information device, to a social 
networking media that connected thousands of people from all corners of the globe. He explains that 
whilst professional journalists felt the public were becoming increasingly wilfully ignorant “the citizen 
journalists believe there is a desire in the public for information that allows careful consideration of the 
issues” (Barlow, p.141). With regards to the news, the members of this internet revolution; the 
blogosphere arose as more and more people hosted their thoughts, opinions and observations in the 
virtual world. Commentary news blogs came forward into the public scope of view, as Baase discusses in 
A Gift of Fire: Social, Legal and Ethical Issues for Computing and the Internet, online blogs were popular 
because they “present a personal view; they are often funny and creative; they provide varied, 
sometimes quirky perspectives on current events” (Baase, 2008, p.5) allowing the reader to form a 
connection with the writer. The absolute lack of mainstream filtering and the independent presentation 
of the opinion seems genuine, therefore evoking common emotions and feelings among its readership. 
This quality is what led blogs to becoming so popular among the people of the population.

Initially scorned by members of the mainstream media as being unreliable and less than objective, Baase 
explains how blogs were first viewed almost as gossip columns (although it was argued by some that this 
could push mainstream journalists to excel in their work) then eventually came to be accepted as 
complementary to existing news sources, that they “demonstrated their influence by digging up 
information before the mainstream media did and by pushing stories the mainstream media did not 
publish. Bloggers detect and report errors, bias and digitally falsified news photos in mainstream 
media.” (Baase, 2008, p.6)

He explains that this drive to be impartial, or to at least highlight flaws in professional impartiality, led to 
their popularisation and soon businesses and organisations realised the potential of blogs to inform and 
communicate with their consumers. The readership of some blogs is now in the hundreds of thousands, 
often peaking to millions when a particularly important new story breaks. Baase makes the interesting 
point that many of those bloggers at the forefront of their newly defined industry, are being hailed not 
only as near-celebrities, but as respected industry professionals, often given invitations to press 
conferences, fashion shows, art galleries and the various related media events usually populated by 
journalists (Baase, 2008, p.5). This new definition of status has taken bloggers out of the virtual world 
and cemented their status within the real community.

Blogging has become, not only a social and cultural phenomenon, but a legitimate opposer to the multi-
conglomerate media centres such as the likes of the Rupert Murdoch group of publications. Stuart Allan 
looks at the seeds of blogging in more detail with regards to the negative public opinion of traditional 
journalism. He suggests that its popularity rose as it stood firmly as an alternative, indeed a remedy, to 
the faults of established journalism, perceived to be restrictive or misleading. Stuart Allan suggests that 
this comes from journalists’ apathy toward their audience, that there is “a certain degree of 
ambivalence about opinion polls” (Allan, 2005, p.100). Indeed, he goes so far as to suggest that 
journalists ignore public opinion and are guilty of staying too close to the factual aspect of reports and 
ignoring the wishes of the public. Whilst the professionals would argue that news should not be driven 
by the consumer, it is the consumer they are providing for and unfortunately, without answering the 



call, the industry would die.

Perhaps the best way to analyse the impact, and therefore any proposed threat, of reader interaction 
with news reports is to observe the journalistic participation of victims of global natural and terrorist 
disasters. For example, the Tsunami that struck the East on Christmas Eve 2004, Hurricane Katrina that 
struck New Orleans, America in 2005 and events such as the 9/11 bombing of the World Trade Centre in 
New York, America and the 07/07 London attack in England. In both sets of circumstances, evidence of 
the drive for normal citizens to record and broadcast the experience is apparent. Videos, still images, 
recorded interviews and statements provided news content to explain the situation to the watching 
public. Here, it can be observed that the news became not just a factual report, not even a witness 
statement, but an actual live recording of an event, first hand. In this, those citizens who chose to record 
and document their experiences placed themselves in the line of danger as would a highly trained war-
time correspondents, overriding a biological drive to escape and survive, instead, they chose to record 
and broadcast.

The worry of professional journalists lies not in recording of events, as any footage or recollection of a 
situation contributes to the general public awareness of world-events, but in the analysis and discussion 
of the happenings. The concern of maintained objectivity arises as communities reporting on local 
events will ultimately by affected by the consequences and therefore, even unintentionally, biased 
toward the situation. Andrew Keen, in his book The Cult of the Amateur raises the idea that this loss of 
pure truth arises “because democratization, despite its lofty idealization, is undermining truth, souring 
civic discourse, and belittling expertise, experience, and talent.” (Keene, 2007, p.15)

Only those with professional training in remaining morally, ethically and (perhaps most importantly in 
the modern age) legally just, can seek to comment fairly and abstractly on a news issue. Keene likens the 
modern users of Web 2.0 to monkeys, typing away in “an infinite universe” (Keene, 2007, p.15), 
generating an endless stream of personal truths. Instead of there existing a factual, definite truth, each 
person takes and gives to the collective Web 2.0 knowledge, “shattering the world into a billion 
personalized truths, each seemingly equally valid and worthwhile”. (Keene, 2007, p.17) Truth has 
become an amalgamation of people's personal opinion, distributed onto a virtual storage system with 
no moderator, no censor, no fact-checker. The possible emergence of such a regulatory figure of 
organisation is discussed by Dan Gillmor, who looks at services like Technorati and Feedster, that 
browse and search web content and “may enable “consumers” of journalism to sort through the 
opinionated conversations and assemble something resembling reality, or maybe even truth” (Gillmor, 
2006, p.42).

Hailing such tools as the pioneer of content screening, a kind of intelligent RSS, he is however, keen to 
point out the flaw in the system; that they are simply just tools. They cannot replace either journalism or 
user-generated content as they cannot assure the core values of journalism; “fairness, accuracy and 
thoroughness” (Gillmor, 2006, p.42), or span the full scope of the available public media.

With this in mind, it can be seen that citizen journalism, whilst an exciting new medium for the delivery 
of news information, also has its faults. The main problem it faces is that, unlike professional journalism, 
it has no code of conduct or set of underlying principles that it must abide by. Richard Keeble explains in 
Ethics for Journalists that professional journalism bases its ethics on a multitude of various codes of 
practice, each with the same underlying core values of truth and respect (Keeble, 2001, pp.14-15).
Citizen, democratic journalism is not the result of formal training in the rights and wrongs of informing 
the general public of other people's business morally and legally. In such, it often becomes a melee of 



rumour and assumption; a free-for-all where any opinion has the same amount of credibility and value 
as any other. Martin & Hansen examine various critical approaches on this issue, drawing the conclusion 
that “it isn't that people can't get diverse information swiftly; it's that people can't decided what is 
significant, relevant and useful while dispensing with unwanted information” (Martin & Hansen, 1998, 
p.45). That, unfortunately, is the core issue; that without professional investigation, reported events are 
relayed as opinion and supposition. We expect the news to tell us the truth, but if our trust in journalists 
is waning, why should we turn to the public arena. What credibility does it posses that we hold it more 
reliable than the word of those trained to be objective, who seek to be accurately informed. Only 
professional practice can offer trained, impartial opinion on news, or any other issues. The conveyance 
of facts and figures, in a delicate situation, is best left to those who have studied the law and ethics of 
such problems.

Perhaps then, the answer is not to look on citizen journalism as a threat, but instead as a balanced 
opposer to professional practice; as independent film-makers are to Hollywood production companies. 
What must not be allowed is for the mass media to replace professional practice and become the sole 
source of information. Maybe the threats of citizen journalism should be considered not as threats, but 
additions. The balance of company-funded journalists with the constraints of public publishing, who may 
be tempted toward bias or corruption, with the free, community sourced media. The rigid limitations of 
the former cancelled, or harmonised by the latter. Equally, the professional deficit of training in law and 
ethics can be enforced by those journalists who have studied their craft. In all media; photography, 
writing, music, art, there are professionals and amateurs who interact within the same space of 
coverage, why can this not exist in journalism? This balance between those who are trained and those 
not, keeps the level of work produced as a whole interesting, with tight technical proficiency, balanced 
by freshness and work that breaks through boundaries, challenging the landscape of the craft. Citizen 
journalism challenges professional practice, forcing it to change, to acknowledge its own faults and be 
proud of its standing as a valuable source of information. The two offer to each other a method of self-
analysis, a check and balance system for an assessment of how their work matches to their intent.

Since the rise of citizen journalism, spurred by the Web 2.0 generation, professional journalism has 
constantly faced an opposition. What citizen journalism offers to the general public is a chance for them 
to speak out on issues they feel need to be brought to public attention. It also allows the 'common man' 
to question the motives and sources of commercial reporters, either due to bias or inaccuracy. Not only 
this, but it offers a free, open exchange of information and opinions. However, with this comes the 
problem of unregulated media. Without an independently fact-checking source, the independent 
articles within the free media have no validation as to their accuracy, nor can they be excused of bias. As 
a whole, it offers every viewpoint, every position on an issue, but it the responsibility then lies with the 
reader to assess the piece objectively. Professional journalism removes this need as its practitioners are 
trained and expected to remain objective. Unfortunately, individuals may not uphold this, but the free 
media is not a solution, more a balanced weighing tool.
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Citizen journalism has value, but ethics will distinguish the pros

Perhaps it was the juxtaposition on Romenesko that allowed me to make the connections, but three 
articles fit together perfectly for me and maybe not for others. I think they serve as a perfect call to 
action, unity and reader service. 

In rapid order I read about Steve Outing’s lessons learned from a failed citizen journalism venture, a 
Washington Post piece about the emergence of citizen journalism and then an Ed Wasserman piece
about alleged overly aggressive editors enforcing standards in the newsroom. Mix, stir, and wonder of 
wonders, we have a blog subject for McGuire. 

Outing’s piece required a lot of courage. He candidly analyzes the failure of his business. He and a 
partner tried to establish a mountain biking enthusiast site powered only by citizen content. His 
discovery–you need professional content to make it work. Well, slap me on the head. After forgetting 
that for a while, people are apparently rediscovering what my friend and soon-to-be-colleague, Dan 
Gillmor said in May of 2006. He told a conference audience "I hope we don’t lose big journalism, but 
want to see it as part of an ecosystem where all kinds of things from sole bloggers in deep narrow niches 
to what we have today…where it’s symbiotic as opposed to entirely competitive."

The Washington Post piece quotes people seemingly obsessed with citizen journalism being a 
replacement for mainstream journalism. The Post piece quotes one angry citizen journalist as saying 
"You (mainstream media) are not telling the whole story…You’ve lost your credibility." In the tradition of 
modern journalism the Post writer offers an alternative point of view from author Andrew Keen who 
says, "You can’t just be a great journalist, the same way you can’t be a great chef or a great soccer 
player." Keen adds in the Post piece, Journalists "follow a set of standards, a code of ethics. Objectivity 
rules. That’s not the case with citizen journalists. Anything goes in that world."

Outing’s lesson from his failed enterprise is clearly the symbiosis lesson. He eloquently explains that the 
citizen content was just not good enough to power a site on its own. He wishes he would have mixed in 
a lot more "professional content." Outing’s most important statement, in my view, is this: "I’m not 
saying that user-submitted content isn’t worthwhile, let me be clear about that. I am saying you can’t 
rely too much on it. And you need to filter out and highlight the best user content, while downplaying 
the visibility of the mediocre stuff."

Too often in this debate proponents of citizen journalism have taken a "you are with us or you are agin’ 
us" tenor. Symbiosis is the answer for mainstream media and citizen journalists . If we buy into the 
Committee for Concerned Journalists contention that our first obligation is to citizens we must 
enthusiastically welcome citizens into the conversation. Mainstream media arrogance about our 
superior knowledge and insight should not overpower the fact that citizens can teach us much about the 
world and our business. 

At the same time, citizen journalism does not, and can not, mean the end of mainstream media. As 
Outing observes the pros are required to produce quality, and he says "Quality matters."

http://www.poynter.org/column.asp?id=45
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You, and Ed Wasserman, are probably wondering what all this citizen journalism talk has to do with his 
column complaining about all the journalists who are being fired in the name of ethics. I think 
everything. The debate about citizen journalists and professional journalists is all about ethics and 
standards. As journalism standards are weakened by blogs and the 24/7 rush of news, mainstream 
media has to be the standard-bearer for ethics and impeccable behavior. Certainly, we have a long way 
to go.

Ed’s piece is must reading. He argues that editors have been too quick on the trigger to fire people for 
ethical transgressions and he goes into specifics. The piece is a little absolutist for my taste and more 
than a bit populist. Running a newsroom is tough work and the people he skewers are balancing a lot of 
considerations. I didn’t find it very understanding of leadership challenges. 

I taught with Ed Wasserman at Washington and Lee University for 6 weeks in 2005 when I was the first 
Reynolds visiting professor at that fine school. My passionate debates with Ed were a true highlight of 
my short stay and I’m smart enough to know those debates are best conducted in person and not 
through the blogosphere. And in this case, I agree with a lot of of Ed’s specific examples, and I agree 
absolutely with his conclusion that ethical action "demands acting justly with proportionality, fairness 
and compassion. Forgiveness is a good thing in the news and newsrooms." That is inarguable. I’d go a 
step further and say forgiveness is an ethical principle we too often forget. 

I agree with Ed, too, that risk is important in these tumultuous times. I am just as convinced that, rather 
than being arrogant bullies, many newsroom leaders are trying to sort out the newspaper’s place in the 
media landscape. Ethical behavior is the place to start. Ed is correct that proportion and compassion are 
required. Adherence to an ethical code that distinguishes us from bloggers and some cowboy citizen 
journalists is also essential. 

I am glad Ed is calling some firings into question. He always was a great conversation starter. I simply 
want to assure that the conversation is a complete one. The effort to establish that mainstream media 
stands for ethical behavior is a noble goal. How we set those standards and enforce them should always 
be open to debate. The need for standards to allow us to rise above the crowd should not be. It is how 
readers are going to distinguish the pros from the amateurs as we move forward. 

Alan Kania

Posted November 29, 2007 at 9:20 am | Permalink

Tomorrow I catch up to Tim’s age and while not by choice, I’m a retired journalist. Why is it that 
we retirees speak wisdom once we leave the news room? Why don’t working journalists do that 
now?

Ethical journalism as a means of guiding mainstream and so-called citizen journalism? Perish the 
thought of such a radical concept? How many journalism organizations have codes of ethics and 
how many news organizations follow them? How many journalists have even read the series of 
“State of the Media” and other reports about why people are tuning out or canceling their news 
subscriptions?



Instead, we just sit around, wringing our hands and mutter that our jobs are on the line because 
nobody likes us any more.

Hats off to Ed and Tim for raising a rally banner. Ethical behavior is an excellent place to start in 
sorting out the newspaper’s place in the media landscape.

– Alan Kania

http://cronkite.asu.edu/mcguireblog/?p=39

An Interview with Andrew Keen, Author of The Cult of the Amateur

Andrew Keen, an Advocate of Professional Journalism, Says Participatory Media is Hurting Culture

By News Team

Andrew Keen sounds a bit ticked off. It's been twice already that citizen journalists have scheduled 
interviews to talk about his new book, "The Cult of the Amateur." And twice they've canceled on him. 
This doesn't bode well for citizen journalism, says the author and Internet executive who rails against 
social media.

"It probably reflects the inadequacy of amateur media," he says over the phone on Wednesday - in the 
third attempt at the interview. "No excuses."

Keen worries about amateur media - and its many monikers: blogging, citizen journalism, social media, 
Web 2.0 and user-generated content. The flood of blogging increases the likelihood that misinformation 
and poor quality will prevail on the Web, Keen says. The lack of editing and the dearth of expertise 
compound the problem.

His book, "The Cult of the Amateur: How Today's Internet Is Killing Our Culture," debuted in June and 
ranks 5,930 in sales on Amazon.com's book list. In it, Keen writes that egalitarian media creation is 
"threatening the very future of our cultural institutions." Amateurs can't write whatever they want -
especially on topics like Iraq - because their facts, expertise and judgment are suspect, he says. 

"You can't sit in your underpants in Indiana and blog about Iraq," Keen says over the phone, noting that 
such efforts shouldn't be taken seriously. "It's not edited. That's the other problem."

Keen wasn't always a skeptic. A self-described Internet entrepreneur who founded the short-lived Web 
venture AudioCafe.com in 1996, he dubs himself a Web 1.0 pioneer. He participated in what he calls a 
"Russian Revolution" of Internet media. 

http://cronkite.asu.edu/mcguireblog/?p=39


He writes in his book that he drank the participatory media Kool-Aid and started believing that a 
backlash against traditional news outlets and a democratization of media was essential.

But it was in 2004, at a media counterculture summit in California, that Keen realized participatory 
media was, as he says, "useless." He worries that a rush of blogging is having deleterious effects on 
information consumption. But it's not the tools, he maintains; it's how people use them.

"I'm not against the technology... I've got nothing against blogging, in itself, but it's always going to be 
second to professionals who get paid," Keen says. "I don't have a problem with people expressing 
themselves, but most of these are just electronic diaries."

Does Keen have specific examples of sites that truly bother him?

* YouTube: "(It) reflects the confusion of advertising and content. I'm troubled that this is becoming one 
long commercial break (with content and advertising combined)."

* MySpace: "Adolescently sexualized chaos."

* Wikipedia: "I'm troubled that I don't know who the editors are. If they revealed their editorial board, 
I'd be much more sympathetic."

Keen concedes he has criticism of the mainstream media, too.

"I acknowledge that the mainstream media is an ideal," Keen says. He's disturbed, he notes, by the 
shallower end of the pool, pointing to "American Idol" and other reality television shows.

The debate about mainstream media is one of the most crucial points in the book. In a follow-up 
paperback version of "The Cult of the Amateur," due out in 2008, Keen will address the mainstream 
media more closely. He will also add a chapter on politics and re-work the introduction. 

He's a bit surprised by his book's audience. He says he's often pegged as a conservative but considers 
himself a liberal. And it's mostly liberals older than 40 who subscribe to his views. The reaction to his 
work, he says, has been explosive and has "touched very raw nerves" of people who both agree and 
disagree with him.

Feedback to "The Cult of the Amateur" has been "extremely positive - remarkably positive." He claims 
that "it's having a massive impact around the world" and notes that teachers, parents and traditional 
media outlets have been most supportive. 

But participatory journalism and blogging can be effective, Keen admits, particularly at the local level. 
He points to the role blogging and the citizenry played in unearthing the Duke lacrosse scandal. But it's 
the stories larger in scope - he mentions Iraq and Walter Reed - that bloggers can't tackle. 



"They don't have a good track record," Keen says. "They don't have the resources."

But professionals have had their problems, too. Do recent scandals involving journalists - most notably 
Jason Blair and Dan Rather - underscore theories that mainstream pros can't be trusted?

"One would find in any profession that there are always going to be corrupt individuals," Keen says.

He offers an example: Barry Bonds may have used drugs, but that doesn't mean that all baseball players 
are bad. 

"I think the blogosphere is full of well-intentioned people... (but) the reality about the blogosphere is 
that no one is investigating it. If they did, they'd find (hundreds of) Jason Blairs," he says, referring to the 
former New York Times reporter who fabricated articles. But, Keen says, "99.9 percent of New York 
Times journalists are very credible."

Another big distinction is pay. Keen says citizen journalists should receive monetary compensation, if a 
media corporation is publishing their work. 

"You should be paid for your labor," he says. "I think the creative people should be selfish."

He advises young, aspiring journalists to intern at established media companies or to attend journalism 
school rather than jump head-first into the blogosphere.

"What we're seeing is challenges to traditional forms of authority," Keen says. "The Internet is the first 
example of this playing out. You can't blame the Internet. It's just a mirror. When we look at it, we see 
ourselves." 

More resources 
http://andrewkeen.typepad.com/
http://www.associatedcontent.com/article/378633/an_interview_with_andrew_keen_author.html?cat
=3

Storming the News Gatekeepers
On the Internet, Citizen Journalists Raise Their Voices

By Jose Antonio Vargas
Washington Post Staff Writer
Tuesday, November 27, 2007 

NEW YORK -- Aboard the crowded D train, rumbling into Brooklyn on the Manhattan Bridge, the 
inevitable rant explodes. A rant courtesy of Faye Anderson, whom we'll call Ms. CJ, a.k.a. Citizen 
Journalist. A rant directed at us, Mr. MSM, a.k.a. Mainstream Media, for all our perceived faults. 

"It's not you, the journalist, it's the institution," Ms. CJ tells Mr. MSM. "You're not telling the whole 
story. . . . You've lost your credibility." 

http://www.associatedcontent.com/article/378633/an_interview_with_andrew_keen_author.html?cat=3
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We listen, take notes, check if the tape recorder's working. No telling what Anderson might do if she's 
misquoted. 

She's saying anyone can be a journalist, at least anyone with an Internet connection. Start a blog, she 
says, that's easy. (Hers is called Anderson at Large, nearly three years old and one of the more 
prominent blogs in the growing Afrosphere, the African American online political sphere, where Field 
Negro, Jack and Jill Politics and African American Political Pundit also are must-go-to sites.) Learn how to 
record a podcast, no sweat. (A few weeks ago she attended a podcasting camp in Boston.) 

We wanted to say, hey, it's not that simple, this journalism thing, but we hold our tongue and keep 
listening. Fact is, independent of the candidates, voters -- you -- are interacting with the 2008 
presidential election at an unprecedented level because of the Internet, YouTubing, Facebooking, 
Wikipedia-ing, et al. So why not call yourself a journalist and cover the campaign, too? Whether or not 
we MSMers like it, the loose, undefined, evolving cadre of CJs are here to stay. 

They're blogging up a storm over at Huffington Post, on the liberal site's CJ-centric Off the Bus section. 
High school and college students are writing for Scoop08, where relatively experienced student 
journalists are guiding inexperienced student CJs. "This is the future of journalism, I think: journalists 
working with citizen journalists," says Scoop's co-founder, 18-year-old Alexander Heffner. MTV, not to 
be outdone, has launched its own CJ-oriented project. By January, a team of "mobile youth journalists," 
or MyJos, will be assigned to cover each state from their own point of view. 

Citizen journalism is bringing folks, young and old, into the public square, giving voice to those who, in 
the pre-Internet era, may have felt voiceless. 

But some challenge the value of all this citizen involvement. Questions pop up. Is it really "journalism"? 
Are "they" really "journalists"? What's the difference between citizen journalists and bloggers who write 
about politics? 

"The term 'citizen journalist' has an Orwellian ring to it," says Andrew Keen, author of "The Cult of the 
Amateur," who's criticized the Web 2.0-Wikipedia world, where everyone can become their own 
editors. 

"People are becoming Big Brother, either with a camcorder or a keyboard, and following the candidates 
around. It's ridiculous. You can't just be a great journalist, the same way you can't be a great chef or a 
great soccer player." 

Journalists, he continues, "follow a set of standards, a code of ethics. Objectivity rules. That's not the 
case with citizen journalists. Anything goes in that world." 

And sometimes the facts go out the window. 

But others argue that journalism is enriched through the perspectives of everyday Joes and Janes, who 
offer more voices, more texture to public debate. And that we're all the better for it. 

Mitchell Stephens, who teaches media history at New York University, says citizen journalism harks back 
to the days of spoken news, when communities gathered in open-air markets and town squares. It can 
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be traced to Thomas Paine and the pamphleteers of the 18th century, and to the antiwar, 
counterculture alternative press that prospered in the 1960s. 

A citizen journalist, Stephens notes, is not the same as a political blogger. The former can, and 
sometimes does, original reporting; the latter, for the most part, is a political junkie armed with opinions 
and has no bones about sharing them. But these definitions don't always fit. 

"There really is no simple definition for what a citizen journalist is, just lots and lots of examples," says 
Dan Gillmor, former technology columnist for the San Jose Mercury News and author of "We the Media: 
Grassroots Journalism by the People, for the People." 

"It ranges from people who do journalism all the time to people who do what you might call a random 
act of journalism to people who don't consider themselves journalists but are in fact practicing 
journalism. 

"The publishing tools -- digital cameras, blogging software -- are at the people's disposal," Gillmor 
continues. "And for a lot of them, the underlying motivation is frustration with the traditional media." 

Take Anderson. 

Now off the D train, Ms. CJ continues with her rant. Her voice, low and pointed, grows more incredulous 
as she steps out of the subway and onto the streets of Brooklyn. She's railing against illegal immigration 
-- "What part of illegal," she snaps, "don't you get?" -- and wonders where the MSMers are in covering 
this "big, big, big" story. 

After the Democratic debate in Philadelphia earlier this month, when Sen. Hillary Clinton was criticized 
for her response to a question about granting driver's licenses to illegal immigrants, Anderson wrote on 
her blog: "If [Clinton] is the nominee, Republicans will go buck-wild with attack ads showing she was for 
licenses for illegals before she was against it." 

Tall and striking, Anderson was raised in the poor, rough streets of Brooklyn's Bedford-Stuyvesant 
neighborhood and first set foot on an airplane on her way to California to attend Stanford Law School. 
She looks like a cross between Meryl Streep, Chita Rivera and Pam Grier, with physical features as hard 
as to pin down as her politics. She grew up a Democrat, switched to the Republican Party in the Reagan 
years and bolted out of the GOP in 2000, following the election debacle that angered her to her core. 
She's been an independent ever since and supports none of the candidates right now. 

Journalism, as political MSMers in Washington practice it, is too inside-the-Beltway, too beholden to 
sources, Ms. CJ says, all about the horse race, the money haul, the strategists, the pollsters, all about 
ensuring that official Washington and its political class stay employed. 

"And not enough about the issues," Anderson points out, "never enough about the issues." She blogs 
about illegal immigration constantly and wrote extensively about the Jena Six case well before the MSM 
started covering the racial conflicts seething in that small Louisiana town. She credits black bloggers, 
alongside black radio, with closely following that story. 



Citizen journalism, she continues, is her entry into the political process, a way for "an outsider like me to
play some sort of role" -- a curious statement since, years ago, she herself was a Washington player, a 
policy wonk who for a time served as the face of the Republican Party to African Americans, a regular on 
C-SPAN's "Washington Journal." But those days are over. 

"Washington was physically making me sick," Anderson explains. 

So she packed her bags, collected a list of clients for her policy consulting business and moved back to 
Brooklyn, which, as it happens, is named by Outside.in, a site that tracks 3,000 local blogs, as the 
"bloggiest neighborhood" in the country. Translation: In this fast-gentrifying borough, where the real 
estate market is a bona fide obsession, bloggers and their readers don't miss a beat. For almost three 
years, Anderson's been a full-time policy consultant and citizen journalist. 

Anderson at Large is nowhere near as widely read or heavily linked as RedState or Daily Kos, the popular 
conservative and liberal blogs. Technorati, which tracks a site's number of links, says Anderson's blog 
has received 236 blog mentions, while RedState and Daily Kos, by contrast, have received 21,000 and 
107,000, respectively. 

But Anderson points to other successes. She's the first blogger to be a member of the Trotter Group, a 
15-year-old association of well-known black journalists. And last summer, she was credentialed to cover 
the Democratic debate at Howard University. 

On the night of the forum, Ms. CJ, sitting in the press room, wrote on her blog, "OK, I'm settled in and 
looking around. I see a lot of familiar faces from the mainstream media. As they deign to check out 
bloggers row, they may wonder who lets us in. I guess the debate about whether bloggers are 
journalists is over." 

Says Anderson: "Look, everyone's trying to analyze what citizen journalism is, what its impact will be in 
this election. We, the citizen journalists, are figuring it out. You mainstream media folks are figuring it 
out. But whatever it is, there's no going back. We're here. Get used to it." 

Debate: What is the media for today?

Most debate around the future of media assumes we know what role the media plays or needs to play 
in society. Past roles the media (aspired to) play, such as delivering objective comprehensive news, are 
implicitly dismissed without explanation, and new roles such as democratising and inclusion are 
embraced without reflection. In extreme cases technology is assigned agency, with society passively 
changing to its will. If the media, and society, is to make the most of the new possibilities technology 
offers we need to more clearly examine the roles the media needs to (and can) play, and clearly 
establish the goals of our media futures. We have brought together three distinctive protagonists to 
help us consider these goals. 

“[W]e increasingly regard citizenship in terms of self-expression rather than self-knowledge” 
Andrew Keen

“If anyone were being invited to anything with real power they wouldn’t be invited in”Dr Andrew Calcutt
on citizen journalism

http://blog.outside.in/
http://www.redstate.com/
http://www.dailykos.com/


“I can’t believe the argument that the citizen should not be part of journalism. It means you don’t trust 
your public”
Charlie Beckett

Panelists 

Andrew Keen, author 

Charlie Beckett, Founding Director, POLIS 

Dr Andrew Calcutt, Principal Lecturer in Creative Industries and Cultural Studies and Programme Leader, 
MA Journalism and Society, School of Social Sciences, Media and Cultural Studies, University of East 
London 

Chair 

Claire Fox, director, Institute of Ideas

Overviews 

Charlie Beckett The news media is for what it always was for. It can be a watchdog, informer, educator, 
entertainer, campaigner, profit-maker or forum. Journalism in ‘professional’ or ‘amateur’ form can be a 
force for good or ill. There is nothing immutable or inevitable about news media. But new technologies 
combined with changing social and economic forces open up the possibilities (and threats) of new 
communications systems and processes. By embracing a more connected and open form of news media 
that encourages public participation I believe that journalism can enhance and transform itself as a 
practice and as a part of the public discourse and political activity. 

Andrew Keen The purpose of the media is to inform people what is happening in both their own 
countries and the world. This is the foundation for creating a responsible citizenship and is one of the 
great challenges in western democracies, where we increasingly regard citizenship in terms of self-
expression rather than self-knowledge.

Andrew Calcutt Media (plural) are for more than one thing. But plurality does not exclude priority – nor 
should it. As media professionals, we should take the lead in establishing the primary purpose of media. 
Partly because we professionals have failed to take a strong lead, in the recent period media have 
tended to become the means through which many people make a spectacle of themselves. In user-
generated-content, non-professionals upload themselves as wares for others to share; meanwhile we 
media people are often ready to drop the cogito and adapt our professionalism to the principle of 
manifesto ergo sum. 

Not all these developments are negative, since they represent an attempt to continue the social by 
means other than the political. But they are a weak attempt upon a substantial task, and we 
professionals are culpable if we allow others to invest themselves in something so insufficient. Instead, 
we should champion objectivity as the essential counterpart to human history-making subjectivity. Not 
the ‘objectivity’ from which the majority were excluded, but the collaborative and contentious process 
of making the world as reproduced in human knowledge of it, correspond to the world which only we 
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humans could have produced. Similarly, only when we make this social reality into an object of the
deepest inquiry (typically the particular task for professionals) and widest scrutiny (the role of the 
general public), are we collectively qualified to subject it to progressive social change. 

New media, in their capacity for both dissemination and centralisation, should be oriented to a 
democratic objectivity that matches human history-making subjectivity. This is what media can be for. 

Dan Gillmor's lessons learned

A little over a year ago, Dan Gillmor left the San Jose Mercury News to try to figure out how to develop 
citizen journalism as a viable business. As part of that, he launched a site called Bayosphere. In an essay 
on the site, he sums of his lessons learned from that experiment, including:

* Citizen journalism is, in a significant way, about owning your own words. That implies responsibilities 
as well as freedom. We asked people to read and agree to a "pledge" that briefly explained what we 
believed it meant to be a citizen journalist -- including principles such as thoroughness, fairness, 
accuracy and transparency. Although some cynics hooted that this was at best naive, we're convinced it 
was at least useful.
* Limiting participation is not necessarily a bad idea. By asking for a valid e-mail address simply in order 
to post comments, you reduce the pool of commenters considerably, but you increase the quality of the 
postings. And by asking for real names and contact information, as we did with the citizen journalists, 
you reduce the pool by several orders of magnitude. Again, however, there appears to be a correlation 
between willingness to stand behind one's own words and the overall quality of what's said.
* Citizen journalists need and deserve active collaboration and assistance. They want some direction and 
a framework, including a clear understanding of what the site's purpose is and what tasks are required. 
(I didn't do nearly a good enough job in this area.)
* A framework doesn't mean a rigid structure, where the citizen journalist is only doing rote work such 
as filling in boxes.
* The tools available today are interesting and surprisingly robust. But they remain largely aimed at 
people with serious technical skills -- which means too ornate and frequently incomprehensible to 
almost everyone else. Our tech expert, Jay Campbell, did a heroic job of trying to wrestle the software 
into submission to our goals. We still felt frustrated by the missing links.
* Tools matter, but they're no substitute for community building. (This is a special skill that I'm only 
beginning to understand even now.)
* Though not so much a lesson -- we were very clear on this going in -- it bears repeating that a business 
model can't say, "You do all the work and we'll take all the money, thank you very much." There must be 
clear incentives for participation, and genuine incentives require resources.
* On several occasions, PR people offered to brief me on upcoming products or events that they hoped 
I'd cover in my capacity as a tech journalist, but were happy to give the slot to our citizen journalists. 
This testifies to a growing recognition among more clued-in PR folks that citizen journalism is here to 
stay.
* Although the participants -- citizen journalists and commenters -- are essential, it's even more 
important to remember that publishing is about the audience in the end. Most people who come to the 
site are not participants. They're looking for the proverbial "clean, well-lighted place" where they can 
learn or be entertained, or both.

http://www.cyberjournalist.net/news/003281.php
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Online Journalism Ethics: A New Frontier

By Brett Mueller (2105/2007) 

From "balance" to "balance/ fairness/wholeness" and from "accuracy" to "accuracy/ authenticity:" In 
seminars across the country, editors in ASNE's Journalism Values Institute revised the core values of 
journalism. The other essentials, the JVI participants affirmed, are leadership, accessibility, credibility 
and news judgment.

Following those deeper and broader definitions of our principles can certainly improve journalism as we 
know it today. And it's obvious that in the unlimited newshole of new media, we can practice those 
values like never before.

So it's tempting to say we'll just transfer the values into cyberspace, and get on with it.

But it may be early to say that: online media can take us and our readers to places journalism hasn't 
been before. And in those places, our values may be obstacles or antiques.

Please consider:

Balance/Fairness/Wholeness
Hypertext links to more information can guarantee thorough reporting. 
But we should decide: 

 When we should link to ads, to editorials or columns, to sites of partisan organizations, hate 
groups, charities seeking contributions, other news media.

 What to do about readers leaving a report (via links) before they read all sides.

 Since we can, when we should use all the photos and words from the scene.

Accuracy/Authenticity
Online media have room to get the facts right, and to cover the right facts. 

But authenticity also asks us to understand and convey background, context and nuance - in a medium 
that moves at the speed of light.

Furthermore, reporters will come upon interesting remarks online and want to use them in stories.

And if we divide news from ads on a page of newsprint, do we want some design devices for the 
computer screen?

Leadership
Interactivity is perfect for getting people in touch with important issues and the people with whom they 
share community problems.



But some people don't have access and others tailor their news packages: How can newspapers make 
sure that communities have some common knowledge? 

In an avalanche of information, glitter and noise attract attention. How can we rescue the planning 
commission report?

Accessibility
Interactivity is accessibility. Newsroom-sponsored chat rooms and forums were invented to connect 
readers to a subject, the newspaper and each other.

But that may get tricky if anonymous comments don't pass an editor en route to a forum, and too 
restrictive (and legally complicated) if they do.

And if we invite readers to respond to writers, photographers and editors, we ought to think through 
the level of civility we hope for - and how we'll deal with its absence from either direction.

Credibility
With no worry about costly space, we can make our reporting and our judgments transparent.

A linked sidebar explaining our news decisions and policies would announce we are accountable to our 
readers.

And readers could do their own evaluation if we linked to our sources. (But we'd need to warn a source 
beforehand if we might post an interview transcript.)

And leaked and anonymous information would be an even greater credibility problem if readers got 
accustomed to knowing more about sources.

While thinking about this, would it be self-serving or public service to weigh in on the credibility of other 
people's sites?

News Judgment
In the JVI thinking, good news judgment means we reflect on our coverage, know our communities and 
issues, offer clear thinking and explanations, respect all people and cover all dimensions of our 
community.

Newshole no longer limits coverage of our communities. Lists and boilerplate and civics guides stay 
posted. We will be very interactive (won't we?).

Ergo, being online can improve news judgment. (Though understanding communities, thinking clearly 
and reflecting on coverage are still plain old brainwork.)

All in all, it's a sure bet that cyberspace will help us keep our promises.

This new vehicle also allows who-knows-what, invites new interpretations, and begs for invention.

So it takes two decks to answer the question, "Can these six core values guide us into cyberspace?"



Absolutely.

But absolutely, not absolutely.
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Online Journalism Ethics:  Guidelines from the Conference

Assertions of Ethical Decision-Making in Digital Media

1.) Online publishing has the opportunity to serve audiences in new and meaningful ways. Journalists 
have an important responsibility to explore that potential as part of their constitutionally protected 
responsibilities to hold the powerful accountable and to serve as a public watchdog.

2.) Journalism values in such areas as truth, community and democracy will endure only if we embrace 
dramatic changes in the pressures and competition we face and the products we publish. Journalists 
should accept the challenge and embrace the opportunity to build new business models that will 
flourish in an era of digital media. Journalism's highest values can endure only if they stand on a sound 
economic foundation. It is essential that the journalists who adhere to those values be proactive -- not 
just reactive -- participants in the process of innovation.

3.) Written ethics guidelines based on those values are an essential ingredient in the decision-making 
required in various forms of emerging media. Such guidelines will be most useful if framed as 
aspirations as opposed to rules and if compiled or revised with the active participation of the audience. 
Ethics guidelines should not be considered the exclusive province of those who describe themselves as 
journalists. Their utility is tied to the act of journalism as opposed to the résumé of its creator. 

4.) Transparency is a necessary dimension of the relationship that journalists and news organizations 
maintain with their audiences. Transparency must be linked with accountability -- institutional as well 
as individual.

5.) Limited resources, the novelty of online publishing or a lack of protocols cannot become an excuse 
for shoddy work or causing harm.

In the United States, the First Amendment to the Constitution has protected the dissemination of news 
and opinion since 1791. Over those 200-plus years, journalism has experienced an astonishing and 

http://www.concernedjournalists.org/online-journalism-ethics-new-frontier


perpetual evolution of technology, form and economics -- ever blessed by the protections of the First 
Amendment. Now, as the Age of the Internet dawns, posing ever greater opportunities for information 
providers and consumers alike, it is essential for credible journalists and their organizations to reflect on 
the contract that is implicit in the First Amendment. In its highest form, journalism is the dissemination 
of accurate information and provocative commentary that puts service to the reader and the common 
good above any special interest or economic, political or philosophical agenda. What other form would 
be so worthy of such First Amendment protection? Spirited independence gives credibility to journalists 
and their organizations in any era; such credibility will likely give journalism its enduring value in society 
-- and in the marketplace. As new forms of storytelling emerge, new technologies move to newsroom 
desktops and new efficiencies promise to change the dynamics between information providers and 
consumers, the line between news and opinion can easily be blurred -- imperiling the credibility of the 
practitioners and their organizations. Especially as they explore and expand their Web-based services, 
credible journalists and their organizations must maintain a heightened sensitivity to the various and 
vital forms of their craft, and articulate the distinctions in actual practice. The issues of news, 
commentary, voice and tone -- issues that have always been of concern in newsrooms -- can best be 
resolved and addressed through the time-tested journalistic imperatives of accuracy, fairness and 
independence.

Principles & Values 

 Journalists should honor the principle of independence. They should avoid conflicts of interest 
or the appearance of conflicts that could imperil their ability to report or the credibility of their 
reporting or commentary. They should not accept gifts or favors from people or entities they 
cover or over whom they might influence coverage. 

 In addressing an issue or question of independence, the resolution might come through a 
strategy of transparency or disclosure. 

 Journalists and news organizations should understand the necessity of defining, and clearly 
labeling, news and opinion. In an open environment like the Web, consistency in presentation 
can help the reader see clearly where the lines are drawn between news and opinion. 

 Whenever journalists or organizations blur or blend those roles, they need to recognize the peril 
and weigh the consequences. 

 Variations of tone and presentation in storytelling are appropriate for reaching new audiences, 
but those variations should be consistent with the bedrock editorial principles of the brand. Be 
clear on what you stand for, and honor it. 

 These principles apply across all content and all platforms. 

Protocols

Even with firm principles, journalists and organizations will always face difficult decisions. But the
principles can lead to some guidelines -- not rules -- that can serve the decision-making. Open-ended 
questions produce informed discussion and good decisions. Here are some questions that can help with 
the decision-making on commentary, reporting, voice and tone. 

 What is this journalist's primary role? 



 What is this journalist's role in the context of the moment? 
 Is innovation in tone and voice appropriate for this content? 
 Is the content straight news reporting, informed analysis or opinion? 
 Does this content blur or blend the roles of reporter and commentator? If so, how should this 

content be labeled? 
 Does the tone of this content diverge from that of the parent site? 
 Does this content need be put through the same editing process as similar content on the 

parent site? Why? Why not? 
 Is there anything in this role that could create the appearance of a conflict of interest, or that 

could imperil the journalist's ability to report the story objectively in the future? 
 Is there anything in this role that would cause the principles in the coverage to doubt the 

accuracy or independence of the reporter's future work on this topic? 
 Have all the proper stakeholders been involved in this decision?

Frequently Asked Questions

What do you mean by saying that principles should apply across platforms?

We believe these ethical principles apply to any news operation that aspires to practice journalism: an 
international cable news network, a local newspaper's Web site, independent bloggers, etc. The key is to 
be clear on what you stand for -- and what you are doing. 

What do you mean by saying that principles should apply across all content?

We believe these ethical principles apply to all content, regardless of whether it's text, photos, audio, 
video, etc., and whether it's on the web, on a blog, in print, on broadcast, or delivered via email, 
podcasts or beyond. 

Is the opinion of the "objective" reporter ever of value?

Absolutely. But whether that opinion should be expressed, and how it should be expressed, is a matter 
to be reviewed with your editor. In cases where "objective" reporters believe expressing an opinion in 
any forum is necessary, they should discuss the matter with their editors. Be cautious, and be 
transparent.

What are the risks when a reporter expresses an opinion?

For starters, it could imperil your ability to continue to report the story accurately and fairly. If you 
express a bias on a topic, your sources of information may change the way they respond to your 
inquiries, and your readers may doubt the accuracy of future stories. Your expressions of bias will not be 
forgotten quickly.

What are the risks of "unedited journalism" -- live Web discussions, TV appearances, radio hits, etc.?

Just the nature of these other forums makes it a slippery slope for "objective" journalists. You will likely 
be pressed by an interviewer, a reader, etc., because they want to know your opinion. Beware: 
Expressing an opinion on a topic you're covering -- otherwise objectively -- runs the risk of compromising 



your reporting and/or relationship with your sources. Yes, journalists have opinions on the stories they 
cover, but good journalists are defined by their ability to not let their opinions interfere with their 
coverage of the story. They are guided by the principle of independence.

Should journalists be allowed to keep personal blogs?

Yes, but journalists who work for journalistic organizations should acknowledge that role. They should 
also recognize their responsibility to the organization, and review the plans for the blog with an editor, 
so that any potential conflicts can be discussed. It's always best to operate on the premise of "no 
surprises" for your editor or your organization -- or your readers. 

Is it ever appropriate for a reporter to write anonymously on someone else's blog or site? Is it 
appropriate for a reporter operate a blog under an alias?

No. Professional journalists should not write or comment on other blogs anonymously or run an 
anonymous blog. Reporters are expected to own responsibility for their work, and commenting or 
blogging anonymously compromises that core principle. If a reporter believes that some anonymity of 
similar tactic is required -- possibly as part of a reporting assignment or a restaurant review -- the 
strategy should be used carefully and in consultation with an editor. And if you decide it is appropriate, 
consider the plan for eventual disclosure and transparency. This same rule applies to any "journalist": 
bloggers, editors, photographers, etc. 

Do we need to differentiate between opinion blogs and news blogs?

Remember that a "blog" is only a medium. It's what you do with it that matters. News organizations 
should differentiate clearly between opinion blogs and news blogs. Though they may share a format, the 
driving force behind clear labeling is the content of the journalism, not the format. News organizations 
should articulate clear standards and labeling for all of their news and opinion, whether it's on a printed 
page or in a blog.

Can opinion journalists/bloggers do straight news reporting?

It may, at times, be impossible to avoid having commentators do straight reporting; consider the 
columnist or editorial writer who happens upon the scene of a breaking news story. But beware of 
situations where the coverage involves a topic on which the commentator has already opined. The 
opinions could compromise -- in fact or in perception -- the reporter's independence. Again, 
transparency and disclosure can be effective strategies in a crucial moment. 

Can a reporter who expresses opinion go back to straight, objective reporting?

An opinion journalist should be able to return to straight news reporting, though it is preferable that the 
reporter would not cover the same topics on which he or she previously expressed opinions.

How can you achieve the personal tone of the Web while maintaining the distance of the traditional 
reporter?



Many popular blogs written by journalists feature much more detail about a reporter's personal life than 
their work in other media. This "personalization" is OK, as long as details of their personal life don't 
compromise their independence (for instance, a political reporter discussing who they voted for).

Why should a reporter not show a stronger voice online than in the paper?

This is an issue that each organization will have to address. There seems to be little doubt that the Web 
audience at large is attracted to content with more "voice" than traditional journalism allows for, but 
deciding on whether and how to experiment are brand-specific questions. One problem with voice is 
that it often is used to mask ignorance. And the line between "strong voice" and "opinion" is tough to 
define. Also, a journalist's strength may not lie in "voice" as much as expertise. The Web provides 
opportunities for much more in-depth and interactivity; a smart journalistic organization may want to 
explore the "depth" strategy before resorting to "voice." 

Are different tones OK for different sub-brands under one media brand?

The journalism values of a company should be reflected in all its sub-brands. Of course, requiring all sub-
brands to have the same tone defeats the purpose of sub-brands. One caveat: Think twice before 
allowing a reporter who contributes news for one brand to offer opinion for your other brand. This is 
one for your editor. And, whenever in doubt, tell the readers in no uncertain terms what you're doing 
and why you're doing it.

(This section composed by: Tom Heslin, Jim Brady, Jeremy Gilbert, Kurt Muller, Elaine Zinngrabe & Bob 
Steele)

Reporting from the internet

We are committed to aggressive journalism in all its forms, including in the field of computer-assisted 
reporting, but we draw the line at illegal behaviour. Internet reporting is nothing more than applying the 
principles of sound journalism to the sometimes unusual situations thrown up in the virtual world. The 
same standards of sourcing, identification and verification apply. Apply the same precautions online that 
you would use in other forms of newsgathering and do not use anything from the Internet that is not 
sourced in such a way that you can verify where it came from. 

No falsehoods

Reporters must never misrepresent themselves, including in chat rooms and other online discussion 
forums. They do not “pick locks” in pursuit of information, nor do they otherwise obtain information 
illegally. Discovering information publicly available on the web is fair game. Defeating passwords or 
other security methods is going too far. 

http://handbook.reuters.com/index.php/Reporting_from_the_internet


Know your subject

Reporters should use aggressive Internet reporting techniques only when they are familiar with the way 
an organisation releases news. Familiarity with an organisation’s past disclosure procedures can insulate 
us from all-too-common Internet spoofs. Please capture, save and print a copy of a “screenshot” of the 
web page in question in order to defend us against charges of printing nonexistent information. If you 
do not know how to capture a screenshot, ask anyone with a technical bent to show you how. It is our 
best protection against vanishing web sites. Be wary of "unusual" news discovered on a web site. Do not 
treat this as “normal news” until the company or organisation confirms it or at least has a chance to 
respond to what you have found. Escalate such situations to your manager. Also keep in mind what we 
consider newsworthy. Personal information must be relevant to a legitimate story for Reuters to publish 
it. Copyright laws, and libel laws, apply to the Internet too. 

Attribution

Headlines should be very clear when we have obtained information in unorthodox settings. In stories, 
we also must make it clear high up how we gathered the information. Retain those facts high in the 
story as it plays out. The reader wants to know how we obtained the information. 

Fairness

The act of seeking confirmation of the news before publishing it can lead the organisation to front-run 
our story and announce the information before we have a chance to put our story out. This does not 
relieve us of the responsibility to give an organisation a fair chance to comment. Please make it clear if
the organisation is unwilling to confirm the information. 

Is it a hoax?

Do a reality check. Does this information fit within the bounds of what was expected? Any wild 
divergences are a clue you may be viewing information in the wrong context. 

Using social media

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. The recommendations below offer general guidance 
with more detailed suggestions for managing your presence on the most popular social networks. This is 
a fast-changing world and you will need to exercise judgment in many areas. In framing this advice 
we've borne in mind the following principles and encourage you to think about them whenever using 
social media. 

Basic Principles

The Trust Principles compel us to explore all new techniques for delivering news and information to our 
customers: our recommendations are designed to support rather than inhibit your exploration of these 
important new approaches. 



One of the distinguishing features of Reuters is the trust invested in the judgment of its journalists -- we 
will continue to look to you to use your common sense in dealing with these new challenges 

Accuracy, freedom from bias and integrity are fundamental to the reputation of Reuters and your ability 
to do your job effectively. The advent of social media changes none of this and you should do nothing 
that would damage our reputation for impartiality and independence. We reserve the right to change 
your beat or responsibilities if there are problems in this area. In the case of serious breaches, we may 
use our established disciplinary procedures. 

The advent of social media does not change your relationship with the company that employs you -- do 
not use social media to embarrass or disparage Thomson Reuters. Our company’s brands are important; 
so, too, is your personal brand. Think carefully about how what you do reflects upon you as a 
professional and upon us as an employer of professionals. 

The distinction between the private and the professional has largely broken down online and you should 
assume that your professional and personal social media activity will be treated as one no matter how 
hard you try to keep them separate. You should also be aware that even if you make use of privacy 
settings, anything you post on a social media site may be made public. 

While it is not practical to always apply the 'second pair of eyes rule' for journalists using social media, 
especially Twitter, in a professional capacity, you should consider that a 'virtual second pair of eyes rule' 
applies under which your manager and/or senior editors will retrospectively review your professional 
output. 

Remember, too, that your sources, colleagues, peers, competitors and even future employers also can 
and will look at your output. 

If you have your tweets aggregated onto reuters.com or another company property or have your blog 
hosted by us, we are your publisher and in some jurisdictions may even have a legal responsibility for 
what you have written. This makes it absolutely imperative that you remember basic rules about 
fairness, taste and libel. Even beyond the legal question, readers may well wonder if a mean-spirited or 
nasty comment is truly yours alone or if it somehow represents the view of the institution if it appears 
on a corporate property. 

We're in a competitive business and while the spirit of social media is collaborative we need to take care 
not to undermine the commercial basis of our company. 

Recommendations

Think before you post

One of the secrets to social media's success is how easy it has become to participate. But that also 
makes it easy to respond or repeat before you have thought through the consequences. Whether we 
think it is fair or not, other media will use your social media output as Reuters comment on topical 
stories. And we will play into the hands of our critics unless we take care 



 Resist the temptation to respond in anger to those you regard as mistaken or ill-tempered 
 Think about how you'd feel if your content was cited on the front page of a leading newspaper 

or website or blog as Reuters comment on an issue 
 Don't suspend your critical faculties. It's simple to share a link on Twitter, Facebook and other 

networks but as a Reuters journalist if you repeat something that turns out to be a hoax, or 
suggests you support a particular line of argument, then you risk undermining your own 
credibility and that of Reuters News 

Avoid raising questions about your freedom from bias

Your Facebook profile, Twitter stream or personal blog give clues to your political and other affiliations 
and you should take care about what you reveal. A determined critic can soon build up a picture of your 
preferences by analysing your links, those that you follow, your 'friends', blogroll and endless other 
indicators. We all leave an 'online footprint' whenever we use the Web and you need to think about 
whether your footprint might create perceptions of a bias toward or against a particular group. 

 Think about the groups that you join -- it may be safest not to join a group or to follow 
participants on just one side of a debate 

 Think about using 'badges' expressing solidarity with some cause 
 Think about whether it would be best to leave your political affiliation out of your Facebook 

profile 
 Think about whether you link only or mainly to voices on one side of a debate 
 Think about making use of the privacy settings on social networks and basic ways in which you 

can conceal your use of the Web like clearing your cache regularly 

Be transparent

We're in the transparency business and we encourage you to be open about who you are. 

 On your personal blog or social networking profile make it clear that you are a Reuters journalist 
and that any opinions you express are your own. 

 When you post comments do so under your real name 

If you use social networks for both professional and private activity then use separate accounts

Many of you are using social networks like Facebook or Twitter both as part of your newsgathering and 
as part of your personal social networking. In the online world private and professional are increasingly 
intertwined but we do expect you to maintain a professional face at all times in your work for us and this 
extends to your use of social media. Put simply, we're expecting you to apply standards to your 
professional use of social media that will probably differ to those you would use for your personal 
activity. For this reason we recommend that you set up separate profiles for your professional and 
private activity. This is not to say that we recommend that you strip out all personal content from your 
professional streams, but that you should think carefully about what personal content would be 
appropriate. 



 Use a separate professional account for your newsgathering and professional community-
building activity 

 Social networking encourages you to share personal details but don't overload your professional 
network with personal content 

Seek the permission of your manager before setting up a professional presence on a social networking 
site

 Effective use of social media requires a commitment of time and you should clear this with your 
manager before you get involved. 

 Effective use of social media may also require you to share a lot of content and you need to be 
clear that this does not conflict with our commercial objectives. Again, your manager should be 
consulted on this 

 Be aware that you may reveal your sources to competitors by using "following" or "friending" 
functionality on social networks 

Twitter policy

What is Twitter?

Twitter is a "micro-blogging" system that lets users send out short 140-character posts to the Internet. 

Can I use Twitter as a source?

Twitter may be used sometimes to post information and images of interest to our clients that are not 
available elsewhere. We will sometimes need to retransmit such material, or refer to it in text stories. 
Before using such content, please refer to "Picking up from Twitter and social media" in the section The 
Essentials of Reuters sourcing. 

When should I 'tweet'?

There are several ways in which Reuters News journalists are using Twitter to micro-blog as part of their 
professional duties: 

 Specialist journalists use Twitter to share articles and build up a following (see 
twitter.com/reutersBenHir and twitter.com/bobbymacReports) 

 Online Editorial staff and bloggers use Twitter to distribute news and solicit reader comment 
(see twitter.com/mediafile, twitter.com/Reuters_FluNews and twitter.com/reuters_co_uk) 

 Reuters journalists are using Twitter during live events such as Davos and to solicit questions for 
newsmaker interviews 

1. If you wish to use Twitter as part of your professional role you should seek the permission of your line 
manager.

2. If you are using Twitter professionally you should use the word 'Reuters' in the name of your stream or 
somewhere else on the page.

http://handbook.reuters.com/index.php/The_Essentials_of_Reuters_sourcing
http://handbook.reuters.com/index.php/The_Essentials_of_Reuters_sourcing
http://twitter.com/reutersBenHir
http://twitter.com/bobbymacReports


3. The Trust Principles apply to Twitter -- you should do nothing that compromises them.

4. Micro-blogging and use of social media tend to blur the distinction between professional and personal 
lives: when using Twitter or social media in a professional capacity you should aim to be personable but 
not to include irrelevant material about your personal life.

Does the 'second pair of eyes rule' apply to Twitter?

The short-form nature of Twitter means it is fast and well-suited to certain tasks including the live-
blogging of events. It will not always be possible or even desirable to find someone to double-check your 
content. 

Where practical you should ask someone to check content of Twitter posts. If there is no one to check 
then you should satisfy yourself that your posts conform to the Trust Principles. Be aware, however, that 
Reuters Twitter streams will and must be reviewed by an editor – not necessarily in real time or before 
publication, but eventually and regularly. 

What guidelines apply to my personal Twitter use?

The same rules apply as for personal blogging -- you should make it clear that you a) work for Reuters 
News; b) any views expressed do not represent those of your employer; and c) you say nothing that 
would damage the reputation of Reuters News or TR. 

Can I break news via Twitter?

As with blogging within Reuters News, you should make sure that if you have hard news content that it 
is broken first via the wire. Don’t scoop the wire. NB this does not apply if you are 'retweeting' (re-
publishing) someone else's scoop. 

Corrections

If a correction is required, a new tweet that begins “CORRECTION:…” should be published. 

Blogging

Blogging is an informal approach to content creation that has evolved in response to Web users' need 
for a simple publishing tool giving maximum engagement with readers. Blogging is by nature a flexible 
format and there are few rules governing its use. Reuters journalists blog to trigger discussions on 
topical issues, point to the most interesting material on a subject elsewhere on the Web, take readers 
behind the scenes of our newsgathering, solicit questions for interviews, and to add colour, anecdote 
and angles that don’t make it into our other story types. In addition, blogging is the easiest way we have 
of handling multimedia story-telling and some Reuters journalists produce video blogs, also known as 
‘vlogs’. 

A Reuters blogger should:



 Be interesting. 
 Be conversational: raise questions, invite contributions, discuss what’s happening on other 

blogs, leave some loose ends, and respond to comments made by readers. 
 Link to external sites with relevant information 
 Monitor other bloggers in the same space and attempt to build reciprocal links with them. 
 Tag posts so that they are easy for search engines to find. 
 Inject some personality into their posts and include observation and anecdote. 
 Make use of multimedia whenever possible and think about a post’s layout. 
 Credit the original source of all content embedded in posts. 
 Make sure posts are seen by a second pair of eyes before publication. 
 Ask desks to place a link to their blog/post on relevant stories. 

A Reuters blogger should not:

 Be opinionated. You are free to make observations, ask questions and make an argument, but 
blogging in Reuters is not a license to vent personal views. You are still bound by the Trust 
Principles. 

 Respond in anger to comments that appear on posts. 
 End each post with the line, ‘tell us what you think’. If you have a specific question for readers 

then ask it, otherwise let the comments box do the work for you. 
 Knowingly link to material that infringes copyright. 
 Have the colour and personality subbed out of their posts 
 Take an idea or insight from another blogger or site without acknowledgement. 

Reuters use of blogging is constantly evolving and up-to-date guidance on how blogs are being used is 
available on the blogging wiki at http://wiki.ime.reuters.com/index.php/Blogging

To correct a blog, see blogs under Corrections, Refiles, Kills, Repeats and Embargoes 

Online Encylopedias

Online information sources which rely on collaborative, voluntary and often anonymous contributions 
need to be handled with care. Wikipedia, the online "people's encyclopedia", can be a good starting 
point for research, but it should not be used as an attributable source. Do not quote from it or copy 
from it. The information it contains has not been validated and can change from second to second as 
contributors add or remove material. Move on to official websites or other sources that are worthy of 
attribution. Do not link to Wikipedia or similar collaborative encyclopedia sites as a source of 
background information on any topic. More suitable sites can almost always be found, and indeed are 
often flagged at the bottom of Wikipedia entries. It is only acceptable to link to an entry on Wikipedia or 
similar sites when the entry or website itself is the subject of a news story. 
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The 7 Commandments for New Journalists
1. There is no problem with Journalism.  The problem is with the business models to support 

journalism. There will always be a need for news and reporters.
2. Don't Save Journalism - Save Honest Communication. - David Cohn, Founder Spot.us
3. People pay for high quality journalism. Look at The Economist, The New York Times, Wall Street 

Journal, New Yorker, Atlantic Monthly, Monocle s. As long as you will cover the news in a no-
bullshit way, you will do fine. People will come read your stuff. 

4. Be a good, unique, and valuable journalist. 
5. If you want to do journalism, launch a blog right now and get on with it.  If you are unique and 

fill a need, you will succeed. 
6. Learn how to interact with people online - blog comments, forums, twitter questions and 

replies, engaging people on social media, encouraging participation, helping people post, 
moderating...

7. Read good stuff.  Keep yourself abreast of what's new. Read blog posts of these guys and you 
will do fine - Jay Rosen, Nicholas Carr, Clay Shirky...

http://bighow.com/journalism


