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CHAPTER 10

Audiences for the Journalism of the Third 
Millennium

Lila Luchessi and Mariano Mancuso

News ProductioN cycles for ANother time ANd sPAce

In the current unstable and ever-changing media ecosystem, journalism is 
forced to rethink its limits. Internet speed and the omnipresence of mobile 
devices redefine the traditional time and space references that used to deter-
mine the creation of news content.

Periodicity used to establish the rate for creation and publication but is now 
affected by an increase in consumption speed. Interested in the present as a 
timestamp, Internet users push producers to remove layers of information, 
causal contexts, and time serializations.

At the same time, the usual criteria to determine if something is newsworthy 
have become obsolete. The emergence of new participatory audiences that not 
only consume, but also create and spread information, has put in check the 
asymmetrical relationship that had prevailed between journalists and their audi-
ences in the twentieth century.
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The adjustments made to bridge the gap between the interests of producers 
and users (Boczkowski & Mitchelstein, 2015) cause a weakness in information 
producers. The informativeness of topics that make it possible to retain enough 
traffic and an audience flow to sustain the company’s finances is not always 
acceptable for demanding users.

Given that the number of users is decreasing, segmentation and direct com-
munication with potential clients also lead to a decrease in advertisers that 
threatens the finances of journalism companies.

This also modifies the body of knowledge that is now essential to produce, 
consume, and share information. The logic of traditional journalism no longer 
applies. Those who manage relevant data for people to coexist in society need 
to have other knowledge and skills that exceed their usual roles.

News values that have organized production of information for decades 
have changed and, with them, the ways of producing news. Journalists accept 
with resignation that they have lost their central position and focus on trying 
to satisfy—always late—the new demands and ways of consuming information 
of new digital audiences (Luchessi, 2016).

Facing a multiple, fragmented, and juxtaposed universe of audiences, media 
organizations broadly reconsider their information offering. Like before, audi-
ence rates determine the course of information, but now, given the large 
amount of data on audience interests and consumption, media companies 
interpret that data with a bias that proposes a certain immediate relationship 
with their audiences.

Metrics condition contents. Ever since traditional media have started col-
lecting consumption data, the course of the offering has been determined by 
coverage (gross and net) or a focus on ratings.

In digital ecosystems, these metrics not only track navigation within each 
medium, but also in each of the articles published. Intersections with horizon-
tal interactions, decisions to spread content in microblogging accounts (Jenkins 
et al., 2013), and the conversational exchange arising from that puts users in a 
central position.

Information professionals are limited to a role related to providing a very 
specific service: satisfaction of a few users that want to confirm their assump-
tions and be informed of news that do not necessarily coincide with what 
Twitter (renamed X) bubbles deem essential.

Politicians, journalists, and citizens that are influential in their peer groups, 
in small capsules (Muraro, 2000), discuss topics against the flow of digital dis-
cussion groups in which more ordinary members of society interact.

The current journalistic production process adapts each day to the con-
sumption practices of its diverse audiences, which it easily segments, and to the 
digital technological innovations that set the pace for news production and 
circulation. In this sense, the latest technological innovations focus on speed-
ing up news production automation processes, while journalists focus on tasks 
that are less informative and more related to user engagement.
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Content is part of a new language that proposes a fluid, omnipresent, and 
social understanding of interpersonal communications (Aguado et al., 2014). 
News is no longer a product for final consumption but is now part of a network 
that generates value from the social relationships that users create with their 
interactions.

The media environment, where these users consume news, has been defined, 
as summarized by Scolari (2010), “by the consolidation of global information 
networks, convergence processes, and the explosion of new communication 
media and platforms, the emergence of transmedia storytelling and the appear-
ance of a many-to-many communication paradigm” (Scolari, 2010: 24).

Users consume, produce, and are also consumed by media. For decades, the 
media industry produced content without knowing—with the current preci-
sion—who their audience was or what it looked like. Nowadays, this participa-
tory audience consumes information from various devices—in particular mobile 
devices—with the digital fingerprint that such customized consumption entails.

The media-user relationship is as personal as can be. There is a shift from a 
media ecosystem focused on capturing audiences for ad sales, which is part of 
the traditional broadcasting model, to a new digital environment in which user 
information makes it possible to monetize their actions and interests in the nar-
rowcasting models (Aguado et al., 2014).

Content customization, which for a long time has been the subject of 
research by large platforms that dominate the Internet—known as GAFAM 
(Google, Apple, Facebook, Amazon, and Microsoft)—also encompasses smart 
products (cars, refrigerators, etc.) and wearable technologies (watches, brace-
lets, eyeglasses, and even clothing) from which we can consume. A whole uni-
verse of businesses and platforms to connect with new audiences who media 
companies, rushed by the increasing audience and income losses, do not fully 
embrace as a possibility to mitigate the crisis of its financing models.

All of these products and technologies give privileged access to important 
information on users, their preferences, their routines, and their social connec-
tions (Aguado et al., 2014). Collection and analysis of such data are key to 
understanding this fragmented society of minorities (De Bustos & Casado del 
Río, 2016).

Media have been taking advantage of this asset only for a short time, and 
almost exclusively to apply more or less strict paywalls and to develop apps as a 
way to compensate their decreasing ad income and their increasing audience 
loss (De Bustos & Casado del Río, 2016).

coNfirmAtioN biAs iN News ProductioN cycles

In the current media ecosystem, changes in audiences give way to new infor-
mation habits in society. The Internet is nowadays, in particular for young 
people, the main channel to access information. After the COVID-19 pan-
demic, this scenario deepened while audiences, in particular young groups, 
began losing interest for news content at a faster pace, overwhelmed by a con-
stant excess supply of digital content (Quian et al., 2023; Reuters Institute, 2023).
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The endless volume of user-generated content entails that information treat-
ment is more specific, as well as the need to localize events and information 
that account for a demand that is inserted in a local context and that requires 
hyperlocal accuracy.

In Argentina, in particular, information is consumed through all media, 
even in social media. Digital media are still in control: for 77 percent of people, 
they are the main source of information, as compared to 92 percent in 2017 
(Reuters Institute, 2023). This trend is mirrored globally. Overstimulated by 
an almost endless amount of information options, audiences no longer require 
more information, but better journalistic offerings, news that are clearer and 
more relevant for their lives.

Both for information and for entertainment purposes, these new audiences 
are perfected as information hunters and gatherers (Scolari, 2013). The fact 
that they can engage with content makes them enjoy being immersed in stories 
and reconstructing them by linking content within the same storytelling world 
(Jenkins, 2006; Scolari, 2013). It is increasingly evident that the media and 
their audiences need each other.

While markets are saturated with content and information, media compa-
nies are more and more dependent on whether consumers are committed with 
the content offered (Scolari, 2013). This excess supply does not mean we are 
more knowledgeable. Society’s information flow grows each day, hand-in-hand 
with technological development, but human capacity for assimilation remains 
the same. This promotes blind consumption, or plainly the rejection of infor-
mation, as shown by the survey carried out by Reuters Institute (2023).

Given this critical situation, journalism needs to be reinvented based on new 
strategies and immersive storytelling developed around user experience 
(Romero-Rodríguez & Torres-Toukoumidis, 2018). Media must learn how to 
co-create news with their audiences. In particular with younger people, whose 
current practices anticipate information habits that will become the norm in 
the future.

Han (2021) warns that the current information overload prevents us from 
seeing facts as they happen. This not only affects audiences, but also journalists 
and decision-makers in media companies. “Information falsifies the events” 
(Han, 2021: 7). The huge quantity of data that audiences generate upon con-
tacting information content, the digital fingerprint that media collects, rein-
forces certain previous notions that those media companies had about their 
audiences and practices.

They confirm information biases that prevail in the interpretation of metrics 
and in decisions, subsequently taken, on strategies to adapt and connect to 
these audiences. As stated by Sosa-Escudero (2019), having too much data 
does not mean having all data. And, from our perspective, having too much 
data does not mean that the data obtained is meaningful.

Metrics—the rating of our time—show user’s actions, but not their motives 
or if other content that was not available would have been necessary for them.

Metrics are a photograph; they portray specific moments that do not show 
the whole journey. Upon choosing an image to make a decision, form criteria, 
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create agendas, and give rise to public conversations, the contextual framework 
is ignored.

Media have so much information on audiences that these organizations 
think they know them, but, in fact, they only know their bias. “Information 
alone does not illuminate the world. It can even darken it” (Han, 2021: 11). 
The dark side of data collection methods supports and extends the distance 
between media and their audiences.

Faced with the algorithm, human beings lose the ability to act on their own. 
Algorithms, situated between journalists and audiences, are black boxes. Even 
without access to their internal systems, without knowing how they work or 
collect information, decisions are taken based on their results.

Despite the data available to the media, they repeat their journalistic strate-
gies and multiply the news offering (amount over quality), in particular, with 
the incorporation of new technologies, such as AI, with the main purpose of 
accelerating and increasing news production. Moreover, the media continue to 
turn their backs to audience participation and the creation of information com-
munities. They either exclude audiences from news production altogether or 
foster dialog among different audiences, but then decide to stay out of it.

Confirmation biases of media companies consolidate a repeated interpreta-
tion of their audiences and, far from reeling them in, they keep pushing them 
away. The biased view of users, their positions, and the data they share becomes 
a practice that tends to take the part for the whole.

In this context, homogenization of voices, frameworks, and ideological- 
political stands creates a sense of unanimity that is not actually unanimous and 
that does not actually exist.

Diversity, which seemed like an attainable goal, tends to unify criteria, 
homogenize contents, and make social discussion binary.

If, as asserted by McLuhan  (1964), the medium is the message and lan-
guage is governed by algorithms, the fact that the algorithmic construction of 
social meanings has a binary result causes everyday practices to be binary 
as well.
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