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ABSTRACT
This thesis gives a comprehensive view of the changing news media
ecosystem. It explores how the young generation consumes news content
and how different devices are integrated in their media use-patterns. Our
research question is the following: How does a young audience prefer to
stay informed and how can this knowledge be used for the mutual benefit
of both the reader and the publisher?
The aim is to develop a prototype of a mobile app, which incorporates
some techniques that have proven to be successful in the modern business
world. Interaction, integration, personalization are the three theoretical
concepts we use. We also explored interesting ways to integrate
advertisements and other forms of generating revenue.
Different techniques (e.g. gamification) were used in order to illustrate
and evaluate new ways of attracting young readers.
This work gave us insight in how youngsters consume news. This study
indicates that a platform that integrates the youngsters through
interaction and personalization is desired by the youngsters.
This generation of young consumers has been raised with technology and
they know what they want. Above all they want the freedom of choice.
Most of them already know how they prefer to interact and how much they
like to share with a platform, yet this study shows that they prefer to make
that choice themselves. This is especially true when it comes to privacy
concerns about how much information they like to share with their friends.
Interaction is sparked by discussion in message boards. Message boards
which are preferred to be moderated. This study also shows that there are
more than enough volunteers to act as moderators on the boards in their
respective fields on interest.
This thesis work gives a comprehensive view of how youngster can be
reached. By implementing personalization features focused on the reader,
in an innovative news platform, the youngsters show a lasting interest.

Key words: interaction, integration, personalization, media use-patterns,
gamification, news platform, prototype, privacy
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GLOSSARY
GUI

Graphical User Interface

Hive-mind

A shared set of beliefs, ideas and moral attitudes
which operate as a unifying force within a group

PDA

The Personal Digital Assistant was a precursor of
the current smartphone

ScrollView

A tag featured in the XML code used for Android
development

XML

Extensible Mark-up Language

Look and feel Software design term used in respect of a
graphical user interface. Comprises aspects of
both design and behaviour of dynamic elements
Millennials

Also known as generation Y. This includes people
born in the mid-1980s to the late 1990s

Generation Z

This refers to the cohort of people following
generation Y. This includes people born in the
mid-1990s up to 2010

Gamification

Implementation of intrinsic game elements and
mechanics in a non-game context

Native ads

Is a form of (online) advertising that matches
the form and function of the platform on which
it appears

Peers

People who are equal in such respects as age,
education or social class, group, colleague, etc.

Moderator

A person given special authority to enforce the
rules on a forum

Smart gear

Wearables
or
smartwatches
that
can
communicate with other devices such as
smartphones

Karma

This refers to your personal all-time score. The
ratings
assigned
to a user's
previous
contributions can bias the initial rating of
contributions he or she makes.
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INTRODUCTION
This thesis addresses the following question: “How do youngsters prefer
to stay informed and how can this knowledge be used for the mutual
benefit of both the reader and the publisher?” In order to understand the
details of our findings, it can be useful to know the whole process involved.
In the first chapter we present the research group, Media IT, we were
allowed to be part of. Then, we specify which research project we were
included in and which role we took inside this research project.
The second chapter discusses the struggles and problems the news
industry is facing in times of rapid technological development. In
particular, we discuss how these advancements can be useful for both
publishers and consumers?
Chapter three presents a review of relevant scientific contributions. We
have tried to find recent and relevant scientific information regarding this
context. We have inquired into which user groups’ interest is most eligible
to be reviewed in modern times.
The fourth chapter accounts for our method. We will expand on how we
first started this assignment and continue to describe the steps we took in
order to get an appropriate conclusion. These steps include brainstorming,
sketching and app development.
The greater part of the work related to computer science, can be found in
chapter five. This chapter contains making visual designs for smartphones,
tablets and smart gear, but also presents the development of a working
app. This was primarily done for demo purposes, in order to conduct a
successful survey with a focus group.
The results from the survey are presented in chapter six. This chapter
encompasses the questions we asked, why we asked them and their
respective results. The most important findings can be found in a
comprehensive analysis.
We finish this thesis with a conclusion of our findings and the work in
general.
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1 MEDIA CONSUMPTION OF YOUNGSTERS
1.1 Introduction to Media IT
The Media IT research group has its roots at the Halmstad University.
Media IT has ten years of research on newspapers and digital media in
collaboration with international newspaper industry. The work presented
in this thesis is part of a research project named EcoMedia. The main
interest of this project is to examine the different kinds of media of
tomorrow. To design this future media with useful technology, it is
essential to take into account that there are some influential changes
coming up in our society’s use of media.

Figure 1: Halmstad University, home of Media IT

The project departs from three foundational changes in media. First,
various types of media are beginning to influence each other which cannot
be overlooked. Second, there are also several developments being made
on a daily basis, so it is necessary to keep track of these changes in
technology. Lastly, there is an important change in media use, which
correlates with the changes in information technology.
A segment of the research being conducted by EcoMedia involves the news
consumption of younger generations. This is the segment where our
operations will relate to.
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1.2 The EcoMedia project
Currently, Media IT’s largest project is the New(s) Media Ecosystem or
EcoMedia. At the request of several classic media companies this project
has begun its course in the beginning of 2013. The major financing
instance is the KK-stiftelsen, which is the knowledge foundation that
finances research of universities to grant Sweden a better competitive
backbone. Influential newspapers supporting this project reach from south
(Malmö) to north (Umeå).
The scope of this research project has a broad range. One of the general
questions posed, is how the changing use of media affects the current
media environment and how these different media are integrated in the
design of business models in order to digitalize the news media.
The main ambition of this inquiry is to provide a general overview of the
changes of the classic media system. We inspect what it has become today
and how it will evolve further. This way, we can give the classic media
partners a heads-up of the changing environment, so they can timely act
to this media paradigm shift. Today’s digitized newspaper providers are
being evaluated and mapped. The expected output of this project is a new
model of the changing media structure.

1.3 Assignment
The most important challenge in the assignment we were given lay in the
freedom we received to give our own twist to the project. The answer we
got to the question of what our task in this complete research would be
was: “Send us a proposal of what you want to contribute to this project
and we will review it and let you know if it suffices”. We then sat together
to discuss which direction we wanted to go. We were assigned to design a
concept. The conceptual exploration was an important part of the thesis
project. The idea was to develop a prototype of an innovative mobile news
platform that could attract and maintain a younger audience. After we had
finished our research and handed in our proposal paper, we were ready to
start on our project. We named our project “Anchor”.

Figure 2: Anchor logo
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2 PROBLEM STATEMENT
2.1 Introduction
This section builds the ideas that give guidance throughout the rest of the
thesis text. It addresses problems of the industry. The chapter describes
what the demands of the research team were and what we aimed to
achieve at the end. In order to address the main research question we had
to inquire into what lies at the basis of the problems of the current media
environment. Investigation to some potential ways of dealing with these
problems and how solving these problems will change the current media
environment are described.

2.2 News media context
The main issue of the media world we are facing at the moment is the
decline of sales of traditional news media, such as newspapers. (Orvesto
Konsument, 2015) These newspaper publishers have been facing this
problem for years now with the upcoming of digitalized media. The
younger generations are no longer familiar with the traditional newspaper.
(PewResearchCenter, 2009) Youngsters today grew up surrounded by this
changing environment and upcoming of digital media. They would much
rather use their tablet, smartphone and computer, than an old-fashioned
newspaper. In order to maintain a decent revenue, it is essential that
media companies follow this paradigm shift by adapting to modern
technologies.
Digitalized media have been around for more than a decade. The uprising
of mobile devices such as PDAs, smartphones, laptops and tablets is said
to continue. Using a mobile device with Internet connection, you have a
wide array of news sources to choose from. From a publisher’s point of
view, the main issues that current online platforms have is their limited
and fluctuating user base and that they are not very lucrative when
examining revenue generated by advertisements. One of the challenges
will not only be to attract users to the online platform, but to keep them
using the application as well. The platform has to trigger the users’
interests and keep them busy. Aspects of the gamification theory have
shown to be a useful guide to engage youngsters (Fitz-Walter et al, 2011).

2.3 Relevance and goals
We were assigned with the task to develop a prototype that contains new
and exciting ideas. These ideas might then be considered useful for future
ways of combatting the rising revenue losses news publishers are facing.
A key factor is finding modern and interesting ways of advertising.
We developed the idea of making a qualitative news platform for mobile
devices. This news platform will be all-inclusive. This means older readers
who are used to traditional ways of reading the news will find this platform
just as gratifying as younger generations.
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The design concept will be a news platform across multiple devices. The
conceptual design and creation of a mobile app that has a set of innovating
features is a large part of this thesis. The main idea is to give the readers
their own unique experience, just the way they prefer it to be. This
involves certain levels of personalization. This personalization involves the
priority of articles and which advertisements are suited for the user. There
will also be features to customize the aesthetics of the platform.
Today, youngsters get a lot of their information via social media or shared
articles. The reason why people share these articles to social media, is
because they can start a discussion and share their opinion with their
friends. Unfortunately social media are usually not equipped to cultivate a
healthy, in-depth discussion. It is important to provide a suitable platform
of discussion, integrated in our platform. Some form of peer-moderation
is considered if we want to create a healthy environment for the readers
and to abstain from liabilities in hosting hurtful content.
Other ideas for this platform involve:









Targeting different demographics.
Across different devices.
Implementing business techniques.
Information: high news value.
Integration: make the users feel part of it.
Personalization: make users feel at home.
Cultivating discussion.
Having social influence.

The cornerstone of this research is to improve the interaction between
young readers and the publishers. There is mutual benefit to be gained. If
the publishers get a bigger audience, their revenues will soar. This will
happen either directly, through transaction costs or indirectly using
advertisements. The bigger the audience, the higher the revenue. And the
higher the revenue, the more resources the publishers have to deliver
quality content to their audience. This interdependence is for a mutually
assured benefit.
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3 LITERATURE STUDY
3.1 Introduction
In order to conduct an efficient research project, it is important to stay
updated on substantive findings of other projects. This includes theoretical
and methodological contributions to a particular topic. In our case, news
consumption and modern, successful business models.
First, we will delve into the types of news consumers. Who they are and
how they prefer to stay informed. Our particular interest will go towards
the younger audiences. Since they are most prone to use mobile devices
in their media use-patterns.
Next, we will present findings about different kinds of news coverage.
What defines people who like certain news types? We can use this
information to make an all-inclusive news platform.
Then, we will inquire into the theory of gamification in order to increase
the interaction of our audience with itself and with the platform. The idea
of using this theory is to strengthen the bond between reader and
platform.
Finally, we will delve in the world of advertising and marketing. Newspaper
publishers have always been able to rely on a steady revenue, created by
advertisements. We search innovative and interesting ways to present
adverts to our audience.

3.2 Distinctions of news consumers
3.2.1 Study findings
Most adult Americans keep up with the news throughout the day. This also
implies that they use different formats, devices and technologies to do so.
Survey results show that at least 33 percent of people prefer to stay
updated all throughout the day and they even read articles in-depth during
the day. This finding challenges previous results that stated that this type
of keeping up with the news is predominantly based on reading the
headlines and consumers reserve in-depth reading for the evening.
(American Press Institute, Q1 2014)
Another interesting finding is that among adult Americans, 56 percent
reported using a smartphone (of the 69 percent that owns a smartphone),
this means 78 percent of smartphone users, uses it to check the news.
Similar numbers were found for tablet users: 73 percent of the 39 percent
of adult Americans who own or use a tablet device, uses it to check the
news. (American Press Institute, Q1 2014)
Over 60 percent of Americans say they prefer getting news directly from
a news organization compared to any other way. More than 40 percent of
people, however say social media and news shared by friends are methods
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they frequently use. The main factor here, is that consumers tend to put
a lot more trust in news that originates directly from news organizations,
compared to other forms of news broadcasts. (American Press Institute,
Q1 2014)
Many youngsters believe they do need different points of view on the
news. This is where social media are currently playing an important role.
Facebook has become the forum on which youngsters can state their
opinions and tread into discussion with their peers. (Media Insight Project,
March 2015)
While smartphones still massively outnumber tablets, we can see a steady
rise in people who own these devices. People who used to be traditional
print readers and have a willingness to pay for content are slowly
transitioning to the tablet as a favoured mobile device for news
consumption (Jeff Sonderman, 2012). The research also found an age
difference in who favoured tablets for news:
Mobile devices for consuming news

18-34

35-54

55 or older

Smartphones

57%

27%

16%

Tablets

28%

48%

24%

Figure 3: Mobile device owners’ preference of device for news by age

According to research by PewResearchCenter of Harvard University, one
in four teens say they mostly go online using their phone. Nearly threefourths access the Internet on mobile devices occasionally. Of teenagers
from age 12 to 17, a vast majority (78%) reports on having a cell phone.
Almost half of those own a smartphone. One in four teenagers has a tablet
computer and over 90 percent claims to have access to a computer with
Internet access at home. (PewResearchCenter, March 2013)
In another American survey, we find that over 85 percent of generation Y,
also called millennials (here regarded as people who were born in 1991 or
later) owns a smartphone. With nearly 45 percent of the population
generation Y is the largest segment of the population in the US. These
young consumers are also the largest segment of smartphone owners. In
the second-quarter of 2014, 85% of millennials aged 18-24 own devices
and 86% aged 25-34 own them, an increase of 77% and 80%,
respectively, in second quarter 2013. (Nielsen’s monthly survey, May
2015)
Yet another study finds these numbers to be even higher. More than 90
percent of adults aged 18-34, that were surveyed own smartphones and
half of them own a tablet. Nearly 70 percent of them, reports getting the
news at least once a day, 40 percent says they get the news several times
a day. (Media Insight Project, March 2015)
It is also important to inquire at their motivation to do so. Their
motivations vary from civic motivations (74%), problem-solving needs
(63%) and social factors (67%). These social factors could, for example,
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be the motivation to talk about the news with friends. (Media Insight
Project, March 2015)
We have seen that age plays an important part in this correlation, the
same cannot be said about gender. In the United States, men and woman
own smartphones almost equally with 70 percent of men owning these
devices and 72 percent of woman as of the second-quarter of 2014.
(Nielsen’s monthly survey, May 2015)
When inquiring into some Swedish statistics, we see similar trends. In
total, the reading of morning papers decreased from 53% to 50% In the
age group 16-29 years, the morning newspaper reading is 19% in 2015
compared to 23% in 2014. The evening press is declining with an even
faster pace. The largest Swedish newspaper Aftonbladet has declined with
6% from 2014. The reach of the mobile news application of Aftonbladet is
increasing and is now 62%, and the reach of the tablet app is 29%.
(Orvesto konsument, Q1 2015)
3.2.2 Conclusions
Examining at these studies, we can conclude that the number of
smartphone and tablet users is on the rise. Another important conclusion
is that the majority of the population of smartphone owners also uses their
device to read the news and stay informed. This is especially true for
youngsters and millennials.
Furthermore, the fact that 40% of youngsters stays informed by social
media and shared news, but does not trust these sources is notable. They
would much rather stay informed by trusted sources such as the news
organizations themselves. The inherent problem here is that people also
want a forum to discuss the news, in an attempt to be exposed to different
points of view. A forum, which is now often provided by social media, but
is often not suited for the job.
Youngsters consume news in an different way than the generation before
them did. News and information should be woven into the way youngsters
are used to connect with the world. This means mixing news with social
connection, problem solving, and entertainment.

3.3 Types of news
3.3.1 Study findings
This first study provides a challenge to the notion that youngsters in the
digital age are uninterested in the news of the world. In fact, younger
adults are high news consumers. There are, however, a number of
differences presented by age. (American Press Institute, March 2014)
Youngsters are less attentive to news on a daily basis than older people
are. But while they do not care as much about the daily news, they are
more attentive to breaking news. Youngsters are more than twice as likely
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(55%) to follow up in-depth on breaking news articles in comparison to
adults aged 60 and older. (American Press Institute, March 2014)

Figure 4: Paying in-depth attention to the news by age and news type

When examining people’s attentiveness to various news topics, we see
that the rates are similar to older adults. News topics such as business,
social affairs and science are just as likely to be read by 18 year olds, as
60 year olds. (American Press Institute, March 2014)
There are a couple of notable differences, though. One of them can be
found in entertainment news. This topic is followed by a majority of young
adults and only a minority of older people. Another remarkable result is
the topic of schools and education. 49 percent of the youngsters claims to
follow the topic, compared to nearly 70 percent of older people and 56
percent of people 60 and older. (American Press Institute, March 2014)

Figure 5: Interest in different news topics by age
Note: * indicates a significant difference from the 18-29 age group.
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3.3.2 Conclusions
These findings support our previous conclusion; that youngsters are high
news consumers. Yet there are some new points of interest they address.
An example that came forward multiple times is the interest in breaking
news presented by young adults. This information is useful when thinking
about how news platforms give their users notifications.
It is essential that a news platform that is designed for youngsters contains
the same news topics as an existing news platform, as research shows the
differences for youngsters are mostly negligible. However, the nature of
these studies describes findings about averages and the preferences of
news topics can vary greatly from person to person.

3.4 Gamification
3.4.1 Introduction
In this new era of the computerized world, developers search for ways to
increase and optimize motivation and engagement in their users. The
design of applications has switched from being function-focused, to being
human-focused. There are countless studies on game mechanics and the
behavioral psychology they imply. Yet, it remains difficult to merge both
worlds into a design that raises the motivation of the user and generates
a satisfying return on investment for the developer.
3.4.2 Study findings
In order for gamification to be effective we need to understand what
disciplines are involved. An important part is motivational psychology,
combined with game design, game dynamics, technology platforms,
behavioral economics and the user's experience. We see that gamification
can be derived into the octalysis framework. (Yu-Kai Chou, 2014)
According to Yu-Kai Chou, gamification is not just about adding points,
badges and leaderboards to your application. Instead, it should challenge
the user, spark his creativity, experience growth as a player and as a
person and incorporate social interaction with friends. Implementing
gamification does not start by exploring game elements, but with eight
core drives. These drives will give the user motivation in their own unique
way.
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Gamification core drives
Drive

Motivation

1

Meaning

You are part of something bigger than yourself.

2

Accomplishment

You develop and improve. You grow to a level of mastery.

3

Creativity

You make your own choices, designs and ideas.

4

Ownership

You possess something that you want to improve and perfect.

5

Social Influence

You feel related to others, possibly both friends and strangers.

6

Scarcity

You are impatient. There is only a limited availability.

7

Chance

You are curious about what will happen next.

8

Loss

You want to avoid missing out on certain things.

Figure 6: Octalysis framework of gamification

It is shown that these drives follow a self-determination theory of
competence, autonomy and relatedness. The motivation is intrinsic rather
than extrinsic.
3.4.3 Conclusions
The octalysis framework summarizes the otherwise complex technique of
gamification in an understandable way. It is clear that you cannot simply
make a game out of everything. We start by inquiring how the developer
can achieve the feelings presented by the core drives. The more of these
core drives can be used for the application, the better the implementation
of gamification will be.
Gamification core drives
Drive

Examples of features implementable in our project

1

Meaning

Make your own community-driven content. Use the power of the
collective mind.

2

Accomplishment

Learn how to share your opinion, the community will applaud
valuable contributions to a discussion. Find gratification by
becoming a respected member of the community.

3

Creativity

Post your thoughts on the articles you choose. Customize your
profile for everyone to see.

4

Ownership

Level and customize your account value. You most appreciated
posts will be remembered in a special section of your account.
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5

Social Influence

Cooperate with others. Manage your friends list. Make new
friends. Invite your friends to join a discussion

6

Scarcity

Post on the articles that are about your niche of interest and
improve the discussion because you are an expert on the matter.

7

Chance

Random daily log-in rewards. Gamble with your karma points.
Invest karma in your friends’ posts

8

Loss

Be quick to post on articles that will be popular in order to gain
larger rewards.

Figure 7: Octalysis framework applied to our project

3.5 Advertising
3.5.1 Introduction
Online advertising has proven to be a profitable platform for advertisers.
In order to continue to have quality content on the Internet, it is necessary
that content creators generate revenue. This has become an increasing
problem for the news publishers. Traditionally, they could sell space in the
papers to advertisers. Since more and more people make the switch to
reading the news online, a large portion of this revenue has disappeared.
Commercial banners on the sides of a web page are simply not as lucrative
as the traditional ways.
Another way of online advertising is native advertising. Other names for
this technique are sponsored content, paid posts, partner stories, etc.
Advertisements using this type match the form and function of the
platform on which it appears. The word “native” refers to the coherence of
the normal content of the platform. Brands will pay a sum of money for
every person that actually stops to reads the sponsored content, instead
of landing on a page that has a banner ad.
Another very lucrative idea that has soared in recent years is that of microtransactions (also known as micropayment). It involves small sums of
money that occur online. It is best known in the gaming industry. An
example of this is that you play a certain character in a certain game. If
you want your character to have a new outfit or an exclusive piece of
clothing, you will pay a little extra for it. Even if the game itself (without
exclusivities in-game) is entirely free. This business model is called the
freemium business model.
3.5.2 Study findings
The main purpose of advertisements is their brand-building effectiveness.
According to studies, native advertising showed higher brand lift across all
the campaigns in the study than ordinary advertising. One of the
campaigns in the study, was for a soft drink brand. They used native video
ads, and ordinary pre-roll video ads. Native ads generated a large brand
lift (82%) amongst users who were exposed to the native advertisements.
This in contrast to the ones who were exposed to the ordinary pre-roll ads
(2.1%).
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In fact, the study found that viewers were much more likely to have a
negative opinion on the brand after viewing the standard ads. The main
reason here can be contributed to the statement that people prefer choice
to interruption. (Sharethrough and Nielsen, March 2015)
A study conducted on how news readers feel about sponsored content
shows us some more insight on the matter. It shows that a minority (24%)
will actually stop to read the native advertisement, in comparison to the
normal content (71%). The conclusion was that native ads did not engage
readers as was originally hoped by the publishers. (Chartbeat, March
2014)
Publishers are often quick to assume that their readers know what it
means when an article is labelled as “sponsored content”. Half of the
readers (48%) know that the article was paid for and was influenced by
an advertiser, but the other half (52%) thought it meant something
different. (The Content Strategist – Joe Lazauskas, July 2014)
There are more dangers in confusion: two-thirds of respondents felt
deceived upon realizing that the article they just read was an
advertisement. More than half of the readers (54%) do not trust native
ads and even more readers (59%) believe a news platform loses credibility
when running sponsored articles. (The Content Strategist – Joe Lazauskas,
July 2014)
When inspecting micro-transactions in mobile apps, it can be noted that
79 percent of all U.S. app store revenues in 2014 are generated through
micro-transactions of apps that were otherwise free. That is a rise from
the previous year, which was at a solid 66 percent. Even though the overall
average revenue per download for the freemium business model is lower,
free apps with in-app purchases are the dominant business model and
proved to be more profitable than the paid apps model. (Gamesbeat – Jeff
Grubb, February 2014)
3.5.3 Conclusions
We see that more and more news publishers turn to native advertising.
The effectiveness of good native advertising has been proven by multiple
studies over the past few years. The most important problem is trust.
Poorly executed sponsored content will pollute the ecosystem of their
platform. However, none of this means that sponsored content is
completely useless. When done well, brand-created content can have a
positive impact on online written media. There are a few key ideas that
must be kept in mind. Respectable news sources are expected to be
transparent and honest with their readers. Publishers should also keep in
mind that this type of advertising should be valuable and contain some
useful information.
Micro-transactions are comparable in the way they are to be approached.
If implemented correctly and fairly, people will pay for the extra features,
even if it is only about aesthetics.
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4 METHOD
4.1 Introduction
When faced with a challenge, it is always useful to work in a structured
way. As Benjamin Franklin once said: “If you fail to plan, you plan to fail”.
That is why we decided to plan ahead with diligence and a little creativity.
Knowing the extent of our assignment and with knowledge of the context
we would be working in, we laid out a plan in order to achieve our goals.

Exploration
phase

Brainstorm
phase

Design
phase

Development
phase

Feedback
phase

Figure 8: Product development process of our project

As can be seen in figure 8 above, we first explored the context. Then we
brainstormed about which direction we would be heading. Once we knew
what we were going to do, we started designing our concepts. After the
concepts got approved, it was time to put them into development. When
we were done developing the prototype we wanted, the only thing that
was left, was asking for feedback from outsiders. How did others
experience our ideas?

4.2 Stepping stones to success
4.2.1 Exploring the context
The first real assignment we were given, was to explore the context of the
changing ecosystems of news publishers today. Special attention needed
to be given to modern day technologies and behavioural psychology of the
younger generations. More information on this can be found in chapter 2:
“Problem statement”.
After we had gained this knowledge, we decided to develop a prototype
that could provide an answer to the problems of today. Our prototype
needed to be innovating and interesting. It was to be different than any
other news platform that is currently available. That is why we decided
more investigation towards this topic was required. We searched for
studies and papers concerning the problems the industry is facing and
concerning interesting techniques and technologies we could implement in
our prototype. The most relevant pieces of information used can be found
in chapter 3: “Literature study”. We decided to make an all-inclusive news
platform by starting the development of a mobile app, named “Anchor”.
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4.2.2 Brainstorming sessions
We started by having recurring brainstorming sessions. After having
gathered sufficient input we decided to make a mind map. More
information can be found in the appendices. A mind map is a transparent
way of categorizing everyone’s ideas that came up during brainstorming
sessions. It is particularly useful when you are part of a three-man group.
This mind map would serve as some sort of summary of our prototype
app.

Figure 9: Mind map that summarizes the prototype
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4.2.3 Interface design
A large portion of how a user judges an app is based on the graphical user
interface. This ties into the total user experience. It needed to look
modern, clean and crisp, while remaining functional. In order to keep it
functional, there are a few certainties in the design of a news app. This
means we will include a traditional news feed.
After we had noted some ideas and knew which direction we were heading,
we made some sketches on a piece of paper. This is an efficient way to
help with the creative process, as things are easily scrapped or added.
More of these sketches can be found in the appendices section.

Figure 10: Early sketches of Anchor

After we had made these quick sketches for most of our views, we decided
it was time to turn them into more professional-looking mock-ups. We
followed two routes: first, we tried using Codiqa. Although this tool
provides easy ways of quickly making interactive designs, it did not
provide us the means to create the layouts we had sketched.

Figure 11: Codiqa logo

Figure 12: Photoshop CC logo

16

The alternative route was using Adobe Photoshop CC. This method
involved more strenuous work, but it did give us the freedom we required.

Figure 13: Mock-ups based on sketches

Most of the designs were now done and ready to be discussed in one of
the weekly meetings with the EcoMedia project group. This supplied us
with plenty of constructive critiques and guidance to direct our ideas. The
designing phase was now finished, the results can be seen in chapter 5:
“Design and development”. We were now ready to start developing some
of these designs into a real app. We decided to use Android Studio for the
development of our prototype. Mostly because we are in the possession of
several Android devices, which allowed us to continually test the app on
real devices.
4.2.4 Programming in Android Studio
Android Studio is a relatively new developing platform. Where Eclipse was
used earlier, it is now often being substituted by Android Studio. Mostly
because the latter, is used by Google engineers. This means it will be
updated more frequently, unlike the Eclipse plugin. Additionally, it offers
faster processing speeds than Eclipse, since it is based on IntelliJ. To
conclude we can say the choice for Android Studio is an obvious one. This
Google.inc developed platform offers us the best means for developing our
Android application.
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Figure 14: Android Studio Logo

Android development in Android Studio is done using Java. This is a classbased, object-oriented programming language. Java’s intent is to use the
WORA (write once, run everywhere) philosophy. Where Java code would
normally be run on a JVM (Java Virtual Machine), it is instead ran on Dalvik
in Android. Dalvik is a specifically designed VM for Android. Which was
used up until Android version 4.4, also known as KitKat. Although the new
VM, which goes by the name of ART, was already built-in in Android 4.4,
it only became standard with the release of Android 5.0. This new VM
offers better performance compared to its predecessor. This performance
enhancement can clearly be seen after the conduction of some benchmark
tests. Where the ART VM clearly outperformed the old VM.

Figure 15: ART vs. Dalvik: CPU Performance on Nexus 5

Android Studio was a new developing platform for all three of us. To get
to know this platform, we decided to first run through the basic tutorials.
These tutorials gave us insight on how developing should be done in
Android Studio. After having concluded these tutorials, we felt like we had
a general idea of how everything worked.
We started off by creating two different projects in Android Studio, one
where the layout of the pages would be the most important thing. This
project could later be used to explain our ideas and conduct the survey.
The second project would deal with bringing the layout and the Android
design together. This project is more focused on Android design
guidelines. This proved to be the harder of the two, since the newest
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iteration of the Android API deprecated a lot of commands and even
examples in Android Studio. This is only one of the many problems we
have encountered whilst developing. A more in-depth view of the
development can be read in Chapter 5: “Design and Development”. After
finishing these two projects, it was time to fuse them together into one
application which would combine the Android design guidelines with the
layout we had designed.
Our next step was to get some feedback from outsiders. This feedback
served as an indicator of how other people liked the idea, and what was
still lacking.
4.2.5 Conducting and processing a survey
There are many different reasons why one would choose to conduct a
survey. In our case, it is mainly to prioritize our actions based on objective
data. Rather than simply relying on what we feel is right, it is of importance
to gather objective information. This objective information will help us to
make sound decisions.
There are different types of surveys. Which type one chooses depends on
specific goals and needs he has. The type of survey we chose is that of
product development. Typical questions that are answered in this type of
survey are:




Will our new idea for a product or service work?
Will our target population be excited about our new product?
What does our target population need that they cannot find right
now?

We have made our own questionnaire, which relates to our project.
Following the advice of the EcoMedia research group, we will give our
respondents some visualization and a little demo.
The form of our survey is that of a personal interview. This is a meaningful
way to gauge attitudinal behaviour. Studies have found that personal
interviews are tolerated to be longer and the responses are more valuable.
(SuperSurvey, 2007) Valuable response will, in turn, generate richer data,
which can later be processed. The survey questionnaire and following
result analysis can be found in chapter 6: “Analysis and contemplations”.
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5 DESIGN AND DEVELOPMENT
5.1 Introduction
When we first started thinking about the design, we analysed the lookand-feel of existing news applications. We searched for innovative ways
to improve them. Our platform was to be accessed on a variety of media,
such as a computer via a website or via a mobile app with smart gear
integration. We decided to develop the mobile app and investigated which
pages of the app would be worthwhile to create to give a comprehendible
idea of what this app is about.
This chapter expands on that app. You can find the views of the different
graphical user interfaces used in this prototype, which are then explained.
We will start by presenting the basic user interfaces. These often do not
require a detailed explanation, as they will show a lot of similarities to
existing apps. The more interesting user interfaces, can be found in the
third subsection of this chapter, called: “Featured GUI’s”.

5.2 Basic GUI’s
5.2.1 Introduction
We started out by drawing mock-ups for the basic graphical user
interfaces. These interfaces are mainly what one can expect to find in a
mobile app that is user-based and thus requires the user to log in.
5.2.2 Welcome view
An important part of our project revolves around the platform being
account-based with a profile. Therefore, this first page allows the user the
option to either log in with their previously-created account credentials or
he can create a new account by registering to the platform.
The screen, which can be seen here as fig. 16 shows our design ideas. It
can be seen that there is a correlation between the name, the logo and
the rest of the design. This screen will be the first one to pop up when
starting the application and it gives the user access to further use of the
app.

20

Figure 16: Welcome view

5.2.3 Register view
When the user is new to the application and is not yet in possession of an
account he can press the register button in the welcome view to access
this view. The screen allows the user to create an account by offering
different register options. The most conventional way is that of registering
by choosing a username and a password. This option can be extended by
adding an e-mail address to the account.
To offer options for everyone, we also decided to introduce “sign in with”buttons to gain access, by extracting the needed user information from
social media like Facebook or Google+. This way we give the user more
freedom and we lower the threshold to start using the app. Specifically,
when we consider at the audience we are aiming for, we need to give
different options as youngsters are getting used to using their social media
profiles to log in. It offers an easy and fast way of accessing without the
need to remember usernames and passwords.
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Figure 17: Register view

5.3 Featured GUI’s
5.3.1 Introduction
The pages described in this section will form the core of our platform. This
core holds the community together by offering the content, the personal
user profiles and interaction. This interaction exists between the users and
the platform, as well as between the users themselves.
This project introduces two sources of revenue, discussed in this section.
There are advertisements which appear in the form of articles on the
newsfeed. Additionally, we supplement this with the possibility of microtransactions.
5.3.2 Newsfeed view
The main content provider of our application is the newsfeed. On this page
we have set up a header with some basic information like a clock, the
current location and the current weather, along with its temperature. We
use this activity as our main view and centre all the news content on this.
Below this header, the main content of the activity can be found. A
ScrollView allows the user to browse through the newsfeed. This feed is
generated based on a priority-ranking algorithm. This way the feed is
customized for each user and will show the articles which the user will
likely find important. This is explained further in the account page section.
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The feed list consists of a picture and a text preview for each article. The
articles can be accessed by just tapping their preview once. Because
loading the complete set of articles can be demanding, the maximum
number of loaded articles will be set to a fixed number. Each time the
previous set has been scrolled through, the next one is loaded.

Figure 18: Newsfeed view

5.3.3 Article view
After choosing an article from the newsfeed by tapping the preview, the
main view for that article opens up. This part is the content of the platform
that the news publisher delivers. It show the article’s title, picture and the
actual text. The layout is another ScrollView, which contains the complete
article. Here the user can read through the entire article.
We are also implementing a system where users can comment on articles.
Each article will have its own discussion or comment section. More of this
can be found in the comments view subsection of this chapter. When
scrolling to the bottom of the ScrollView, the user can read one of these
comments. This is the comment of a reader that has gotten the highest
rating on his comment from his peers, the other readers. When the user
taps on this comment, the comment pane opens up. The fact that this
highest comment is visible to all readers will trigger discussion. Even
among people who are not used to comment on things online. People will
feel the urge to reply in agreement, disagreement or add some nuance.
Or they can just write their own opinion on the matter.
Further down the ScrollView of the article, you can find a check mark or a
cross mark. These markings have a double purpose: on the one hand, it
will increase the weight of the article for other users (especially your
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friends). And on the other hand, it will also play a role in the calculation of
the priority rank for your newsfeed. So it is a highly adaptive system.

Figure 19: Article view, normal and scrolled down

Upon inspecting figure 19 above, we find a tagline “Powered by Audi”. This
is one of the two spear points of revenue we had in mind. The idea was to
blend the advertisements in with news articles. The ads will be written up
in almost the exact same way as news articles. Ads do not have to be
boring and dull, instead they can be informative. Users can even rate the
ad if they want. The more revenue the platform can generate, the better
the services provided for the users will be. If the platform is transparent
and fair enough, people will want to contribute. Following the importance
of personalization throughout the app, the advertisements will also be
catered to the user. So a car enthusiast will be more likely to get an advert
about a car. There is even a comments view added to the advert, just like
a normal news article would have.
As we have previously discussed in chapter 3, caution is advised when
using native advertising. Readers may never feel that they are being
deceived by the publisher. We need a clear and transparent differentiation
between regular news articles and native advertisement. In our example,
we differentiate using the caption: “Powered by …”.
5.3.4 Comments view
This section is built around three core parts and is the heart of the
community of the platform. The first part is the same header title as the
article had, which reminds the user what the conversation is about.
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The second part, is the input part. This is just an input text box where the
user can type his comment, which will then be added to the existing
comments. This can be a brand new comment or it can be a reply to
someone else’s comment.
The last part is the collection of the totality of all the comments that have
already been posted on the article. The comment section is built up in a
hierarchical structure, which allows users to not only give their opinion on
the article, but also to reply to comments to create a discussion. An
example of this hierarchical structure can be seen in fig. 20.

Figure 20: Comments view

This type of hierarchical commenting has been around for quite some time
but has not yet been adopted by every big player yet. It has only been
until recently that Facebook implemented this technique as well.
Similar to the voting system of the articles we have a voting system in the
comment section. Users can up-vote comments they like. Depending on
the selected option you can sort comments based on the newest, most
popular or all-time favourites.
When the comments are up-voted they go up in their respective parent.
Eventually the comment who acquired most up-votes will be featured in
the article itself. Later on it could be a possibility to implement a medal
system. This allows users to award medals, that they bought through
micro-transactions, to other users.
To avoid liability issues or unwanted comments, it is important that we
have some kind of moderation. Moderating every comments section on
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every single article is too arduous. That is why we have will have to provide
an implementation of peer moderation. The same way comments can be
up-voted, they can be down-voted as well. When the sum of this up- and
down-votes reaches a threshold, like -20, the comment will be
automatically hidden or removed.
When more urgent moderation is required. We implemented a system that
puts confidence in our most active and loyal users. The few top readers of
Anchor will get promoted to the rank of moderator, if they so desire. Every
down-vote of these moderators will account for -15 points towards the
balance of a comment. This will not delete them instantly, but at least it
puts them all the way down in the list. Here it is still possible that they get
voted down even more, until they disappear.
5.3.5 Profile view
Our application revolves around the community we try to create, so it
stands clear that this page is imperative to our project. Upon registering
as a user, you get to choose a username. This username will identify you
during future use of the app. The account overview is accessed through
the menu. The first part shows the nickname, age, gender, location and
your highest achieved title.

Figure 21: Profile view

Avatars can be unlocked through micro-transactions or by earning
achievements through extensive use of the app. It is possible for everyone
to see your profile, so you can show off your earnings. The next part of
the view is the total amount of karma you have earned. It also shows the
different news genres you have gained most karma in. This top represents
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the types of news you are most knowledgeable about. These are shown
with their respective amounts of karma points. Karma points are the total
amount of up-votes (minus the total amount of down-votes) one has
received on all of his comments combined throughout his career.
At the bottom of the account page, a graph is visible. This graph indicates
your karma gain over time. This will work as a motivation for the user to
keep the line going upward, rather than slacking downward.
In this view you can also see a button. This button allows users to set their
personal preferences. These are the preferences in regards to which
genres of news articles they prefer to see in their newsfeed and in what
order.
5.3.6 Preferences view
The newsfeed of Anchor is personal. It is personalized as the user can
choose which news genres will be shown, as well as the order they are
shown in. Following the button that can be seen in the profile view of figure
21, one can change their preferences by dragging the bars of each genre.
Each person is different and has their own mix of interests when in regards
to reading news articles. Setting these preferences will influence the order
of articles as they appear in the newsfeed. There is even a possibility to
ban certain genres of news, in case they do not interest you at all. These
preferences are then used in the calculation of the article rating system.

Figure 22: Preferences view
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The priority of an article is based on the preferences you set and the way
you rate individual articles. There is an additional option in this calculation
to integrate the news your friends read. This way you get news articles
that your friends find interesting. Then you can invite them to a discussion
in the comments section
These factors have an effect on the affinity you have with the article. The
weight of an article is based on the number of votes and comments the
article gets. When articles of important events appear or when we have
breaking news stories, editors can manually add a weight to the article to
boost it up to the top of the feeds. As a last parameter to calculate a
priority rank for an article, we take into account the date and time of when
the article was posted. This last parameter can be addressed as the decay
of an article. Older articles will be treated as less important than newer
ones. Early contemplations on this matter can be found in the appendix.
The priority rank of an article can be visualized by following equation:

𝑃𝑟𝑖𝑜𝑟𝑖𝑡𝑦 𝑟𝑎𝑛𝑘 = ∑ 𝐴𝑓𝑓𝑖𝑛𝑖𝑡𝑦 𝑥 𝑊𝑒𝑖𝑔ℎ𝑡 𝑥 𝐷𝑒𝑐𝑎𝑦
Equation 1: Formula of priority ranking

5.3.7 Friends list view
Peers can play an important role in social media and digital media in
general. This is especially true for the youngsters, since they grew up with
this technology.
The page is a list of your friends’ accounts. They can be added by tapping
the button in the upper right corner. If you have registered using social
media, it is possible to add or invite your friends from that social media.
Through this friends list, you have the option to let your friends know what
interests you and what you are currently reading. In turn you can see what
they prefer to read. This option can also be turned off, for privacy reasons.
In the list view of the friends list you have an overview of all your added
contacts. The list shows their nickname, avatar, title and the amount of
karma they have attained. You can also see their current status which has
three options: “Online”, “Away” and “Offline”. When tapping one of your
friends in the overview you can access their account page to get a detailed
view of their profile.
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Figure 23: Friends list view

5.4 Navigating through the app
We needed a simple and intuitive way of navigating through the views.
After discussing all kinds of solutions, the Android design language offered
us the right one. The design language recommends using a slide-in menu.
It can be accessed by pushing the button or sliding in from the left.
This menu will hold shortcuts to all the previously mentioned views. This
is the most intuitive way of navigating within the app, since almost all
other Android applications use the same type of slide-in menu. This brings
recognisability to the user. In figure 24 the slide-in menu can be examined
in the open state. The second part of the figure shows the slide-in menu
when it is hidden behind the top left button.
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Figure 24: Navigation using the slide-in menu

5.5 Notifications using smart gear
The limited size of smart watches and similar devices restrict the uses for
news media. There is, however, an opportunity for our project to
implement push notifications to these devices.
Pushing the personalization of our platform even further, with the priority
ranking algorithm, we can alert users of news articles they will be
interested in. Also if someone responds to a user’s comment, he is alerted.
Now he can get to his phone or get onto a computer and see what is being
said.

Figure 25: Smartwatch notification for comments and new articles
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Although at first it was thought that smartwatches would not hit it off with
the audience and had no real future in this project, one of the surveys
conducted by EcoMedia showed otherwise. When doing the first test round
with volunteers it became clear that these assumptions were false.
Everyone in the test was very positive about these wearable devices.
Some even stated that they might buy one for themselves.
The thing that makes these wearables useful in our context, is that they
can help sort the notifications between the smartwatch and the
smartphone. When having to take out you smartphone for every
notification that gets pushed, the user might get fed up and stop reading
every notification or even turn the pushing of notifications off.
By redirecting some of the notifications to a smartwatch in the form of
news article headlines, the user can just quickly glance at it and stay
informed without getting overloaded by push notifications. Early
prototypes of the smartwatch notifications can be found in the appendices.
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6 ANALYSIS AND CONTEMPLATIONS
6.1

Introduction

We decided to conduct a survey to evaluate the prototype we designed.
We wanted feedback on some of the features. An important aspect of this
test is that it was performed on the target audience, our fellow students.
These students were very eager to help us. Most of them have been in the
same position, in needing to conduct a survey for their studies. In total,
we managed to conduct our survey with 28 respondents.
At first, we reviewed the prototype ourselves and found some points of
discussion that we wanted to present to a larger crowd. After this review,
we made a list of questions and evaluated their relevance to the project.
With the final list of questions, we addressed our fellow students to get
their opinions. We loaded our project onto a tablet to be able to visualize
the issues addressed in the survey. This way we could give the questioned
students a visualisation of what we were working on.
It became clear that this survey became more meaningful when we
entered in a discussion with the test group. This way we got to know their
real opinions. The questions that were asked can be found in subsection
6.2.1 and their respective results are discussed in section 6.2.2.

6.2

Survey

6.2.1 Survey questions
6.2.1.1 Differentiation between news articles and native advertisements
As a source of revenue we would like to implement articles that are, in
part, written by our investors. These articles act are sponsored content
and are a form of advertising. This was further discussed in chapter 3:
“Literature study”. We designed these articles as having a tagline. This
indicates which partner paid to have the article published. This is shown
in figure 26.

Figure 26: Sponsored content tagline: “Power by …”
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The first question in the survey was whether or not the use of a caption
for such an advertisement article suffices. We asked if there was need for
further differentiation between these two types of articles. This is a key
point for us, since we want to avoid the user feeling deceived by getting
disguised advertising. Because this is mainly an ethics issue, we decided
to include this in our survey.
6.2.1.2 Letting your friends know what you are reading
One of the features of our integrated friends list is that there is an option
of letting your friends know what you are reading. There are several
possibilities in showing what you are reading. In the list you can see the
status of each of your friends. Below this status you have the opportunity
to show what you are reading. The first way of letting your friends know
what interests you is by showing which type or genre of news you are
reading in their friends list, as shown in figure 27.

Figure 27: Friends list shows which genre you are reading

While this is still a very neutral way of letting people know what interests
you, not everyone is willing to agree with this because of privacy concerns.
This is why, it is a better idea to offer a way of choosing what you share
with others. Another option is a setting in which you can choose what you
share and how detailed you share it. When you are reading a sports article
for example, you have different ways of sharing this. You can display that
you are reading up on sports, as the less detailed way of sharing. A more
specific way would be to show the actual title of the article.
The last way of sharing articles that interest you, is by clicking a share
button. This is very similar to the way sharing of articles happens today.
However, the main idea will still remain that all sharing happens within
the platform. Thus, it is not redirected to any social media. An interesting
option for this share button is that the user chooses who of his friends gets
to see this, by using a filter.
The question we posed our participants was whether they would like to
share this information or not, and in what way they would do so.
6.2.1.3 Enabling location-based services
The integrated location-based services can be of use for both the
application and the user. The application will be able to provide locationbased articles and advertisements that are relevant to the user’s current
position.
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Additionally the app uses widgets that show the current weather. One
advantage of enabling the location-tracking service is that the user can
get local weather information.

Figure 28: Weather widget

The use of location-tracking might scare users as it seems like an invasion
of their privacy. Thoroughly explaining what the application uses your
location for seemed to help people to decide to enable the locationtracking. Today, many applications offer this option to improve their
functionality, but also refuse to inform the users what they actually use
this information for. This kind of transparency is important to us.
We asked our participants if they would be willing to enable this feature to
get more accurate information. In case they were not prepared to do so,
we wanted to know what withheld them.
6.2.1.4 Personalizing the news feed
When we came up with the idea to implement a newsfeed, it seemed
important to us to give the user the possibility to personalize it by setting
preferences. There are several ways of doing this. For example, when the
users has read an article, they can indicate whether they liked it or not.
This way the platform can alter the newsfeed with articles that are
interesting for the user. Additionally, it can also be taken into account
which types of articles you generally read to give more accurate
recommendations.

Figure 29: Give each genre a score of importance (preference view)

One of the features we integrated into the applications is a page where
the user can set his preference for every type of news. There are different
ways of implementing this, so we tried some variations. In figure 29, the
prototype with a slider to give a score is shown. This score indicates how
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important you find this type of news. Note that a genre can be completely
shut off of the newsfeed.
The question for our test group was if they would like to personalize their
newsfeed in the first place. If indeed they would like to influence it, we
asked how they would prefer to set their preferences. We offered them
the choice between the preference menu, letting the application decide
based on your reading habits or have a combination of both.
6.2.1.5 Registration to the platform
Apps developed over the past few years have shown us various examples
of log-in and registration methods. At first there were the more traditional
ways of registration, like using a nickname in combination with a
password. After a while, platforms began to introduce signing up with the
use of an e-mail address. Using an email address was the first sign-up
method that implied a first real privacy issue. People might not like to
share their email address, because several applications use these e-mail
addresses for commercial purposes.
The most recent way of signing up for a digital service has become the
use of social media to get log-in credentials. In the register view, an
example of our prototype is shown. It offers this option together with other
possibilities. This is a very convenient way of logging in but it comes with
a downside. You give the platform permission to extract information from
your social media profile. People often regard this as a major privacy issue.
In our questionnaire we offered a choice between using social media,
setting up an account using an email address or just choosing a username.
The main goal was to find out how people think about privacy regarding
sign-up methods. This question is important as we would like to know
which way of registration will make the user trust the platform more.
6.2.1.6 Peer-moderation of comments
An important part of our platform is the community. The community
provides the platform with extra content and is the heart of the
discussions. The main issue when using this commenting system is the
possibility of having people post offensive and inappropriate responses. A
number of news services have therefore redirected discussions to other
platforms such as social media to avoid legal problems.
Forums often implement the use of moderation, this happens
automatically by a voting system with a down-vote threshold or by a
person scanning through the content and filtering out inappropriate
comments. To implement this in our platform we separated the two
options.
In the first option the community can moderate the comments on their
own. When a response gets disliked by a number of people it might sink
all the way down to the bottom or disappear entirely.
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In the second option of moderation, valued members of the community
are assigned the role of moderator. This moderator role can be assigned,
for example, to the top 5 karma gainers in each genre.
We asked the people in our focus groups if they were fond of the idea of
peer moderation and whether they would accept the position of moderator
if they were considered as possible candidates.
6.2.2 Survey results
6.2.2.1 Differentiation between news articles and native advertisements
After showing the way we differentiated native advertisements and
journalistic pieces, we were able to separate the test group into two
groups. More than half (57%) of the respondents thought the tagline was
enough, as they knew it referred to a sponsor who provided the article.
One of the more interesting comments was that it is a sufficient form of
differentiation for users who are already familiar with the news platform.
36% of respondents would like to see more difference between the articles
in the form of coloring the background or adding more obvious colored
frames. The rest of the respondents did not like the idea at all. They
wanted a complete separation of advertisements and journalistic articles.

Figure 30: Differentiation between articles and ads

6.2.2.2 Letting friends know what you are reading
When we showed the friends list view, the test group saw an example of
how friends can see what you are reading on. Few people were interested
in showing everything that they read to their friends.

36

Figure 31: Article sharing preferences

The vast majority (78.6%) of the people, would like the option to decide
for themselves what they would share and how they would share it. More
than one-fifth (22.7%) of these people mentioned that they would like to
have a share button for each article which allows them to share the article
with specifically selected friends.
The main reason why people preferred to decide for themselves was the
concern of privacy. We got the suggestion to show everyone the genre of
the article you are reading, but only allow friends to see the title of the
article. Apprehensions of privacy about subjects like religion or politics
where the determining factor. This way, however, it would still allow
friends to read up on the same article in order to later debate about it.
6.2.2.3 Enabling location-based services
When asking people about their opinion about location-based services we
had a lot of positive reactions to the fact that it would improve finding
interesting local news. On the other hand, some people did not like the
idea of the application tracking where you are. Again privacy issues were
the determining factor for these people. This second group disliked the
idea of location-based services in general and some stated they are not
interested in reading up on local news anyway.
The large majority, about 71% of the questioned people, would enable
location-based services. This mainly because the improved search results
for local news in order to get a better feeling of what is happening in their
close environment. When discussing the possibility of not only providing
location-based articles but also location-based advertisements it was
generally accepted that this would also be helpful to the users, as they
would get advertisements that are useful for them on that moment.
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6.2.2.4 Personalizing the news feed
Upon examining the preferences activity in the demo app, we started a
discussion about the priority ranking algorithm. We described about how
the application can personalize the news for you. Only 3 out of 28 people
said they did not want any form of interference by a preference settings.
The rest of the respondents could be divided into three groups. People who
prefer to set their own preferences, using their reading habits and those
who prefer to combine it with the algorithm. 53% of the test group would
like to have an automatically personalized news feed based on their
reading habits.
The people who liked the preference page, said they would like to set their
preferences themselves. Most of them did not have faith in the algorithm.
The concern came up that they were afraid they would miss some
interesting articles. It might also have unwanted side-effects. Imagine you
are reading up on a lot of scientific articles and afterwards your newsfeed
is filled with scientific articles. When searching for new articles some
interesting articles could get lost in all the recommended articles. To
develop a decent personal feed it was indicated that setting initial
preferences is a viable option if the feed will continue to personalize by
analyzing reading habits. A reason why some people disliked the
preference settings was that setting their personal preferences was too
time-consuming.
6.2.2.5 Registration to the platform
As we had expected, a lot of people in our survey (78%) dislike the use of
social media to log in to services. The fact that the application gains access
to the information on their profile scares them, as they cannot fully control
what happens with it.
By using another way of access like using a username or logging in with
an email address they feel that their identity remains more secure and
their reputation outside the app will not be affected by their reading and
commenting behavior on the platform. In other words, this gives the user
more freedom to be active on the platform. This, because some topics are
quite sensitive in regards to people’s religious or political beliefs. It was
also mentioned that some applications post spam on social media without
the user knowing or allowing it.
On the other hand, there was a minority that would use social media to
access the platform. They said it would make the platform more easily
accessible and they would not feel obligated to remember their log-in
information this way. On top of which, it would allow for a quicker entry
to the service. This small group pleaded for the option to be implemented.
To conclude these results, people would like to be given a choice. The
opinions about this subject are versatile enough to allow only one way of
registration. We will offer multiple possible options.
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6.2.2.5

Peer-moderation of comments

To evaluate and decide the types of moderation to implement in our
application we gave the focus groups two options to choose from or
combine.
The first thing that came up was that deleting comments by voting is not
the best solution. The reason to implement moderation is to stop people
from bullying specific demographic groups. When deleting down-voted
comments the reverse is also possible. When a valid comment posted by
a minority gets down-voted by a large group of discriminating users we
create another form of bullying. The platform could also result in a hivemind, instead of a platform to share different ideas and opinions. For this
reason it is preferred let the down-voted comments sink down in the
collection of comments instead of permanently deleting them. This way
relevant comments will be featured at the top of the comment section.
The other solution is to have a user gain the status of moderator when
they prove themselves worthy of the task. This can be done when the
user, for example, gets in the top 5 of karma achievers for that specific
topic. By gaining these points the user proves that they are well-known
with the subject and are capable of taking the role of moderator. These
moderators can manually moderate comments and on manage the peermoderation to keep it under control. Some people were genuinely
interested in the role of being a moderator. They would see it as a privilege
to be a part of the project after showing your knowledge in the subject. It
would create a stimulation for users to be more active in the community
to achieve this role. The tricky part will be that it is hard to keep your
personal opinions from getting the upper hand while acting as a
moderator. About 36% of the respondents would accept the role of
moderator, if it was offered to them.
In regards to moderation in general, whether it is being done by a
moderator or by the community, most people are for the concept. Only
7% of the respondents were not interested in having any kind of
moderation in the platform.
6.2.3 Survey analysis
The answers we got from the focus group were very versatile, interesting
and sometimes surprising. We tried to set up a list of questions of which
we thought the answer would improve our insight for the further
development of the application. We certainly got some answers that
indicated that some changes are needed.
It came forward that the current users of digital media value their privacy
very highly. Especially in the sense that they would like to keep as
anonymous as possible, in order to preserve their reputation outside these
kinds of services. Few would use the registration method which uses your
social media profile information, even though it improves the ease of use.
They seemed afraid that when reading or posting controversial content, it
would affect their reputation on those social platforms. We thought this
privacy issue would extend to the use of location-based services, but we
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found that the opposite is true. Over 70% of the questioned persons would
not mind enabling location-tracking to improve either their search results
or to get a better-targeted newsfeed.
Other privacy issues were addressed in the survey, regarded the sharing
of articles and letting friends know what kind of news the user would be
reading. We have had some suggestions to handle this subject. At first we
were thinking of just showing the type or genre of the article in people’s
friends lists. We have discussed this thoroughly with our focus group and
came to the conclusion that giving the option to choose, is the most viable
solution in almost every situation. People prefer to decide for themselves
whether or not they show what they are reading. Some would even like a
button to share articles with the people of their choosing.
Regarding the registration we encountered the same result. People do not
want to be given only one choice of logging in, they prefer to choose the
way they think is best. After consideration this will eventually be the way
to go, as not everybody is comfortable with using their social media
profiles or even their email addresses. They could also prefer to create
their own alias in the form of a username to protect their identity.
Also when personalizing the newsfeed, the use of the algorithm which
decides which are the best articles did not gain the trust of the test
audience. As was the case with the previous subjects, people would like
to be given a choice of personalization. Over 70% of the students did not
trust the app to solely decide for them and would like to set their own
preferences.
For the last part of our survey we asked the test group for their opinions
regarding offensive and inappropriate comments. Over 90% of the
questioned students would like to see some form of moderation integrated
in the platform. It will be important to monitor peer-moderation because
of the hive effect. The way people vote will influence the place of the
comment in the collection of all comments. In regards to assigning
moderator statuses, there is a sufficient amount of people who are
interested in taking on this role.
The main conclusion of this survey is that people like choices. Even if they
have already made up their mind on which option they will take, having
the choice is always nice. This will also result in the platform being more
accessible to a wide range of digital media users.

CONCLUSION….
This thesis was written to give a comprehensive view of the changing news
media ecosystem. We explored how the younger generations consumes
news content and how different devices are integrated in their media usepatterns. Our research question was the following: How do youngsters
prefer to stay informed and how can this knowledge be used for the mutual
benefit of both the reader and the publisher?
In order to get valuable findings surrounding this research question, we
decided to develop a prototype of an app. This app was part of an allinclusive platform.
The idea was to incorporate innovative features, such as gamification. We
looked into the core drives of what a successful gamification
implementation comprises and applied them to this platform. We found
youngsters are primarily stimulated by drives as meaning,
accomplishment and creativity. The social influence drive is only important
for a minority of the youngsters as the majority is too concerned about
privacy. Overall, we can conclude that the intrinsic implementation of
these drives was successful in creating an incentive for our user base.
Furthermore, we wanted to spark the interest of younger generations of
news consumers through interaction, integration and personalization. A
big part of this are the message boards per article. The majority of the
community has shown to gladly moderate these message boards.
By using Android Studio we were able to create an app, called Anchor.
Anchor allowed us to visualize our ideas, so they could be showed to
people of this target audience. Their thoughts about the features of our
project, showed us what can be done and where to be careful.
This thesis provided us with answers to our research question. We gained
insight in how youngsters prefer to consume news. This study indicates
that a platform that integrates the youngsters through interaction and
personalization is desired by the youngsters. We found that this generation
of young consumers knows what they want. They have been raised in a
world of technology and are certainly not naïve. Above all they value the
freedom of choice, especially in regards to privacy concerns.
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APPENDICES
Early brainstorming result

Determining how to test the results

News feed sketch

Article sketch

Native advertisement article sketch

Friends list sketch

Account page sketch

Early smartwatch sketches

Priority algorithm contemplations

Smartwatch notification prototype

The complete survey
Jennes De Schutter
Kristof Gabriels
Bjorn Ravers
Focus group prototype testing

"We are three Belgian engineering students from the KU Leuven and are
currently working on our master's thesis. The subject of our thesis is
exploring modern opportunities for news media in order to reach young
audiences. As part of our project we are designing an application for a
mobile news platform and would surely like to test it. The meeting would
be a short demo of our prototype and some questions will be given."
1. Which media do you use to stay informed?
Almost
never

Rarely

Once in
a while

Frequently

Very
often

Newspapers
Magazines
News
websites
Social
media
Tablet news
apps
Smartphone
news apps
Others

When using other forms of news media, which ones do you use?

2. Do you use any news applications on your smart devices? (If yes,
which ones?)

3. When using social media and news platforms, do you tend to give
comments or just read the content?

4. Would you be encouraged to give more comments when there is a
possibility of gaining privileges with reward points?

5. Do you think using a reward point system will increase your effort
to keep actively using a platform? (e.g. Facebook likes) -Account
page-

6. In your opinion, is it sufficient to differentiate advertisement articles
with a “powered by” caption or do you think they need a more
obvious differentiation from standard articles? -Article page-

7. When reading articles, would you like them to be shown at the
friends list of your peers or would you like a way to select this
sharing of information for privacy reasons? -Friends page-

8. If the application ask you to give it access to enable location
services to provide more accurate location based news, would you
allow it? If not, why wouldn’t you? -News feed-

9. The news feed can be personalized. Would you rather select the
shown types of news yourself or let them be based on your reading
habits? Why would you choose this option? -Preferences page-

10.Social media can be used to login to applications. Would you rather
let the application register you through social media, by using your
email or letting you choose a username and password? Explain your
choice. -Register page-

11. Is it a good idea to implement peer moderation? –comments page-

12.Would you consider taking the role of moderator, after gaining
sufficient karma points to get in the top 1% of users? –comments
page-

