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Room A, Panel 1
JOURNALISM AND THE DIGITAL PUBLIC SPHERE 

CHRYSI DAGOULA
University of Groningen, The Netherlands

“The Role of Journalism within the current Digital Public Sphere(s)”

The current technological advancements, and especially the emergence of social media, pose questions about the value, 
the sufficiency and the sustainability of Habermas’ theory in a digital epoch. By developing a theoretical framework 
that discusses the concepts of the public sphere, democracy and journalism, and by concentrating common ground, 
participation, this work focuses specifically on the role of various media actors in political dialogue during elections and 
argues for a new perception of the Habermasian theory. As such, it regards the public sphere through a different prism, 
that of its duality: as a concept with a normative and a pragmatic side. For this conceptualization it relies on the deep 
interrelation of the three concepts.
 
It this context, the work proposes that the structural transformations of the (digital) public sphere(s) and its manifestations 
on Twitter are affected by two factors: the role of the press within the platform, and the current political and financial setting. 
Subsequently, the empirical research looks into the General Elections of 2015 in the United Kingdom and contributes to 
the development of appropriate empirical research methodologies, so as to shed light on the use of this popular platform 
by traditional media, net-native media and journalists, as well as to audiences’ level of responsiveness. The empirical 
research relies on the principles of digital ethnography and presents a hybrid model of mixed methods approach, consisting 
of extensive Twitter research on media actors’ accounts and on the electoral hashtags; and of interviews with journalists. The 
current paper, which emerges out of a wider PhD study, looks into the first factor: the role of the press, in other words, of the 
journalistic use of Twitter during the elections and in political dialogue, through the perceptions (as these are examined in the 
academic scholarship), the self-perceptions (interviews) and the reality (Twitter use) and its effect on the public sphere theory. 

LOΪC BALLARINI 
Crem, Université de Lorraine, France

“New Media And The Public Sphere: From Promise to Reality”

The French news landscape is currently living a paradox. On the one hand, media face a deep economic crisis, making the 
search for new business models as necessary as they are uncertain. On the other hand, journalism is not far from a “golden 
age”, where working practices, narrative forms, multimedia possibilities and local to international cooperation are being 
renewed by the digital revolution. In this challenging context, 2017-2018 is a particularly creative era, where a lot of new 
media were launched in France. These new media are covering the full range of possible activities. Among the projects are 
indeed media that produce short videos intended to going viral on social networks (Monkey, Loopsider), web-only media 
with general (Le Média) or specialized scope (AOC), and even weekly newsmagazines (Ebdo, Vraiment). 
 
At first look, these new media might seem very different from one another. Left-wing or “neutral”, targeting intellectuals or 
working- to middle-class non-readers, relying on the algorithms of social platforms or on the ever-weaker press distribution 
network, they yet have to cope with the same core question: how can they attract enough wide audiences while safeguarding 
their editorial independence? The answer is always a variation on the theme of: creating new forms of journalism or 
renewing the fundamentals of journalism. 
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The aim of this presentation is to analyse how the French new media address this question. The corpus consists of two parts. 
First of all, a collection of discourses that describe the media, comprising items produced by the media themselves (leading 
articles, explanation of the editorial line, website “about” section, texts and videos used for crowdfunding campaigns, 
etc.) as well as items produced by other media (reports, interviews). Secondly, a description of the technical, editorial and 
financial means of each media. 
 
Confronting the discourses and the apparatus — in other words the promise and the reality —, will help getting a global 
perspective on the phenomenon, combining entrepreneurial, social and political perspectives. As a matter of fact, the 
success of a new media is not only a matter of smart investments, but most importantly of complex, dynamic relations 
with the audience. Which kind of public sphere are these media creating or participating into? What is the place of the 
public in the media creation process (crowdfunding, reflection on the future content) and in its daily life (comments, article 
proposal, meeting with readers, involvement in the company management…)? From the concept of public sphere as seen 
by Habermas, Arendt and Negt, to the contemporary thoughts on media diversity, this presentation intends to tackle what 
seem to be the keywords when trying to renew the media landscape: independence, quality journalism, and audience trust.

DIMITRIS TRIMITHIOTIS 
University of Cyprus, Cyprus 

“Reporting “not so important” political events in online news media”

This paper shows that exploitation of the online potential in the process of reporting on politics by online news media is 
not standardised but related both to the prominence of the political topic to be covered and to the journalistic culture of 
the media outlet. The study is based on a corpus of 226 news reports on European Union politics delivered by six online 
news media that differ regarding their journalistic culture. Through a multi-method research design that approaches the 
journalistic coverage of politics in online media at the level of both the message and the process of production, this paper 
argues that online technology leads the media to decrease their investment in both personnel and in time for the coverage 
of “not so important” topics. Media with different journalistic cultures exploit in their own way the potential of the internet, 
though this is for maintaining and reinforcing their existing journalistic profile.

LAURA AMIGO
CARISM, Université Panthéon-Assas, France
ARNAUD MERCIER
CARISM, Université Panthéon-Assas, France

“Evolution of the editorial activity on social network sites of thirty French news media between 2014 and 
2016”

Social Network Sites (SNS), in particular Facebook, have become the main gateway for accessing news for a growing number 
of French and Western citizens (Newman et al., 2017), especially for the youth. Information practices are creating a “new 
socio-digital information ecosystem” (Mercier & Pignard-Cheynel, 2018), in which the function of gatekeeping disappears, 
giving rise to a chaotic selection and circulation of news (Nielsen, 2016; Singer, 2014; Thorson & Wells 2015; Compagno 
et al., 2017). Having become “infomediaries”, platforms are now a key player in this ecosystem (Rebillard & Smyrnaios, 
2010; Smyrnaios & Rieder, 2013; Nielsen & Ganter, 2017) and have established a relationship of unequal dependency for 
the media. Regarding readers, news media need SNS to capture a young audience that would be out of reach otherwise. 
Technically, platforms impose formats for the production and distribution of information content. Concerning finance, the 
press turns to SNS to try to make some advertising revenues, while in fact, SNS, along with Google, keep most of it 
(Smyrnaios, 2017). Since then, media have wondered how to interact with these new players in order to catch up with the 
“times of uses” (Flichy, 1987) and to value their production.
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This presentation will analyze quantitative and qualitative evolutions, over three years, of journalistic production on Twitter 
and Facebook, in thirty French newsrooms. Can we consider that there is a professionalization of SNS management in 
French newsrooms? What awareness do journalists have of their writing practices on these networks? Through the prism 
inherited from the actor-network theory, we will show that, as for all technologies, media appropriated SNS in different 
ways, concerning both, their editorial strategy and their organization, evolving between adaptation, confrontation and 
collaboration (Nielsen & Ganter, 2017).

The study is based on metric data extracted from the Facebook and Twitter accounts of thirty French newsgroups between 
2014 and 2016, and on semi-structured interviews of SNS managers conducted between December 2016 and March 2017 
in eleven newsrooms (20 Minutes, La Tribune, L’Express, France Info TV, Le Monde, Slate, L’Obs, BFMTV, Le Huffington Post, 
Libération, Paris Match).

Room B, Panel 1
POPULIST DISCOURSE IN THE MEDIA 

LILIA RAYCHEVA
University of Sofia “St. Kliment Ohridski”, Bulgaria
DOBRINKA PEICHEVA
South-West University “Neophyte Rilsky”, Bulgaria
MARIYAN TOMOV
University of Sofia “St. Kliment Ohridski”, Bulgaria

“Debating populism in the Bulgarian media ecosystem”

The contemporary developments of mankind are characterized by transformation processes in the technological, 
economic, and social spheres. These transformations impact the political environment and the media ecosystem as well. 
The challenges of the economic crisis, as well as the migration processes are strengthening the positions of Euro-skeptics 
and revitalize populism developments.

Populism as a political concept and rhetorical style is nowadays an object of comprehensive research and multi-faceted 
social discussions. The strong critical attitude of populists towards the status quo, towards what they regard as the chimera of 
democracy, is generally intertwined with the function of the media as a corrective factor with regard to government authorities.

The present text is focused on the developments of political populism in Bulgaria and their media reflections. The political 
environment in the country is characterized by almost permanent merge of political entities, which gradually escalates 
the use of populist approaches, styles and rhetoric. Research attention to this political phenomenon is determined by the 
success of some newly formed populist parties, gradually winning considerable numbers of seats in the parliament.

The use of populist phraseology is evident among all political parties in the country, whether left or right-oriented. Bulgarian 
actors of a populist trend – including political leaders and parties – have mixed, oftentimes changing, characteristics. Their 
populist phraseology is transmitted to audiences mainly through media. It has to be noted that the pre-election campaigns 
during the period of democratization since 1989 developed alongside demonopolization, liberalization and transformation 
of the media system. Deregulation of the radio- and TV broadcasting sector dragged on, giving way to the rise of two 
mutually bound processes – politicization of media and mediatization of politics.

As part of the study undertaken by the member-countries of the COST Action IS 1308: Populist political communication in Europe: 
Comprehending the Challenge of Mediated Political Populism for Democratic Politics (2014-2018) qualitative interviews 
were conducted with Bulgarian politicians and journalists to provide an insight into their perception of populism. The 
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aim of the in-depth interviews has been to compare the opinions of the interviewees on five key areas, such as: their 
understanding of the concept of populism; the perceived consequences of the populism for the country and for democracy; 
the reasons for the popularity of populist leaders and parties; the issues most related to the rise of populism and whether 
the media are supportive, critical or behave in a populist manner.

The paper is structured in three methodologically interconnected parts, presenting: an overview of the process of 
politicization of the media and the mediatization of politics in Bulgaria; an analysis of the political populist trends in the 
country; a discussion on the connections between populism and the media, based on the comparative analysis of the 
conducted interviews with politicians and journalists.

The paper is developed within the framework of the National Science Fund of Bulgaria research projects: DN05/11-
14.12.2016: Modeling of Media EcoSystem in Bulgarian Socio-Political and Economical Realia and DCOST 01-25/20.12.2017 
COSТ Action CA16211: Reappraising Intellectual Debates on Civic Rights and Democracy in Europe.

AYSECAN KARTAL
Galatasaray Üniversitesi, Turkey

“Elites versus the people? Tracing populist narrative through the presentation of the Turkish health reform 
in media”

Health-care reform in Turkey was initiated with the announcement of the Health Transformation Program (HTP) in March 
2003 that followed the foundation of the first AKP (Justice and Development Party) government in November 2002.

HTP had objectives such as abolishing the differences among the various public hospitals, administrative and financial 
autonomy of hospitals, general health insurance system, family-physician model, extension of preventive-medicine and 
stimulation of private investments in health.

Major structural changes took place in the Turkish health sector with the HTP. But besides these structural changes HTP 
occupied a significant place in the election campaigns of the AKP as a major indicator of its achievement in creating 
equality and justice. This paper aims to look at the discursive frame around the HTP through its media representation.

The main argument of this paper is that the health is not an area where the neoliberal populist narrative of the AKP is 
reflected or materialized but rather one of the areas where this narrative is densely and visibly constructed. The narrative 
of AKP which stressed that they are different from their predecessors and that this difference lies in the way they approach 
the people, how they prioritize serving the people emerged most significantly in the area of health. The discourse of 
creation of “New Turkey” by the AKP where the deeply rooted privileges of the elite is replaced by a “servant government” 
which is the consequence of “national will” is transmitted through health, thus health became an area not reflects the 
narrative but a base over which the discourse is built.

More specifically, The Ministry of Health in particular and the AKP government in general present a sharp division of 
providers and receivers in their discourses on the HTP, and the government steps in and defines itself as an actor that 
brings an end to the victimizations of the receivers.

This paper is based on an extensive media scanning of two pro-government Turkish dailies in 2002-2011 period (the 
scanning is limited to 2011 as all the changes that were in the HTP even if not completed were initiated by 2011) and 
traces the populist discourses of the AKP in media through the HTP. The analysis is done by making use of the concepts 
of neoliberal-populism and neopopulism, which emerged in the literature on the Latin America of 1990s, in the works of 
Weyland, Roberts and Barr through the themes that emerge from this media scanning.
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These themes are portrayal of the pre-AKP health care system that victimizes citizens, presentation of the position of the 
Ministry of Health as a fighter against corruption, portrayal of doctors as self-interest driven actors, dismissal of anti HTP 
discourses and celebration of novelties of the new health system. Convergence of these five themes is the division of 
the providers and the receivers of health care sector as parties with completely different interests, and the receivers are 
victimized in the pre-reform period.

MEGGI VERAJ
City Unity College, Greece 
EMMANOUIL TAKAS
City Unity College, Greece & Advanced Media Institute, Cyprus

“Anti-Islamic discourse on Facebook. Processes of social Identity construction and self-categorization. 
The case of “Anti-Islam alliance” Facebook Page”

After occurrences such as the Rushdie affair, the first Gulf War and 9/11 and especially extremist Islamic terror acts in 
Europe interest in media representations of Islam has expanded. An ever-growing body of research has disputed that the 
images, representations and discourses relating to Islam/Muslims in prevailing Western media apt to be negative and 
uncongenial (Poole and Richardson 2006). Numerous researchers have explored this relationship amongst Media and 
Islam (Ahmed 1993; Runnymede Trust 1997); the depictions of Muslim minorities in the West (Allen 2005; Poole 2002) 
and other on Muslims/Islam groups in the global Media (Poole and Richardson 2006; Zelizer and Allan 2002).

Since Media are outlined as a social institution that is a crucial factor of contemporary Western society (Berntzen & Sandberg, 
2014) social processes that generate narratives or stories within particular interpretative frameworks are integrated in the 
cultural and political premises of the broader social group. Particularly for extremist groups or groups proliferating hate 
speech, who lack of resources and offline opportunities, Internet has accomplished collective mobilization by minimizing 
the expenses of communication and advancing discursive antagonisms with other individuals (Caiani & Parenti, 2013). 
In this context processes of self-identification and group-identification are apparent to provide collective meaning and 
strengthen new collective identities.

To obtain the stage of “identification”, three factors are essential: a cognitive one, in the context of awareness of 
membership; an evaluative one, in the context that this awareness is associated to some value connotations; and an 
emotional investment in the awareness and appraisals (Hogg & Terry, 2000). Hence, an approach that is related with both 
the group identification and the self-identification into a group processes is the Social Identity Approach (Hogg & Terry, 
2000), that consists of Social Identity Theory (SIT) and Self-Categorization Theory (SCT). These two theories are associated 
by their preoccupation with the mechanisms which enclose the manner that individuals identify themselves as members of 
a social group – which is the meaning of the term ‘social identity’. In addition, the theory of Ethnocentrism (Sumner, 1906) 
underlines the emergence of the “Other” by constructing an “outer group” and an “inner group”.

Aim of this study is to examine the rhetoric on Facebook and in particular on the Facebook page ‘’Anti-Islam Alliance”, a 
group that already has more than 35,000 members, that shares anti-Islamic narratives in a specific time frame one (1) 
week before and two weeks (2) after the terrorist attack in the Theatre of Bataclan in Paris. Through content analysis, the 
current study aims to provide a categorization of the specific narratives that construct stereotypes, processes of generalized 
demonization of the “outer-group” and highlight processes of self-categorization.
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ANTONIS GALANOPOULOS
Aristotle University of Thessaloniki, Greece

“Exploring the populism/anti-populism cleavage during the Greek referendum”

According to a widespread view, populism is an irrational response to complex phenomena and dilemmas of our era. 
Mainstream, normal politics are considered to be fact-based, the result of rational argumentation and effectively influenced 
by technocratic views. Respectively, it is claimed that populism is based on emotions and affects instead of rational 
arguments and facts. In this context, populism is essentially presented as an abnormal form of politics.

In the Greek dominant discourse, populism is equal with demagogy, denial of reforms, irresponsibility, irrationalism and 
unrealistic promises. The anti-populist camp, expressed either through the center-right and the center-left parties or through 
mainstream opinion makers and media personalities, associates its own political stance with rationality, responsibility, 
reforms, and modernization.

Populism reappeared in everyday public discourse in Greece with the first protests against the memorandum with IMF, EU 
and ECB and its concomitant austerity policies. The polarization at the base of the populism/anti-populism dichotomy has 
been exacerbated on both a social and a political/ideological level. Many researchers have demonstrated adequately the 
emergence and consolidation during the crisis period in Greece of the populism/anti-populism cleavage and they have 
even elevated it into the central political dichotomy of our era.

Certainly, a key moment of this cleavage between populism and anti-populism between rational and affective discourse 
was the Greek referendum. As elections and referenda are moments of polarization and acute political tensions, it is 
reasonable that the 2015 referendum in Greece constitutes a high point of the populism/anti-populism dichotomy. What is 
more interesting in this case is that the referendum itself was presented by the anti-populist camp as an irrational populist 
political choice.

Using qualitative methods and particularly the theoretical and methodological tools of Essex School of Discourse Analysis, 
this paper will highlight how this dichotomy was constructed and what forms it took during the referendum period in Greece 
in the political and the journalistic discourse. Furthermore, it will focus on the ways in which the populist/anti-populist 
dichotomy intersects with the rational/irrational dichotomy, as mainstream political and media figures presented populism 
as an irrational, emotional and ultimately abnormal political phenomenon. Finally, this paper will examine if the affective 
dimension is limited in the populist side of this dichotomy.

Room C, Panel 1
INNOVATING IN THE NEWS

MICHELLE MERHEIM
Macromedia University of Applied Sciences, Germany
RALF SPILLER
Macromedia University of Applied Sciences, Germany
MICHAEL OEHLER
Universität Osnabrück, Germany
MATTHIAS DEGEN
Westphalian University of Applied Sciences, Germany
NIKLAS ODENDAHL
Macromedia University of Applied Sciences, Germany
ANISSA ZOGHLAMI
Macromedia University of Applied Sciences, Germany
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REBECCA GOECKEL
Macromedia University of Applied Sciences, Germany
BENJAMIN HELD
Westphalian University of Applied Sciences, Germany 
NIKO NOWAK
Westphalian University of Applied Sciences, Germany

“Virtual reality: How journalism can make use of immersive experiences. An experiment on empathy”

Introduction:
Virtual Reality (VR) is supposed to be the “next big thing”, as Facebook founder Mark Zuckerberg commented during 
Facebooks annual developer conference in April 2016 (Isaac/Hardy, 2016). It can be assumed that the technology will 
conquer in a few years the mass markets around the world, especially since anyone can use his smartphone as screen for 
VR. All you need is a special VR-glasses.

International organizations such as the United Nations and Amnesty International have launched VR pilot projects. The 
UN project focused on the situation in a refugee camp. Amnesty International documented the destruction in Syria. The 
aim was to enable the viewers to have an authentic experience in the civil war countries, without having to travel there 
themselves. Also some Publishing houses like the New York Times and the Guardian have experimented with immersive 
journalism projects.

Research question:
VR is initially an elaborate technology that requires increased costs. It is therefore necessary to ask whether the additional 
investment is justified. This would be the case if the immersive experience is such that people for example identify more 
with needy people portrayed in VR-films. Specifically, the question is whether people have a higher degree of empathy after 
a 3-Dimension immersion than if they had the same experience in 2-D. Stronger empathy values are generally expected to 
result in a greater willingness to consume and pay for a certain journalistic product.

Literature review:
One can find a lot of research on VR and the consequences of immersion (Ryan 2001, Bowman & McMahan, 2007). There 
are also several research papers on the measurement of empathy (Voss, Piotrowski & Valkenburg, 2015, Neumann et al., 
2019; Jolliffe & Farrington, 2006). But both topics together – immersive journalistic projects and empathy - have not yet 
been investigated empirically.

Theoretical framework:
The present study is based on the principles of emotional and personality psychology. It is specifically about describing the 
experience and sensation during the reception of media content.

Methodological approach:
We have carried out an experiment to test whether people have higher empathy values after a VR experience. We showed a 
group of 26 people a short journalistic video clip regarding the destruction in Syria and Iraq in 2D and then measured the 
empathy values with a questionnaire (control group). Another group of 26 people has seen the same clip in a 3-D version 
(Virtual Reality). Their empathy values were also measured. Beforehand, the general empathy level of all participants 
was determined by a separate survey. The surveys were based on two already validated questionnaires with a total of 34 
questions from Renaud / Unz (2006) and Früh / Wünsch (2009).

Results:
Overall, the VR group showed a higher level of empathy. The data demonstrates a strong immersive effect of the VR stimuli, 
which is – according to this study - capable of producing corresponding emotions. Higher values than the control group for 
dimensions like interest or surprise suggest that the VR condition generally results in a stronger activation of the participants.
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JEANNE PIERRER VALERIE
CELSA, Université Paris-Sorbonne, France 
PAULINE ESCANDE – GAUQUIÉ
CELSA, Université Paris-Sorbonne, France

“From the little “story” to the big History: journalism under Snapchat”

The proposal aims to analyze new forms of news in the Snapchat application. In France and across some countries, this 
application offers to the traditional media to access new supposedly younger audiences. In the application, which relies on 
a narrative model of content based on cards displayed with photos and filters, it is therefore possible to discover old media 
« renovated » by the format proposed by this new media social platform.
 
We would like to show three main points of change in journalism related to this transposition from one medium to another. 
The analysis is based on a long-term observation in immersion in newsrooms, captures of interfaces and interviews 
conducted with journalists who produce « stories » for Snapchat. These approaches are combined to understand the gaps 
between brand discourses, the intentions of journalists and the potential effects produced on the construction of news. 
The approach is therefore socio-semiotic.
 
After analyzing the Snapchat dedicated content produced by two French media, Paris Match, a magazine marked by the 
tradition of photo reporting and Le Monde, a newspaper marked by the tradition of investigation, we found three logics at 
work. First, the notion of news event is strongly redefined: each edition focuses on a single piece of news. The hierarchy of 
information is drastic. The newspaper as a unit gathering fragments of news to build a reading contract no longer appears 
to be essential. The event is eclipsed by the notion of « story ». This particular term is central: the story marks the unity of 
one edition a day and focuses the efforts put on the layout for smartphone screens.
 
Then, and as a result, an new period for journalism opens up as the journalist becomes a scriptwriter ; his or her essential 
role is then to sequence in a few slides adjusted by the aesthetics of the application marked by filters and layers. Finally, 
the editorial teams are dedicated and cut off from the larger collective of the original media. The discussion of information 
focuses on the modalities of formatting; the logic of the story leads to a few scripts for the news, according to types of set 
in advance situations or events. Journalism is therefore strongly formatted by the information production system.

ANASTASIA HOLIVATOU
Aristotle University of Thessaloniki, Greece

“Practices of narrative journalism in multimedia storytelling”

The last couple years, and more specifically the period that we name, in a wider sense, as ‘ Web 2.0 period’, we observe 
the shrinkage of the traditional, linear journalistic narrative and at the same time the intrusion of narrative ways in digital 
journalism. The use of narrative methods and tools on online journalism, proposes a new and a relatively unexplored 
scientific field, which, the last decade approximately, engages the interest of the scientific and the journalistic community. It 
is as a new area that attracts also the interest of the reading public as it refers to a new way of approaching and presenting 
the journalistic material. The most important thing, though, is that the various types of multimedia narrative, do not renew 
only the technique of storytelling in journalism but also the transmission and presentation of information, equipping the 
reporter as well as the reader with a whole new role. He/she becomes much more active and effective compared with the 
traditional journalism of the newspapers as he/she is called now to «be part of the procedure» (Anzur, Silvia 2011). 
 
The contemporary modes of multimedia narrative create a new and multifunctional way of journalistic production where 
we have a collective, demanding and interactive narrative mechanism. Multimedia ways of storytelling constitute complex 
audiovisual texts as they combine natural voice, sound effects, music, stable and moving image, frame narrative, interviews, 
quotes, graphics, slideshows, maps, graphs, etc. Generally, multimedia narrative is organized and evolves through 
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different, interweaving levels and elements which contribute in the generation of an ingenious and powerful narrative 
communication, the diversity of which we will try to reveal in our paper. What we’ll finally try to examine - moving nowadays 
from the print media to the digital ones -is the relation between the tradition of ‘narrative/literary journalism’ to the modern 
form of multimedia storytelling.
 
What we’ll try to prove through specific examples of journalistic multimedia projects is the ways in which through the 
notions of hypertextuality, interactivity, multimodality and generally through the use of multimedia tools we have whole new 
possibilities for the reporter to practice narrative journalism and immerse his/her reader to the described events. Our main 
interest is to explore how journalists of the digital era use the techniques and methods of print narrative journalism of the 
past producing a new kind of multimedia storytelling which offers new challenges and perspectives for modern journalists. 
How narrative journalism practiced on the internet today uses the techniques of the form of ‘literary journalism’ so as to 
enhance the feeling of immediacy, truthfulness, accuracy and authenticity of the multimedia project and with what specific 
results for the reader?

DINA ABOU SALEM
California State University, Los Angeles (UCLA), U.S.A.

“How Absence of Gestalt Psychology and UX/UI Approaches Compromise Quality of Digital Journalistic 
Output: The Case of Major News Outlets”

Platforms for news acquisition and dissemination are shifting from more traditional forms of wire and print to a more 
dynamic and faster paced digital medium. The latter include mobile and web news applications. When designed without 
the user in mind, these news applications risk compromising the journalistic quality that they often strive to maintain. 
 
In this paper, I will look in depth at the presentation of news stories posted on the front pages of select major news outlets 
in order to demonstrate the following:
 
1- How the web pages’ insufficient user interaction and user experience design, particularly of usability features, grid, 
margins, menus, and layouts, undermines the lead stories and renders them lacking in presentation and form. 
2- How the disregard of users’ form-generating ability, as championed by Gestalt theory, in the design of these pages can 
distract the reader from key headlines. Key stories, as a result, are often buried in the home page and are left unnoticed. 
 
Even though Gestalt theory is based on real-world observations, its core principles can be transferred to the virtual world 
and graphic design. The paper will delve into the latter concepts and connect them with key sections of major news online 
platforms. Since the latter is made of many parts, just as in any Gestalt experiment, when perceived as a whole, major news 
headlines are difficult to locate and follow. 
 
More specifically, existing web designs for major news platforms will be analyzed according to the Gestalt principles of 
perceptual organization. Real time examples will be derived from live news websites of Sky News, AlJazeera English, ABC 
News, to name a few in order to corroborate the above claim. 
 
Also, the paper will deconstruct and analyze some of the basic HTML codes and Alt-tag texts of a number of home pages of 
the aforementioned news platforms. The aim is to extrapolate incidents of the lack of user experience design a deficiency 
which compromises visibility and access to the main stories. 
 
Does the news site give the users value; is it simple to use and navigate or confusing and frustrating, and by that are 
news messages delivered effectively and accurately; do the users actually enjoy using the news site? These are just a few 
questions that the paper hopes to answer.
 
In addition to primary sources of real time news webpages, the paper bases most of its criteria for user experience 
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effectiveness and Gestalt theories of perception on resources provided by International Design Foundation, Data Driven 
Journalism Initiative of the European Journalism Centre, and the Pew Research Center of Journalism and Media.

Room A, Panel 2
POLITICAL COMMUNICATION IN SOCIAL MEDIA

DIMITRIOS AMANATIDIS
Open University of Cyprus 
IFIGENEIA MYLONA
Open University of Cyprus

“Political communication through social media: Exploring Instagram practices among Greek politicians”

Politicians needs publicity and media in order to inform their public about their ideas and activities. Traditional ways such 
as speeches, public relations, television debates and newsletters have become obsolete and are superseded by new media 
such as internet, email and social media. Online social media are changing the face of politics and present a fundamental 
change in the way that politicians attract their public. Instagram is one of the fastest growing social network site globally. 
What users can do with the use of Instagram is to communicate their experiences through both choice of photo subject 
and ways they choose to manipulate and present them (Weilenmann et al, 2013). Greek politicians use social media but 
they are not so familiar with Instagram. The aim of the study is to examine the use of Instagram by politicians in the Greek 
political scene. More specifically the study focuses in examining the use of Instagram by the members of Greek Parliament 
and carry out a twofold investigation; does Instagram overstate the private rather than the public life of a politician (self-
presentation style) and also does it present the active versus the passive voice of a politician (interactivity) on voters’ 
perception of politicians. Instagram has already been adopted by politicians in Greece, with its usage however not being to 
the same extent as with other social media such as e.g. Facebook.

LARA VAN DIEVOET
Académie du journalisme et des Médias (Unine) et Observatoire de Recherche sur les Médias et le journalisme (UCL), 
Switzerland

“Press/politics relations in a digital context - The case of journalists turned political actors”

According to our census survey, about 115 French-speaking Belgian journalists crossed the border between journalism 
and politics between 1995 and 2017. While some of them became political representatives, 90% of them embraced PR 
careers, working for political parties communication teams. 
 
What do these career changes and how they’re experienced indicate about journalism and its relation to political sources? 
Our presentation will focus on the changes digitalization and new media introduce in this relationship.
 
In order to answer these questions, we will present the results of the analysis of about 60 semi-directive interviews we 
conducted in 2008, 2015 and 2017 with ex-journalists turned political actors, journalists that once worked in the political 
arena but came back to journalism, politicians that recruited them and redactors-in-chief from the french-speaking part of 
Belgium.
 
Our analysis is based on Cyril Lemieux’s notion of “journalistic grammar” (2000) and what Pierre Bourdieu called “capitals”. 
Jim Macnamara’s findings about the distinction journalists make between PR and “newsworthy” sources (2007) will be 
referred to in order to broaden the scope of our study.
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MARIA BOUTZETI
University of Athens, Greece 
CONSTANTINOS MOURLAS
University of Athens, Greece

“A model for personalized political communication in a social media environment”

Social Media Networks play an increasingly important role in public discussion. The numerous messages circulating there 
cause information overload. One way of rationalizing this overload is for users to receive content in line with their interests. 
This is what we call “personalization”. Personalization environments using recommendation schemes have been applied 
to entertainment (e.g. YouTube) or ecommerce (e.g. Amazon) purposes, providing to the user information suitable to her/
his personality, interests, goals or buying behavior. This becomes feasible through the use of a profile, built from known or 
collected information about the user. 
 
Our goal is to present a similar user profile model for the purposes of personalized political communication in Social Media 
Networks. This political profile allows us to define the user’s political identity on the one hand, and to evaluate the political 
identity of social networks content on the other, with a view to matching them.
 
Providing bibliographical evidence that the concept of “political spectrum” is still relevant today, we define positions 
along the Left - Right spectrum, using parameters we derive from an extensive review of political theory bibliography. Our 
effort is to make a new synthesis of general thematic categories, which include related sub-issues that over time remain 
significant, while incorporating political evolution. This model is summarized in a table that matches the political content 
to a political position (rows represent political content and columns represent political positions). This is the starting point 
for developing a dynamic profile, that evolves using direct questions to the users on the one hand and indirectly through 
intelligent methods for assessing user actions, posts or navigational behavior. 
 
Having defined political positions and their political content, we attempt the classification of manifestos and political 
platforms of Greek political parties from 2012 onwards, considering this year as a milestone for the Greek political system. 
Text analysis, text mining and machine methods will be used to implement this task.

This model will be integrated in a Social Media Network environment and an adequate set of experiments will take place 
in order to evaluate its effectiveness during the personalization process, i.e. delivering useful information to the user and 
gaining at the same time feedback from his behavior. Its successful implementation, can encourage dialogue between 
users of similar profiles, as well as targeting more successfully relevant information within social media networks.

EMMANOUIL TAKAS
Panteion University, Greece & Advanced Media Institute, Cyprus
GERASIMOS PRODROMITIS
Panteion University, Greece 
STAMOS PAPASTAMOU
Panteion University, Greece

“Sociopsychological processes of political rhetorical antagonisms: The case study of the three presidential 
debates between Donald Trump and Hillary Clinton in 2016”

The election of Donald Trump, as an “unexpected” event, triggered a series of scholars to (re)evaluate and comprehend the 
factors that led to his electoral victory. Recent academic research has found support differentiations between Trump and 
Clinton based on gender (Reynolds, 2016; Powell & Butterfield, 2018), has focused on the effect of social media and their 
use to promote republican and democratic argumentation (Evans, Brown & Winberly, 2016; Neider, 2017; Davis, 2017), 
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has reconsidered issues regarding media power and media failures (Patterson, 2016; Conway & Repke, 2017, Oates & 
Moe, 2016, Nord et al, 2017) and has also focused on political (in)balances regarding the victory of Trump (Swers, 2017; 
Lai et al, 2016; Klaas, 2017). 
 
Aim of this study is to highlight the sociopsychological processes of persuasion through the exploration of the rhetorical 
repertoires of candidates Donald Trump and Hillary Clinton regarding the three presidential TV debates in 2016. Persuasion 
as a term has been defined in numerous ways; as a communication process in order to elicit a desired response (Andersen, 
1971), as a conscious attempt to change attitudes, beliefs or behavior (Bettinghaus & Cody, 1987), as a symbolic activity 
whose purpose is to effect the internalization or voluntary acceptance of new cognitive states or patters (Smith, 1982) or 
as a symbolic process in which communicators try to convince other people to change their attitudes or behavior through 
the transmission of a message in an atmosphere of free choice (Perloff, 2003). Summing up, persuasion is a deliberate 
communicative act and as such its effect relies on the credibility of the sender, the quality of the message itself and the 
cognitive and sentimental state of the receiver. 
 
Experimental social psychology has revealed mechanisms and characteristics of compliance as a process of persuasion, 
under terms of social influence. By creating norms, as constructions of normative social resemblances and differences 
between people and groups (Turner, 1991), political rhetoric can be analyzed as a persuasive process, an antagonism of 
norms and socio-political identities, that aim to affect the attitudes and voting behavior of the public opinion. Therefore, 
political protagonists engage in processes of agenda-setting (Scheufele et al. 2002), framing (Price & Tewksbury, 1997; 
Entman, 1993; Gamson & Modigliani, 1989) and into process of rhetorical juxtapositions to enhance their credibility. 
 
To explore the rhetorical constructions and persuasion processes of Donald Trump and Hillary Clinton the transcripts of the 
three presidential TV debates are analyzed, using the corpus the open source software Iramuteq (Ratinaud, 2009). The 
dominant classes are depicted through thematic and structural analysis and the lectical preferences of the candidates are 
explored through the dendrogram of hierarchical classification, based on statistical significance and co-occurrence. Thus, 
the rhetorical antagonisms of the two candidates are revealed, their rhetorical repertoires are explored and their lectical 
orientations are analyzed, to highlight sociopsychological processes of persuasion.

Room B, Panel 2
EXPLORING ONLINE PARTICIPATION

CHLOË SALLES
GRESEC, Université Grenoble Alpes, France

“The shift of social media competences from the margins of Le Monde to the heart of its newsroom”

Online journalism has never been so dependent on social media to promote its content: re-writing titles to correspond with 
Facebook and Google algorithms (Smyrnaios, 2014), the opening video sections in newsrooms devoted to producing “social 
content”, and partnerships on advertising (such as the launch of Instant Articles in 2015). Consequently, new positions 
in newspapers are developing that are devoted to the managing and editing of social media platforms, such as Facebook 
and its subsidiaries. How did social media, and its required competences, rise and develop inside the newsroom? This 
presentation tackles the question from a socio-historical point of view. Over the span of a decade, it focuses on the practices 
undertaken by the professionals in charge of social media (stemming from managing forums and comments initially, before 
progressing to social media) in order to capture, on one hand, what their missions are and how they emerged, and on 
the other hand, how they have evolved. It highlights the shift of these skills from the hands of moderators who were in 
Le Monde’s margins, to the heart of the newsroom as journalistic practices, and their now redistribution according to the 
newspaper’s departments. This puts into perspective the reinforcing relationship between newsrooms and social media 
(Jean-Perrier, Smyrnaios, Diaz Noci, 2015) and the shifting of the newsroom’s organisation from topical columns towards 
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more technical sections (Pailliart, Salles, Schmitt, 2017). Taking a closer look at the genesis of the competences required 
for social media editing and managing in media also highlights the renewal process of journalism through the profession’s 
“requisitioning” (Jean-Perrier, Smyrnaios, Diaz Noci, 2015) of technical means.

This case study of Le Monde bridges two empirical fields together. The first focuses on the findings regarding professional, 
organisational and editorial outcomes at Le Monde that were articulated with the blog platform between 2006 and 2015. The 
second field of research focuses more specifically on the management of comments and social media by Le Monde between 
2015 and 2017. This presentation is based on eight semi-structured interviews led with journalists working for the internet site: 
a “webmaster” journalist (2009, 2012), a journalist in charge with covering new technologies (2012), two moderators (2017) 
and an editor in chief in charge of social media (2017). The presentation will discuss the two periods that emerged from this 
research: the creation of freelance moderator positions by Le Monde, and the rise of social media editors inside the newsroom.

EMMANUEL MARTY
GRESEC, Université Grenoble Alpes, France
NIKOS SMYRNAIOS
Université de Toulouse, France

“The moderation of comments on French news websites: socioeconomic framework, practices and impact 
on the digital public sphere”

Since the second half of the 90s a rise of participative online culture can be observed. Media try to cope with it. In the 
early years, this trend was characterized by an idealized conception of online participation, perceived as a means of 
democratizing public expression. A dozen years later we are experiencing a dramatic turn with the proliferation of hate 
speech, harassment and propaganda (Erjavec & Kovačič, 2012; Karatzogianni, 2015). Moreover, digital newsrooms are 
facing increasing time and money constraints, which result in strong difficulties to handle user generated content such as 
comment on news sites (Degand, 2011). Nowadays, for most publishers, audience participation is not considered to be a 
priority. Thus comment moderation is massively outsourced to specialized subcontractors.

In this context, the paper aims to examine the rationale underpinning the economic, technical and editorial functioning of 
such content moderation services, in charge of the management of comments on French news websites. We thus propose 
to compare the work of moderation, embedded in a broader socio-economic framework and subject to multiple legal, 
technical and industrial constraints, on the one hand, with the quality and diversity of the information that it produces and 
makes available in the digital public space, on the other.

Our research is twofold. It combines an interview and observation survey undertaken in February and March 2016 inside 
one of the three main moderation service providers for French media and a semi-automated content analysis of 26 000 
comments on three French news sites the days after the Paris attacks of November 2015. 

The main results of the study show that the work of moderation services, which is invisible to most of online readership, 
paradoxically consists in selecting among audiences’ contributions those that “deserve” to be visible. Their activity appears 
submitted to four logics: the sociopolitical context of news, the legal framework ruling freedom of speech and publishers’ 
accountability, the editorial and marketing strategies of editors, the economic and management strategies of moderation 
services themselves. Finally, we show how different configurations of those four logics, weighing on moderators’ work, may 
contribute to shape crucially the nature and properties of the digital public sphere, by determining what is visible, or not, 
to audiences.
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BRIGITTE SEBBAH
LERASS, Université de Toulouse, France
NATHALIE PIGNARD-CHEYNEL
Académie du journalisme et des médias, Université de Neuchâtel, Switzerland

“The ambivalence of the presence of local media on Facebook”

Media, especially local, are facing an aging readership and an urgency to capture and retain a younger audience (Nielsen, 
2015). This imperative of audience’s renewal leads local media to explore social networks sites (SNS), first and foremost 
Facebook, in a more systematic and organized way than in the past. A first study showed how, in 2012, the editorial 
strategies of French local media on Facebook and Twitter were still groping, taking very little advantage of the platform’s 
features (writing, interaction and formatting) and mostly ensuring only a minimalist presence (Pignard-Cheynel, Sebbah, 
2012). 

Six years later things have changed. Community management in newsrooms has been professionalised (Cox, 2016) and 
the rapid growth of SNS use by the public for news (Newman et al., 2017) have made them essential elements of the digital 
presence of local media. As a sociability device federating individuals or communities that share similar interests in specific 
territories and thus builds a readership with highly identified characteristics and geographically located, Facebook is now 
an important issue for local media. 

In this work, we compare two case studies, one French local newspaper (La Dépêche), and a Swiss news site (Arcinfos), who 
both invested SNS and especially Facebook. By studying these two news outlets, we intend to show that the development 
of a stronger presence on Facebook exacerbates latent tensions in the media. Mainly the tension between a marketing 
logic (valued by the social platform, and based on the search for a maximum audience measured by the “clicks” and the 
“engagement” of users) and the traditional editorial logic of the media (to inform the public on a given geographical area 
by ensuring an informational territorial network). This ambivalence will be analyzed by a two-step methodology, for each 
media:

1. the analysis of the contents published on the Facebook page of the media over a given period: what are the topics 
put forward on the page, do they fit into a territorial anchorage or not, do they come from the website of the news outlet or 
have they been made specifically for Facebook (native content)? The analysis of contents will be completed by the study of 
the interactions with the Internet users;
2. a survey within the newsroom to study the announced editorial strategy (what are the objectives of the presence on 
Facebook), the means and organizational methods put in place (who manages SNS? who decides? who participates?) But 
also the way in which the positioning adopted by the media is perceived, adopted or otherwise rejected by media journalists 
and the manifestation of tensions between marketing and editorial logic.

CAMILLE ALLOING
IAE, Université de Poitiers, France
MARION COVILLE
Université de Nantes, France 
BRUNO VÉTEL
IAE, Université de Poitiers, France

“The moderation of hate speech on jeuxvideo.com”

Webedia is France’s third largest online media group, with 26.3 million unique visitors per month in September 2017. In 
2014, the company acquired jeuxvideo.com, France’s most visited video game news site, for 90 million euros. This site 
hosts discussion forums with over 4.8 million unique monthly visitors.
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Since 2010, generalist forums such as “Blabla 18-25 years old” have been used by activist groups. Extreme right activists 
close to the National Front (FN) have vigorously settled here. The forum is also subject to a trend growth in hate speech 
(Coe, Kenski and Rains, 2014). The strategic use of the forum for both purpose, the organization of activists and the 
mediatisation of ideologies can particularly be observed during the organization of “raids” of harassment targeting feminist 
activists, notably on Twitter. Similar dynamics have been studied in the case of the so-called #GamerGate case (Massanari, 
2017; Jhaver, Ghoshal, Bruckman and Gilbert, 2018).
 
The forum “18-25” is of particular interest to study the interactions between politics, media and public sphere. These 
questions are particularly topical at a time when the French government is drawing up its 2018-2020 plan to combat racism 
and anti-Semitism. It aims to strengthen the detection and combating of online hate speech, as well as the responsibility 
of platforms regarding their regulation

Moderation is therefore at the heart of media and political controversies, without critics relying on precise empirical analyses. 
Parts of the moderation work have been described as digital labor (Kerr and Kelleher, 2015; Smyrnaios and Marty, 2017). 
Jeuxvideo.com is differenciated by the coexistence and tight articulation of an ideological speeches (Plancq, Després and 
Longhi, 2018) with the organization of political actions. These are two specific online modes of communication that are 
subject to partly voluntary moderation. The former is analysed by Nakamura (2015) as a form of stigmatising “dirty work”; 
stressing that this “new burden” often falls to the minorities directly concerned.
 
There is evidence that volunteer users appeal to various methods to alert official moderators in order to limit the development 
of hate speech, and their activities may be denounced by other users as a form of censorship. We focus our analysis on the 
organization of different tasks which lead to effective moderation on the site jeuxvideo.com. In an attempt to understand 
to what extent some of these alerts lead to moderation operations, we will try to specify the types of produced effects. 
Finally, we will look at the practices to monitor the work of moderators and their online behaviour, evaluate and debate it.
 
Our work is based on a netnographic methodology (Kozinets, 2010) that we have already used to study the construction of 
rumours on Twitter (Alloing and Vanderbiest, 2018). It is mainly based on the lexicometric analysis of the forum contributions 
cross-checked with semi-directive interviews of Jeuxvideo.com moderators.

Room C, Panel 2
AMI’S EYES ON THE FUTURE: MEDIA LITERACY IN THE CONTEMPORARY SCHOOL - PANEL IN THE GREEK LANGUAGE

SOFIA PAPADIMITRIOU
Advanced Media Institute, Cyprus & Ministry of Education, Research and Religious Affairs, Greece

“Good practices of using audiovisual media in online learning environments”

Digital Media are platforms for emerging, shaping and organizing a social and cultural change, leading to new pedagogical 
approaches. The penetration of Digital Media and Audiovisual (A/V) in particular, into the daily routine and learning 
process implies the acquisition of new knowledge, the cultivation of new skills and attitudes that are indispensable in 
the differentiated media ecosystem of 21st century society. However, despite the enormous spread and daily impact of 
Digital Media, the enthusiastic and active participation of students in media literacy initiatives within the framework of 
the European Strategy announced a decade ago, there are concerns that lead to the necessity of research in the field of 
education and of digital literacy and its connection to modern school with clear frameworks and specific methodologies. 
 
The use of Digital A/V Media in the modern school is still in the beginning and a few teachers know the methods to integrate 
them into their classrooms. However, today there is a wealth of available Open A/V Resources, which can be retrieved and 
accessed to support rich learning environments responding to students’ expectations. Teachers now have the potential 
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to use A/V Media with concrete pedagogical methods within the classroom or in online environments. In addition, they 
have the capability of integrating, reusing, translating, subtitling, dubbing A/V Media into online learning environments, 
emphasizing interactive activities or using them as tools for visual creation and expression. The creation of fiction or 
documentary videos enables active and collaborative learning, fosters participation, creativity and co-creativity in authentic 
learning environments and A/V literacy. 
 
Learning based on Digital Media Resources presupposes that teachers can encourage, guide and support their students 
and engage them in open forms of learning. The use of Digital Media resources at a distance offers students opportunities 
to approach personalized learning by following each other’s personal pace of study.
  
The paper will focus on digital literacy in A/V Media and approach good practices of using video in modern school putting 
emphasis on its pedagogical use within the classroom, its integration into online learning environments and interactions, 
creating videos at school, flipping classrooms, Open Educational video-resources, Open Online Courses. Good learning 
practices based on Digital A/V Media need to be extended to school-based education and training. In addition, it is 
necessary to create the conditions for the methodical use of available Open A/V Resources putting emphasis on the 
systematic organization of professional development of teachers.

SOFIA ASLANIDOU
ASPETE, Greece

“Akou ti foni sou” (Listen to your voice): A radio urban experiment”

The new media environment has brought with it new means and rules of communication and information dissemination. 
Digital technology has transformed the way in which classical mass media function, act and react vis a vis society. Web 
users are now themselves producers of information. They exchange messages, evaluate and comment on news, upload 
photos, mix sounds and images and share it globally. The new digital platforms imposed transformed economic and political 
parameters to traditional media; which has changed the ideology and the perception of their very functioning. This process 
facilitates new means of reaching out to the public and a closer rapport between mass media and the citizen. Citizens 
widen their networks and organize groups of common interests. What is then the new role of education vis a vis this new 
reality? One could conceptualise this change as being more democratic. Citizens can judge, cross-check, verify information 
with greater ease. This process of opening and widening of the prospects of information exchange, in tandem led to a series 
of undertakings and activities previously uncharted and which function towards the benefit of the citizen and society. For 
a long time mass media were and still are the scapegoat for the ills of society. Many researchers still continue to study 
and analyse mass media’s impact on society and the individual. Mass media and violence, (Boyle,2005), mass media and 
education (Backingham,2003), politics, consumerism and economics are some of the thematic areas that researchers 
focus on.
  
The Municipal Radio of Thessaloniki, following the increased openness of mass media towards the city and denizens, 
started providing denizens the possibility to broadcast their own live programmes, so that, through learning by broadcasting, 
they can themselves acquire the ability to produce critically and take a more critical stance vis a vis information.

LINA VALSAMIDOU
Advanced Media Institute, Cyprus

“Literacy, multiliteracies, Media & News Literacy: terms, definitions and conceptual clarifications”

The present paper constitutes a bibliographical survey whose purpose is the conceptual clarification of the terms Literacy, 
multiliteracies, Media and News Literacy in an attempt to highlight the individual attributes of the terms, their definitions 
and their connection with education mainly in the school space. 
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“Literacy” (Mitsikopoulou, 2001) is a relatively new term that “appears in the international and Greek bibliography in the 
early 1980s and although it contains the concept of alphabétisation (the ability to read and write), it is wider than it”. It 
refers not only to a person’s ability to write and read, but also to their ability to effectively function in various environments 
and communication situations, using oral and written texts, as well as nonverbal texts like maps, images, charts, etc.
  
The term “multiliteracies” suggests the “extensive variety of text forms that we may have in a society as a result of both the 
evolution of information technology and the media on one hand, and on the other hand as a result of the fact that today’s 
societies are multilingual and multicultural” (Kyridis et al, 2005:189-190). More specifically, the term places emphasis 
on the students’ contact with texts and genres coming from a broad spectrum of Media and cultural resources; in the 
course of this contact students develop a critical metalanguage that enables them to speak and understand the cultural 
power of texts and similar social practices. Additionally, two members of the New London Group (which coined the term 
multiliteracies), Kalantzis and Cope, suggest that the concept of multiliteracies attempts to highlight two related changes: 
first, the increasing significance of cultural and linguistic pluralism and the emergence of multiple and deviant endoglossic 
variations and secondly, the nature of new communication technologies, where meaning is formed via increasingly 
multimodal methods in which the ways of creating meaning in written language are intertwined with visual, gestural, sonic 
and spatial patterns of creating meaning (Kyridis et al, 2005: 190-191). 
 
“Media literacy” -a term “umbrella” in which news literacy is included - refers to “the knowledge, the skills and the abilities 
required for the use and interpretation of the Media” (Buckingham 2008: 86). There are various definitions to the notion 
that all converge to the acquisition of a critical stance towards Media messages. Media literacy may also be widely defined 
as “the ability to access, analyze, evaluate, assess and communicate” a variety of Media messages drawing attention 
to the skills of critical analysis and synthesis with the use of audiovisual texts, tools and technologies (Aufderheide & 
Firestone 1993: 8 in Hobbs 2007: 59), while it includes and places special emphasis on the abilities of critical analysis and 
synthesis with the use of audiovisual texts, tools and technologies. 
 
Contemporary schools are called to provide systematic education in order to help young people develop the level and kinds 
of literacy/ literacies that are necessary for both the present and the future, as well as for their lives as students and future 
active citizens.

VASILIS PETRAS
Advanced Media Institute, Cyprus

“Education from print culture to digital era”

Young people are growing up in a world with more choices for information and entertainment. Until a few years ago, the 
mass media allowed the use of information and popular culture massively. However during the last decades technologies 
such as the internet and smart phone have enabled their users to personally consume the content of their choice but also 
to produce and share new content. The technological revolution has led to a redefinition of the concepts of time, place, 
public and private, and has brought to the forefront issues of intellectual property, addiction, bullying, social fitness, and 
reliability (Hsu, 2010). The concept of citizenship has been given a new impetus. What Habermas called “public sphere” 
today doesn’t only include traditional media, but also blogs, websites and social media. Information and social action are 
much more widely circulated through active citizens mediation (Rheingold, 2008). On the other hand, modern professionals 
think and act differently and this is also due to the radically different tools they use in their work. It is difficult to imagine 
a 21st-century workplace that will not involve the use of digital technology (Demetriadis et al., 2003; Hobbs, 2010). Old 
hierarchies have begun to cease to exist and the working environment becomes personal networking, innovation and open 
mind (Buckingham, 2006). 
 
All these developments impose new challenges for the education system, and fundamental changes are required on what 
learning should involve and how it will occur (Voogt et al., 2013). It would be a profoundly missed opportunity if participation 
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in online sites became the norm only for hobbies, video games, political actions or cultural events, but not for formal 
education (Squire, 2009). It is time to consider a new pedagogical approach. The use of new technologies is a powerful 
tool for enhancing learning (Jordan, 2011; Liu, 2011), strengthens their interest and improves their performance (Sahin, 
2011), the potential of games can also offer opportunities for learning in schools (Squire, 2009). Finally, the particularly 
important, universal and remodeling of the internet technology poses urgently structural issues for the very essence of 
pedagogy (Matijevic, 2008). 
 
Internet communication features include independence, autonomy, emotional and intellectual openness, innovation, free 
expression, immediacy and a research approach. The internet is an active and participatory tool. Unlike the previous 
“generation of television”, the digital generation is adventurous and self-directed learning. It is more skeptical and analytical, 
more focused on critical thinking and more likely to challenge established principles (Tapscott, 2009). Where education 
has been so authoritarian and master-centered, if it is based on digital technology, it can become nonlinear and learner-
centered, focusing on discovery rather than on providing information. It directs teachers to facilitators who are required to 
adapt to their pupils’ needs (Buckingham, 2006).

Room A, Panel 3
INDEPENDENT AND ALTERNATIVE JOURNALISM

LAURENT KAY
Université de Toulouse, France

“When radical ecology meets citizen journalism. The controversy over the Sivens Dam on French pure 
player Mediapart”

Founded in 2008 by Edwy Plenel, a well-known figure of French journalism, Mediapart is the most renowned online media 
in France. In this presentation, we propose to describe its history and its socio-economic model before focusing on its 
editorial specificities through the case of its coverage of the controversy over the Sivens Dam. Indeed Mediapart combines 
an editorial staff of professional reporters with a participatory space called “Club de Mediapart” that allows citizens to 
create their blog and contribute to the debate over news. In its declaration of intent dating back in 2008, Mediapart 
announced that it intended to become the “place for quality debate” by taking the best out of the abundance of participative 
production (blogs, forums, posts) of the internet, while distinguishing clearly its profesionnally produced journalism from 
the participatory space (Le Club).
 
In order to concretely illustrate Mediapart’s editorial strategy and position, we will present the particular coverage of 
a specific controversy. Indeed, in 2014 Mediapart received various contributions of journalists and activists (writers, 
academics, lawyers, politicians) about the protest against the construction of the Sivens Dam, a violent conflict that remains 
in the memories for the creation of a “zone à défendre” (ZAD) similar to the case of Notre-Dame-des-Landes and for police 
violence on site that led to the death of environmental activist Rémi Fraisse.
 
First we will qui present the context of the controversy which finds its origins both in ecology activism and the critique of 
capitalism. We will then focus on the diverse contributors in Mediapart’s participative space (socio-professional status, 
militant trajectories and different but convergent political perceptions) upon the subject of the Sivens Dam. Then we will 
analyze the strategies deployed by these actors who mobilize the reticular potential of this online media. 
 
Finally we will describe the ways in which the different individuals articulate the “professional” and the “amateur” spaces 
of Mediapart, between communication issues and identity uses, and show that the “Club” can renew the practices of 
journalistic division of labor and build a political balance of power with the government. The “Club” makes it possible 
to network social actors with diverse statuses who seek the opportunity to indulge their subjectivity and their sensitive 
vision of the mobilization. It’s a “compensation area” that reconfigures the media space marginally by transgressing the 
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borders of information and communication. Thus one can confirm that Mediapart actually succeeds in forming the famous 
“intellectual community” claimed in its manifesto.

CORALIE LE CAROFF
Université de Lille / laboratoire GERiiCO, France
AMANDINE KERVELLA
Université de Lille / laboratoire GERiiCO, France
CÉLINE MATUSZAK
Université de Lille / laboratoire GERiiCO, France

“Thinking about the creation of a “young digital media”: A quest for an alternative under constraint”

On 20 September 2017, a cultural establishment located in a major peripheral city in northern France launched a “young 
media” as part of one of its Future Investment Programmes, aimed at young people. This medium is launched in partnership 
with a journalism college and a digital audiovisual production agency

The cultural establishment that hosts the project, an old factory rehabilitated, located in a popular district, presents itself as 
a “creative laboratory at the crossroads between culture and social, urban and environmental innovation”. On its website, 
the aims of the young media are posted: “to enable young people from working-class neighborhoods to take their place 
in the public debate”; “to offer young people media education schemes based on collective practice”; “to make future 
journalists aware of information processing in working-class neighborhoods”.
 
The “young media” is mainly animated by two actors of the local associative milieu, stemming from social work and 
journalism. Their militant background influences the principles of the “young media”: self-management; collective decision-
making; horizontal organization; peer-to-peer pedagogy; participation of young people from working-class neighborhoods. 
In addition, the objective is the creation of a multimedia “participatory” media, built around a dedicated website. In this 
perspective, it is also a question of proposing a medium whose form is intended to be “alternative” (Goulet, 2015) and 
based on the possibilities offered by “digital” (Cardon, Granjon, 2013). 
 
In the framework of this communication, the impact of a hybrid institutional mechanism on the future of a project to create 
an “alternative” media form will be questioned: How do the initial objectives of the “young media” evolve in the face of the 
concrete implementation of the project? How can the founding principles promoted by the project leaders be applied, or 
not, in a system of heterogeneous constraints (public funding, partnerships with so-called traditional media, etc.)? 
 
We will mobilize a methodology which combine the analysis of the accompanying speeches of the “young media”, 
comprehensive interviews with the main partners and carriers of the project and ethnographic observations. Most of the 
weekly workshops and training days dedicated to the “youth media” have been or will be observed between September 
2017 and June 2018. 
 
First, we will present the emerging tensions between institutional objectives, the constraints and the principles of 
organization of the “youth media” as they are carried by the facilitators. In a second stage, we’ll analyze how these struggles 
for definition lead to permanent adjustments in the practices of actors in the field, both invested in the transmission of 
“empowerment” knowledge and permanently forced to revise their definitions of the media, the “alternative” and the 
“participatory” (Ferron, Harvey, Tredan, 2015).
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NIKOS ANTONOPOULOS
Technological Educational Institute of Ionian Islands, Greece
EVANGELOS LAMPROU
Technological Educational Institute of Ionian Islands, Greece
AGISILAOS KONIDARIS
Technological Educational Institute of Ionian Islands, Greece 
SPYROS POLYKALAS
Technological Educational Institute of Ionian Islands, Greece

“Crowdfunding in online journalism: New characteristics for media websites”

Human centered design and categorization of users’ needs, with emphasis on usability and system quality, concern human-
computer interaction. This particular concept is based on the satisfaction of users who are individuals or groups of people with 
common elements, which should be studied in order information systems to meet their requirements, something that applies on 
online media as well. A crucial question that has arisen today is whether the involvement of Web users can be extended to the 
funding of news organizations aimed at their financial independence from traditional funding practices. The research interest is 
now focused on removing the distinction between the publisher/entrepreneur and the journalist/user, with the ultimate goal of 
actively involving citizens not only in the journalistic process but also in the choices of the medium’s sustainability. The evolution 
of technology, the deep media crisis and the growing dissatisfaction of the citizens, create the conditions for journalism to work 
with citizens, and in particular through emerging journalistic practices such as crowdsourcing. 

This concept is a form of collective online activity in which a person or a group of people volunteer to engage in work that always 
involves mutual benefit to both sides. The main research question of this paper concerns the analysis of the current situation 
regarding crowdfunding and the adoption of best practices on the technological features and tools used by media websites 
around the world. Very few media have tried to apply even nowadays, the proposed model of journalism, which this study is 
going to research. The results of the study shape new perspectives and practices for participation, journalism, and democracy.

MATTHIAS DEGEN
Westphalian University of Applied Sciences, Germany
RALF SPILLER
Macromedia University of Applied Sciences, Germany
ANISSA ZOGHLAMI
Macromedia University of Applied Sciences, Germany
NIKLAS ODENDAHL
Macromedia University of Applied Sciences, Germany
MICHELLE MERHEIM
Macromedia University of Applied Sciences, Germany
REBECCA GOECKEL
Macromedia University of Applied Sciences, Germany
BENJAMIN HELD
Westphalian University of Applied Sciences, Germany 
NIKO NOWAK
Westphalian University of Applied Sciences, Germany

“International investigative networks of journalists: Quality guarantors or consequence of austerity 
measures?”

Introduction:
According to neo-classical economic theory, the production of journalistic goods has always been characterized by a 
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process of commercialization (Kiefer 2001, 21). Media companies are in a double competition, on the one hand regarding 
journalistic quality and on the other hand regarding economic success (cost competition) (Altmeppen 1996, 13).
 
There are measures to increase efficiency and effectiveness at both levels. At the level of economic competitiveness, 
outsourcing or process optimization usually occurs. Another possibility to strive for synergy are cooperations. One form 
of synergy achievement is the merger of partial editorial offices into research networks. There are many examples of 
such collaborations, the best known are the two networks European Investigative Collaboration (EIC) and the International 
Consortium of Investigative Journalists (ICIJ). 
 
Is the objective of such an investigative cooperation primarily an economic one or does it serve to improve quality? How do 
participating editors assess the synergies for the production process and for brand strengthening? What advantages and 
disadvantages do they see? And: Will international investigative networks become more common in the future? 
 
Method:
To answer the above questions we followed a two-step approach. First 796 German and foreign-language press articles 
were identified by means of the LexisNexis newspaper and magazine database. Over the past ten years we searched 
for keywords like “investigative network”, “investigative cooperation” or similar. From these contributions, 35 names of 
journalists could be identified who had worked within the framework of research collaborations. The contact details of 
the identified journalists were searched and then we interviewed 20 of them by using semi-standardized interviews. The 
evaluation was conducted in the form of a qualitative content analysis according to Mayring (2015). 
 
Results: 
Structure
Investigative networks work mainly on topics that require personnel to analyze large amounts of data. However, the size 
and composition of the teams fluctuate strongly. Also, the research teams do usually not team up geographically, but 
work at their regular workplaces and network only virtually. The cooperation is not formalized, there are predominantly no 
contractual agreements. Management, project management and marketing are set informally on a basis of consultation, 
this is renegotiated from project to project.
 
Conflicts of objectives
Problems usually arise from the different production rhythms and desired dates for the publication. Some editorial offices 
perceive the investigative journalists as a separate group, which is skeptically looked upon. 
 
Trademark effect
For the media brands, the output of investigative networks is predominantly a gain. All respondents were sure of that. 
However, public perception is often distributed unfairly: Big brands attain more attention than they had previously invested 
in an investigative project. 
 
Benefit
If there are more economic or journalistic gains by investigative networks cannot be concluded with sufficient clarity. 
However, the feasibility of intensive and time consuming journalistic investigations is only possible in networks with a high 
amount of resources. In the result, such cooperations seem to be above all a quality gain with an unevenly distributed 
economic advantage.
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Room B, Panel 3
MEDIA AND THE CRISIS

ELENI MAVROULI
Advanced Media Institute, Cyprus
DESPOINA FOUSKA
Open University of Cyprus & Advanced Media Institute, Cyprus

“Digital labor in Greece: sacrificing journalists for the sake of clicks”

In recent years, the media landscape in Greece has undergone significant changes for a number of reasons; one of them refers 
to the economic crisis which appears in the media sector in the same way as in every other sector of the economic activity (Media 
concentration, changes in working conditions, rising unemployment, etc.) coupled with the increasing penetration of technology in 
daily journalists’ practices and the inevitable demand for more and more content in as little time as possible. Therefore, journalists 
are asked to sacrifice the qualities, values and ethics of the journalistic profession, that is sacrificing their own self, for the shake 
of “clicks” and profit. Journalists do not know how to respond to the conflict between journalistic ideology, rhetorics and ethics, and 
contrasting requests coming from their employers. If the journalists succeed in responding to one message, this means failing with 
the other and vice versa (Deuze, Fortunati, 2009). At the same time, the phenomenon of digital work is being observed, meaning 
the exploitation of the free production of digital content created by ordinary (non-professional) users, by expanding the Digital Labor 
definition given by Terranova:  “Simultaneously voluntarily given and unwaged, enjoyed and exploited, free labor on the Net includes 
the activity of building Web sites, modifying software packages, reading and participating in mailing lists […]”. (Terranova T., 2000).

The aim of this research is to illustrate the status of digital media in Greece with regard to the changing working conditions of 
journalists working on information websites because of the economic crisis and how is it linked with the low-quality content.

1. What is the situation in the digital media workplaces based on the experience of the journalists (hours, money, contracts, 
work environment, object, professional fulfillment) in the era of economic crisis?
2. How does the use of free digital content production by ordinary users affect the work and ethics of professional journalists 
- those working on information websites?

The methodology followed is the gathering of data through semi-structured interviews with journalists working for digital 
media, selected from the 605 websites that have joined the Online/ Digital Media Register (emedia.media.gov.gr) based on 
the information content and whether they employ professional journalists.

LEONIDAS VATIKIOTIS
Advanced Media Institute, Cyprus

“The implications of memoranda in Greek media and journalism”

The paper will describe the developments in Greek media industry during the last decade, after the eruption of the 
economic crisis. Concretely will be presented the changes in the media capital and labor. On the one hand will be searched 
quantitative dimensions like the circulation of the newspapers, the number of the papers in circulation, the number of the 
TV channels and radio stations, the advertising revenues, the influence of the so-called new media, etc. At the other side 
will be presented the developments in labor relations: the number of employed, their salaries, working hours, etc. 
 
A first result of the research is that economic crisis in Greece brought in our market developments which were in process 
abroad for decades. For example, the necessity of each journalist to work like an entrepreneur as the declaration of 
Tartu defined, which means extreme vulnerability and generalized precariousness. This change is incompatible with the 
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stable working environment which is a precondition for independent journalist research. In addition, the entrance of big 
firms and banks in the ownership of media industry along with the advertisement instead of ease the conditions of the 
research critically limited its scope. In this term, the crisis operated like an accelerator bringing a violent transformation, 
disappearing the independence of media industry and harming its trustworthiness. The combination of big business and 
flexible work undermined the journalism in Greece. 
 
The method which will be used will be the statistical analysis of numerical time series and comparative theoretical analysis.

ALEXANDROS MINOTAKIS
National and Kapodistrian University of Athens, Greece
CHRISTOS AVRAMIDIS
Aristotle University of Thessaloniki, Greece

“Working relations in digital media as a perspective for analysis of fake news”

Fake news is at the center of journalistic, political, and academic attention. The concept of fake news refers to either 
distorting events, either via detaching them their spatio-temporal context, or by manufacturing events from scratch. The 
goal of manufacturing and spreading fake news is to reinforce certain interpretations of reality at the expense of other 
ones. The role played by fake news is central in shaping the views that surround events, but also in how the media is 
perceived by the public. In this sense, fake news has brought about a revival of the debate on the relationship of between 
representation and the represented as well as issues pertinent to the impact of media on the public. In addition, the abuse 
of the concept of fake news is another indication of how embedded the concept is in modern political-ideological debates. 
Proving that the “adversary” (whether that refers to political parties or media, etc.) is an agent of fake news constitutes 
another aspect of the reinforcement of certain interpretations of events over others ones. 
 
This phenomenon has been repeatedly studied over the past two years, resulting in many readings that illuminate different 
levels, but are not without contradictions. The association of fake news with the use of social media has been highlighted, 
along with their role in periods of intense political polarization – such as the 2016 US presidential election –, their integration 
in geopolitical conflicts but also their being linked to conspiracy theories and an non rational way of thinking. Moreover, 
with regard to the normative dimension of such approaches, it has been stressed that it is essential that the institutional 
framework be reorganized, the critical thinking of the public and users of social media be enhanced, and journalists be 
educated so as to identify fake news in time. 
 
The existing discourses tend to underestimate the nature of electronic media as businesses expressing a new commercial 
pattern in information. This new condition shapes a much shorter cycle of production and commercial valorization of 
news reports combined with the fragmentation of the public along media expressing more explicit political allegiances. A 
particular aspect of this – which is systematically underestimated – is the dominance of a new model of labor in electronic 
media with analogous working conditions. Aspects of this model include the increase in the number of employees in digital 
media, the diffusion of copy-paste journalism, the increase in the amount of news produced and the expansion of flexible 
working relations. 
 
We intend to emphasize this relationship by conducting a series of semi-structured interviews with workers who are 
employed in electronic media and specialize in news feeds.
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IORDANIDOU SOFIA
Open University of Cyprus & Advanced Media Institute, Cyprus
LIDA TSENE
Open University of Cyprus & Advanced Media Institute, Cyprus

“Journalism in crisis: trends and perceptions in Greece and Cyprus. Towards a new paradigm of critical 
journalism”

The financial, social and political turmoil over the last eight years in the western world has led to paradigm shifts not only 
in politics and in a wider societal context but also in re-discovering the role of major societal components such as political 
(state and European) institutions, political protagonists and social constructions (Carlson, 2016; Orlik, 2015). In addition, 
the emergence of Web 2.0 has enhanced arguments of technological determinism, implying that technology itself can lead 
to societal and political change (Smith & Marx, 1994; Wyatt, 2008). Thus, the eminent use of social media and online 
platforms provide space for the enrichment of the public sphere (Highfield & Bruns, 2015). On the other hand, these shifts 
have led to discussions regarding the new role of “traditional Media” and how journalists have the ability and skills to align 
to these new challenges (Leadbeater, 2004). 
 
In Greece and Cyprus, two countries that have been in the epicenter of the European financial and societal crisis, the role 
of the journalists has been widely criticized as “aligned to the system” that is by providing pro-Memorandum arguments 
and support to the political system rather than critically evaluate it (Iordanidou, Tsene & Takas, 2017). The growing mistrust 
over the traditional Media and the growing use of web-based platforms (such as Facebook or Twitter) have created new 
challenges for journalists. New digital skills as well as more speed are demanded from journalists to obtain and maintain 
their work positions (Gillmor 2010). 
 
In this context, the aim of the present study is to discuss the key findings of a research focusing on if and how the 
crisis has affected journalists in Greece and Cyprus. Having concluded the qualitative part of the research, a quantitative 
approach, through questionnaires, to Greek and Cypriot journalists was designed. Our sample consisted of more than 
300 journalists from both countries and this mixed approach was designed based on the following research questions: 
 
Research Question 1: How and to what extend has this crisis affected the journalistic profession? 
Research Question 2: How do media relate to the crisis? 
Research Question 3: Which are the new skills that journalists are required to focus on? 
 
Our discussion closes with some suggestions on both the new skills a journalist should develop today and a new paradigm 
of journalistic practice, that of critical journalism.

Room C, Panel 3
IDENTITIES, PUBLIC SHPERE AND MEDIA

YIANNIS MYLONAS
National Research University Higher School of Economics, Russia

“Witnessing absences: social media as archives and public spheres”

The presentation will be based in an article published in 2017 by the Journal of Social Identities, focusing in the critical 
study of a Thessaloniki based Social Media pages that deals with urban memory issues. By examining the photography-
orientated Facebook and YouTube pages entitled ‘old photographs of Thessaloniki’, the study inquires on the ways that 
such content-specific social media pages can function as alternative public spheres. The study focuses on the users’ 
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reflections and discussions shared as post-comments, in their online encountering of what I frame as urban absences. 
These are events of socio-political importance with a traumatic impact, which were marginalized by historiography and 
erased from the city’s material form. In particular, it looks at the ways these absences are witnessed, remembered and 
negotiated online, through their formal and informal traces. The study looks at how these issues are encountered through 
their formal (historiography) and informal (memory) traces, understanding historiography and memory as complementary 
dimensions that shape the past in the present, and also examines the new forms of collective remembering produced 
through social media, over processes of mediated witnessing, co-production of content and deliberation. The study then 
examines the extent that social media pages can function as alternative public spheres, entailing a degree of citizen control 
(although delimited by corporate ownership) and allowing a variety of issues to arise, often excluded from the mainstream 
national public sphere. The study then enquires upon emancipatory potential of witnessing and remembering traumatic 
events that have been marginalized from the public realm. This potential concerns the developing of critical forms of civic 
reflexivity and imagination, debate, and the co-creation of shared narratives of the past. Departing from Benjamin’s and 
Agamben’s theorizations of memory, media and witnessing, and Derrida’s work on specters, the study concludes that the 
pages form a highly informed digital archive in constant development that fosters narratives enhancing cultural toleration 
and understanding, while challenging official master frames. A class-orientated understanding of the city’s ‘ruinification’ 
and its subsequent oblivion is, however, undermined, although it remains in a ‘spectral’ form.

REGGY FIGER
Hokkaido University, Japan

“(De) Constructing the homeland in Cyberspace: The case of Filipino migrants in Japan”

This paper looks into how Filipino migrants in Japan creates and imagines their country, the Philippines, in cyberspace. With 
the advent of information highway and new technologies, Filipinos overseas have become interactive than ever before. Through 
their appropriation and utilization of social media, in particular online communities such as Timog Online and Malago Online 
forums, Filipino migrants have become able to de/construct their homeland from the periphery likening and juxtaposing it to 
the host society. It can be said then that the Internet, through these online communities, have become a valuable platform 
in which the sense of community and citizenship has been envisaged and expressed across time and space. More so, nation 
building is constructed and maintained by the diasporic discourses in these digital platforms. These online spaces then are 
used as tools for the virtual construction and imagination of the homeland by people who are in exodus.

MINOA-GEORGINA SARIDOMICHELAKI
Behavioral Analysis Research Network, City Unity College, Greece 
EMMANOUIL TAKAS
City Unity College, Greece & Advanced Media Institute, Cyprus

“Rhetoric Constructs and Voting Behavior: The Case Study of the Presidential Debates in the USA, 2016”

Challenging the myth of rational voting behavior, social cognitive and experimental psychology has long evinced the 
underlying irrationality within this myth (Festinger, 1950; Kahneman & Tversky, 1984) as well as the broader notion that 
people reason on the basis of self- interest (Lakoff, 2014). Cognitive scientists Kahneman and Tversky (2011) argued 
that people although assumed to vote their self- interest, do not necessarily operate accordingly. This view of rationality 
comes importantly into politics providing an exemplar on how heuristics, namely the cognitive mechanism that enhances 
the decision- making process giving explanations of individuals’ social reality, may influence political decisions. Under the 
approach of social constructionism, the development of jointly constructed understandings of the world sets the basis for 
a set of shared assumptions of reality (Gerger & Luckmann, 1966; Leeds-Hurwitz, 2009). Therefore, heuristics not only 
provide instant evaluations or decisions, they also operate as automations in constructing shared assumptions that in the 
political field may operate importantly as mediators in voting behavior. 
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The “unexpected” election of Donald Trump to the United States presidency had multidimensional effects in both political 
and social levels (Gowan, 2017). Although Trump’s sharp and often extreme rhetoric was mainly thought to drive voters 
away, his strategic political communication being simple and mostly guided under ‘anti-systemic’ terms seems to have had 
great influence in comparison to Hilary Clinton’s logic-driven argumentations (Jamieson & Taussig, 2017). Such rhetorical 
antagonisms aim at re- and de-constructing the opponent’s rhetorical constructs to bestow alternative meanings, and thus 
evaluations, to focal political issues. The way political actors, in particular Donald Trump and Hillary Clinton, construct, 
evaluate and define their social surroundings, provides common explanatory ground for voters that through heuristic 
approaches proceeded with their political preference. 
 
Aim of the present research is to investigate the ways in which the two presidential candidates construct the concept of 
the American Nation, how they define specific focal terms and thus how rhetoric antagonisms emerge. Analyzing the three 
presidential debates of 2016 in the USA the present study further examines both the differentiations and similarities of 
their rhetoric constructions regarding their political vision of the USA. Respectively, Thematic Analysis (TA) was employed to 
bestow a framework of the wider spectrum of the core segments across the debates and therefore identify how D. Trump 
and H. Clinton conceptualize the ‘American Nation’. Findings reveal differences not only in the focal points across the 
issues at stake but most importantly within the meaning of common concepts.

FRIDAY, SEPTEMBER 28th, 2018

Room A, Panel 4
ALGORITHMS, DATA AND JOURNALISM

CEREN SARAN
Galatasaray Üniversitesi, Turkey 

Datafication and audience commodification in newsrooms: Search engine optimisation practices of media 
professionals in Turkey”

We create quintillions of data every day by our ordinary use of computers, smart phones, and tablets. In this way, enormous 
amounts of (meta)data accumulate and compose “big data”, which can make lots of things quantifiable via “datafication”; 
the ability to process data, turn many aspects of our lives into quantifiable data (Cukier & Mayer-Schoenberger, 2013). 
Data collection is important for surveillance, as it is highlighted by Clarke with the term “dataveillance”, which refers to 
“systematic use of personal data systems in the investigation or monitoring of the actions or communications” (1988, 
p.499). Likewise, the continuity of data collection is crucial, which is stressed by van Dijck with her statement about 
the difference between dataveillance and surveillance; “whereas surveillance presumes monitoring for specific purposes, 
dataveillance entails the continuous tracking of (meta)data for unstated preset purposes” (2014, p.205). 
 
With the widespread use of digital media reshaped by the facilities to monitor audience behaviour, “audience commodity” 
notion of Smythe (2006), emphasising the operation of mass media which is based on audience commodification, 
gains currency (Fuchs, 2012). As user data has become commodity by itself, exploitation become concrete. Apart from 
surveillance, media use practices have also changed in favour of algorithms which dominate digital media in several 
ways, such as managing the visibility and reachability of content (Pariser, 2011). Furthermore, relevant literature shows 
that, in online news outlets, web traffic and audience engagement are important factors for content management, and 
the tools that can increase web traffic, are being used effectively (Dick, 2011; Giomelakis & Veglis, 2016). In this regard, 
the aim of the research is to examine Search Engine Optimisation (SEO) practices in mass media, which enable audience 
commodification via datafication, to analyse the importance of algorithmic applications, data collection and audience 
monitoring in newsrooms, to investigate to what extent the media professionals take advantage of SEO and audience 
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monitoring. To that end, a series of semi-structured in-depth interviews are conducted with media professionals working in 
online news outlets in Turkey.

MARIELLA BASTIAN
University of Amsterdam / Institute for Information Law, The Netherlands 
MYKOLA MAKHORTYKH
University of Amsterdam / Amsterdam School for Communication Research, The Netherlands

“Personalized conflict coverage as a major challenge for a democratic public sphere: the case of the war 
in Eastern Ukraine”

The increasing use of computational technologies in the field of journalism has significant impact on media ecosystems 
worldwide. The algorithmization of news distribution and consumption is viewed as an important strategy, which allows 
media outlets to accommodate consumers’ information needs by tailoring individual news feeds through algorithmic news 
recommenders. However, the impact of algorithmic personalization on media framing of traumatic and polarizing events 
(e.g. military conflicts or terrorist attacks) remains unclear: on the one hand, news personalization can prevent the formation 
of a hegemonic narrative of such events and encourage more diverse and nuanced interpretations, whereas on the other 
hand it poses the risk to undermine the common public agenda by introducing algorithmic biases and to lead to increased 
polarization among news consumers through selective exposure to news content. Thus, the pivotal role of personalization 
strategies in the tense field where journalism and politics meet has not been explored yet. 
 
In our paper, we discuss the possible impact of algorithmic personalization of conflict-related news in Eastern Europe. 
Using as a case study framing of the ongoing conflict in Eastern Ukraine, we scrutinize existing concerns on the ways in 
which the conflict is framed in Ukrainian and Russian media and ask how these concerns can be mitigated - or worsened 
- by the growing use of personalization techniques by news media outlets. By combining insights from the fields of media 
ethics, conflict coverage, and digitalization, we develop a theoretical framework that is suitable for addressing the following 
questions: What are the possibilities and threats of using algorithmic news recommenders for conflict coverage under the 
condition of tightening government control on media industries? How does algorithmic news personalization interact with 
disinformation and propaganda campaigns in the context of the conflict in Eastern Ukraine? And in which ways can news 
algorithmization practices improve - or restrain - media freedom in Central and Eastern Europe at the time of crisis?
 
Summing it up, we argue that it is of crucial importance to carefully adapt potentially disruptive technological innovations 
such as algorithmic news personalization to specific ethical requirements that are shaped by the regional political framework 
and journalistic traditions as well as by the subject of coverage and its possible impact on the public agenda.

TAMAS TOFALVY
Budapest University of Technology and Economics & Central European University, Hungary

“The “Broadcastization” of the Net: the Algorithm-driven platform ecosystem and its consequences for 
digital journalism”

In its first decade, dominated by the metaphor of the “network”, the Internet was represented as an antithesis of the then 
traditional broadcast media (television, radio) and the press. Internet offered, in fact, an alternative to the “push” news 
agenda setting of the broadcast media channels. This was rooted partly in the nature of content available on the internet, 
but more importantly, in the distribution and consumption patterns of online content. Paraphrasing Frank Zappa’s famous 
bon mot about the difference between the mainstream and the underground: broadcast media content came to you, 
but you had to go after online content. But this changed radically in the last few years. Today we do not go after online 
content anymore but it comes to us, in enormous quantities, through channels, filters and feeds which are controlled by 
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a very few market players – just as in the old, broadcast media ecosystem. In this ecosystem, platforms (that used to be 
social networks) are the dominant players, and their filtering algorithm-driven newsfeeds became of central importance. 
Leading digital media platforms in the current technological ecosystem gradually transform to a state in which their main 
function is to maintain the constant flow of content that users could consume, distribute, share and interact with in various 
ways. This process could be called the “broadcastization” of the internet (referring to the term “internetisation” introduced 
by Fortunati (2005) a decade earlier). In my talk, based on empirical data and reports (Kalogeropoulos, Antonis & Eric 
Newman 2017, Pew 2016, Reuters Institute 2016, Tremayne 2017, Tofalvy 2017, Bell-Owen 2017) I wish to argue that 
the current broadcastization of the internet bears significant consequences for the future of digital journalism. Firstly, as 
in platform-mediated feeds edited content is not necessarily perceived by users as different from non-edited content, the 
authenticity and credibility of “traditional” media is eroding. Secondly, as the internal structures of the algorithms behind 
the feeds are completely intransparent towards media companies, their dependence on platforms is constantly growing. 
Thirdly, those features together have a profound effect on democratic discourse, not only in the Western world, but also in 
the Global South, where strategies of repressive governments hindering free media are amplified by the feed ecosystem.

CATHERINE SOTIRAKOU
University of Athens, Greece
CONSTANTINOS MOURLAS
University of Athens, Greece

“The state of Data Journalism in Greece”

Heraclitus, an ancient Greek philosopher, once wrote that “The only thing constant in life is change”, and now more 
than 2,500 years later, that saying describes perfectly what is happening in journalism in the 21st century. With 
today’s increasing availability of open data and continuous expansion of computer science related to journalism, the 
news ecosystem is changing faster than ever and traditional media organizations find it hard to keep up. However, 
journalists these days explore the frontiers of journalism by employing to their newswriting technologies from three 
different domains: computer science, the social sciences, and media and communications. (Terry Flew et al. 2012).  
In the past few years data journalism is rapidly becoming an integral part of many newsrooms globally (Heravi 2017), 
but according to this study and previous scholarship, Greece fell behind in adopting these emerging business practices 
(Spyridou et al. 2013). 
 
The purpose of this article is to provide an overview of the current state of data journalism in Greece and to explore the 
development of data-oriented technologies and practices into the modern newsroom as well as the challenges and barriers 
that data journalists face when they try to employ these methods into their everyday routine. The recently published Digital 
News Report (Newman, Nic, et al. 2017) reveals that in Greece people face tremendous difficulties in separating fact 
from fiction when reading or watching the news, while one of the reasons behind the mistrust is the lack of transparency. 
According to academic literature transparency is meant to be a cure for corruption, as Plaisance (2013) mentions “Even 
if transparency is not always a sufficient condition for more ethical behavior, its absence is a prerequisite for deception” 
and as noted by Coddington (2015), “Transparency has been an ascendant journalistic value over the past decade, one 
characterized as a crucial element to establishing credibility with an increasingly mistrustful public”. 
 
While the media industry in Greece continues to face continuing challenges since the beginning of the country’s financial 
crisis and even though Greece was ranked 74th in the Press Freedom Index for 2018, 14 spots better than 2017 the 
problem of disinformation remains. Thus there is an ongoing dialog about the potential of data journalism and how it can 
help journalism decrease citizens’ mistrust and hold those in power accountable. However, has data journalism arrived in 
Greece yet? The content of this article is based on an online survey of 31 Greek journalists that identify themselves as data 
journalists and was conducted between March and September 2017.
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Room B, Panel 4
PUBLIC SERVICE AND MEDIA REFORM

DEBORAH WILSON DAVID
University of Lincoln, UK

“A Balancing Act: The BBC and the reporting of Brexit”

Trying to be balanced when political feelings run high is the one of the greatest challenges a journalist can face. When 
the UK voted to leave the European Union in the Referendum of 2016, some commentators claimed that the reporting 
of the EU had played a significant part in the result. Researchers concluded that Brexit endorsement was stronger, both 
quantitatively as well as qualitatively, than that of Remain during the 2016 Referendum campaign with over 80% of 
consumers who bought a daily paper in the UK reading a title favouring British withdrawal from the EU. 
 
The UK’s broadcasters, however, are regulated in such a way they must ensure that news is reported “… with due accuracy 
and presented with due impartiality.” (The Ofcom Broadcasting Code). The BBC is one of the most trusted news brands in 
the UK. It has, since the Referendum vote, faced criticism from think tanks and the press. From: “Brussels Broadcasting 
Corporation: How Pro-Brexit Views Have Been Marginalised in the BBC’s Coverage” (British organization Institute for the 
Study of Civil Society, aka Civitas, January 2018), claiming the UK broadcaster demonstrates a systematic bias against 
voices favourable to Brexit, to counter claims by Brexit-sceptic journalists that the BBC has confused the “journalistic 
principle of impartiality” with “the altogether trickier issue of false equivalence.” 
 
BBC journalists are trying to tread the increasingly elusive line between passionately held counter views. They 
always maintain that being criticised equally from both sides is an assurance that they ‘must be getting it right’. 
But they appear to have been facing more criticism in the UK than any of their competition. Is this because more is 
expected of the BBC or because they have not been reporting Brexit-related issues ‘with due impartiality’? Is it 
the case, as some have claimed, that the pressure to justify their existence and their funding (the licence fee) is 
leading to the production of more dramatic TV and radio over a balanced representation of the continuing debate?  
This paper looks beyond the reporting of the EU in the UK prior to the In-Out Referendum in June 2016 and interrogates 
the public perceptions and the practice of the BBC as it balances the expectations of pro and anti-Brexit consumers. 
Furthermore, it poses the question whether this period of time could be damaging to the BBC’s reputation as the UK’s most 
trusted news provider.

LEFTERIS KRETSOS
Deputy Minister of Media and Communication, Greece
VALIA KAIMAKI
Secretariat General for Media and Communication, Greece, Advanced Media Institute, Cyprus 
VASILIKI APOSTOLOPOULOU
Secretariat General for Media and Communication, Greece

“Three key years in disrupting media regulation in Greece”

This case study presents all the recent changes in the Greek media landscape that took place in the last three years, from 
the spring 2015 to the spring 2018. From TV regulation that caused a major disruption in society to the creation of online 
media registry and the beginning of digital radio emission, almost nothing was left the same and the country made a major 
leap into the 21st century.  The paper which also compare the new regulation with existing regulation in other European 
countries will shed a critical light to the three years’ procedure.
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STYLIANI ANTONAKOPOULOU
Aristotle University of Thessaloniki, Greece

“Decoding social media guidelines in European public news organizations”

Social media constitute an integral part of contemporary journalism as they have become an important (re)source of 
information for media professionals. They allow journalists to disseminate the news to wider audiences faster, allowing full 
awareness of an event and multi-layered information. For professionals, social media have become a powerful platform 
for researching topics, analyzing stories and for spreading the news, particularly in emergencies cases (Hermida, Lewis, 
& Zamith, 2014; Knight & Cook, 2013). The majority of journalists use mostly Twitter and Facebook for professional 
purposes (Hermida, 2013) and it is worth noting that journalists in European public services are among the first users who 
adopted social media, incorporating Facebook and Twitter into their professional tools and practices, either as editors or as 
producers of multimedia content (Van Dijck & Poell, 2015). 
 
At the same time, growing number of news media organizations is issuing Social Media guidelines in order to advise or even 
regulate journalists’ social media activities. The explanation of such trend lies in the fact that news media organizations 
are particularly worried about the risk of being held accountable for journalists’ personal views that are posted on their 
social networks. Another risk is related to the possible emergence of problems to the news media brand name due to 
inappropriate journalists΄behavior online (Lee, 2016). 
 
This paper employs qualitative content analysis to study the Social Media guidelines adopted by five European public 
services broadcasting networks (BBC, ZDF, ORF, RTE, and SVT) in the following countries: Great Britain, Germany, Austria, 
Ireland, and Sweden. A common denominator of the five selected news organizations is that all of them are public 
broadcasting networks in Europe. The analysis focuses on three major levels: a. recommendations for personal accounts 
and personal use of social media, b. use of external social media platforms (such as the information the journalist use on 
social media sites from individuals or unofficial sources) c. the basic principles and practices of posting. 

The research is based on content analysis of written Social Media guidelines for the five public service broadcasting 
networks. Our aim is to perform a systematic comparative analysis of the selected Social Media guidelines of each news 
media organization on the basis of the mentioned criteria. Till now, there has been limited related research exclusively on 
Social Media guidelines issued by European public broadcasting network, while some other research concern the analysis 
of Social Media guidelines of commercial media organizations in Europe, USA and Asia in total (Mazumdar, 2016). Our 
approach will attempt to contribute to systemizing media best practices defending the fundamental journalistic principle of 
freedom of expression, through digital platforms for both journalists and their audience.

CHRISTOS AVRAMIDIS
Aristotle University of Thessaloniki, Greece
ALEXANDROS MINOTAKIS
University of Athens, Greece

“The coverage of neo-nazi party Golden Dawn in the Greek public TV-Radio broadcast, ERT”

In 2013, the then-Greek government decided to close down the state-owned radio and television broadcaster (ERT), 
leading to the dismissal of more than 2500 workers. That move made headlines in major newspapers abroad, and sparked 
tremendous reactions, as it was publicly claimed to have constituted a blow to Democracy. Well-known intellectuals signed 
an open letter entitled “No to the Return to Dictatorship in Greece.” Upon the announcement of the broadcaster’s abolition, 
employees took over the facilities and transmitted radio and television programs. The occupation lasted for 2 years despite 
the state’s repressive action, resulting in the production of informative and entertainment programs, which attracted the 
attention of mainstream media from all over the world. Two years later, the former employees’ demand was satisfied. 
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ERT reopened and the workers got their jobs back. However, some of the demands of the assemblies were ignored by 
the government, including, but not limited to, independence, unrestricted information, and democratic control, as the 
employees struggled for. Thus, a number of political issues indicate a different mode in the coverage of the events. We 
will look at the coverage of issues concerning the neo-Nazi organization Golden Dawn, as there have been reactions by 
ERT employees with regard to its being broadcast through the public broadcasting frequencies and under the dictation of 
the state after the reopening of ERT. Furthermore, we will conduct a comparative analysis between two periods of ERT’s 
operation, the one being from June 2013 to June 2015 and the other from June 11, 2015 to 2017. To this end, tools of 
critical discourse analysis will be applied to newscasts, website and social media posts. Moreover the representation of 
Golden Dawn during the two aforementioned periods will be examined along with the agenda setting of these newscasts, 
in relation to, among other issues, the coverage of the Golden Dawn trial. 
 
Hence, it is our aim to make evident that through the elevation of the neo-Nazi Golden Dawn on public television air, that 
is, of an anti-democratic organization by nature, the question arises as to whether such a choice serves or undermines one 
of the central demands of the two-year-long social movement, namely the struggle for democracy.

Room C, Panel 4
POLITICAL COMMUNITIES ON SOCIAL MEDIA

SERGIO JOSÉ GUTIÉRREZ HERNÁNDEZ
Atellier Espora, Mexico
MARIANA ACOSTA
Atellier Espora, Mexico

“Successful Digital Campaigns in Latin America”

The communication is changing. We are living a new paradigm in the field of political strategy: today we are a network 
society. The internet is not who wins an election, now it is the network society that wins each one of them.

Now, to understand more about this society it is necessary to study our Digital Age: 

1. Types of agencies: a) strategy agencies; b) content agencies; c) digital public opinion agencies; d) community 
management; e) reputation agencies; f) outlets, new digital media; g) digital technology; and finally, h) warfares.
2. Strategic communication with the network society through the internet: Facebook has 95% penetration in Mexico and 
the audience is defined by a “like” or a “I do not like”; Twitter has 24% of the audience and is the space where the news bounces 
in real time; and Instagram, which has 47% penetration, is the space where people think they are artists.
3. The society that uses the Internet is a teenage society that feels misunderstood, that hates its parents as well as 
the rulers, but also seeks a strong sense of belonging. 
4. The internet is a data and platform business: all the information (Big Data) is sold to strategists and they charge to 
connect advertising with the audience.
5. The demographic segmentation is now through a psychography and a psychopathology: the first refers to the classification 
by thoughts, feelings, personality, etc; and the second, classifies by personality disorders: paranoia, hypochondria or narcissism.
6. A new paradigm in the field of political strategy: voting is a pleasure and not a decision; while the decision is 
constructed by the reason, pleasure is built by emotions; while the study of reason is quantitative and demographic, the 
study of pleasure is ethnographic, psychographic and psychopathological.
7. The content of the message should be constructed by a specific study of resonance and dissonance. 

Communication is and will continue changing: Big Data will no longer be relevant and we will face Thick Data: Big Data is about what 
we do and where we are; Thick Data is about what we think and feel; in this way, we will be able to predict how users react. In this 
way, advertising will be tailored to each of us. The advertising will be individual. The big platforms will have the ability to manipulate 
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each of us and world domination. So, we will face a new dilemma in humanity: fifth generation human rights will come. 
 
The internet is changing and, therefore, the network society is defining each of the elections. The “likes” do not vote, but in 
each election, 60% of the electoral register is connected.

GEORGIA GIOLTZIDOU
Aristotle University of Thessaloniki, Greece
EUGENIA SIAPERA
Dublin City University, Ireland

“The Twitter sphere in the Greek Social Mobilisation”

In the last few years, Greece is undergoing one of the most deep and intense recession of its history. As a result of the 
financial crisis and the deepening lack of trust on politicians and journalists, the country has entered an entirely new era 
that affected all areas of life. One area that has changed dramatically is that of political communication.
  
Since 2010, a wave of social mobilisation and general strikes against austerity measures took place across Greece. Starting at 
midnight, the demonstration of 5th May, 2010 was seen by some as the most widespread since the end of the Greek military 
junta of 1967–1974, as more than 100.000 people (some estimates 500,000) were protested at Syntagma Square in Athens.  
At the same time, within a period of nine months, Greece had four governments and two elections. Traditional political parties and 
dominant political players have seen their approval rating drop massively. New politicians entered the scene while some of the 
traditional political players saw massive electoral losses and sought ways to reconfigure their own political presence. In this context 
protracted crisis, the use of social networking sites has emerged as a significant form of political engagement for many Greeks. It 
was at this level that through social media, and especially Twitter, political players also altered the way of their interaction with their 
constituents. For example, riding on a wave of popular discontent, a new political party was launched through the social media and 
achieved remarkable success. In a short time of 9 weeks existence, the fast-rising party “Independent Greeks” gathered 11 percent 
of the vote, reached the respectable fourth place at the May election and posed a serious threat to traditional political parties. 
 
This paper has collected Twitter data from nine different periods of crisis that caused social mobilisation (elections and 
demonstrations) in Greece between 2010 and 2015 and has mapped the various political actors tweeting using hashtags. 
The analysis looks at three sets of political actors - politicians, journalists and citizens - and traces the shifts in their 
relationships and popularity in the context of Twitter. The material was analysed on the basis of the extent of their activity, 
contents of their tweets, and popularity in terms of retweets and in terms of followers. 
 
The paper applies two theoretical frameworks: Bourdieu’s (1991) analytical concept of field theory, and Castells’ (2009) 
theory of power in the network society. The findings include an analysis of the shifting political landscape in times of crisis 
and social mobilisation as it emerges from Twitter, suggesting that while power shifts are occurring, and new forms of 
communicative capital, especially affective ones, favour new players, there are several continuities with some traditional 
forms remaining, especially those associated with the professionalisation of political communication.

PIERRE RATINAUD
Université de Toulouse, France
NIKOS SMYRNAIOS
Université de Toulouse, France

“The 2017 French Presidential campaign on Twitter: a network and discourse analysis”

In this paper we propose an original method combining large scale network and lexicometric analysis in order to link 
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identifiable communities of Twitter users with the main discursive themes they used throughout the French presidential 
campaign in 2017 (Smyrnaios, Ratinaud, 2017). 
 
The first step was to collect tweets referring to the presidential elections. In order to do that we used the most popular 
keywords and collected all the tweets containing them. In that way, we collected a sample of more than 38 million tweets. 
The second step was to identify communities of users by applying a network analysis on our sample. Indeed, a group of 
Twitter users can be analyzed as a network where profiles are connected by interactions marked by retweets. In that way 
groups of users that interact often are close to one another and create clusters that represent communities inside which 
the most retweeted profiles are central nodes (Conover et al. 2010). This step allowed us to obtain five main communities 
around presidential candidates and political parties: En Marche! (Emmanuel Macron), Parti Socialiste (Benoît Hamon), Les 
Républicains (François Fillon), France Insoumise (Jean-Luc Mélénchon), Front National (Marine Le Pen).
 
The third step of our method is to operate an automated discourse analysis based on the Reinert lexicometric method 
and implemented upon each political community. The method proposed by Reinert (1990) was implemented through an 
open-source software called IRaMuTeQ that allows for new developments. IRaMuTeQ classifies tweets into clusters based 
on lexical similarity. This step allowed to obtain the main themes and subjects that dominated in each political community. 

Our results show that the community around candidate Macron is very close to the media cluster, to the point where the 
two are indistinguishable. This can be interpreted as a sign of collusion between French mainstream media and Macron. 
Our second result is that all the political communities are characterized by a dual discursive structure: on the one hand, 
there are some “auto-discursive” themes, that are talking about the candidate and his campaign; on the other hand, the 
majority of the themes refer to opponents and other secondary subjects (polls, media, journalistic scoops etc.). Finally, we 
observe that the different communities privilege particular media depending on their political positions. The community of 
Emmanuel Macron is the most likely to cite mainstream media. On the opposite, the community of La France Insoumise 
and that of the Front National is the most likely to cite alternative media, blogs and social media.

Room A, Panel 5
SOCIAL MOVEMENTS AND DIGITAL ACTIVISM

LOREDANA VLASCEANU
independent, non-affiliated communication & political science researcher, Romania

“New forms of agora in post-2000 Romania: social media and Civic movements”

Unlike most of Central and Eastern European countries (Poland, Czech Republic, Hungary), post-1989 Romanian society 
could not rely on any tradition of expressing itself in discontentment or revolt, the only exception being the 1992 University 
Square manifestation, bloodily repressed by the mine workers invited by the then Romanian president Ion Iliescu. Since 
2000, however, Romanian society seems to be awakening from its slumber by means of social media and civic movements 
- one of the questions we intend to address being if this is the very result of an awareness process having taken much 
longer than elsewhere in the former Soviet space or simply an extension of a post-2000 more vocal European society.
  
Social media rapidly evolved, in Romania, from a means of communication (a discussion forum) to an all-encompassing 
mechanism capable and willing to manipulate its ‘’followers’’ (a more subtle manipulation than the Soviet one but just 
as dangerous for a young and not so young generation having chosen virtual life over real life and eager to accept the 
patterns and trends set by the omniscient and omnipotent social media1) and became the main trigger for civic movements 
(environment-related: Roşia Montană, Pungeşti, politically-induced: manifestations against the ruling Social-democratic 
Party/PSD and ‘toxic’ public policies unacceptable for a democratic State). 
 
We intend to further discuss, in our paper, the differences between the post-2000 civic movements and the 1992 
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University Square manifestation (in terms of triggers, dimension, cohesion, leadership, impact, official response, effective 
consequences, transformation of the movement into a political party etc.) as well as the way in which social media provided 
substance to an idea turning it into a mass phenomenon while adding hereto the characteristics of a fashion trend. 
 
The recent Facebook scandal is but one direct consequence of the transformation of private life into public life: the vital 
needs of today’s citizen revolve around ‘being seen’, ‘empowered’, ‘legitimated’ by his/her belonging to a social network 
(‘You do not have a Facebook account, you do not exist’). Can alienation and desubstantiation (see Umberto Ecco ‘Pape 
Satàn Aleppe. Cronache di una società liquida’, 2016), capacity and willingness to manipulate social, economic, political 
choices (for instance the last Romanian presidential elections) given the huge mass of consumers/voters forming the 
‘social media audience’ be avoided? The situation is a bit more complicated as far as Romania is concerned: unlike mass 
media (press and TV), internet and social media are not regulated by national authorities (privacy, confidentiality, obscenity, 
verbal offences, fake news etc.), which allows for a huge playground for whoever wants to escape norms of conduct.

IDIL ENGINDENIZ
Galatasaray Üniversitesi, Turkey

“Discussing politics on Twitter: rational or emotional, public sphere or not?”

The social media becomes a more interesting area to analyze in Turkey, because there are several arrests of people 
because of their social media posts. We are talking about a country where different possibilities to participate to the public 
sphere are very limited and under risk, especially after the declaration of the State of emergency since the summer 2016 
after the failed coup d’état. Even under these circumstances, the people continue to share their ideas. In our research, 
we will focus on Twitter even if it is in the fourth rang among other most active social media platforms. We are excluding 
YouTube and Instagram to not add the visual analyze; and we are excluding Facebook because it works mostly on personal 
or group pages and it becomes more difficult to find our targeted subject. The theoretical background of our research will 
benefit especially from the book “L’espace public contemporain” (2010) of the French professor Bernard Miège. 
 
Our chosen subject is about the religion based schools in Turkey, called “İmam Hatip”. These schools have always been 
a part of the political sphere in Turkey since 1924, we will explain their place in society in detail in the final version of our 
communication. The actual reason of that choice is also that there have been two recent discussions about the subject 
with immediate reactions on Twitter. On April 2nd, a news article published in a national newspaper Cumhuriyet indicated 
that according to the final paper of a workshop organized by some foundations with the support of the Directory of National 
Education in Konya, the students of “İmam Hatip” are becoming “deist”. Being a symbol of difference between “laicist” 
and conservative Turkey, the claim about “İmam Hatip” schools were important. And on April 7th, during a discussion 
program on a national news channel, CNNTürk, a journalist, Mr. Serdar Kuzuloğlu, declared that “İmam Hatip”s are not 
effective on education and they are obtaining a big part from the budget. The speaker, Mr. Deniz Bayramoğlu, interfered 
after his speech and according to the taken side of users his attitude has criticized or supported on social media. We will 
focus on these two subjects of discussion with the following key words: “imam hatip, deizm” and “imam hatip, kuzuloğlu”. If 
necessary we will enlarge these key words. We are limiting the period of research between April 2nd and April 9th to cover 
the discussions from the first article published about the deism on İmam Hatip schools til two days after of the publication 
of the mentioned emission. We will examine the tweets about the subjects and we will also focus on tweets having the 
most interaction (especially with replies, but also retweets and likes). We will try to follow how the people participate to the 
debate, if there are any argumentation, if the ideas are expressed on a rational or emotional way, if the fallacies are used 
and which ones, if there are ways to cross the 140 character limits of Twitter.
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FARID ABUDHEIR
An-Najah National University, Palestine

“Stance of Palestinians on social media towards Trump’s recognition of Jerusalem as the capital of Israel”

Palestinian opposition to the US policy on Palestine is not new, because of its constant support to the Israeli occupation 
(Haaretz, 2015). Despite the PLO acquiesce to the US conditions to begin peaceful negotiations with Israel in the early 
1990’s, for seeking a political solution to the Palestinian cause, the Palestinian people kept opposing the US policy. 
The US administrations repeatedly kept confirming their country’s commitment towards Israel’s security. The Palestinians 
expressed their rejection to this policy in different ways, among of which are activities on the ground (arabic.sputniknews, 
2017), and virtually through social media (alaraby, 2017).
  
Though statistics show that social media are used by the Palestinian people for entertainment and communicating with 
family and friends with a percentage of 50% (ipoke.co, 2017, p14), dramatic events impose themselves on the citizen in 
Palestine, and lead him to a ‘Facebook revolution’ against the Israel and the US accusing them of standing behind the 
suffering of the Palestinian people and depriving them from their basic national and human rights. 
 
The Palestinians used and interacted through social media to express their deep anger by publishing statements, photos, 
cartoons, as well as videos, in addition to hashtags, against Israel and the US. Israel intensified its interference directly by 
surveillance and monitoring Palestinian pages on social media platforms, by arresting a number of tweeters, and by inciting 
Facebook administration to close those pages accusing them of provocation (Telesur, 2017). 
 
So, have the Palestinian people managed to mobilize the public opinion against Trump’s recognition of Jerusalem as a 
capital for Israel? Has the internet, and Facebook in particular, formed an effective platform for this opposition? Has the 
Palestinian campaign on social media strengthened the Palestinians’ position against the occupation? What would the 
influence of these campaigns be on the peace process? 
 
This study aims at shedding light on the magnitude of the opposition among the Palestinians against Trump’s decisions, and its 
impact on the image of the US and its policy. The study will analyze the significance of social media in providing platforms to the 
Palestinian youth to express their positions. It will seek to explore the reflection of the campaigns against Trump’s decision on 
the PNA’s tendencies, and thus on the peace process. It will focus on one of the elements that agitate the Arab Israeli conflict on 
peoples’ level, that is to say, Trump’s policies towards the Palestinian issue. Such a policy is faced, nowadays, by people’s reaction, 
which is expressed extensively and intensively through social media. The study will use descriptive analyses in this study, and will 
rely on in-depth interviews with a purposive sample of social media activists, who are tweeters, observers, and influencers.

MICHAEL NEVRADAKIS
The University of Texas at Austin, U.S.A.

“Birth of a new polis? Social media’s impact on the Greek public sphere”

As with other new forms of communication before it, social media has often been attributed with the potential to foster 
and enact tremendous societal and political changes and is frequently viewed as a force which can potentially promote 
democratization and inclusiveness in public debate and discourse. In the case of Greece, social media has been credited 
with helping give rise to numerous protest and activist movements, such as the “movement of the Indignants” in 2011, 
the activist movement surrounding the controversial gold mining activities in the Skouries region of northern Greece, the 
protests following the sudden shutdown of national broadcaster ERT in 2013, and in numerous political developments 
during the years of Greece’s economic crisis, ranging from SYRIZA’s electoral victory and the rise of its governing partner, 
the Independent Greeks, to the growth of the far-right Golden Dawn party as well as numerous smaller political parties who 
are shut out of mainstream public discourse. This changes have occurred in a national context where the public sphere has 
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long been viewed as being weak when compared to the western ideal, and dominated by partisan interests, clientelism, 
and the phenomenon of “diaploki.” Has social media led to a transformation of the Greek public sphere and a break with 
the deficiencies of the past, or has the incumbent offline public sphere been replicated online?

Room B, Panel 5
MEDIA AND POLITICS

PETROS RIZOPOULOS
Deree - The American College of Greece
THIMIOS ZAHAROPOULOS
Deree - The American College of Greece

“The Greek Government’s use of non-papers: Is there an agenda-setting effect?”

The frequent dissemination of “non-papers” by the Greek government is unprecedented in Greek politics. Curious as to 
whether these informal, signature–free, government information subsidies produce an agenda setting effect, this study 
examines the extent of coverage a sample of government non-papers received, as well as the characteristics of any such 
coverage, in popular Greek news sites. Content analysis was performed of the online news articles mentioning these “non-
papers,” as well as the non-papers themselves. The study finds that the extent of coverage differs significantly between the 
news sites. In addition, a significant association exists between topics of a non-papers and the extent to which individual 
topics are covered. By providing insight pertaining to the effectiveness of Greek government non-papers in setting the 
media agenda, this study serves as a valuable agenda-building example relating to how executive authorities shape the 
news media agenda.

FAITH OLORUNTOBA
Universität Hamburg, Germany 
SONIA PIOTIE
Universität Hamburg, Germany

“Media and democratization: Analysis of democratic system construction by the Rwandan media during 
the 2017 elections using past memories”

For transitional democracies with traumatic pasts, elections is a prominent feature, and is not only about the present or 
future but also the past. Trauma and fear of the resurrection of past evils remain in the shadows. Today, the discourse 
regarding Rwanda’s democracy is highly controversial. While some scholars opine that Rwanda is an autocratic state 
high-handedly led by its president, Paul Kagame and is dangerously leading to political instability, (ICG Africa, 2002), 
others argue that Rwanda has resisted international attempts at democratisation, developing its own idea of democracy 
(Zorbas, 2011:103; Hayman, 2011:118). The media is a major agent in this discourse through their ability to set and 
frame the agenda. They also use collective memory in their interpretations of issues, giving their audiences something 
to identify with, creating a shared identity, (Edy, 1999:77). This paper investigated the Rwandan media’s construction of 
Rwanda’s democracy during elections, with a special focus on the reference to the country’s genocidal past. In August 
2017, presidential elections occurred in Rwanda. It was the third time since the 1994 genocide that national elections 
took place. The incumbent president Paul Kagame, who has been president for 17 years, was re-elected to a third seven-
year term. Rwanda therefore offers an interesting case of how transitional societies negotiate their traumatic past in the 
context of elections and the media’s role therein. The key research questions were: How did the Rwandan newspapers 
construct the concept of democracy in their coverage of the 2017 presidential elections? What discursive strategies do the 
newspapers use to evoke genocidal memories in relation to their construction of the concept of democracy while covering 
the 2017 presidential elections? Using the Bernhagen (2009) scalar concept of democracy and Edy’s (1999) concept of 
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collective memory as theoretical constructs, this paper combined qualitative and quantitative content analysis of articles 
on the election in two Rwandan newspapers, The New Times Rwanda and News of Rwanda. Around 10 articles, editorials 
and commentaries were qualitatively analyzed. Our findings show that state accountability and good leadership was the 
dominant measure or theme of democracy in both newspapers. Democracy in the newspapers was constructed not as the 
concept in itself but as the results or dividends of democracy. Therefore, it did not matter how long a presidential candidate 
has been contesting and winning elections as long as he has been effective in catering for the needs of the people. Also, 
discursive strategies such as justification, memorialisation, forewarning among others were mostly used to interpret the 
elections in relation to the genocide. Shocking words were employed to depict antagonism against the western world, 
implying that the kind of democracy Rwanda has is a result of their past experience and the fear of not repeating past 
mistakes.

KYRIAKOS KOLOVOS
Open University of Cyprus & Advanced Media Institute, Cyprus
SOFIA IORDANIDOU
Open University of Cyprus & Advanced Media Institute, Cyprus

“The Use of Ad Hominem Arguments in a hybrid, symbolic environment. Trump’s aggressive via Twitter as a 
potential transformation of Diplomacy”

Ad Hominem or negative ethotic is the argument that attacks the source of a proposal or an argument, rather than in the 
proposal or in the argument (Minot 1981). It comes in various forms: Τhe abusive ad hominem argument which occurs 
when one party in a discussion criticizes of attempts to refute the other party’s argument by directly attacking the second 
party personally, the circumstantial ad hominem argument according to which some “circumstances” of the arguer, other 
than his character, are used to attack his argument; the bias type is a way of arguing that a speaker’s credibility should be 
reduced because he cleaves to a prior interest or viewpoint, the poisoning the well ad hominem references to fixed bias that 
we could never believe what this person says and last, but not the least, the category of tu quoque where an ad hominem 
reply is used to respond to an ad hominem attack (Walton 1998). 
 
Nowadays, the social media, by circumventing national boundaries and the ‘gatekeeping’ controls of the past, has been the 
perfect medium through which to realize new public diplomacy initiatives (Iosifidis & Wheeler 2016) despite the days of old 
diplomacy it would have been regarded as an act of unthinkable vulgarity to appeal to the common people upon any issue 
of international policy (Nicolson 1939). Twitter, a field of hybrid form of new media communication, is offered to examine 
negativity as being defined by Geer (2006): Any criticism leveled by one candidate against another during a campaign. 
 
Twiplomacy is the online form of public diplomacy through the use of Twitter by diplomats, politicians, foreign affairs 
departments and other public figures and stakeholders. The president of the USA, Donald Trump, has already extended 
Twiplomacy of Barack Obama. The difference among them is the rhetorical strategy of Trump which relies on aggressive 
speech. Kolovos (2017) used ad hominem arguments to study Trumps’ attacks against Media’s ethos in order to deconstruct 
their credibility. 
 
Previous researches (Samaras, Papaioannou & Papagianni 2013; Samaras, Kolovos & Papagianni 2015) used quantification 
from a list of ad Hominem arguments. In this project qualitative – rhetorical analysis is employed by examining Trump’s 
tweets as a source of ad hominem arguments against his opponents. The results attest to the fact that Trump tries to 
introduce a new ethos, via Twitter, transforming the field of Diplomacy.



39

MEDIA, POLIS, AGORA: 
JOURNALISM & COMMUNICATION 
IN THE DIGITAL ERA

BOOK OF 
ABSTRACTS
Room C, Panel 5
AMI’S EYES ON THE FUTURE. NEW APPROACHES

VALIA KAIMAKI
Secretariat General for Media and Communication, Greece & Advanced Media Institute, Cyprus
ELENI NATSI
Advanced Media Institute, Cyprus

“Merging augmented reality and context awareness to shape the future of journalism”

It is widely stated that digital technology holds the potential to transform journalism and the media in several beneficial 
ways. New forms of storytelling that engage citizens and provide more context, nuance, and texture to reported events and 
issues could be one of this ways. At the same time what we used to call citizen journalism has not proved its potential to 
effectively interact with journalism. However context awareness has been applied to other fields, notably to the area of 
computer supported work to incite collaboration. For more than 30 years, researchers have developed a large number 
of software and hardware systems that can collect contextual information (e.g., location, video feeds etc.) from users, to 
be shared in open communities. Social media platforms have been using similar kind of technology. Another emerging 
technology, Augmented Reality, could possibly enhance the potential of context awareness. The paper proposes to review 
existing literature on both context awareness and augmented reality and explore in what extend new applications based on 
them could help shape the future of journalism.

DAFNI SCAGLIONI
Open University of Cyprus 
AIKATERINI DIAMANTAKI
Open University of Cyprus & Deree – The American College of Greece

“Challenging expert medical authority through online communities: the case of a breastfeeding voluntary 
support Facebook group”

The paper explores the emergence of online communities, and in particular the task-oriented, thematic Facebook Groups, 
as a counterweight to official medical authority, highlighting the relative cognitive deficit of the latter. It also examines the 
uses and gratifications of members and administrators of such communities, as well as the way social influence circulates 
within such online groups.

The research is based on an in-depth case study analysis of the Facebook Group “Attica: Breastfeeding Voluntary Support 
Group”, a group with a large and ever-growing membership as well as high user involvement. 
 
Based on the assumption that doctors’ knowledge and expert advice on breastfeeding may be considered as an example of 
Medical Authority, the research focuses on the afore-mentioned Facebook Group and conducts a netnographic community 
study, combining questionnaires and participatory observation. Completed questionnaires were received from 1,133 group 
members and 12 administrators, and the data were statistically analyzed using SPSS. Participant observation in the online 
community was conducted for a period of 18 months (between September 2016 and March 2018).
 
This case study is posited as exemplifying how online communities can act as counter-weights to official, expert authority 
(Paterson, 2000) and as environments where new forms of authority may emerge. Our findings indicate a decline in health 
professionals’ expert power and its challenge by breastfeeding mothers who are participating in the online community. 
The Facebook group has been found to play an important role in contributing to this depreciation, as the results show a 
negative correlation between the doctors’ instructions and those advocated by the group. However, the importance of the 
validity of information, which derives its legitimacy from its scientific origin, as well as the adoption by mothers of a research 
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orientation, are also highlighted. Besides, the group under study challenges existing medical / scientific practice and 
knowledge, while capitalizing on the positive authority of medical science (Brown and Zavestoski, 2004: 682), adopting 
guidelines issued by recognized institutions within the scientific community. 
 
The need for confirmation of information received by doctors is interpreted as a lack of the absolute trust attributed to the 
old model of the infallible father-doctor figure (Burt, 1988). In the majority of cases, what qualifies as “best” is the shared 
embodied knowledge of breastfeeding mothers - a specific sense of expertise, based on experience (Johnson 2015: 240), 
which is hosted and represented on Facebook’s “mom-groups”. Although people are commonly advised to check the 
reliability of an alleged expert looking for information including one’s education, experience and credentials (Goodwin, 
2011: 289), it seems that people recognize and trust the authority of “experiential experts” (Collins & Evans, 2002), like 
the specific group’s administrators, who declare having an educational and professional background irrelevant to the 
group’s subject, yet are found to enjoy the at most trust of the group’s members. 
 
Furthermore, the study highlights the struggles faced by mothers in Greece, in their effort to cope with the socially imposed 
model of “intensive motherhood” and “informed patient”, which involve the need to uptake personal responsibility within 
a “risk society”.

KATERINA TZOUMERKIOTI
Open University of Cyprus

“From Journalism into Politics: Evolution or Failure?”

Journalists transitioning from reportage to politics is a frequent phenomenon in Greece and abroad (Errington & Miragliotta 
2009: 530-543). Moreover, journalists who have made such a switch in their career use their previous professional experience 
as a source of power on their political activity (Elmelund-Præstekær, Hopmann, & Nørgaard 2011: 382-403). Through their 
previous role in political communication, they give the impression that they comprehend politics better than representatives of 
other professional groups and that they control those who hold power. At the same time, they can capitalize their recognition 
and have better access to the media (Rafter & Hayes 2015: 219-230; Aelst, Sehata & Dalen 2010: 310-325). 
 
Journalists who turned into politics, through their experience in both sides of political communication, have a more complex 
perception of media power, the communication mechanism of publishing and producing news and the relationship between 
politics and the media (Stromback & Nord 2006:147-164) as well as the constraints of the modern publicity game (Samaras 
& Papathanassopoulos 2005: 58-80). 
 
The goal of this research paper is to examine the subjective theories of four Greek politicians (namely Roussopoulos, 
Panagiotopoulos, Theodorakis and Karatzaferis) who have played an important role in the political life. Their testimonies can 
be used to evaluate the mediatization theory (Stromback 2008: 228-246; Mazzoleni & Schulz 1999: 247-261) as well the 
media effects theories. Also, their discourse is important to understand the strategies of using publicity as a source of power, 
the way media and their party reacted to their transition and whether the transition into politics is an evolution or a failure.
 
The scope of this paper is to capture the differentiation between subjective and social theories focusing on the contrast 
between claims made by communication professionals versus the outcome of scientific research. The paper will further 
examine the ability of certain theories to function as self-fulfilling prophecies, and some aspects of the mediation theory by 
assessing the speech of professionals in the media and politics.
 
The investigation of the working hypotheses concerning the theory of mediation and theories about the impact of media 
power (Perloff 1999: 353-378; Davison 1983: 1-15), presumed media influence (Cohen, Jonathan, Tsfati, Yariv and Sheafer, 
Tamir 2008: 331-44), hostile media hypothesis (Vallone, Ross & Lepper 1985: 577-58) as well as their link to the range of 
experiences and the attribution theory is very significant. 
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Methodology: 
 
1. Interviews with the four journalists – politicians.
2. Corpus composition with statements, speeches in parliament and articles where their reason for the subjects under 
analysis is recorded.
3. The material of the interviews and the corpus will be the empirical basis that will answer the research questions and 
hypotheses will be tested. The methodology to be followed will derive from the qualitative content analysis most likely 
choice approach of empirically founded typology (grounded theory).

Final methodological options will be identified during the performance of qualitative content analysis, after the finalization 
of the theoretical framework and the gathering of empirical material.

GEORGIA MYLORDOU
Advanced Media Institute, Cyprus

“Media impact on the acceleration of political developments: The case of the February 10 decision of the 
Cyprus Parliament and its consequences”

It is generally accepted that media in connection with journalism play a dominant role in the functioning of modern democratic 
societies. They are involved in all areas of human activity: economy, education, culture and elsewhere. They greatly influence 
public opinion with the choices of facts, texts and images, and they shape concepts and impose political, ideological, social, 
national, geographical, psychological categories that they use to make the facts understandable. With the help of the internet 
and the advent of social media, linear communication has been transformed into two-way and interactive communication, 
triggering a series of developments and revolutionizing the cultural, social, political manifestations of people.

This paper investigates a unique case of a social media impact on the acceleration of political developments in Cyprus 
(and beyond) after a Parliament decision on February 10, 2017. It is suggested that the impact of that decision and its 
ramifications were primarily shaped by social media engagement and interaction. A decision on a minor issue (i.e. a decision 
to commemorate in public schools a historic event of 1950) emerged through social media discussions as a mainstream 
issue that overshadowed all political developments on the island, both at the intercommunal and at the interacommunal 
level. The impact was such that a 22 months long process of peace talks was interrupted.
 
For the systematic recording of the impact on the acceleration of political developments in Cyprus the method of quantitative 
content analysis was used. As analytical material selected the articles of four daily newspapers in Cyprus, Phileleftheros, Politis, 
Simerini and Haravgi and the posts of parties on Facebook and Twitter for a period of a month (10/2/2017 – 10/3/2017).

Room A, Panel 6
MEDIA CONCEPTS AND PROCESSES

EYLEM YANARDAGOGLU
Kadir Has Üniversitesi, Turkey

“I stopped reading newspapers because of the Internet: Youth’s online news consumption habits 
in Greece and Turkey”

According to the last two reports (2016-2017) of the Reuters Institute for the study of Journalism the media scene in very 
mixed and trends are difficult to identify on a global scale. The challenges of digitalization on news organizations, future 
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of newspapers and other traditional media is an ongoing struggle. This recent struggle is also altering the audience/users 
habits of accessing and using the media as technology companies such as Facebook, Twitter and Google try to shape the 
production as well as consumption of news. In its sample of 26 countries, the biggest change in the 2016 report is observed 
in digital media in the growth of news accessed via social media sites like Facebook, Twitter, Instagram, and Snapchat. 
Whilst the weighted EU average stood at 46% using social media for news [the UK (35%) and Germany (31%)] Greece and 
Turkey were identified as the high adoption in countries with 74% and 73% usage rates respectively. These figures fell by 
5-10 points in 2017. This research aims to explore the factors that influence youth’s news consumption behaviour in Greece 
and Turkey by laying a specific emphasis on social media use, Internet and daily digital media consumption. The research 
was conducted in May-December 2017 in Athens and Istanbul with 40 students, studying engineering and communication 
subjects. The data collection comprised of an online survey followed by a 30-40 minutes in-depth interviews. This research 
is part of a larger field work which is completed in Athens, Istanbul and London.

AGGELIKI BICI
City Unity College, Greece

“Nation branding as a communicative and journalistic approach: Exploring factors, characteristics and 
best practices of image (re)construction strategies”

Greece has been in an epicenter of social, financial and political turmoil over the past eight years. International and national 
press have constructed a fragmented image of a country struggling to overcome political, financial and social obstacles. 
In this context Greece strived to restore its image in the international arena, since it is important for a country to construct 
an image of itself and all other elements of its international environment (Boulding, 1959). Since a nation is a complex, 
multivariate construct, image restoration strategies include actions in numerous levels (Samaras, 2014). In recent studies, 
the process of a nation’s image (re)construction is referred as nation branding. Anholt (2013) defines branding as a process 
of “determining the most realistic, most competitive and most compelling strategic vision for the country, and ensuring that 
this vision is supported, reinforced and enriched by every act of communication between the country and the rest of the 
world” thus constituting a nations image as a deliberate communicative act. Even though some scholars approach nation 
branding as a marketing process (Fan, 2006; Rasmussen & Merkelsen, 2014) a growing number of scholars acknowledge 
this process to be present in a wider and more holistic approach. In particular Barr (2011) underlines the importance of 
identity and reputation, symbols, colors and slogans in order to create a distinctive nation “personality” in the international 
arena. Additionally, scholars argue that nation branding is not (or should not be) a communicative strategy derived only 
from the governmental sector, but refers to a wider spectrum of participants, including traditional or new media, politics 
political messages, professionals from the private sector, citizens and more abstract structures such as attitudes and 
symbols (Gudjonsson, 2005).
 
Aim of the study is at first to explore branding strategies that can affect the constructed image of nation and in particular 
Greece, a country that has been undergone numerous attacks on its international image. Therefore, this study will explore 
nation branding strategies using 10 in depth semi-structured interviews, five to employees of EOT that have or are actively 
participated in the image re-construction of Greece and five to branding experts from the private sector. The main research 
questions guiding this research are:
 
RQ1: To what extend Can nation branding strategies help a nation to achieve more for its image?
RQ2: Which are the difficulties of (re)branding Greece according to the participants?
RQ3: Which (if any) branding strategies have been employed by EOT? Which are the main strategic goals?
RQ4: To what extend can a nation’s image be constructed by journalistic and relevant professional content? 

Thematic analysis will be employed to examine definitions, strategies and objectives of nation branding. In addition, the 
effect of the journalistic and political message construction will be explored to reveal strategies and best or worst practices 
regarding Greece’s image reconstruction strategies.
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TZOANA MPASA
Behaviour Analysis Research Network, City Unity College, Greece

“Exploring the leadership profile of Putin in the Russian newspapers during the presidential election 
in 2018”

Over the last years there has been an intense debate on Media and political rhetoric regarding Russia’s identity, under new 
conditions in the post-Soviet period. The West has been intense in the Russian discourse through the principal “Other” 
(Tolz, 1998, Tsygankov, 2006). The political prominence of Putin over the last decade has restructured major components 
of modern Russia such as notions of “sovereign democracy” (Chadaev, 2006), “managed democracy” (Lipman & McFaul, 
2001), market reforms (Mickiewicz, 1997) and certainly a new leadership style (Holmes, 2007). Leadership is a core 
element of the image of Putin, even though “there are almost as many different definitions of leadership as there are 
persons who have attempted to define the concept”(1997).However, a key element of all the definitions of leadership is the 
impact, that is, the leader’s ability to influence the behavior (thinking and action) of others (Frolova et.al, 2016).

What is necessary for a leader to influence a given group of people vary a lot indifferent contexts, especially when referring 
to political leaders. Political leaders have the major responsibility of making decisions in the collective interest in the 
context of economic and financial crisis, climate change, poverty, immigration, the threat of terrorism and war. In addition, 
political leaders are closely monitored by the media, while being praised and criticized by followers, opponents, opinion 
makers and other citizens. What makes the most significant influence upon the representation of a political leader is his 
image. The political leader image must be articulated at the level of everyday logic of an individual and become apparent 
in everyday skills. The Russian President appears an ordinary man and a citizen who is loved for his naturalness. All 
President’s responses coincide with that of ordinary people that is why Putin is a “tuning fork” of normality (Florova et.al, 
2016). 
 
Aim of this study is to explore how the Russian newspapers (Against: Навальный,новаягазета. Infavor: комсомольскаяправда, 
Российскаягазета. Neutral: рбк, ведомости) constructed the image of the Russian President in the last presidential 
elections at 18th of March. These particular newspapers were selected for their different ideological orientation and their 
main articles regarding the presidential elections were analyzed to examine qualitatively how the leadership profile of Putin 
was constructed (or deconstructed) by the aforementioned newspapers. An observation sheet was constructed to explore 
the traits of Putin that were used to (de)construct his leadership profile, based on the different newspaper orientation.

ABBAS SADIG
Abu Dhabi Media-Abu Dhabi TV, United Arab Emirates

“The interactive communication model in the micro-blogging platforms:
Analysis of multi-directional flow of dialogue on Twitter”

The technological advancements in communication have led to the emergence of an interactivity pattern that we are now 
experiencing, where a new model of communication is based on the exchange of roles between the two ends of the process 
without barriers, as in the past when communication was from top to the bottom.
 
This situation has brought the media out of the captivity of the power, which are the leaders of the community, the tribes, 
the religious establishments and the state into the hands of all people. The media is no longer a monotonous broadcast 
and an obligatory reception, as was the case with the old systems, but it is an interaction in which people take the content 
they want at the time they choose, and the audiences become fully involved in the communication process. 
 
In order to understand the nature of new communication systems, we must remember that millions of computers representing 
the Internet are accessing, sorting and transferring information to an unlimited number of people, who can simultaneously 



44

MEDIA, POLIS, AGORA: 
JOURNALISM & COMMUNICATION 
IN THE DIGITAL ERA

BOOK OF 
ABSTRACTS
communicate in an environment that allows each participant to have equal control levels. Individual messages in the new 
media can reach an unlimited number of people around the world, where each of them has the same degree of control 
and the same degree of mutual contribution in these messages, and nothing to prevent anyone from reporting a particular 
message to one person or to a large number of people.
 
With the emergence of social networks, there has been a significant change in how people and communities communicate 
and share information. This development has been followed by a new pattern of social interaction among millions of people 
around the world who are in constant contact, the lines between community leaders and ordinary people have been cut off.  
These include Twitter, which is the focus of this study as it combines the features of social networking and micro-blogging, 
and thus represents a platform that gathers on one page all people from different directions and cultures from their peaks 
to their bases, engaging in an interactive communication process and an open and free multilateral dialogue. 
 
Hypothesis of the Study
The hypotheses of this study include the following points that are clearly written with a view to reaching specific results at 
the end of the study: 
1. Twitter has made a breakthrough in the traditional communication models and has moved it to a multi-directional 
interactive system. 
2. The development of communication to full interaction has achieved the principles of the right to communication 
which man has long sought. 
3. Through this new communication system, social and cultural boundaries between individuals, communities and 
peoples have disappeared. 
4. A new redistribution of the power centers that were associated with those who have the means of communication 
is happening now, as everyone has his own media.

Room B, Panel 6
REDEFINING PUBLIC/MEDIA RELATIONS

RALF SPILLER
Macromedia University of Applied Sciences, Germany
MATTHIAS DEGEN
Westphalian University of Applied Sciences, Germany
NIKLAS ODENDAHL
Macromedia University of Applied Sciences, Germany
ANISSA ZOGHLAMI
Macromedia University of Applied Sciences, Germany
MICHELLE MERHEIM
Macromedia University of Applied Sciences, Germany
REBECCA GOECKEL
Macromedia University of Applied Sciences, Germany 
BENJAMIN HELD
Westphalian University of Applied Sciences, Germany

“Hyper-Local news portals in Germany: An economic analysis of alternative community media outlets”

1. Introduction
A growing number of editors and reporters lost their jobs, local editorial offices are merged or even completely closed, 
newspapers are shut down and consequently the concentration on the local newspaper market continues to increase.  
 
The answer to this negative trend may come from overseas. Particularly in the US, hyper-local news portals, providing 
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information to small, geographically limited communities have been gaining in popularity for several years. For this reason 
the central question of this research paper is: Are such alternative community media outlets successful from an economic 
point of view? 

The present study tries to answer this question and deals with media-economic questions of alternative hyper-local news 
portals in Germany. Above all, the study attempts to at least partially close the gap in research on the topic in Germany and 
to pave the way for further studies.
 
2. Media economic perspective / Theoretical approach 
The present study is based on a microeconomic market analysis that examines key criteria of hyperlocal news portals. The 
goal is to describe key parameters of the portals to establish market transparency in terms of structure and size of the 
players.
 
Research gap 
The relevance of an economic investigation of this topic is made clear by the fact that most of the previous studies have 
dealt exclusively with the content of hyper-local portals. As one author states, “Much of the existing literature examining 
hyper-local media operations focuses more on how and why these entities have come to exist rather than on how they are 
structured and funded and whether they are sustainable for the long term”. 
 
3. Methodological approach
3.1 Definition of the subject of investigation
Hyper-local news portals are understood as Internet platforms that offer news or other content or services to people in a particular 
geographic area. These can be neighbor-hoods, towns, city districts or whole cities. They operate economically independently 
of local or regional newspaper publishers, large media companies and government institutions. Further prerequisites to be 
included in the sample were the criteria of universality and timeliness, but both were interpreted in a broad sense.

3.2 Research Method
A standardized online survey was sent to 289 German hyper local portals. The questionnaire included 29 questions which 
were subdivided into different thematic sections: Basics, Organization and workflows, Financing and turn over, Staffing 
situation and costs and Sustainability and Future Plans. On June 27th 2017 the survey was sent out. During a period of two 
weeks 67 respondents completed the questionnaire (23.2 %).
 
4. Central research questions
The following central research questions could be answered:
 
• What size and shape do hyper-local news portals have? 
• How is the personnel situation of hyper-local news portals?
• Which revenue and financing models have hyper-local news portals?
• Which future plans do the operators of such portals pursue?

5. Results
The results show that there is a broad range of hyperlocal portals operating in Germany. They use different business 
models but only a small part of them run their portal as a profitable business.
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PAULINE AMIEL
IMSIC, Université d’Aix Marseille, France 
FRANCK BOUSQUET
LERASS, Université de Toulouse, France

“Online French local press: Mutations of proximity with the public and the territory”

The French local press has built its editorial and economical models on a peculiar relationship with its public. The proximity 
with readers results in a strong affiliation and sharing of territory and political values. Moreover, the French local press 
organisation is based on a newspaper related to a territory, on a familial company in an oligopolies market and on a stable 
democratic system. For the last 30 years, socio-technical, socio-economical and socio-political changes have upset these 
rules. Now, the traditional relationship between the French local press with and its public, corresponding to with the Dewey 
model, has to be reconsidered. 
 
Several concepts highlighted by journalists could be used to consider those new modalities of French local press 
relationships with readers. The digital tools and recent practices applied by journalists to proposed local news online, 
change the way they perceive their public. Interactions and the co-construction are the main professional concepts we 
proposed to question to understand the mutations of the local press relations with its public and its territory. Furthermore, 
different facilities, such as the comments sections on local press websites or interactions on social networks pages and 
accounts, have profoundly transformed how journalists interact with and create proximity with their readers.
 
The purpose of this communication is to evaluate the proximity relationships of French local press through the recent 
practices of interactions with readers. More precisely, we are interested in how journalists build their public online and their 
relationships with the territory, through interactions and co-construction. They are responsible for dealing with comments 
sections on local press websites and on Facebook pages. These comments sections are the two main modalities used to 
create communities. Journalists create new representations of their public. At the same time, readers build themselves as 
a public by trade. Thus, the concepts of interactions and co-construction of online news permit us to recompose not only 
the relationships between French local journalists and their public but also the definitions of proximity and territory. 

From a methodological perspective, our point is to compare the different types of interactions and the content of the 
comments in the two different supports: comments sections on local press websites and on Facebook pages. Your goal is 
to understand which definition of public they imply. We confront two points of view: the journalists’ one and the readers’ 
one. 
 
We propose a case study based research. We chose the main South West French local newspaper, La Dépêche du Midi, 
and observed its comments sections and Facebook pages. Our field focus was on the modalities of interactions during a 
special event: the terrorist attacks in Trèbes and Carcassonne, on the 23 of Marsh, 2018. These attacks happened on the 
territory of La Dépêche du Midi. We observed the general Facebook page of the newspaper, the local agency one and the 
news posted on the website. We watched which news journalists chose to published on Facebook pages or on the website. 
In addition, we watched what the differences of interactions on both were.

NORMAHFUZAH AHMAD
University of Glasgow, UK

“Journalism at the crossroads: User-generated contents and the quandaries of a good news piece”

The news is a narration of an identified event out of many other simultaneous happenings viewed significantly by certain individuals 
who operate within the confinement of a higher authority. Due to the nature of how it operates, it makes the constitution of a 
quality journalistic piece ambiguous. The digitalisation of the media industry and multiplatform practice have revolutionised 
methods of news production, delivery and consumption. Introduction of the Internet and the technology that follows, has 
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substantially increased the voice of the audience as active news consumers. The de-facto monopoly of news organisations 
as news providers has, to a certain extent, been diminished by media technology and emerging participatory audience roles. 
This has been achieved through the influential functions of social media and User-Generated Contents (UGC) in creating public 
engagement and dialogue which ultimately empower news consumers in shaping journalistic discourse. Existence and functions 
of legacy news media organisations are challenged by audience-participatory attributes of new media through the proliferation 
of UGC and social media. Application of UGC through social media platforms opens and widens new channels of communication 
between news providers and news consumers, eliminating the top-down flow of information and empowers audience the ability 
to select various platforms to receive news and information - and at the same time gives the voiceless a platform to be heard 
– again, through UGC and social media. Via UGC, the initial function of social media as a platform for virtual communication 
between one another has gradually been transformed into a mechanism in which news is generated, obtained and distributed. 
This situation challenges the news industry to maintain its journalistic standards because while the incorporation of UGC in 
journalistic practices increases the power of the audience in influencing news narratives, it raises questions of accuracy and 
credibility of the news itself – which reflects on quality journalism. Hence the dilemma – what is a good news piece? This 
presentation will touch on qualities of a good news piece from the perspectives of newsmakers working for two international 
rolling news channels – the BBC World News and Al Jazeera English. Factors that make a good news piece as expressed by 
newsmakers of both channels as obtained as part of researcher’s thesis findings will be discussed.

Room C, Panel 6
PUBLIC RELATIONS ON SOCIAL MEDIA

OLIVIA SCHNEIDER
Military Academy (MILAC), ETH Zurich, Switzerland
EVA MOEHLECKE DE BASEGGIO
Military Academy (MILAC), ETH Zurich, Switzerland
TIBOR SZVIRCSEV TRESCH
Military Academy (MILAC), ETH Zurich, Switzerland

“Online subsequent discussions on social media and news sites”

The Swiss Armed Forces (SAF) as part of a democratic political system depend on societal legitimacy of the organization 
and its mandates, it is their license to act. Legitimacy is generated by complying with binding principles like the federal 
constitution and by societal acceptance. It is about political transparence and participation (von Bredow 2008). Democracy, 
legitimacy and the public are closely connected. In the public the SAF and their mandates become visible. In this sphere, 
they can be controlled and legitimated by the citizens, as part of a deliberative discussion. Political decisions are 
communicatively negotiated, arguments and information get compared, and verified by reasonableness (Habermas 1998: 
367ff). Considering this, the meaning of political communication including the SAF’s communication becomes obvious as 
it forms the most important basis for political legitimization processes. 
 
For long public political communication was mediated by traditional mass media with journalists as gatekeepers. Nowadays, 
social media provide a new way to communicate and interact directly with the citizens. The official SAF social media 
communication potentially brings the organization closer to the people and starts a dialogue with them. At its best the 
SAF will become more transparent and social media communication may increase reputation, confidence, legitimacy and 
societal support. With this broad range of communication means and actors the questions arises whether communication 
channels influence interaction with citizens. Digital communication enables subsequent discussions not only face to face, 
but online as well, be it for direct or indirect communication channels (Ziegele 2016: 30). Organizations such as the 
SAF can communicate directly via social media. At the same time a majority of the Swiss people consumes news and 
information about the SAF via traditional mass media. 
 
Therefore the Military Academy at the ETH Zurich is conducting a quantitative content analysis of both information streams 
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and seeks to identify structural differences and communication effects in the subsequent online discussions to direct 
and indirect communication of and about the SAF. Thus it analyzes official SAF social media communication on Instagram 
and the subsequent online discussions and compares the results with the analysis of selected news sites coverage about 
national military-related news topics and their subsequent online discussions. 
 
Such online discussions are a part of the political discussions and opinion forming of the Swiss society. The acceptance of 
the SAF and its mandates depends on its societal legitimacy, which is influenced by communication of and about the SAF.

ANASTASIA YANNACOPOULOU
Technological Educational Institute of Western Macedonia, Greece

“Using digital and social media to promote cultural events: The case of French speaking writers invited to 
the 15th international book fair of Thessaloniki”

Significant initiatives are undertaken at a local or national level to promote cultural awareness through cultural events. Such 
an event is the International Book Fair of Thessaloniki which honors this year the French speaking writers, bringing writers 
and publishers closer to readers. However, the challenge is double: i) a large part of citizens is not interested in books, ii) 
modern French writers are not widely known to Greek readers (as it is shown by the number of French books translated 
and published in Greek). The current submission aims at demonstrating the work undertaken by the Laboratory of Digital 
Media and Strategic Communication in the framework of the partnership between the Department of Digital Media and 
Communication (TEI of Western Macedonia, Kastoria) and the French Institute of Thessaloniki, in order to respond to the 
two challenges mentioned above. 
 
In particular, our main goal is to inform Greek speaking public about the identity and the works of the invited French speaking 
writers, as well as the related cultural events that will be held during the 15th International Book Fair of Thessaloniki. Our 
ambition is to raise awareness on cultural events and create easily accessible information about the invited writers – 
generally not known to the Greek public – in order to bring citizens closer to literature. As this project is practically based 
on the active participation of a group of undergraduate students of the Department of Digital Media and Communication, 
we will explore whether this project has a specific impact on young public. 
 
We will present the main means and methods of our project, i.e. we will analyze the messages conveyed from a linguistic 
point of view, we will argue on our decisions related to the conception and the production of the communication material 
using digital media (videos, animations, graphics, website, etc., based on the courses of the Department’s academic 
programme of studies), we will discuss the promotion of this material using social media platforms and we will draw 
conclusions based on analytics. The communication material and campaign will be evaluated after the event. 
 
Finally, we will discuss the importance of this project on many levels, not only on cultural and communicational level, but 
also on educational and professional level, as we have to develop a great number of skills in order to work efficiently as a 
team and coordinate our efforts with respect to time constraints.

KONSTANTINOS GRAPSAS
Advanced Media Institute, Cyprus

“Social media and the Armed Forces. The multiple layers of the use of Twitter by the Hellenic, Israeli and 
the United States of America Air Forces”

The unprecedented deployment and use of Social Media has set new rules for public information. From these developments, 
the Armed Forces could not remain uninvolved and due to the new circumstances they inevitably adopted the new way 
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of communication. In the context of military diplomacy, national security, military operations, support in disasters and 
emergencies and a wider social contribution, the Armed Forces use social media not only to communicate with the public 
but also to achieve specific goals and objectives. 
 
This paper is an attempt to study and highlight the role played by Social Media Networks and Twitter in particular, focusing 
on its use by three modern and powerful Air Forces, the Hellenic Air Force (HAF), the Israeli Air Force (IAF) and the United 
States Air Force (USAF). 
 
The work is divided into two parts. The first consists of the theoretical part of the paper which analyzes a series of issues 
related to strategic communication, image, branding and soft power theories in the context of military diplomacy and the 
theory of international relations. 
 
The second part presents the survey and the analysis of the collected data. This section addresses the ways that Twitter 
was used by the three Air Forces, the strategic communication framework/plan that was followed and their possible desired 
goals. In addition, it investigates the public’s response and behavior to the different messages were sent from the three 
Twitter accounts and the level of interaction with them. 
 
From the tweets study and the analysis of the collected data, the conclusions that have emerged concern the methods of 
exploiting Twitter, the professionalism of using the particular social networking tool, the communication strategies followed, 
the goals pursued, the coherence and the unity of the effort for an integrated communication and finally the interactivity 
with the public and the influence they exert on it. 
 
This study has particular interest since it examines in depth the way of use of the latest means of communication by the 
Armed Forces. With the use of them, it is possible to send the desired messages and interact with millions of people without 
the intervention and filters of the traditional media. This signifies a new era for the Armed Forces which acquire another 
weapon (of soft power) in their arsenal. It remains to be discovered whether the possibilities and ways of their effective use 
have been perceived.

SAVVAS MAKRIDIS
Harokopio University, Greece 
VASILIKI PAPAGEORGIOU
Technological Educational Institute of Central Greece, Greece

“The role of impression management in the socio-political (re)construction of identities: A qualitative 
research on the Greek Social Media”

This study explores the role of impression management in forming social and political aspects of identity. The social media 
platforms have a growing importance in interaction since they are the places where people can expose ideas, arguments or 
disagreements about several topics of social or political agenda. Impression management is a goal-directed conscious or 
unconscious process in which people attempt to influence the perceptions of other people about a person, object or event; 
they do so by regulating and controlling information in social interaction. Our presentation deals with the art of impression 
management on social media particularly on Facebook regarding the Erving Goffman’s conceptual framework. Presentation 
of self via Goffman’s theory is becoming increasingly popular as a means for explaining differences in meaning and activity 
of online participation. This self-presentation can be split into performances, which take place in synchronous “situations,” 
and artifacts, which take place in asynchronous “exhibitions”. A key difference in exhibitions is the virtual “curator” that 
manages and redistributes this digital content. The conducted research focuses with the help of qualitative methods on the 
aforementioned aspects using as example the Greek social media.
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SATURDAY, SEPTEMBER 29th, 2018

Room A, Panel 7
ONLINE HATE SPEECH & EXTREME CONTENT

REBECCA GOECKEL
Macromedia University of Applied Sciences, Germany
RALF SPILLER
Macromedia University of Applied Sciences, Germany
MATTHIAS DEGEN
Westphalian University of Applied Sciences, Germany
ANISSA ZOGHLAMI
Macromedia University of Applied Sciences, Germany
NIKLAS ODENDAHL
Macromedia University of Applied Sciences, Germany
MICHELLE MERHEIM
Macromedia University of Applied Sciences, Germany
BENJAMIN HELD
Westphalian University of Applied Sciences, Germany
NIKO NOWAK
Westphalian University of Applied Sciences, Germany

“Hate speech against politicians: A quantitative survey on how to deal with hate speech in German 
politics”

Introduction
The culture of debate on the Internet is getting rougher. Linguistic violence and hate speech are increasing. 94 percent 
of the 14 to 24-year-olds in Germany have already experienced hatred on the Internet. More and more studies indicate a 
connection between linguistic and physical violence. The crime statistics from 2015 also show an increase of hate speech 
on the Internet by 176 percent.
 
Politicians are a popular target group. It seems clear that it needs accepted measures and strategies to tackle the 
phenomenon of hate speech. Hate speech is a linguistic expression of hatred towards individuals and minorities. It can 
be characterized as a pejorative expression that humiliates defames and disparages people. The content of the utterance 
usually refers to the group affiliation of the individual. Otherwise it would be a mere insult. 
 
Literature review 
Hate Speech has already been illuminated in the fields of journalism and church in Germany. A quantitative online survey 
with journalists on the perception and experience of hatred in their everyday working life showed that journalists perceive 
an increase of hate speech and thus feel impaired in their work. The qualitative content analysis by hate speech in the 
domain of the protestant Church has shown that hate speech is interactive, subtle and dialogue-oriented. Moreover, it 
needs the public as a motor. It turns out that hate speech has not been systematically studied in politics yet. 
 
Theoretical frame
In this study it is relied primarily on different aspects of social psychology, particularly the theory of social identity. It points 
out, how significant support is from the party colleagues and how increased self-esteem results from belonging to a group. 
This can help alleviate symptoms such as bullying.
 
Method 
The aim is to examine the experiences of politicians with hate speech. Also the individual measures and strategies as 
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well as those of the political fraction in the parliament against hate speech were examined. For this purpose, eight state 
parliaments, a total of 974 state parliamentarians, were contacted via e-mail with a quantitative online survey. In total, 109 
members of the state parliament anonymously participated in the survey. 
 
Results 
The results show that almost every second member of the state parliament has already been confronted with hate speech. 
A comparison shows: The attack frequency in politics is stronger than in journalism. In politics as well as in journalism, 
more than three-quarters identify the occupational role as a primary reason for the attack. Despite the many attacks, the 
majority of politicians do not feel burdened, neither professionally nor psychologically. In journalism, the hate speech’s level 
of stress is much stronger. This may also be due to the fact that the political fractions in parliament are much more aware 
of the phenomenon. In politics more measures and strategies against hate speech exist than in journalism. Moreover, the 
support in the parliamentary group when hate speech incidents happen, is extremely strong.

YIANNIS KOURTOGLOU
Cyprus University of Technology
DIONYSIS PANOS
Cyprus University of Technology

“Sharing “the pain of the others”: Graphic Content Material on Social Media”

The absolute predominance of the Social Media and its expansion in the field of news and information has largely led to 
the collapse of the Gatekeeping function - which served for decades the so-called “traditional media” environment as its 
basic structural component (Shoemaker & Vos 2009). The lack of content control by media professionals leads in many 
cases Social Media users to confront visual elements which in the context of traditional media was undoubtedly classified 
as “graphic content material”. Whether it’s the corpse of 4year old Aylan Kurdi washed ashore on Turkey’s coast or the 
gruesome results of ISIS’ activities, or terrorist attacks in Paris and Brussels, Social Media users are called upon to decide 
on how to manage this visual material – a task that for decades was solely responsibility of media professionals. Content 
producers and consumers at the same time, social media users usually have a number of options to choose on how to 
react on similar type of visual material on their screen. An additional heated debate is still going on, focusing mainly on 
the producers of this material, who may be media professionals (photojournalists, journalists, etc.) or ordinary citizens who 
have “been there” the right time in the right place carrying a portable recording device (the much talked about practice of 
citizens’ journalism). 

A great number of theoretical approaches have already been expressed concerning the management of graphic content 
material, extend from Suzan Sontag’s compassion fatigue (Sontag 2003), the rewarding of violence in media visual material 
(Singletary & Lamb 1984), the newsrooms’ «breakfast test» (Peterson & Spratt 2005), the closeness of the photographic 
lens to the main subject (Potter & Smith 2000), the role of color in the image (Detenber & Winch 2001), the perceived 
“distance” of the viewer from the physical location of the depicted subject on graphic image (Perlmutter 1998), the respect 
for human dignity, privacy or the memory of the dead (Howe 2002) and the need to become fully understood by everyone 
the shocking but real and objective dimensions of the events such as war or violent conflicts (Sontag 1990; Petley 2003)

This pilot study was conducted as a preparatory stage of an extended research project (which is already underway) aiming 
to identify the directions for responding to the above-mentioned problems and dilemmas. Research design was of a mixed-
type (quantitative and qualitative): 48 participants (quota on gender and age) were asked to review 25 photos (selected by 
specific criteria) and decide what would they do to each one of these images if they found it landed on the Newsfeed of their 
Facebook account (choosing from a number of same options below each photo). The respondents then participated in a semi-
structured individual research interview, which was conducted in the Facebook’s Messenger environment. During the interview 
their choices was discussed and also their general behaviour usage patterns of the particular Facebook platform. According to 
the pilot study’s conclusions, some of the aforementioned theoretical approaches seem to be validated, while others are not.



52

MEDIA, POLIS, AGORA: 
JOURNALISM & COMMUNICATION 
IN THE DIGITAL ERA

BOOK OF 
ABSTRACTS

SUSAN DRUCKER
Hofstra University, U.S.A. 
GARY GUMPERT
Urban Communication Foundation, U.S.A.

“Digital hate: hate speech, free speech and the freedom to offend”

Acts of hate speech, offensive speech and images, and harassment are on the rise. From college campuses to cyberspace-- 
threats, hyperbole, blanket statements against groups, statements causing emotional distress, have led to heated public 
debate about the limits of hate speech. Critics point to the proliferation of cyberhate on social media platforms as central 
to the proliferation of hateful messages which “whip up extremism using social media.” 
 
The policing of hate speech online has become an increasing concern with the rise of white nationalists, neo-Nazis and 
other intolerant groups. Is it hate speech when governments use hate-filled rhetoric? Social media encourages a sense 
of empowerment and freedom of expression able to communicate one-to-one and one to many. Social media has been 
found to be the media environment amenable to extremist propagandists who recruit, organize and spread messages. 
Just as social media has been blamed for the rise of hate speech, calls have accelerated for a crackdown on such posts. 
Social media giants are faced with mounting threats of government regulation from regimes around the world. The EU has 
gone as far as to threaten social media companies with legislation if platforms do not adequately step up efforts to fight 
hate speech. Some anticipate a soft law instrument will be recommended to address how social media companies should 
handle extremist group content and hate speech. Germany has taken the lead in taking legislative action passing legislation 
in 2017 which became fully effective at the start of 2018. Critics have argued this has resulted in the death of online satire.  
 
Discussions dissolve into confused distinctions between free speech and hate speech and between hate speech and 
offensive speech. This paper explores the thin line between hate speech and offensive speech, between legally protected 
communication and the criminalization of communication and the increasing conflation of hate speech and fake news in 
diverse regulatory endeavors. Where does freedom of speech end and regulated speech begin? Is insulting others based 
on their race, religion, political positions or sexual orientation free speech or a punishable offense? Is blasphemy a form 
free expression? Is hate speech a matter of civility or a free speech right? Who regulates this type of speech? Should 
governments seek to regulate, are public/private partnerships a regulatory approach or are social media platforms the 
most potent and appropriate regulators? Comparisons are provided between several countries and U.S. law. Ultimately this 
paper asks: Is there a right to be free from offense? Is there a right to offend?

AIKATERINI DIAMANTAKI
Open University of Cyprus, Deree - The American College of Greece 
DIONYSIS PANOS
Cyprus University of Technology

“Of enemies and us: an analysis of Golden Dawn’s ideological discourse on twitter”

Οver the last years, social platforms have been widely employed by far-right populist and extremist political cultures, who 
had previously resided on the fringes of social and political life. With their inherent affordances for reach, immediacy, 
interactivity and personalization, digital media have proven to be the new rhetorical space for political discourse in the 
service of a variety of far-right formations and their ideologies, including neo-fascism, neo-Nazism, xenophobia, racism, 
anti-communism and opposition to immigration, in Europe and around the world. Socially-mediated environments have 
in effect materialized a “political opportunities” structure (Tarrow, 2011), one which far-right groups and parties have 
harnessed strategically as a discursive resource and a medium for public communication (Ernst et al. 2017). 
 
This study presents the findings of an ongoing research that examines Golden Dawn’s political discourse and rhetorical 
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repertoires based on historical data drawn from the party’s official Twitter account, covering a period of 4 years (2014-
2017). 
 
Drawing from existing typologies of rhetorical discourse, such as Van Leeuwen’s legitimation categories (Van Leeuwen’s, 
2007), van Dijk’s “ideological square” (van Dijk, 2006, 2011), and within a framework of rhetorical political analysis (Atkins 
& Finlayson, 2013; Finlayson, 2007; Martin, 2013), Golden Dawn’s institutional texts on Twitter are analyzed within their 
interactive and socially-mediated context. 
 
Research findings illustrate how strategies of persuasion, polarization, legitimization, exclusion, enemization and out-group 
creation are used as interpretive frameworks to construct Golden Dawn’s political identity and to discursively produce, 
reproduce and reify its ideology. The analysis of textual and visual Twitter data highlights the discursive construction 
of “identity” and “oppositional frames” (the “us” versus “them” dichotomy) and identifies indicators of ethnocentrism 
(Sumner, 1906), and populism frequently recurring in the discourse, thus revealing common rhetorical grounds with other 
European far-right discourses.

Room B, Panel 7
MEDIA THEORY ADVANCEMENTS

CHRISTINA LINARDAKI 
Advanced Media Institute, Cyprus

“Representations of reality and the comparison of communication theory with literary theory”

What we learn about the world not only changes the way we see it, but also the kind of persons that we are; and, although 
we live in an era of advanced possibilities, we still need to just lend an ear or simply read something to keep informed about 
the world. The process of communication today invariably involves a sender who says or writes something (a “message”) 
to a receiver. Notably, a similar chain exists in literature: only, the sender is called an “author” or a “poet”, the message is 
referred to as “literary text” and the receiver is named a “reader”. Both the “message” however and the “literary text” can 
be faithful representations of reality or contrast with it in a number of ways, each of which producing different descriptions 
of the world and of us in it. After all, in this era of multiple interpretations, the notion of a single truth no longer holds; and, 
if there is no single truth, there is no single reality [Wong, D. (2011), “Making an Effort to Understand”, Philosophy Now]. 
 
Journalistic practice has, anyway, shown that the accounts of reality it produces are, for the most part, constructions [Wien, 
C. (2005), “Defining objectivity within journalism”, Nordicorn Review]. On the other hand, literary representations of reality 
can feel more real than real: but they are also constructions by default [Angenot, M. et al. (eds.) (1989). Théorie littéraire: 
Problèmes et perspectives, Paris:Presses Universitaires de France].
 
Communication and literature, then, seem to have a lot in common. What would be the nature of this commonness? What 
could be the degree of relevance between the two theories? Can they actually be compared and contrasted? And where 
would such a comparison lead? 
 
An answer to these questions has been attempted. Grounded theory, which involves coding, was used as the main 
methodological tool [Breuer, F. (2010), Reflexive Grounded Theory. Eine Einführung für die Forschungpraxis, Wiesbaden:VS-
Verlag]; with it 21 communication models (from Lasswell’s to Brouwer’s, but not more, in consistence with the practice of 
theoretical sampling) were examined and 70 types and sub-types of communication factors were identified [McQuail, D. & 
Windahl, S. (1993), Communication Models for the Study of Mass Communication, London:Longman].
 
Literary theory [Newton, K.M. (ed.) (1988), Twentieth-century Literary Theory, Basingstoke: Macmillan Education] was then 
used as the empirical evidence on which equivalences with these types were sought. To this end, the methods of constant 
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comparison (which involves the comparison both among the evidence and with the types) and of abduction (whereby a rule 
was formulated, that there is a great degree of relevance between the two theories, and then a hypothesis was generated, 
that most types from communication theory would match with an equivalent in literary theory) were applied. 
 
The comparison revealed a surprisingly high degree of similarity between the two theories. There emerged, however, types 
that were found only in one theory and not in the other; and vice versa. Could these orphaned types point to new concepts 
and offer deeper insight into each theory?

MARGARITA KONDOPOULOU
Deree - The American College of Greece

“Visual Journalism Ethics. A philosophical approach”

Images have a kind of almost uncontrollable and unparalleled power on their recipients. Perhaps more than texts 
themselves. This power could include clichéd perceptions such as “A picture is worth a thousand words” to an absolute 
oppositional reading of the frame and its content. Because of this fluidity, news visual journalism (photo and video) is in a 
very precarious situation, despite, or perhaps because of its power and appeal.

And if matters were not already fluid enough, the increasing prominence of visual materials in news stories produced by 
ordinary citizens adds to the complexity of the affair. The kind of materials under consideration contain first and foremost, 
although not exclusively, human subjects. Humans are part of the frame and more than often are the protagonists of 
a visual narrative of a particular news story (e.g. the 9/11 story of the Falling Man). The example of the Falling Man 
became controversial not only because of the person who was falling to his death from one of the burning Twin Towers. 
His family also felt that their privacy was unjustifiably violated. The image also created a massive negative public reaction, 
as many Americans found the picture illustration too gory. This case is just an example of how complex the production, 
publication and consumption of some visual materials can be. From an ethical point of view, it is important to reflect on the 
consequences the generated meanings may have for their subjects and their receivers alike.
 
The long list of relevant questions and dilemmas should include the following:
 
• Are there any off – limits areas for photo and video journalists? And if yes, according to whom? 
• Does the reader need to see this or not?
• Is it acceptable/necessary to sacrifice someone’s privacy for the sake of truth-telling? 
• Is there an alternative way to illustrate the story? 
• Does the material maintain or harm the social trust embedded in professional news production? 
• What matters more? The story, the subject or the reader? 

In order to attempt an answer to the above questions, it will be helpful to consider a number of philosophical approaches.
Aristotle’s Golden Mean could, for instance, be useful when dealing with matters of extreme choices and whether or not 
these can be avoided for the sake of a more effective result and what really matters. Kant’s Categorical Imperative, on the 
other hand, could be equally useful, especially if we agree that any relevant decision is based on the strict duties the actors 
have to not cause people harm. Finally, Utilitarianism is perhaps the most obvious perspective since its focus is indeed 
on consequences of actions. The premise that an action may harm one or two but can benefit the majority is relevant and 
valuable. 

A philosophical framework vis-à-vis the two separate yet interrelated decisions (1. to shoot or not and 2. to publish or not) 
and their consequences is potentially useful for both professionals as well as researchers.
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SIMON LEADER
Deree - The American College of Greece

“The limits of communication theory in the digital age: the knowledge gap hypothesis and Youtube”

The purpose of this presentation is to contribute to academic debate concerning communication theory in the age of 
new media. This presentation explores the theoretical potential of the knowledge gap hypothesis for research concerning 
Youtube.

Is the theory still applicable in a digital environment where the diffusion of knowledge has changed? If it is not, what are 
the implications for communication theory and theoretical understanding of new media platforms like Youtube? Are the 
reasons for a knowledge gap outlined by Tichenor, Donohue and Olien (1970) obsolete or do they provide a starting point 
for a new theoretical framework for the digital age?

The knowledge gap was originally seen as the social gap between the information rich and the information poor – those 
who had access to education and printed resources and those who did not. New events, issues and threats publicly 
conveyed via the mass media were thought to be understood differently by different sections of society. 

Socio-economic status (SES) was seen as the main variable in differential patterns of knowledge about the world - assuming 
that the flow of information about the world was accessible to all – via the mass media. Tichenor, Donohue and Olien 
(1970) suggested in the Knowledge Gap Hypothesis that those who were of high SES would learn more and at a faster 
rate from the media than those who were of low SES and that over time, the gap between high SES and low SES would not 
narrow or close but widen. Both categories would learn more about contemporary issues, but the high SES would always 
gain more because they had been trained to learn new information more effectively. In the 2000’s the digital divide was 
originally seen as the social gap between the technologically rich and the technologically poor – those who had access to 
computers and the internet and those who did not.
  
The development of Web 2.0 and the affordability of technology closed this gap. If most people who own a computer or a 
smartphone can access Google, Wikipedia and Youtube surely the barriers to knowledge have been removed? If knowledge 
had been democratized by the internet – then there could be few events, issues or threats that the average person with 
access to the new media could not possibly have some knowledge. If the idea of a digital divide and a knowledge gap 
between social classes are no longer relevant in an age where access to the internet is not only for the more affluent, better 
educated sections of society, then what are implications for a theoretical understanding of new media like Youtube?
 
Paradoxically however, could an examination of the 5 reasons for a knowledge gap - communication skills, prior 
knowledge, relevant social contact, selective processes, and the structure of the media system – provide a framework 
for a new theoretical understanding of new media platforms like Youtube? Can classic communication theory provide an 
understanding of the new media?

Room C, Panel 7
JOURNALISTS UNDER DISTRESS. PRACTICE AND IMPLICATIONS

LAMBRINI PAPADOPOULOU
Panteion University, Greece

“I have seen so much pain and disaster, I feel numb inside”. Perceptions of emotional injury and moral 
problems among media professionals covering traumatic events in Greece”

During the last ten years Greek journalists have found themselves covering an unprecedented amount of intense and 
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traumatic events such as violent demonstrations, suicides, crimes, personal tragedies and natural disasters. Bearing 
witness to human suffering is found to cause strong emotional and psychological harm and journalists may be at risk of 
developing mental health problems including post-traumatic stress disorder (Newman et al., 2003). Symptoms of secondary 
traumatic stress or compassion fatigue reported by news workers who are often first responders to a trauma scene, include 
fear, social disconnection sadness, nightmares and headaches (Dworznik, 2006). A recent study that focused on media 
professionals covering the refugee crisis found out that many reported difficulties related to moral problems, because they 
failed to prevent acts that transgress personal moral and ethical values or codes of conduct (Feinstein & Storm, 2017). 
 
That is why worldwide, journalistic foundations and media organizations in collaboration with leading trauma experts and 
news professional are offering a range of educational, training and consultation services. 
 
However in Greece there is still no research investigating media professionals and how they continue to do their jobs in the 
face of the murders, fatal car accidents and fires which make up the bulk of their daily work. Furthermore the literature 
suggests there may be a ‘‘culture of silence’’ within the profession that may prevent news personnel from acknowledging 
distress and asking for help (Greenberg et al., 2009). 
 
The purpose of this paper is to explore the impact of covering traumatic events upon Greek media professionals, and report 
on the psychological consequences of these assignments. Six media professionals – three journalists and three photo 
journalists participated in the research study. Participants were asked to describe their experiences on the job, including 
their first traumatic story and their most traumatic story as well as the way they interpret their traumatic experiences 
so that they can continue working. The results from in-depth interviews indicated that media professionals who have 
covered tragedy and trauma are adversely affected emotionally by their work. Some of them reported feeling numb, having 
nightmares and post-traumatic stress disorder. The narrative of change also emerged, in the context that their job has 
altered their personality leaving them more cold, cynical, disengaged and apathetic even in their own personal lives. 
However, due to economic difficulties, they were not more likely to receive treatment for these conditions. The paper also 
presents recommendations offered by the participants to address the effects of traumatic stress within their profession.

KATERINA GIANNAKOPOULOU
Deree - The American College of Greece 
ION BERATIS
Deree - The American College of Greece

“Occupational stress in the field of Greek Journalism:  exploring occupational stress levels and the impact 
on mental health dimensions”

In a climate of global economic deterioration, stress-related disorders are becoming an increasingly common phenomenon 
which has been extensively documented and observed. Organizational downsizing, as well as increasing unemployment 
and economic rates, constitute a permanent threat in the international workforce. 
 
In Greece, economic recession has caused disproportionate financial repercussions in comparison to other European 
countries, resulting in severe occupational and organizational issues. Greece is considered as one of the main countries 
undergoing increasingly high levels of economic strain, with a direct hit to employment rates, resources and job insecurity, 
all within an occupational context of disproportionally higher demands and performance requirements. Psychological 
challenges encountered continuously by Greek employees significantly reinforce feelings of uncertainty, injustice, pressure, 
helplessness and despair, reinforcing the menacing prevalence of exceedingly high occupational stress. Occupational 
stress represents a widely acknowledged phenomenon, which is linked to core traits of self-evaluation processes and 
personal identity structure. As a widespread issue, it expands over various dimensions of individual and interpersonal 
dynamics, such as social support, control, life balance, as well as role and meaning attributions. In an ever-growing 
occupational landscape, several fields present a significant deficiency in the aforementioned areas of occupational 
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functioning. Consequently, occupational stress has been related to significant mental health manifestations, such as 
anxiety and depressive symptomatology. 
 
The impact of occupational stress on mental health dimensions has been explored in several high-strain fields, however 
relevant data regarding the field of journalism remains unknown. The particular sector has been facing serious economic 
and occupational hardship in recent years, which have not been monitored through research findings. Given the fact that 
journalism constitutes a highly meaningful occupation with historical significance, as well as a direct impact to society, 
lack of research regarding the continuous difficulties in the specific field served as the main stimulus for the completion 
of the present study. Greek journalists in particular represent a large population of the country’s workforce, often being 
disregarded or burdened with heavy workload of occupational responsibilities, along with critical socioeconomic challenges. 
This study aims to investigate occupational stress levels, as well as the impact of occupational stress on anxiety and 
depressive symptomatology in the aforementioned population. The study’s instruments include the Symptoms Checklist-
90-Revised (SCL-90-R), the Hospital Anxiety and Depression Scale (HADS) and the Copenhagen Psychosocial Questionnaire 
(COPSOQ). Our results showed that Greek journalists exhibited high levels of occupational stress, anxiety and depression in 
comparison to different research populations. Occupational stress components were found to have a significant association 
with anxiety and depression. Positive COPSOQ components, such as job satisfaction, acted as a buffer towards depressive 
symptoms, while negative components predicted both anxiety and depression.
 
In conclusion, Greek journalists experience high levels of occupational stress, which notably affects their mental health. 
While certain positive perceptions seemed to attenuate the emergence of depressive symptomatology, the experience 
of work overload and emotional strain were proven to have a significantly stronger impact on the exacerbation and 
prevalence of both anxiety and depressive symptoms. Implications may include integrating occupational stress therapeutic 
interventions in the aforementioned field.

SOFIA IORDANIDOU
Open University of Cyprus & Advanced Media Institute, Cyprus
LEONIDAS VATIKIOTIS
Advanced Media Institute, Cyprus 
EMMANOUIL TAKAS
Advanced Media Institute, Cyprus

“Journalists’ (Self) Censorship during memoranda in Greece, Spain and Portugal”

A growing body of literature and research has focused on the safety of journalists and in particular on the coping mechanisms 
and practices of journalists who report on conflict. Most scholars focus on conflict defined as war zones and the feelings of 
fear of frontline correspondents (Friedman, 1989; Ricchiardi, 2003). This leads to reduced security for journalists and less 
reporting from the frontline (Hoiby & Ottosen, 2018), a fact that should be linked to defense of freedom of speech (Berger, 
2013). Findings show that journalists reporting from conflict zones operate under fear, show feelings of reduced security and 
cases of self-censorship. Even though scholars have focused on the journalistic practice under pressure in conflict zones, this 
“conflict” has been mainly explored under terms of armed conflicts. Over the past decade, the European South has been forced 
to operate under the strict logic of Memoranda that caused severe social turmoil. In this context, journalists were expected 
to function as opposers of this logic, even though most of the mainstream media in these countries supported the official 
pro-Memorandum rhetoric. Previous similar research (Iordanidou, Takas & Kolovos, 2017) in Greek journalists highlighted 
pressures from the European Union, political and editorial elites to journalists, to follow the official pro-Memorandum logic. 
 
In our research we investigate whether these cases bring an end to a regime which dominated in these countries after 
the fall of dictatorships, where the censorship was the exception, not the rule (Petsini, Christopoulos, 2016). In addition, 
findings are discussed are examined in the context of the “new censorship” which describes a much broader than the 
traditional censorship (Burt, 1994). 
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Aim of this study is to explore how journalists operate under such uncertainty, as an implication of (political) pressure caused 
by the politics of Memoranda in Greece, Spain and Portugal. This comparative analysis focuses on possible alterations on 
processes of message construction and journalistic practices of the participants, exploring if, how and to what extent these 
alterations were imposed to journalists. 

The main research questions guiding this study are:
 Research Question 1: How and to what extend have the politics of Memoranda affected the journalistic practice in each 
country? 
Research Question 2: How did the journalists in this sample perceive and depict the politics of Memoranda? 
Research Question 3: Which where the main loci of external pressure and how did the journalists in this sample react? 
 
To answer the aforementioned research questions, 36 semi structured interviews were held in Greece, Spain and Portugal. 
Participants were journalists working in traditional and new Media at the time of the Memoranda in each country. 
Interpretative Phenomenological Analysis was employed to explore the experiences of journalists in these countries and to 
highlight similarities or differences in practices, attitudes and approaches. Results show similarities in the pressure (both 
from political elites as well as the management of the media) towards the participants in their journalistic practice and 
content, which combined with additional professional uncertainty lead to feelings of unsafety and self-censorship.

RUQIYA ANWAR
International Islamic University, Pakistan

“Reporting of Taliban Conflict: do editorial choices matter?”

This study analyzes the discursive strategies that characterize the reportage of Taliban conflict in Pakistani media, over a 
period of one year from March 2015 to March 2016. This study combines textual analysis with semi-structured interviews of 
media editors to identify the key factors that influence conflict Journalism in Pakistan, and particularly explores the crucial 
role played by the editors in selection of news stories related to Taliban conflict. The study found that Pakistani media 
characterize Taliban conflict in the country, as high risk national security threat. Hence, findings of this study show that 
conflict reporting in this scenario is influenced by number of factors and the editors’ perceived threat to national interest.

Room A, Panel 8
LEAKTIVISM, HACKTIVISM AND CITIZEN JOURNALISM

ATHINA KARATZOGIANNI
University of Leicester, UK

“Leaktivism: Enhancing or disrupting “Democracy?”

This paper examines how two core debates (secrecy versus transparency and openness versus closure) influence the 
framing of ethics and tactics, and produce unintended consequences for actors and relationships surrounding leaktivism. 
To illustrate my argument, I focus on recent empirical examples: FacebookDataLeaks, DCLeaks, and WikiLeaks’ DNCLeaks 
and CIALeaks. These cases are chosen, because there is a consistent thematic on intelligence, secrecy and transparency, 
democratic accountability, propaganda and sabotage in global politics and elections, involving prominent actors in the 
United States and Russia, as well as proxy countries across the East-West Cold War axis. I argue that the main discontent 
with leaktivism is that corporate-funded leaktivist organizations of various descriptions tend to be involved in aspects of 
disrupting government intelligence, as well as other civil society organizations funded by either corporate or government 
actors. Leaktivist either individuals or organizations present themselves as new surreptitious actors who engage in global 
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political vigilantism, in order to mount resistance against surveillance, censorship, perceived injustice and corruption, 
and in solidarity with movements fighting repressive and authoritarian governments. Anonymous and Snowden serve to 
demarcate the space of resistance to the hidden mechanics of thoroughgoing political penetration of the social, and in so 
doing reveal the totalitarian mechanisms which they each claim to resist. Furthermore, leaktivism can have devastating 
timing and can partially influence elections, to the extent that in the public discourse leaktivism is seen as both enhancing 
democracy by holding governments and corporations accountable and enforcing transparency, and at the same time 
disrupting the democratic process, when the leaks are manipulated to influence public opinion and voting behaviour, as 
witnessed with the phenomenon of election-timed leaks occurring in the US, but subsequently in France and the UK during 
2017. Lastly, to use a metaphor, the two faces of leaktivism — enhancing versus disrupting democracy — are historically 
continuous with debates observed from the very 2010 WikiLeaks start: the openness versus closure, stemming from social 
and communication fields, and transparency versus control debates, stemming from international relations and security 
fields, continue to characterize the controversies and discontents surrounding the phenomenon.

DANIEL McCORMAC
Deree - The American College of Greece

“The “intellectual dark web”: Digital menace or place for debate?”

Since the Internet appeared, there have been positive and negative appraisals of its social impact and value. It has been 
lauded as a revolution in communications technology that brings people closer together in many ways. One such way has 
been in serving as a platform from which marginalized voices can challenge traditional voices of authority in the virtual 
public square. The Internet thus democratizes communication by neutralizing the gate-keeping power of traditional media 
and exposing powerful institutions and leaders to oppositional perspectives and public scrutiny. At the same time, however, 
the Internet has been disparaged as a place where dangerous and abusive material can easily circulate unchecked by 
responsible moderators. Thus, in addition to providing a platform for mind-opening global conversations, the Internet 
serves as a tool of manipulation, misinformation and indoctrination. 
 
Until the presidential candidacy of Donald Trump in 2016, the former view of the Internet prevailed among advocates of both 
globalization and what are often referred to as “post-traditional” values. While it is inappropriate to group people with largely but not 
completely convergent views on political and social issues together under a single heading, these people often identity themselves 
as progressives or liberals in the American context. Trump’s victory, however, and his use of Twitter against the “mainstream media” 
have shaken the confidence in the Internet as a forum naturally conducive to the spread of progressive ideas. The sense that the 
Internet is a weapon being used to attack, rather than advance, liberal Western values has centered since Trump’s victory on the 
issues of the Russians “hacking” of the election and bloggers – sometimes in Eastern Europe –spreading fake news. 
 
Another concern of liberals and some conservatives, however, has been the flourishing of alt-right and other maverick 
commentators whose websites and Youtube channels have given them a platform from which to garnish large followings by 
attacking liberal opponents and post-traditional values. In response, liberals point to absurd conspiracy theories such as 
Pizzagate and the denial of the Sandy Hook killings as examples of the deleterious, misleading or downright kooky nature 
of much of the content uploaded by right-wing commentators. 

However, a wide variety of commentators contribute to the ecology of what one blogger playfully dubbed the “Intellectual 
Dark Web”. While these political bloggers and YouTube broadcasters are provocative and polemical, not all of them peddle 
conspiracy theories and fake news to gain followers. Some of them are intellectuals with well laid-out arguments and 
considered opinions. Some of them may echo ideas associated with the traditional far left or far right, but they do not always 
identify with either. This paper argues that it could be a mistake to uniformly dismiss a priori all the maverick commentators 
who air their views on non-traditional platforms. The “intellectual dark web” may have elements that constitute a healthy 
development in Western democracies, and reaffirm the early hopes that the Internet can create spaces for expanding the 
scope of debate and discussion of important issues in the online public square.
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ANDREA PLÖGER
Alice Salomon University of Applied Sciences & Time Code eV., World Forum of Free Media, Germany

“Media Activism in the Post-Migrant Society”

Since the so called “summer of migration” in Germany in 2015, the so called “welcome culture” has transformed more and 
more into a climate of racist and nationalist aggression up to the point where the political agenda of the actual government 
seems to be determined by the migration political stance. At the same time, the social movement of refugees which started 
in 2012 with a march from Bavaria to the capital of Germany has collapsed from being at the center of the European wide 
protest against the Dublin regulations and the border regime with March termed “Freedom not Frontex” to Brussles in 2014 
as a climax into different protest groups and organisations. 
 
Media representation has played a key role in creating the so called “welcome culture” of 2015 as well as it played a key role 
in the racist mobilization for the change of the constitution in Germany in 1993 in order to pass the new asylum legislation. 
Today the situation is more diverse with reports which are taking a critical stance towards the current aggravation of the 
asylum legislation as well as reports which are spurring the racist aggression. 
 
Digital media though have taken the lead in this aggression and filter bubbles have helped to create the followers of the 
new movement of “PEGIDA” (Patriotic Europeans against the Islamization of the Occident) and its affiliated party AfD 
(Alternative for Germany). 
 
The question I want to focus on in my contribution therefore is: How does Media Activism spell out in this situation and 
where can we find entry points for this kind of Media Activism to stop further escalation? As a two year project with the aim 
of creating a video magazine with the idea of “Reversed Anthropology” with unattended minor refugees and students has 
just ended at the Alice Salomon University, I want to highlight the outcomes of this project and also take a look at similar 
initiatives of media activism and alternative media which are unfolding in Berlin at the moment.

Room B, Panel 8
DISINFORMATION AND POST-TRUTH

DIONYSIS PANOS
Cyprus University of Technology 
AIKATERINI DIAMANTAKI
Open University of Cyprus & Deree - The American College of Greece

“Counter-Forensics: Seeking the Truth in a Media-Saturated age Fake Narratives Vs Real Facts”

“Counter-Forensics” was until recently known as a technical term in forensic science, which concerned the process of 
retrieving data (mainly of digital form) that had been lost or deliberately altered. Today the term gains a new and increased 
social importance, through the painstaking and subversive investigative work of the Forensic Architecture team based at 
Goldsmith’s University UK. This paper presents the work of Forensic Architecture and highlights its critical social importance 
in preserving memory, producing invaluable evidence and ultimately defending public truth and social justice, in an era 
when these terms have been severely endangered. 
 
The work of Forensic Architecture is made possible by the realization disruptive hybrid methodology, which lies at the interface 
of technology with journalism, forensics, architecture and art - combining an assemblage of technological, representational 
and social practices, such as crowdsourcing, big data, metadata, mapping, motion tracking, projecting video, open source 
computer graphics software for 3D modeling, and the labor-intensive piecing together and interpretation of footage from 
events and crime scenes, oral testimonies, and social media traces. Social media in particular offer forensic architects a 
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rich source of documentary evidence around which they can construct a coherent narrative of otherwise contested acts of 
violence. 
 
What is critical in this age of post-truths and counterfactuals is that such a technical and social technology, catalyzed by 
technological innovation but driven by human intentionality, produces invaluable evidence that is able to shed light on 
human rights violations and state crimes across the globe. Such innovative assemblages have a transformative effect 
on the actual disciplines involved, such as architecture or data analysis or forensics itself, by transforming them from 
instruments of power into vehicles for justice and truth-seeking for those who they have so often harmed or disempowered.
 
This paper takes the work of FA as an opportunity to reflect on the productive and disruptive synergies that can emerge 
by mobilizing hybrid methodologies in the digital area. It reviews the work of Forensic Architecture and explains why it 
constitutes a “whole new science, a committed, engaged citizen science”, as a Wired editor has aptly described it. Based 
on this, it raises several critical questions regarding its relation to journalism, new media and politics: 
 
Up to what extent does classic investigative journalism meet but also engage with methods and practices such as counter-
forensics or similar “truth revealing” activist initiatives? What can be the potential of combining counter-forensics with new 
forms of journalism such as investigative data journalism, so as to let true stories be told against the ever-new forms of 
state secrecy and coercive power? 
 
What has been and what can be the role of social media technologies, crowd-sourcing and networked civil society in such 
a project? Can FA be a lead example of how techno-social hybrid methodologies can be a way to follow in the fight against 
misinformation and post-truth?

ARGYRO KEFALA
Deree - The American College of Greece

“Post–truth Strategies in Fourth Age Political Communication: A Critical Perspective”

Since the Oxford Dictionaries announced “post-truth” to be the “word of the year” for 2016, the concept of “post truth 
politics” became a central reference of journalistic discourse triggering a broad academic discussion associated with 
Brexit and the election of Donald Trump in US presidency. In the same context, the term “fake news” has attracted an 
interdisciplinary interest provoking an ongoing debate about its implications and the response needed on the part of 
policy makers. Recent research explores the processes of fake news generation, ways of detection, policy and regulation 
issues. In the light of these developments that set new trends in political communication, this article addresses the need 
for a comprehensive analysis of “post-truth” politics which goes beyond the production and dissemination of “fake news” 
to include a number of past and current techniques of deception and misinformation practiced in contemporary political 
communication by a variety of political actors. 
 
This paper argues that the “post truth” phenomenon was not born in 2016 but it is rather a culmination of certain political 
communication strategies and practices, in both latent and manifest form, that have been shaping the public sphere in 
the last thirty years. These trends will be examined within the broader context of challenges facing political communication 
today prompted by new technological developments that are continuously transforming the relationships between political 
organizations, media institutions and citizens.While techniques of deception, lying, propaganda and misinformation have 
been around for decades or even centuries, the invention and extended use of online and social media have created 
new possibilities of information generation, news gathering, content creation, dissemination and audience targeting, 
altering drastically the ways political campaigns are designed and conducted. The Internet allows for citizen engagement 
and participation but it can also facilitate traditional manipulation techniques and/or provide new mechanisms of public 
opinion manipulation. 
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While there is no agreement in the academic community on the definition of “truth” and therefore “post-truth” becomes 
even more contested, a conceptual clarification of the term will help us delineate some key epistemological and normative 
considerations. Drawing from J.G Blumler’s view of political communication as a normative domain and recent academic 
work on deliberative democracy, this paper adopts a critical theory perspective to discuss the consequences of post 
truth practices on citizenship and democracy laying the framework for further research. In the context of widespread 
cynicism, distrust of politics and the weakness of e-democracy to deliver the promise of meaningful citizen participation 
and representation, this paper offers a critical examination of the latest political marketing practices in an effort to unveil 
the strategies that undermine the very notion of deliberative democracy and the hope of defining new possibilities for 
emancipatory politics.

YANNIS SKARPELOS
Panteion University, Greece

“Truths, lies and the quest of holy grail of journalism”

For the past few years, the burning issue in the field of journalism when it comes to its meeting point with programming, 
big data and data science, has been the issue of post-truth and fake news. There is a vast collection of examples by now, 
and yet the focus of interest has shifted towards falsely essentialist approaches that were initially deeply rooted in the 
ancient Greek philosophical tradition and later taken up and radicalised by Western thinkers during the Enlightenment. 
Algorithms are thus proclaimed as today’s solution, and their creators are being covered with glory. The fact, however, is 
that no algorithm can provide answers to fundamental, pragmatic questions such as What is truth? Who controls it? What 
are his intentions? What is the relationship between power and truth? As the questioning suggests, the predicted answers 
come to realise their own inability to fulfill the task they promised; they now turn instead towards a search for ‘’ the zero 
degree of truth’’ in our contemporary media environment. 

STÉPHANE CABROLIÉ
Université Aix-Marseille, France

“The fact-checking in the fake news era: case study of the fact-checking section of the news site 
Libération.fr”

The French newspaper Libération has been one of the first French newspapers to go online, and has developed since 2008 
a section on his web site specifically dedicated to fact-checking. Through participation in the Crosscheck project developed 
by Google in 2017 and a collaboration engaged with the social network Facebook the same year, the fact-checkers of 
Liberation has reinforced a work on fake news in addition to their original focus on political discourses. 
 
This communication aims to show how work on fake news have raised in the fact-checking activity at Libération, and what 
are the stakes of the collaboration between a media and Facebook to debunk fake news. 
 
The practice of fact-checking emerged in France in newspapers (“Désintox” for Libération and “Les Décodeurs” for 
LeMonde) and were turned for a big part on political assertions in public debate, as American fact-checkers did (Bigot 
2017). But the growing debate about the role of fake news on elections and more generally in the public sphere has raised 
new questions for fact-checkers journalists as well as actors of the new economy. The collaboration between Libération 
and Facebook illustrates convergent interests to work at debunking fake news, but raises questions about the conditions 
of this partnership.
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Room C, Panel 8
E-GOVERNMENT AND REGULATION

TATIANA LITVINOVA
Moscow State Institute of International Relations, Russia
TATIANA YAROVOVA
Moscow State Institute of International Relations, Russia

“Problems and prospects for the development of E-Government in Russia”

The paper gives an assessment of the development of e-government in Russia from 2008 to 2016 on the basis of 
indicators of the e-government development index of the United Nations. E-government contributes to the development of 
the state’s information infrastructure, improves the efficiency of public service delivery to the society and attracts the public 
to participate in the process of developing and adopting government decisions. Paper presents a comparative analysis of 
the development of the electronic government of Russia with countries such as Great Britain, the USA, Denmark, France, 
etc. The key issues of improving e-government in Russia are identified on the basis of the UN e-government development 
index. This indicator allows us to assess whether the state is ready to provide electronic public services to citizens and what 
are its opportunities for using information and communication technologies in providing these services. 
 
Russia has relatively good indicators of e-government development in the world, and the introduction of e-government is 
quite fast. But, in comparison with the leading countries, Russia still lags far behind in many respects. This is due to the 
following reasons: 
 
1) Huge territory of the Russian Federation, as the small size of the country contributes to a faster and more effective 
implementation and development of e-government; 
2) Low level of distribution of electronic services;
3) Low activity of mobile communication;
4) Relatively weak dynamics of the increase in the number of Internet users; 
5) Lack of the necessary law regulatory framework. 
 
After eliminating these shortcomings, further progress in the introduction and development of e-government in Russia can 
increase several fold. To do this, it is necessary to pay more attention to the development of information and communication 
technologies in Russia, in particular in the area of IT staff development; to increase the technological literacy of the 
population, teaching the basics of information and communication technologies in schools, in secondary professional and 
higher educational institutions, as well as at work in the field. Particular attention should be paid to the development of a 
clear regulatory framework with specific rights and duties of citizens in the use of electronic government that provides and 
guarantees of the security of personal data.

CHRISTIANA MARKOU
European University Cyprus, and Advocate & Legal Consultant, Markou & Co LLC (Cyprus law office)

“Facebook users as data controllers under the GDPR”

The Office of the Commissioner for the protection of personal data in Cyprus has imposed fines against Facebook users 
who have uploaded photos and other content relating to a third party without authorization or consent. The relevant 
decisions clearly seem to regard Facebook users as data controllers under the GDPR and thus, subject to the demanding 
obligations of the said measure. Given that the majority of natural persons are nowadays Facebook users, it is important 
to inquire into whether Facebook users indeed fall within the definition of a data controller in Article 4(7), GDPR. Is the 
GDPR not addressed to organizations, companies or persons acting in a business or a professional capacity only? Equally 
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relevant to this question is the exception, which is provided for in Article 2(2)(c), GDPR and which refers to exempts from 
the Regulation, data processesing by a natural person in the course of a purely personal or household activity. The answer 
to this question will shed light on whether the Office of the Commissioner has been wrong in its relevant decisions (or not) 
as well as on the limits set by GDPR on people’s Facebook activity.

VASILIS SOTIROPOULOS
Regional Ombudsman of Attica, Lawyer, Greece

“A new data protection task for journalism”

The core notion of the new era on data protection established by the EU is “delegation”. It’s true that until now there was a 
distinct role for a controller with relation to the controlled, new rules introduced by the General Data Protection Regulation 
shift an important amount of responsibility of the control to private enterprises. Among them there are also the media. 
Colliding interests such as freedom of information in relation with the respect of privacy should be protected equally in a 
integrate entity. Data journalism and data protection should go hand by hand, resolving in house any tension. 

On the one hand there is the eternal tension of journalism to collect information. Codes of conduct have been adopted by 
the professional organisations mainly to reduce unfair competition and to provide a better relation of journalism with an 
audience that step by step starts to raise awareness of the economical context that encompass all motivations for a more 
intrusive or provocative reporting that may violate secrecy as well as human rights. The iconic journalist that eventually 
became a “t.v.-prosecutor” has become equally hateful as the corrupted public figure that can be found in the epicentre 
of headlines relating to scandals. Well known journalists have been accused also for corrupted methods such as phone 
interception, secret surveillance, espionage etc. that may be effective in a different context (i.e. fight against terrorism, 
distortion of free competition) but not when chasing more readers and viewers at any cost. On the other hand, in order to 
have quality investigating journalism, which is luxirious and expensive enterprise not only in terms of investment but also 
in concern with human resources, tabloid press is vital. 

Human rights is not the first concern of investigative journalism when targeting the greatest possible audience. Bearing 
in mind that any recording that relates with human activities may be information referring to an identified or identifiable 
natural person, it is a possible threat to personal data protection.  

While the existing model until now was one of an ex-post control for journalism, requiring  sanctions adopted by the Data 
Protection Authority, from now on the legislation transcends the limits between a doer and a regulator. The GDPR imposes 
obligations to the media organisation (whether a traditional media company or an independent journalist) that resemble to 
the competences of the Data Protection Authority.

In a nutshell the new obligations for media entities set by the GDPR are: (a) to keep records of data processing activities, (b) 
to notify any personal data breach to the DPA, in 72 hours (c) to communicate a personal data breach to the data subject, 
(d) to carry out a d.p. impact assessment in cases of serious processing operations, (e) to appoint a Data Protection Officer 
who will supervise internally the compliance of the media entity to the GDPR provision. 


