INNOVATION B JOURNALISM

VOL.8 NO. 2 * May 13 2011 * ISSN 1549-9049

www.innovationjournalism.org

Reporting on the Reporters:
Facebook and Journalists

Ronald K. Raymond

Communications Media and
Instructional Technology

Indiana University of Pennsylvania

r.k.raymond@iup.edu

Yixin Lu

Communications Media and
Instructional Technology

Indiana University of Pennsylvania

CWSL@iup.edu



Innovation Journalism Vol 8(2) May 13 2011 RonidldRaymond and Yixin Lu: Reporting on the
Reporters: Facebook and Journalists

Contents
1 INTRODUCGTION ...ccteueiieennereeenneereesseeeressesessssessssssessssssssssssssssssssssesssssssssssssssssssssssnsssesns 3
2 SUMMARY OF LITERATURE......cceuitttenirrtenereennnereennsereeessessssssssesassssssssssssssnsssssansesssnnns 4
2.1 INTRODUCTION ...eeevttiutiieeeeererersnneeeeeeeeesssnaeeeeesessnaesessssssssnnaseeesesssssnnnesessssssssnnnns 4
2.2 FACEBOOK......cccve...
2.3 TYPICAL USE
2.4 BUSINESS CONSIDERATIONS ..evvieieieiereieierereeeeeeeeeeeeseeeeeeeseeeeeeesseeeessssesesssessssseeseessees 6
2.5 JOURNALISTS 1utueieeeeeeititiieeeeeeeeettstiaeeeeeeseessssnnesessstanaeeesesssssannaeeesssssssnnnnesesssessnes 7
2.6 CASE STUDY .ettttuiieieeeieeetttiieeeeeeeeestaniaaseeeeesssseeesesessstnnaesesessssstnsaesessssssnsnnneneees 10
2.7 USES AND GRATIFICATIONS THEORY «..eeeevvtruuinereeererersnnneeeeeeeresssnneseessssnnneeeeessssssnnns 10
2.7.1 EXPIANGLION ...ttt e e ettt a e e e e st a e e e e s s asaees
2.7.2 LR o e Iy 0 Lo [T=X SR
2.8 CRITIQUE OF THE LITERATURE ... eeeeeeesesernnnnnnnnnnnnnnnnnnnnnnnnsssnseesesesssesssesssssnnnnnnnn
2.9 REMAINING RESEARCH QUESTIONS
3 IMETHOD ... cieecitienieiteneittenneeetenseeeressesssassesssassesssassesssassesssssssssssnssssssnsesssnssesssnnsesssns 13
3.1.1 R o] [=Zox SO PUUUPPN
3.1.2 Materials...........
3.1.3 Procedure
A RESULTS ... citeuiiittenieittnneintenseestensesssessesssnssesssnssssssnssssssnssssssassesssassesssassesssnssesssnssssssnnse 14
5 DISCUSSION............. eeseeerenssettenseettnnetttnnseetansseettnnsesernreessnnsessannnenns 21
6 FURTHER RESEARCH ....ccucitteuiiiitnnncitteneenrenseereenseessensesssassesssessessssnssssssnsessssnsssssnssessens 22
7 DEFINITION OF TERMES......ceeuiitteneirrenneerrenseeseensesssessesssassessssssesssssssssssnssssssnsesssnssessens 23
8 REFERENCES.......cceeuiiitenirttenerteenneeeeensereeesseseenssesesssssssssssssessssssesssssssssnsssssnsssssssnsssesns 23




Innovation Journalism Vol 8(2) May 13 2011 RonidldRaymond and Yixin Lu: Reporting on the
Reporters: Facebook and Journalists

Reporting on the Reporters:
Facebook and the journalists

This article addresses results of a pilot study on the use of Facebook by
journalists. The goal of the project was to acquire information about how
journalists use Facebook and whether the results coincide with expectations.
A secondary ethical issue reviewed in this study was whether or not
journalists are concerned with maintaining professional distance on a social
networking website. Uses and gratifications theory suggested the
expectations of journalists are largely met on the social networking site.
Social and business issues intertwine, with journalists generally split over
ethical concerns. This pilot study introduces the subject and could be used
as a foundation for further research.

1 Introduction

People are motivated to get involved in social weking sites for a variety of
reasons, and those reasons may be changing adtdbecsntinue to evolve.
Journalists are among the many professions tha batablished group areas on
Facebook. This Social Networking Site (SNS) bega@004 and is now the most
popular in history, surpassing MySpace in early®0rhis fact in itself makes it
noteworthy, not only for its reach but for its eoamic impact. Valued at up to 15
billion dollars in 2009, (Holbrook 2009), the SN&shmore than tripled in value
since, estimated by Goldman Sachs Group Inc. abréhvef 50 billion in January
2011 (Brennan 2011). SharesPost Inc. has singgeddtacebook Inc.’s estimated
worth at 82.9 billion (Levy 2011). Facebook is im@amt not only for fostering
social connections, but also as a consumer maHadtis highly desirable to
businesses and organizations. Many are alreadyviedaat various levels, from
advertising to branded group pages. The impactoéPbook is pervasive, entering
homes, businesses and organizations worldwide, egrathing widespread
demographic groups (Smith 2009). The reach andesobphis SNS may appeal to
some journalists, though for others the attractibiracebook may be simply its
ability to connect individuals socially. Regardlest the reason, the fact that
journalists are getting involved is important taxsmler and raises ethical concerns.

New technologies continue to influence the way ihioh users communicate.
Innovations have always presented opportunities laistbrically, people have
welcomed communication breakthroughs. While nottself a new technology,
Facebook has altered the way people communicatating friends from previous
periods of life has likely never been easier. Mgkiew friends via communication
links happens regularly (Sheldon 2008). Limitatiofisime and location hold little
bearing now, with Facebook users often making dotarzces in countries around
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the world. Communication is at the center of Facklend the site presents myriad
opportunities for further research (Casteleyn e2@09).

While on the surface it may appear free from comrsy, Facebook has not been
without its share of troubles. Several companiege haanned Facebook during
work hours due to concerns over effects on emplgyeductivity and perceived
liability susceptibilities (Wilson 2009). Privacgdues have also been an ongoing
concern. Information that users desire to remainfidential has at times been
compromised (Grimmelmann 2009; Latham, Butzer &Br®008). From a legal
standpoint, the content of SNSs, which often inelpdvate information, fall under
the guidelines of electronically stored informatiggSIl) and have numerous
potential ramifications for individuals (Witte 20010 The issue of privacy is a
matter of increased importance and remains a oosmsial subject for Facebook
and other SNSs.

The sheer number of Facebook users worldwide speake interest level in this
SNS. Connecting individuals from various culturesuad the world presents
challenges for governments that are not as conduas/ the United States to
allowing free speech and freedom of expression. @izonies and organizations that
recognize the marketing power of SNSs are alsongaparticular attention to
Facebook and similar entities. Likewise, reseachee interested in the dynamics
and opportunities that the site provides for aéggiiinformation and furthering
knowledge. Reaching groups that share various cormaliies may be
accomplished more easily than in previous eradaltiee predilection of Facebook
users to join with others of shared interests. dalists and aspiring media
representatives are among those that have estdblésgroup on Facebook; in this
case, a group that has grown to over 15,000 menfdéakers 2011).

This is a pilot study, intending to acquire infotina that may be expanded upon
for a more complete review of the subject. As sueponses were minimal in
quantity and may not be reflective of the populataf journalists as a whole.
Nonetheless, the information does provide a goeadtisg point for additional
research, based on the review of existing studketsngnt to the issue and by virtue
of the study design. Replicating or expanding tfieres in this study should be
readily accomplished and may provide a more corapesessment of the current
status of the uses and ethical concerns of jowtsaturrently using Facebook.

2 Summary of Literature

2.1 Introduction

The rapid expansion in use of the Facebook SNSchaght the attention of
individuals, businesses and organizations, anduwarprofessions. Both for-profit
and non-profit organizations are among businesbas are advertising and
branding on Facebook, with many providing linksnfrthe SNS to their primary
websites. Similarly, groups of people with shanetdriests, sometimes guided by
professional matters or affiliation, have embra¢atebook, establishing group
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pages that focus on joint concerns. For journaltsis SNS presents ethical issues
that many companies have, to this point, refusedddress. In the absence of
guidance, the concerns in using Facebook may eesmatiminish based on the
desires of the individual journalists. Uses andifications theory is one method of
assessing these and shedding light on this bunggassue.

2.2 Facebook

The advent and growth of the Internet has openedrtynities for communication

that never existed before. The practice of writtngpen pals in other countries
around the world has been popular for decades gfat& Watson, & Park 2007),
but seems quaint in an era where global commupitaitcurs every day. Yet it

was not that long ago that the idea of being ableommunicate instantaneously
with a friend in a foreign land seemed near imgaesiEven a phone call to many
countries was not easily accomplished. Now, modechnological advancements
like email may seem outdated to some. Instant myexgpavideo conferencing,

cellular phones and the like have advanced the easemmunication to levels

never before seen (Katz 2007).

SNSs have also morphed into newer and more ussrdli versions (Tufekci
2008). MySpace dominated the online landscape alfmom its beginning in
2003, but has since been surpassed by Faceboosh whiv boasts more active
users (Holbrook 2009; Wakiyama & Kagan 2009). A® tlvebsites have
developed, the content and characteristics have tlegped by the preferences of
users (Smith 2009). Individuals, along with orgatians and businesses, are
getting involved at varying levels, and this tresdikely to continue.

Historical context. A mere idea from a studentiatly, Facebook quickly became
a phenomenon. While it has officially been in extigte for a relatively short
amount of time, the social networking website hasdenquite an impact. The
brainchild of Harvard undergrad Mark Zuckerberggdtsok began in early 2004
as a SNS or “virtual yearbook” designed specificdlr the Harvard campus
(Christofides, Muise & Desmarais 2009). In factuydents had to have a
Harvard.edu email address to be able to acceswehsite (Urista, Dong & Kay
2009). As the popularity of the site grew, Facebbekan quickly expanding to
other campuses, attracting nearly one million ugerdess than a year (Holbrook
2009).

In 2005, high school students that were primariging MySpace for social
networking were provided access to Facebook an&Mit& continued to expand. It
was opened to the general public in 2006 (Uristalet2009). In May 2008,

Facebook finally surpassed its predecessor wittemisitors than MySpace for the
first time, and it continues to grow with littlegsi of stopping (Casteleyn et al.
2009). The SNS reached 250 million active usergifjy@ants returning to the site
within 30 days) in July 2009 and more than douliteebver 500 million active

users within 12 months (Facebook 2011; Holbrook920&akiyama & Kagan

2009). About half access the site through mobilgads (Facebook 2011).
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2.3 Typical use

There are a number of aspects about Facebookehatiisgly have mass appeal,
particularly to a younger demographic though celyanot exclusive to any age
group. At its base level, the SNS allows usersréate personal profiles, upload
photos of themselves and others, post thought®mments to a “Wall” that are

available for public viewing, send private emaitssRacebook “friends,” become
members of groups, play games, and much more (Kr28&0; Sheldon 2008;

Tufecki 2008). Privacy settings allow some degréecantrol over access to

personal information, though many have raised amscever what they consider
flaws in the security system (Urista et al. 200gKRyama & Kagan 2009).

Adding friends is a core component of Facebook, madons for doing so may
vary considerably. While sites such as Linkedin emesidered more business-
oriented, Facebook is generally viewed as a sitedonecting with and making
new friends (Dutta & Fraser 2009). Many of the ops are seemingly designed to
support that purpose. What constitutes a friend~anebook is up to personal
interpretation, however. Users may request frieipgsivith others or be referred as
a possible friend by a third party. The individtlaén decides whether or not to
accept the friend request. Doing so allows thasg®inclusion into your personal
site. Many users number hundreds or even thousaitts/ber friends,” though
research has suggested that those numbers exceedh labilities to maintain true
friendships (Acar 2008; Dutta & Fraser 2009). Soroasider those users with
large numbers of friends to be disingenuous, sgegopularity through quantity
(Christofides et al. 2009).

Others have pointed out that SNSs such as Facedltmk users to control or
construct identity (Urista et al. 2009). The pmfdreated on Facebook may be at
odds with reality, representing the best aspectnoindividual’s character while
omitting the less flattering details. Much like theproach many take to building a
resume, designing a profile may involve constructrdesired identity more than a
realistic one. Additionally, online friends of andividual are visible to other
friends, leading some researchers to suggest tigl sconnections (“Facebook
friends”) may be added just to increase one’s saceibility (Christofides et al.
2009; Walther, Van Der Heide, Kim, Westerman & T@@§8).

Regardless of the intent for using the website féloe remains that Facebook has
allowed users to build community around the woaldd the viral nature of the site
has contributed to its growth. Users connect temtlisers and then have access to
their network of friends and circle of influenceaqHrook 2009; Sheldon 2008).
There is little to suggest that the growth and akeéhe SNS will slow down
anytime soon (Smith 2009). It seems simply toodiggd into the daily lives of
users.

2.4 Business considerations

Businesses and organizations have taken note dhtbeest in SNSs, and many
have begun to adapt to the opportunities that Fadelpresents. The audience
(Facebook users) is huge and many believe thaigheite to tap into even a
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portion of it could result in significant economiain (Wilson 2009). Engaging
with consumers in what is generally considered ienélly environment could
enable brand enhancement and increased productumepE&mith 2009). Treading
cautiously may be wise, as little research has lkaTe yet to determine how
Facebook users will respond to overt commerciaviies (Dutta & Fraser 2009).

Already, however, many businesses have a presenéaaebook. The American
Cancer Society, General Motors, Public Broadcastygtem (PBS), the New
York Times and the Washington Post are among thierneaganizations deeply
embedded in the Facebook culture (Emmett 2009; R6fi8). Some utilize
advertising to remain visible, while others offetatded pages for fans of the
group. Becoming a fan of the company allows theebaok user to access special
pages not available to others. The exclusive combaty include new items, blogs,
photos, games and similar material. Most of thewosts (excluding NBC)
participate in “Facebook Connect,” a project thadldes registered users to import
their SNS data into the new forum they particigateand to export material from
the network site back into their personal Facebpage (Emmett 2009). This
creates a synergy between the forum insiders anddhtent providers; something
the organizations hope increases their conneatidine minds of potential viewers.
Others are taking notice, as marketing to the Faaelaudience remains on the up
rise (Wakiyama & Kagan 2009).

This desire to be a player in the social networkimgrket does not come without
risks. The possibility to alienate potential consusnmust be considered (Dutta &
Fraser 2009). Researching the approaches that féeetivee without being
considered intrusive may be a key (Wilson 2009xcbvering what consumers
want and then responding appropriately has alwag® la staple of good business.
Doing so tactfully in a SNS such as Facebook, mayirbperative. Engaging
consumers without violating the friendly environrheould be a tightrope to be
negotiated, but generating enthusiasm that resmlteecommendations among
friends — a viral spiral — could result in signéit gain (Smith 2009; Wilson 2009).

Also worthy of note are concerns over employeeramt#gons with SNSs that some
businesses have had. Primary areas of concernebicformation officers (CIOs)
included possible productivity losses among staittipipating in online activity,
the leaking of confidential information, deceptipeactices such as malware and
phishing, and lackadaisical attitudes toward updatind guarding passwords.
Concerns such as these have prompted the US DeparohHomeland Security
to prevent employees from viewing any Facebook pafjevork. That includes the
department’s own page on Facebook (Wilson 2009).

2.5 Journalists

Journalists are using Facebook for typical soc&ivorking reasons but also for
purposes that are beneficial to their work. Ethicahcerns arise when social
acquaintances mix with the stories reporters atenotharged to investigate.
Definitive responses to ethical concerns are noeyalent, with most companies
failing to take strong stances. The opinions ofrjalists on the subject are also
widespread.
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Basic tenants of journalism require reporters t@b®bjective as possible in their
reviews and summations, and to limit conflicts oferests wherever possible.
Social network connections offer opportunities jimrirnalists, but also present the
possibility of ethical dilemmas. While not directljiolating any of the core

elements of the Code of Ethics from the SocietyPobfessional Journalists,
concerns over appearances and potential conflicisiterests could be just as
difficult to circumvent (“Code of Ethics” 2009).

Possible benefits. Like many in the general publizrnalists are turning to
Facebook and other SNSs to acquire information. rEporters, researching for
details and background information is often the timse-consuming element in
formulating a story. Getting the facts straightdsefgoing to print is critically
important for preserving the integrity of a repuéapublication (Spencer 2007). As
technologies change, the methods used to acquuwemation alter accordingly
(Emmett 2009). The popularity of Wikipedia and thear evaporation of
traditional bound encyclopedias support this claibikewise, the drop in
newspaper subscriptions and readership attestetfact that people today simply
turn to different and newer sources to acquirermtdion as they become available
(Hau 2008).

Many journalists now use Facebook and other SNSss$tst them in their story
research and investigation. Background informatswnften readily available on
these types of sites (Urista et al. 2009). Thigaidicularly useful when researching
non-public figures, about which little is often kmo. Reporter Meg Jones of the
Milwaukee Journal Sentinel said, “Before you hadl litternet, it was hard to find
out a lot of the details about them. And now, thaitovided for us” (Spencer
2007). Unless privacy settings prohibit public viegy a visit to Facebook or
MySpace may quickly provide a wealth of informati@mout the individual under
study, including their likes and dislikes, hobbiesarital status, and much more
(Tufekci 2008).

The social network that is the core of Facebooktesean intriguing allure for the
journalist as well. Often when researching a stoonnections supplied by others
lead the reporter to an important source. Sincelf@ak is all about creating and
maintaining connections, the likelihood that soneewiithin a journalist’'s group of
cyber friends may be able to connect a reportargource, would seem to be great.
Ethan Bear, the director of business developmeRaeaébook, said, “The Internet
has gone through a shift from people who get infgirom to people who get to
each other” (Emmett 2009, p. 41). For the jourhafjstting to the other is often a
difficult task. The informal communicative natureFacebook may make it easier
to reach a source; either the Facebook friend oresoe they know (Mendoza
2008). This relationship between journalists andience members may in the near
future be much closer than ever before (Wilson 2008

Media outlets are taking different approaches wwebaok and other social network
opportunities. Some have largely ignored offerinty a@lirectives to journalists
(Mendoza 2008), while others encourage their rep®itb actively engage in social
network opportunities (Emmett 2008). News sitesicgily include many

opportunities for interaction with viewers or lisers. Blogs, opinion polls, and
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links to company pages on Facebook are fairly comnwost discussion of new
media and SNSs, however, seems to focus on ettunakrns (Mendoza 2008).

Ethical considerations. The personal nature of lf@cle may have professional
implications and ethical considerations do existhilé/ the ability to acquire
background information by visiting SNSs or to secaccess to story sources
through cyber-friends may be considered a bensfitne are concerned that
becoming an online friend may hinder proper protesd distance. In theory,
maintaining an emotional separation enables then@istic professional to not
allow personal concerns to influence how a storpdsdled. This is similar to
professional distance issues that SNSs have pesbesithin the legal, judicial, and
medical professions as well (Bennett 2009; Dixoh@Q.uo 2009). Some theorize
that journalists involved in social networking leathemselves susceptible to these
types of dilemmas. Even if the reporter respondpra@piately, simply the
appearance of a conflict of interest may be areissu

Craig Whitney and Ari Shapiro are among those tlisdgree. Whitney, standards
editor at the New York Times considers being anfitien Facebook as “essentially
meaningless,” implying that the term does not adezjy express the reality of a
true friend relationship (Mendoza 2008, p. 13). evikse, Shapiro, justice

correspondent for National Public Radio (NPR), dssiat such interactions are
merely the modern equivalent of established comoatinin between reporters and
their sources (Mendoza 2008, p. 12). At this tiras, the case study in the
following section indicates, most journalists sderbe in agreement.

Authenticity of information acquired from SNSs Is@a concern. While friends or

sources may not intentionally mislead, the infoiorafprovided by the Facebook
user could be inaccurate (Wilson 2008). As disalisselier, identity construction

is sometimes a part of user profiles and all infation reviewed should be subject
to traditional reporting standards of accuracydéman 2008). Spencer (2007, p.
38) offered seven tips that could prove invaludbtgournalists to keep in mind as
they research SNSs for information on individualewents:

1. Never use MySpace or Facebook data without douidetdng its
authenticity.

2. E-mail MySpace or Facebook “friends” to verify imfieation or arrange
interviews. Always identify yourself up front aseporter.

3. Remember: The information people post on a soaalvorking page is
self-selected. It could be biased, exaggeratedsbmjain wrong.

4. Sometimes, Google can be an easier way to findsops MySpace page
than searching for it on MySpace itself. And Googtenetimes retains
cached pages.

5. Get creative: Search for your state’s governor,nlagor of a large city, a
local artist or writer. You might learn more abahém or, perhaps more
important, who their friends are.

6. To help verify a site’s legitimacy, check to seeewlhe user joined, look
for posts on his or her page from friends and gihdse friends’ pages and
look for posts from your subject. In other wordsol for activity. Check
for blog entries, pictures and videos.
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7. If you find a page that contains what might be omrérsial information,
print it out. These pages can disappear as quaskiyey surface.

These guidelines, coupled with industry standarddined by the Society of
Professional Journalists, seem reasonable in addgemany of the issues facing
journalists interacting with individuals via SNSs.

2.6 Case Study

If anyone felt that journalists were not interestedSNSs, what happened in late
July 2007 could change their mind. Pat Waltersaad¥ton Fellow at the Poynter
Institute, in conjunction with his 58-year old extiBill Mitchell, launched a group

on Facebook called “Journalists and Facebook.” tl were interested in the
Facebook phenomenon and its growing attractiorofder users. They posted a
few questions to the discussion board, sent thel wat about the group to about
25 of the more than 800 members of Poynter Onlitek vaaited to see what the
reaction would be (Wilson 2008). Walters later &tkai he did not expect much
response, certainly not anything like what actuaippened (Walters 2007).

The expansion of the group began right away atidcstitinues. Within a couple

of days, membership in the group had risen to evaundred people. After about a
week, the group had increased to over 650. Paaticip in the discussion area
remained relatively light, but membership contindedswell in the weeks and

months thereafter, indicating substantial intergstthe connection between
Facebook and journalists (Walters 2007). Much dp¢iom has since taken place
to determine why interest in the group seems sb, gt (perhaps surprisingly)

little research has subsequently occurred. It neajust that networking with others
in a similar profession has never been easier@attriactive for busy professionals
(Wilson 2008).

In writing about the growth of the group, Waltesked such questions as, “Should
journalists try to build their own social networ®? make use of existing ones? Or
some combination?” All valid considerations, big bonclusion about the growth
of social network is what is most compelling, ‘#esns clear that there’s at least
one thing journalists cannot do — and that's igriir@/Valters 2007). An

inspection of the current status of the group wandlicate that journalists are not
ignoring it, but are paying attention. On OctobgP@09, this author became group
member 14,338 (Walters 2009). At the time of thiglg, that averaged out to
about 531 new group members per month since theogrinception. Growth has
slowed since, though the ranks have still swelbeover 15,000 group members in
early 2011 (Walters 2011).

2.7 Uses and gratifications theory

Theories for evaluating media use and consumermeetises abound. As new
portals open, so do new opportunities for exploratiThe same circumstance may
be evaluated in a number of different ways. Alltleém may be acceptable, but
some more suited than others for particular sibnati Uses and gratifications

10
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theory has been around for decades, but was noedudt of a single approach. It

was a unification of several empirical efforts tieanverged around the theme of
user reaction to media messages. Instead of beawedt as mere recipients,

consumers are believed to respond to various mealéed on needs and goals
unigue to the individual. While sharing professioséandards, journalists are
really individuals with unique goals, interestsdgoersonalities. Like the rest of the
population, they too are consumers of media. Aradifggations theory could shed

insight into the ways in which journalists use ag@spond to Facebook.

2.7.1 Explanation

Uses and gratifications theory focuses on how idda&ls use the media for
different reasons, both psychological and socidle Thotives and needs of the
individual affect their responses to the media mgss they receive. Katz (1959)
indicated that reactions are interpreted through fitber of individual goals (as

cited in Sheldon 2008). Westerik, Renckstorf, Lamaneand Wester (2006)

compared the importance of having a need filledhwhe importance of the media
in doing so.

U&G theory has not been static over the yearshbatgrown as a result of further
study and interpretation. Attempting to measure ima@gsponse in terms of
gratifications sought (GS) and gratifications ohéal (GO) has been one
suggestion (Palmgreen & Rayburn 1985). Evaluaticasnot be made until the
media presentation is complete, giving the oppattuior comparisons between
the GS and GO (Kink and Hess 2008; Raacke & Borais:zke 2008).

Another suggestion has been to group gratificatemgyht into several categories
to allow for closer inspection. McQuail, Blumler calBrown (1972) suggested
categories to include such things as diversionsqgreal relationship, personal
identity, and surveillance (as cited in Sheldon &00hese classifications are
designed to reflect the varying reasons that inddiais pay attention to the media,
indicating what they hope to receive from the iat#ion.

Other possibility categories for U&G assessmeniuiie process and content
(Kayahara & Wellman 2007). These represent tworagtidifferent actions that
are linked together by the individuals’ needs aadlg Process refers to the actual
performance of an activity selected by the indigidior a particular reason, while
content addresses the acquisition of informatiahlaw it is assimilated (Urista et
al. 2009). The relationship between the two is enidn the selection of media and
the way in which the information is processed.

2.7.2 Existing studies

Uses and gratification theory has been employestudies of Facebook already.
One such project occurred at Louisiana State Usityerfeaturing a survey of 172
students. The intent was to determine if individdiffierences affected motivations
for using Facebook and the subsequent outcomdsbfriteraction. 93 percent of
the sample group already had a Facebook accountajar conclusion was that
maintaining relationships was the primary motivgtilactor in using Facebook,

11
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with females more likely than males to note thiasan. Males sought new
relationships via Facebook more often than did fem@n the study. Turning to
Facebook for entertainment reasons also scored lighdid logging-in when
bored, both actions more likely for women than m&hese findings supported
earlier research by Tewksbury and Althaus (200@) Barks and Floyd (1996),
though the sample was not representative and shmtlbe generalized to the
larger population (as cited in Sheldon 2008).

Other studies compared MySpace and Facebook, agpliges and gratifications
theory to study the responses and actions of yaddts in SNSs. One reviewed
the internet habits of 116 students at an EastiQd@isersity, focusing in on their
use of MySpace and Facebook. Results suggestedadllege-age men and women
were about equal in their SNS usage with littlded@ntiation based on ethnicity.
Most desired to make new friends or stay conneetdd old ones (Raacke &
Bonds-Raacke 2008). Another utilized six focus gsouconsisting of 50
undergraduate students from a Central Californiavaungity. U&G theory was
engaged with results again affirming the use of $NSs for connectivity with
others. The approval and support of others was alsmtivating factor (Urista et
al. 2009). Again, a major limitation of this resgamas that the sample was non-
representative and not acceptable for generalizinige larger public. Nonetheless,
it provided useful information and serves as adaing pad for further research.

Potential use. While revealing pertinent informatio these groups, the studies are
not particularly relevant to the issues surroundgagnalists’ use of Facebook and
potentially other SNSs. Most studies are gearedhfgh school or college-age
users, though Facebook has become a staple iivéiseof all ages, including older
demographics (Christofides et al. 2009; Wilson 200&is leads this area wide
open for further research. Many theories couldrbpleyed to assess the situation,
with uses and gratifications one that might yielgkiesting results.

2.8 Critique of the Literature

There is a substantial amount of research surragn8iNSs in general and on
Facebook in particular. Most tend to evaluate tiefgpences and uses of Facebook
with an emphasis on younger demographics, suchigls $thool or college
students. While this information is valuable, vbitye research has been conducted
thus far on business and organizational use, o@®ographics (younger or older),
or the responses of specific groups, such as jastsar herefore, much of the data
is relative to a particular demographic, but notyfigeneralizable to a larger
population or other specific group. This allows siderable room for further
research

2.9 Remaining Research Questions

There are therefore many options to consider fdhéu research. One suggested in
this review is to more fully determine how jourstédi around the country are
interacting with SNSs such as Facebook and MySpassessing how they
negotiate their personal and professional idestitand to what extent the
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organizations that employ them exert influence lgirtdecisions could be very
revealing. Of course, this idea of focusing on di@alar profession could also be
expanded to include any number of unique groupsh \ttie worldwide impact of

Facebook and the clustering of particular intertsds already occurs, the site will
remain ripe for a myriad of research projects mftbreseeable future.

3 Method

3.1.1 Subjects

All subjects participating in the study were mensbef the “Journalists and
Facebook” group on the Facebook SNS. This is a&largine group with almost
14,500 members at the time the research was catluctiate 2009. There were
few limitations imposed. Research subjects wereired to be 18 years of age or
older, members of the aforementioned group, andwiténg to volunteer to
participate in the study without compensation ofy éind. There were no
limitations imposed based on race, ethnicity, gende other socioeconomic
factors. The subject responses to an online questire provided the research
data that was analyzed.

3.1.2 Materials

On online survey instrument was designed using t@csl software through
Indiana University of Pennsylvania. The progranowséid for complete anonymity
for respondents and provided an opportunity fojesttb to answer the questions at
their convenience without the necessity of travethird-party intervention. Basic
demographic information was obtained at the begmrif the survey, with the
bulk of the questions dealing with the subjectsirent use of Facebook, their
reasons for maintaining an account on the SNSwydredher the site tended to meet
their expectations. A series of questions at theé facused on possible ethical
concerns that journalists might encounter. Cungagurvey responses formed the
data for analysis.

The Internet was an important element in the saglit provided a way to recruit
subjects, communicate with volunteers, link thenthi online survey, and protect
anonymity. Facebook, email, and Qualtrics all pthyeportant roles in the

process of securing the data for examination.

3.1.3 Procedure

After designing and testing the survey instrumehtough Qualtrics, the
administrator of the “Journalists and Facebook” siebwas contacted to secure
permission to recruit volunteer subjects through gnoup page. Upon receiving
approval, a wall posting was made on the site gingi information about the
study and instructing any group members interestedblunteering to email the
primary researcher. Upon receipt of such noticeearail was returned to the
potential subjects including a link to the onlingn®y. Volunteers never had to
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provide any information to the researcher othen thavorking email address. This,
in turn, was deleted from the researchers’ emdisfito preserve total
confidentiality. The link to the online survey eteb subjects to respond with the
highest level of privacy; the survey completed amoously online with the
information considered only in combination with pesses from all other
participants. Results were tabulated through Quaaltwith information compiled
and coded for further analysis.

Risks to research subjects were considered miniRgtticipation was voluntary
and did not include vulnerable subjects. Neithes W topic of a particularly
sensitive nature. The study did not involve mertalphysical duress in any
conceivable manner. The anonymity of subjects wasegoved throughout and any
that started the survey could opt out at any tinithoaut ramification simply by
ending the session. No withholding of informatiardeceptive practices occurred,
making the need for debriefing negligible. Resoltshe study were provided via
email to any of the participants expressing thatrde

4 Results

The online survey instrument that was utilized fois study was designed to
discover the reasons that journalists use Faceandkwhether the results of their
use meet their expectations. Additionally, questiere devised to assess whether
journalists are concerned about possible ethiadhes presented by becoming
“friends” with someone on the social networkingesit

Respondents were asked to reveal how long they heee on Facebook, how
often they log-in, and for what purposes they use gdite. They were asked to
comparatively rank their reasons for using Facelauk assess how well the site
has met their expectations.

Ethical issues were also addressed with specifestipns geared to determine to
what extent journalists are concerned over sevarahs. These included the
accuracy of the information derived from the sits (revealed by individual
account holders), the possible loss of professidisthnce from the reporter and
Facebook “friends,” and challenges to remain objectvhen investigating or
writing about online social contacts.

As a pilot study, this project sought only to gairpreliminary understanding of
how journalists may be responding to the challerages opportunities presented
by Facebook. The intent from the outset was to iaeqgand compile the

information, seek correlations and possible thenzag] note similarities and
dissimilarities within the data. With the respontevel so limited, basic

comparative statistics formed the bulk of the asialy

In all, there were 21 volunteer subjects that cetenl the survey instrument. 13
respondents were male and 8 female. Ages rangeddatentially as low as 18 to
possibly as old as 64 (Table 1).
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# Answer | Age of respondents Responses %
1 o1g.s g 1 5%
2
26-34  o— 8 38%
3
35-5  — 1 52%
4
55-64 u 1 5%
5
65 and over | 0 0%
0,
Total 21 100%
Table 1: Age Range for Survey Subjects
Answer Experience level Responses %
1 I have never been a I 1 5%
journalist
2 Amateur non-paid journalisl 1 5%
3 Previously employed as a

0,
paid journalist ] 5 24%

Currently employed as a

0,
paid journalist L ] 14 67%

Total 21 100%

Table 2; Experience Level for Survey Subjects
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19 of the subjects self-identified as “paid” jouisis at some point in their careers,
with a wide range of experience levels indicatedmgnthe responses (Tables 2
and 3).

# Answer Number of years as a journalist Response %

1 0-5years _ 7 33%

2 6-10years - 3 14%

3 11-15years _ 7 33%

4 16 -20years I 1 5%

5 Over 20 years - 3 14%
Total 21 100%

Table 3: Number of Years Survey Subjects Have Been Involvedaurnalism

Most of the subjects were relatively new to Facébdwmving opened accounts
within the last two years. Usage of the Faceboatoawts varied considerably

among respondents (Table 4).
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#  Answer \Average times logged-in to Facebook per week  Response %
1 Never m 1 5%
1 - 4 o
° times ~ N— > 24%
5 - 7 .
3 times 3 1%
8 - 14 0
4 times . 3 14%
15 - 20 o
> times — 4 19%
21 times
6 or I 5 24%
greater
Total 21 100%

Table 4: Number of Times Per Week Subjects Log-in to theirdedook Account

Uses and gratifications theory was employed to sassehether the theoretical
desired reasons for using Facebook were met fanghsts in actuality. Survey
subjects ranked their reasons for using the sotdorking site in a variety of

areas (Table 5)
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Most important reason for using

Answer Facebook - Mean Rank
Other 0.00
Dating 0.00
Staying in touch with family 1.75
Maintaining professional contacts 1.80
Finding out information about others 1.82
Staying in touch with old friends 1.93
Making professional contacts 2.00
Finding sources for story assignments 2.25
Re-establishing old friendships 2.40
Making new friends 2.50

Table5: Reasons for Using Facebook — Ranked in Importance (loveehigher)

Knowing the reasons why journalists tended to wmBook led to the next area of
evaluation; attempting to connect the intentionghe journalists (gratifications
sought - GS, in uses and gratifications theoryyith the actual experiences
(gratifications received — GR). The same categasfeseeds as in Table E were
reviewed, with subjects using a Likert scale tceashow well Facebook has met
their expectations (Table 6). This provided someerasting information for

comparison and contrast, with results widely diapar
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Neither
# Question (?trongly Disagree agree Agree Strongly Responses Mean
isagree nor agree
disagree

1 Dating 0 0 21 0 0 21 3.00
Finding out

2 information 0 1 0 19 1 21 3.95
about others
Finding
sources for

3 story 0 5 10 6 0 21 3.05
assignments
Maintaining

4 professional 0 1 4 16 0 21 3.71
contacts
Making new

5 friends 1 2 10 8 0 21 3.19
Making

6 professional 1 1 9 10 0 21 3.33
contacts
Re-

7 eseolshing 1 2 1 7 21 4.14
friendships
Staying in

8 touch  with 0 1 1 13 6 21 4.14
family
Staying in

9 touch  with 0 0 1 15 5 21 4.19
old friends
Other - as

10 specified 0 0 18 1 2 21 3.24
earlier

Table 6: How Efficiently Facebook Met the Expectations of Subjs
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Neither
agree
nor
disagree

Strongly
disagree

Strongly

Question agree

Disagree Agree Responses Mean

I would find it
difficult to do
a story that
could reveal
negative
information
about one or
more of my
Facebook
friends.

3 7 10 1 0 21 2.43

| have
concerns that
profile
information
obtained on
Facebook
may be
inaccurate.

0 2 4 8 7 21 3.95

| believe that
information
provided to
me by a
Facebook
friend may be
deliberately
misleading.

1 3 8 6 3 21 3,33

| have ethical

concerns over

intermixing

social and 0 8 3 3 7 21 3.43
professional

contacts on

Facebook

Table 7: Responses by Survey Subjects to Potential EthicaléssPresented by Facebook
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Ethical concerns were the focus of the final fauvey questions (Table 7 below).
A secondary focus of this study considered whejtnamnalists were concerned by
the intertwining of personal and professional ielahips on Facebook.

The data provided a significant amount of informatfor review and suggested
some correlations and areas worthy of future canatn.

5 Discussion

The study — though small in size — yielded intengstesults on how journalists are
currently using Facebook and what ethical challsrmgay be developing. Uses and
gratifications theory suggested that — in mosturitstances — journalists were
receiving from Facebook what they were essentiatiking for.

Analysis of the data indicates that 90% of the oeslgnts were between 26 and 54
years of age, with 52% being represented in the-3%4 age group. No one
responding to the survey was 65 or older. 62% ef ghbjects were male. It is
interesting that the responses by gender wereagitailthe percentages for those in
journalistic positions overall in America, whichnteto hover around two-thirds
male (Weaver, Beam, Brownlee, Voakes & Wilhoit 200Bwvo out of three of
those responding were also currently employed @kjparnalists, with 91% of the
overall total having received payment at some pfsimih the profession. A wide
distribution of experience levels were evident tlgloout with the largest
percentages in the 0 — 5 years and 11 — 15 yet@gaees.

Assessments of the Facebook accounts also prountemesting data. Two-thirds
of those surveyed have been on the social netwgpuibe for less than two years.
Only one respondent would be considered an eadptad, having joined the SNS
at least five years prior when the website wassimifancy. 43% have between 101
— 300 Facebook “friends” with another 29% havin@ 10 less. None had over a
thousand. Close friendships and professional ctmtaere considered to represent
20% or less of the “friend” totals.

Reasons for using Facebook were varied, but indigasome interesting

correlations. Staying in touch with family and fing out information about others
were the two reasons cited most frequently by jalists, suggesting the unique
dichotomy of the journalist role — perhaps usirgpaial networking site to remain
connected with family while also advancing a caré@ther” responses to the
reasons for using Facebook included:

« News and information feeds

e Photos (with the note: It's a great source when yeed a photo of
someone for news...seeing that it's a public domaénphotos are legal to
use on the news)

e Playing games
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* Finding story ideas

Three of the top four reasons given for using Faoklwealt with staying in touch
with old friends or family or re-establishing oldiehdships. Finding out

information about others was also a top reasondomalists. Similarly, when

ranking the reasons by importance, the top twotdati friendships (expected for
a social networking site) and the next two wereeaissed with business actions.
Dating was of absolutely no concern to the surudjects.

The crux of the study dealt with expectations atfdcal issues. Based on the
responses, in general, the gratifications sougl8) (8 journalists on Facebook
were seeming to be the gratifications received (QR)st areas dealing with
professional benefits through use of the site tdridemeet expectations. The only
area in which journalists were divided was in fimgli sources for story
assignments, with five indicating Facebook did metet their expectations in this
regard, and six agreeing that it did.

Responses to questions regarding the social gattdns sought through the online
network were heavily in favor of Facebook meetingextations of journalists.
Again, this should not be a great surprise as thajenerally considered the
primary reason for the general public to get inedlvn an online SNS. Journalists,
apparently, are not much different than non-joustsin this regard.

On ethical issues, journalists tended to be skalptt the information found on
Facebook. 71.4% believed it may be inaccurate, wigh9% believing that
information provided by a Facebook friend may bdibéeately misleading. Of
those that took a position on that question, nihé3(eight were Neither Agree
nor Disagree) or 69.2% felt that way. 10 were inglee about whether if might be
difficult to do a negative story about a Facebadénid, but of the 11 that chose a
firm position, seven disagreed and 3 strongly dised, indicating support for
professional integrity above personal friendshimsurnalists were divided on the
idea of intermixing social and professional corgamt Facebook overall, however,
with 10 indicating an ethical concern over the ésand eight giving the issue little
regard.

6 Further research

Due to the fact that this was a pilot study witlinsited number of responses, the
results are not likely generalizable to the largedy of journalists in the United
States today. However, the results did yield somteiguing information and

suggest areas in which further research might Ielucted. First, expanding on
this study with a representative sample might fartbubstantiate or refute the
information thus far disclosed. Additionally, diggi deeper into the motivations of
journalists on social networking sites could uncavew possibilities for review.

Some of the “Other” responses in the reasons fiogusacebook section provided
additional insight and might be included in subsaqstudies. Finally, the ethical
issues were those that seemed to receive the nvessel responses. That would
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indicate potential areas of conflict or at leastdely disparate viewpoints.
Researching these areas in particular might pnovaluable to journalists and the
organizations they represent as new technologient@ to change the ways in
which communication occurs.

7 Definition of Terms

The following terms and abbreviations are key tauaderstanding of the subject
material. They include:

Facebook — The most-used global social networking websitehistory, a site
where users can create a homepage with a persoofilepadd friends, and
interact with others (Wakiyama & Kagan 2009).

Social Networking Site (SNS) — Any of the online communities where individuals
share interests, activities, and aspects of theisgmalities; such as Facebook,
MySpace, and others (Casteleyn, Mottart & Rutte®820

Uses and gratifications theory — A communications theoretical approach with three
objectives: to explain how specific viewers use snagedia to meet individual
needs; to discover a viewer's underlying motives dising the media; and to
identify the positive and negative consequencesrofindividual’'s mass media
utilization (Siraj 2007).
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