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SESSION OUTLINE

In a world where social media platforms continue to shape 
public opinion and news consumption habits, it is imperative 
for local news organizations to adapt and thrive.

This talk will feature a deep dive into the latest trends, 
challenges, and opportunities presented by social media. 

Today we will learn how to leverage these platforms to 
enhance engagement, build trust, and foster more informed 
communities.



INTRODUCTIONS

• -  Your Name

• -  Group/Paper(s)

• -  Which social channels your outlet(s) use

• -  What you want to get out of today



PLAN FOR TODAY

1. Where we have come from

2. Where we are today

3. Implications for your newsrooms

4. How to harness social media

5. Looking ahead



1. HOW WE GOT HERE



REMEMBER THESE…

First… a little history















ANY OTHERS?





• The live-streaming app Meerkat was removed 
from the App Store and Play Store on October 
4, 2016, and all services have since stopped.

• The app's website now redirects to Houseparty, 
a new app developed by the same company.

• That site was delisted from the app stores in 
October 2021. 



PERISCOPE: DISCONTINUED 31ST MARCH 2021









2. SOCIAL MEDIA + DIGITAL TODAY







What are the most popular 
social networks in the world?

















CLOSER TO HOME…



USA – CHANGING MEDIA



NEWS VIA SOCIAL

“Digital news has become an important part 
of Americans’ news media diets, with social 

media playing a crucial role in news consumption. 
Today, half of U.S. adults get news at least 

sometimes from social media.”

Pew Research Center: Social Media and News Fact Sheet

November 2023



SOCIAL SOURCES FOR NEWS

• Three-in-ten U.S. adults say they regularly get news on 
Facebook, just ahead of those who say (26%) they regularly 
get news on YouTube.

• Smaller shares regularly get news on Instagram (16%), 
TikTok (14%), X (12%) or Reddit (8%). 

• Even fewer Americans regularly get news on Nextdoor 
(5%), LinkedIn (5%), Snapchat (4%), WhatsApp (3%) or 
Twitch (1%).





WHY?



BUT

Users also critical of platforms. 

This presents an opportunity for 
trusted news brands on social.

BRANDS LIKE  YOU.





KNOW YOUR 
AUDIENCE

Not all platforms are the same:

- Different functionality

- User needs/purposes

AND demographics



MIND THE GAP





3. WHY SOCIAL MEDIA MATTERS 
(OR SHOULD MATTER) TO YOU



INCLUDES

Large reach Time spent on 
social media

Preferred media 



HOW MUCH TIME 
DO YOU SPEND 
EACH DAY ON 
SOCIAL MEDIA?





CANNOT IGNORE SOCIAL MEDIA





TIPPING POINT



HAS IRREVOCABLY CHANGED 
JOURNALISM AND OUR MEDIA HABITS



THIS INCLUDES

• How and where we find 
stories (e.g. stories breaking on social media)

• Stories packaged mostly from 
social media

• Stories about social media

• News + other events driven 
by social media reaction

Eugene Scott, Senior Politics Reporter,  Axios







THIS 
REQUIRES 

NEW 
SKILLS

Including: 

• Distribution and promotion of your content

• Speed of publishing

• Managing what you see (FOMO and overload)

• Verification

• Community Engagement

• Journalist as a brand

• Managing privacy and risk of doxxing

• Emergence of new beats



SOCIAL VIDEO



SOCIAL VIDEO IS NOT TV 



NEW GENRE WITH NEW RULES



EVERY GENRE



Q: WHICH SOCIAL 
MEDIA PLATFORMS DO 
YOU USE FOR NEWS?



DISCONNECT 

• Your habits are not necessarily 
those of your audience.



4. HOW TO HARNESS SOCIAL MEDIA
KEY BENEFITS AND OPPORTUNITIES



1. AUDIENCE ENGAGEMENT

Building Direct Relationships: Social media allows newspapers to foster a closer connection 
with their readers. By sharing content, engaging in conversations, responding to comments, and 
participating in discussions, newspapers can build trust and loyalty among their audience.

Feedback and Interaction: Social media provides an immediate platform for feedback. 
Audiences can comment on stories, ask questions, and provide insights that can help newspapers 
tailor their content to better meet the needs and interests of their communities.

Community Involvement: Newspapers can use social media to highlight community issues, 
promote local events, and encourage civic engagement. This facilitatory role has wider community 
benefits beyond just using social to encourage interactions with your content.



2. BRAND VISIBILITY

• Reach and Discovery: Social media platforms 
have vast user bases, which provide the 
opportunity to reach a wider audience beyond 
your traditional readership. This is particularly 
important for attracting younger demographics 
who primarily consume news online and through 
social media.

• Brand Identity and Consistency: Through 
consistent use of visuals, tone, and messaging that 
align with their brand, newspapers can strengthen 
their brand identity on social media. This 
consistency helps to make the brand more 
recognizable and trusted among readers.

• Can’t afford to NOT be there: Given the time 
people spend on social media, does your brand 
risk getting left behind – or forgotten about - if it 
is not in the digital spaces where people are 
spending so much time. 



3. DRIVING TRAFFIC AND SUBSCRIPTIONS

• Direct Links:  Can drive traffic directly from social media to your 
websites, which is potentially valuable for increasing readership, 
growing subscriptions and boosting ad revenues.

• SEO Benefits: Social media interactions can have a meaningful impact 
on your search engine rankings on Google. As people engage with your 
content on social networks, that can increase its reach and help you 
climb the rankings in search engine results.

• Content Amplification: By sharing content on social platforms, 
newspapers can ensure their work is seen by a larger audience, 
including those who may not regularly visit their main website, or 
consume their print product, but DO follow them on social media.



BUT

• Traffic referrals are falling.

• Networks deprioritizing news.

• Concerns about misinformation,  
discerning “fact from fiction” and some 
social media fatigue. 

• Never mind active news avoidance.



FACEBOOK & TWITTER VS NEW MESSAGING PLATFORMS 2014-2023

Weekly use for any purpose, 18-24s, Selected markets

Q12A. Which, if any, of the following have you used in the last week for any purpose? Please select all that apply
Base 2023: 24591 ‘Main’ 12 market average: UK, USA, Germany, France, Spain, Italy, Ireland, Denmark, Finland, Australia, Brazil & Japan 
NOTE:10 market average for 2014 exl Australia & Ireland
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18-24 cliff edge started in 2018 which is when 
Instagram and Tik Tok started to grow



SOCIAL NETWORKS AND MESSAGE APPS –
WEEKLY USE FOR NEWS SELECTED MARKETS

Facebook has become less influential for news.
Video led networks such as YouTube, Instagram and TikTok are more important

Q12B. Which, if any, of the following have you used for news in the last week? Please select all that apply
Base: 24591 ‘Main’ 12 market average: UK, USA, Germany, France, Spain, Italy, Ireland, Denmark, Finland, Australia, Brazil & Japan. NOTE: 10 market average for 2014 exl Australia & Ireland
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IMPLICATIONS

• Don’t rely on 1-2 social media platforms for traffic or $$$.

• May need to embrace newer/other platforms – and deprioritize Facebook and 
Twitter/X (as they have done to you)

• Instead of focusing on reach, some outlets may prefer to try to super serve 
their most loyal and engaged readers (e.g. Discord channels).

• Opportunity to innovate and try new things. 



Putting this 
into practice



SOCIAL MEDIA 101 – 5X KEY GROUND RULES

1. Have a strategy:  What are you trying to achieve? Just because you can do something doesn’t mean that 
you should do it.

2. Repetition builds reputation: Consistency is key. Develop a content calendar (time of day, platforms, 
types of stories etc. using analytics and feedback). 

3. Social media two-way: Engage actively with your audience by responding to comments, messages and 
ideas. Find ways to engage e.g. polls, UGC, etc. Don’t just blast information at them.

4. Think visual:  Photos, videos, and graphics tend to perform better than text-only content.  Often vertical.

5. Be prepared to change things up: Social media trends and algorithms change rapidly. Adapt and evolve in 
line with these developments. 



A different user experience



BONUS POINT: NEED TO GRAB – AND KEEP – ATTENTION



SOCIAL MEDIA – TYPOLOGY

9 different genres of content to explore



1. NEWS AND UPDATES

• Breaking News: Quick, timely updates 
about local events as they happen.

• Daily Summaries: Start, or end-of-day 
recaps of important local news.

• Weather and Traffic Alerts: Real-
time updates with an immediate 
relevance to the community.



AN OLDIE, BUT A GOODIE

• At the time, chat app 
enjoyed more clicks 
on story links than 
email or Twitter.

• Reaches people with 
family – or who have 
moved away – but 
with ties to a place.



2. BEHIND-THE-SCENES

• Editorial Insights: Sharing insights about past, or upcoming 
stories, from the newsroom (e.g. editorial meetings) 
providing transparency about the reporting process.

• Staff Profiles: Introducing journalists and staff to humanize 
the publication and build rapport.

• Live Reporting: On location, a peek behind the curtain. 



ALLY OSBORNE, LIFESTYLE REPORTER, 
KOIN-TV, PORTLAND, OR



3. COMMUNITY ENGAGEMENT

Q&A Sessions: Live or recorded 
conversations with journalists or 

local figures. May involve answering 
questions from the 

audience/community.

Polls and Surveys: Engaging the 
audience by soliciting their 

opinions on local issues or news 
coverage.

User-Generated Content: 
Encouraging the community to 

submit their own stories, 
reviews, photos, videos, etc. 





4. EDUCATIONAL CONTENT 

• How-to Guides: Practical content 
e.g., how to participate in local 
elections, how to report local 
issues, etc.

• Explanatory Journalism: Explain 
complex local issues or 
governmental processes.

• History and Archives: Sharing 
historical photos, stories, or 
significant past articles.



LA TIMES ARCHIVE
H T T P S : / /W W W. I NS TAG R A M. C O M/L AT I ME S A R C H I V E S /  

• Ran from 2019 to 2021.

• One post a day.

• “An estimated 4 million L.A. Times images dating 
from around 1918 to 1990 are stored at the 
UCLA Special Collections Library, which will be 
used to populate the account, along with tens of 
thousands of our own digitized photos, many not 
published or seen by the public for decades.”

https://www.instagram.com/latimesarchives/


5. INTERACTIVE AND 
MULTIMEDIA

• Live Coverage: Streaming live 
events, press conferences, or 
significant community 
gatherings.

• Photo and Video Stories:  
Visual storytelling focusing on 
local events, places, or people.

• Infographics: Visual data 
about local issues, such as crime 
statistics, economic data, etc.



EXAMPLE



6. PROMOTIONAL 
CONTENT ($)

• Subscriptions and Offers: Promoting 
subscription offers, contests, or giveaways.

• Event Promotion: Advertising events sponsored 
by or associated with the newspaper.

• Merchandising: If applicable, promoting branded 
merchandise.



BOSTON GLOBE STORE



7. TRAD MARKETING

• Teasing other products e.g. newsletters, 
podcast etc. 

• Front page 

• Where to find you online



PINK PAPER FOR BREAST 
CANCER AWARENESS!

Examples from their Facebook Page





8. LIFESTYLE 
AND HUMAN 

INTEREST

• Local Spotlights: Highlighting 
local businesses, artisans, or 
cultural aspects.

• Human Interest Stories: 
Stories that focus on individuals or 
groups doing noteworthy things in 
the community.

• Tips and Advice: Lifestyle 
content such as local 
entertainment options, dining 
reviews, or weekend suggestions.



AJ+



9. OTHER IDEAS

• Takeovers

• What else?



IDEAS FOR 7 PLATFORMS YOU 
MAY NOT BE USING (OR 

UNDERUTILIZING)



1. INSTAGRAM

Story Highlights for Evergreen Content: 

Utilizing Instagram Stories to cover local events or 
important news and then saving them as Highlights 
can provide long-term value and serve as a 
reference point for followers.



NEWSLETTER SIGN UPS

Record-Journal in Meriden, Connecticut 
asked people to add their email to an 
Instagram story.



2. YOUTUBE

• In-depth Reporting and Documentaries

• Event Coverage 

• Regular News Updates: Posting daily or 
weekly news roundups in video format can 
cater to audiences that prefer video over text.





3. TIKTOK

• Viral News Clips: Sharing short, engaging clips from bigger 
news stories can capture attention quickly. 

• Partner with content creators.

• Encourage your younger reporters to create material.



4. PINTEREST

• Infographics and Data Journalism: Sharing 
well-designed infographics about local issues or 
statistical data, which can drive traffic back to 
the main site.

• Local Guides and Boards: Creating boards 
that feature local businesses, attractions, or 
history, appealing to those planning visits or 
looking to learn more about the community.



5. WHATSAPP

• Broadcast Channels: Sending out breaking news updates 
or daily news summaries to subscribers, providing concise 
content directly to their phones.



6. REDDIT

• AMA (Ask Me Anything) Sessions: 
Journalists or editors can hold AMA sessions 
in relevant subreddit communities to discuss 
recent stories or issues.

• Participating in Local Subreddits: 
Engaging in discussions on local subreddits to 
increase visibility and direct traffic by 
contributing valuable insights and news 
updates.

• And mining these subreddits for stories 
and insights!



7. LINKEDIN

• Share successes.

• Post more than just job openings.

• Posts with links to your content.

• Virtual events.  AND MORE!



TRY NEW THINGS!

• Each of these platforms can 
serve specific roles, helping to 
diversify content distribution, 
engage with different segments 
of the audience, and achieve 
strategic goals more effectively. 

• Local newsrooms need to 
consider their unique audience 
demographics and content 
strengths when choosing which 
platforms to invest in.



5. LOOKING 
AHEAD

6 principles to remember



1. FAST MOVING SPACE 

• New developments happen all the time

• Hard to predict what will be a success

Key to get hands on, experiment, try new things (e.g. apps)





New platforms and behaviors emerging 
ALL. THE. TIME.











2. TIGHTENING OF 
SOCIAL MEDIA 

POLICIES?

“The social media presence of journalists is increasingly difficult to 
navigate. On the one hand, publishers profit from the strong 
personal brands of some of their correspondents; on the other, many 
require news staff to be neutral or objective, especially on political 
and controversial topics. This balance is increasingly hard to achieve 
in politically and culturally charged settings like social media.”



3. GROWING MISTRUST – 
BUT THAT’S ALSO AN 

OPPORTUNITY





Footage shown of President 
Zelensky “out there fighting for his 
country,” was filmed in 2021. 

(Screenshot via NewsGuard)

FALSE CONTEXT



GAME FOOTAGE ALSO USED TO DEPICT 
WAR IN UKRAINE… AND SYRIA…



JOURNALISTIC ERRORS



Time, Trump + MLK



TRUSTED USERS (?)



Covered By:

- Quartz
-  E l i te  Dai ly
-  Cosmopol i tan
-  BuzzFeed 
-  Digg
-  MTV
- And More!

HUMOR AND SATIRE



Denial covered by Quartz, Washington Post + others. 







4. MONETIZING SOCIAL MEDIA

• Sponsored Content

• Affiliate Marketing

• Subscriptions and Memberships

• Virtual, In-Person, Hybrid, Events (Paid for tickets + Sponsors)

• Merchandise

• Online fundraising campaigns

• Video monetization 

• Partnerships

Sti l l  possible , but 
not necessari ly the 

end goal



5. KEY TO

GET HANDS-ON

EXPERIMENT

TRY NEW THINGS 
(E .G. APPS)

KEEP UP WITH TRENDS



6. BUT DO 
SO WITH 
THE END 
IN MIND



Thanks for listening!

Email:     damianr@uoregon.edu

Twitter/X: @damianradcliffe

Web:       www.damianradcliffe.com


