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ABSTRACT	
In	today’s	media	landscape	news	consumption	is	characterized	by	the	consumers’	reliance	on	multiple	
platforms,	 which	 has	 led	 to	 the	 rapid	 expansion	 of	 availability	 of	 the	 news	 sources	 on	 different	
platforms.	Despite	this	increase,	studies	show	a	consistent	decrease	in	news	consumption.	Even	though	
the	 time	 people	 spend	 consuming	 news	 is	 decreasing,	 the	 interest	 towards	 the	 news	 has	 remained	
somewhat	the	same.	
	
This	indicates	the	market	is	not	offering	the	consumers	what	they	expect	to	get.	In	order	to	find	out	what	
the	audience	expects,	this	exploratory	study	aims	to	gain	better	understanding	of	the	news	consumption	
habits	of	Generation	Z	in	the	Finnish	and	Swedish	market	by	using	an	online	survey	(N=219)	and	semi-
structured	interviews	(N=10).			
	
This	study	indicates	that	Generation	Z	is	highly	dependent	on	their	phones	when	it	comes	to	their	news	
consumption.	 Contrary	 to	 their	 other	media	needs,	Generation	Z	prefers	 text	 as	 a	news	 format,	 and	
formality	and	transparency	from	the	content.	The	news	sites	and	the	stories	should	be	as	simple	and	
condensed	 as	 possible	 in	 order	 to	 limit	 Generation	 Z’s	 information	 overload.	 On	 the	 other	 hand,	
customization,	adjustable	platforms	and	high-quality	content	are	expected	from	the	news	as	from	any	
other	media	product.	
	
	According	to	the	research	 findings	 it	can	be	stated	that	 there	 is	a	mismatch	with	what	 the	audience	
wants	and	what	the	media	houses	are	offering	them.	In	order	for	the	media	houses	to	grow	their	market	
share	among	Generation	Z,	they	should	better	know	the	needs	of	their	audience.		

ABSTRAKT	
I	 dagens	 medielandskap	 präglas	 nyhetskonsumtion	 av	 konsumenters	 beroende	 till	 flera	 olika	
plattformar,	 vilket	har	 lett	 till	 en	 snabb	expansion	av	 tillgänglighet	bland	nyhetskällor	på	 flera	olika	
plattformar.	Trots	denna	ökning	visar	studier	på	en	konsekvent	minskning	 i	konsumtion	av	nyheter.	
Även	om	den	tid	som	människor	spenderar	på	att	konsumera	nyheter	har	minskat	så	har	intresset	för	
nyheter	varit	desamma.	Detta	tyder	på	att	marknaden	inte	erbjuder	konsumenterna	vad	de	förväntar	
sig	att	få.		
	
För	att	ta	reda	på	vad	publiken	förväntar	sig,	syftar	den	här	studien	till	att	få	en	bättre	förståelse	kring	
generation	 Zs	 nyhetsvanor	 på	 den	 finska	 och	 svenska	 marknaden	 genom	 att	 använda	 en	 online-
undersökning	(N	=	219)	och	semistrukturerade	intervjuer	(N	=	10).	
Denna	studie	visar	att	Generation	Z	är	mycket	beroende	av	sina	 telefoner	när	det	kommer	till	deras	
nyhetskonsumtion.	 I	 motsats	 till	 deras	 andra	 mediebehov,	 föredrar	 Generation	 Z	 text	 som	 ett	
nyhetsformat	samt	formalitet	och	öppenhet	kring	innehållet.	Nyhetssidorna	och	dess	artiklar	bör	vara	
så	enkla	och	komprimerade	som	möjligt	för	att	begränsa	Generation	Zs	informationsöverbelastning.	Å	
andra	sidan	förväntas	anpassning,	justerbara	plattformar	och	högkvalitativt	innehåll	från	nyheterna	så	
som	från	andra	medieprodukter.		
	
Enligt	 forskningsresultaten	 kan	 man	 konstatera	 att	 det	 finns	 en	 felmatchning	 mellan	 vad	 publiken	
önskar	och	vad	mediehusen	erbjuder	dem.	För	att	mediehusen	ska	kunna	öka	sin	marknadsandel	bland	
Generation	Z	bör	de	få	en	bättre	insikt	i	publikens	behov.	
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ABSTRACT	

In	 today’s	 media	 landscape	 news	 consumption	 is	
characterized	 by	 the	 consumers’	 reliance	 on	 multiple	
platforms,	 which	 has	 led	 to	 the	 rapid	 expansion	 of	
availability	 of	 the	 news	 sources	 on	 different	 platforms.	
Despite	this	increase,	studies	show	a	consistent	decrease	in	
news	 consumption.	 Even	 though	 the	 time	 people	 spend	
consuming	 news	 is	 decreasing,	 the	 interest	 towards	 the	
news	has	remained	somewhat	the	same.	This	indicates	the	
market	 is	not	offering	 the	consumers	what	 they	expect	 to	
get.	 In	 order	 to	 find	 out	 what	 the	 audience	 expects,	 this	
exploratory	study	aims	to	gain	better	understanding	of	the	
news	 consumption	 habits	 of	 Generation	 Z,	 this	 is	 young	
people	 born	 between	 1995	 and	 2003,	 in	 the	 Finnish	 and	
Swedish	 market	 by	 using	 an	 online	 survey	 (N=219)	 and	
semi-structured	interviews	(N=10).			

This	study	indicates	that	Generation	Z	is	highly	dependent	
on	their	phones	when	it	comes	to	their	news	consumption.	
Contrary	to	their	other	media	needs,	Generation	Z	prefers	
text	as	a	news	format,	and	formality	and	transparency	from	
the	 content.	 The	 news	 sites	 and	 the	 stories	 should	 be	 as	
simple	 and	 condensed	 as	 possible	 in	 order	 to	 limit	
Generation	 Z’s	 information	 overload.	 On	 the	 other	 hand,	
customization,	 adjustable	 platforms	 and	 high-quality	
content	 are	 expected	 from	 the	 news	 as	 from	 any	 other	
media	product.	According	to	the	research	findings	it	can	be	
stated	 that	 there	 is	 a	 mismatch	 with	 what	 the	 audience	
wants	 and	 what	 the	 media	 houses	 are	 offering	 them.	 In	
order	 for	 the	 media	 houses	 to	 grow	 their	 market	 share	
among	Generation	Z,	they	should	better	know	the	needs	of	
their	audience.		

1	INTRODUCTION		
Only	 20	 years	 ago,	 people	 mainly	 consumed	 their	 news	
through	 three	 different	 sources,	 namely	 television,	 radio	
and	newspapers.	After	the	introduction	of	the	internet	and	

digitalization	 enabled	 by	 the	 internet,	 the	 news	 media	
industry	has	not	been	the	same.	Nowadays,	people	get	their	
news	not	only	from	TV,	radio	or	print	but	also	from	online	
news	 sites,	 social	 media,	 podcasts	 and	 messaging	 apps,	
while	mobile	is	the	primary	platform	for	news	consumption	
[1].	Digitalization	of	the	news	has	changed	how	journalists	
do	 their	 work,	 the	 content	 of	 the	 news,	 the	 journalistic	
institutions	 and	 their	 relationship	 to	 the	 audience	 [2].	
Traditional	media	houses	are	investing	millions	of	euros	to	
keep	 up	 with	 the	 constant	 shift	 in	 media	 consumption	
habits	and	 to	discover	new	revenue	models.	For	 instance,	
one	 of	 the	 Sweden’s	 biggest	 media	 houses,	 Bonnier,	 has	
established	Bonnier	News	Tech,	which	aims	to	explore	and	
develop	new	 technology	 in	order	 to	 give	 their	 consumers	
the	best	digital	news	experience	 [3].	One	of	 the	platforms	
developed	by	Bonnier	News	Tech	is	Lyssna	på	DN	that	offers	
Sweden’s	biggest	newspapers’	content	as	an	audio	format	in	
its	own	app,	in	addition	to	the	text	content	[4].	Furthermore,	
in	 Finland,	 the	 biggest	 commercial	 TV	 channel,	 MTV,	 has	
launched	a	video	news	platform,	where	news	is	broadcasted	
round-the-clock	[5].	The	innovation	was	developed	in	order	
to	increase	their	market	share	among	younger	consumers,	
as	they	are	proven	to	prefer	multimedia	content	over	text	
[6].	

Even	though	a	growing	number	of	novel	news	platforms	are	
created,	the	news	consumption	is	decreasing.	In	Finland,	the	
consumption	 of	 news	 decreased	 in	 2018	 averagely	 5	
percent	 in	every	platform	compared	 to	 the	year	2015	[7].	
The	same	trend	can	also	be	seen	in	Sweden,	where	the	usage	
of	every	news	source,	expect	radio,	has	decreased	several	
percentages	[8].	

Despite	 the	 decrease	 in	 news	 consumption,	 people	 still	
express	 that	 they	 are	 highly	 interested	 in	 news.	
Approximately	 90	 percent	 of	 Swedes	 aged	 16	 –	 85	 are	
interested	in	the	local	news	[9].	Further	studies	conairm	that	
young	 people	 are	 highly	 interested	 in	 news	 [10],	 yet	 the	
interest	 is	 a	 little	 lower	 compared	 to	 older	 people	 [9].	
Combining	 the	 facts	 that	 the	 news	 consumption	 is	
decreasing	but	 the	 interest	 for	news	 is	still	high,	 it	can	be	



	 	
	

	
	

seen	 that	 there	 is	 a	 mismatch	 between	 the	 needs	 of	 the	
audience	 and	 the	 news	 products	 available.	 What	 do	 the	
consumers	actually	want	from	the	news?		

In	 this	 study,	 the	 needs	 and	 habits	 considering	 the	 news	
consumption	of	the	young	people	born	1995	and	later,	who	
are	commonly	deained	as	Generation	Z,	living	in	Sweden	and	
Finland	are	explored.		Generation	Z	will	be	the	main	target	
group	of	the	news	media	companies	and	advertisers	in	the	
coming	years.	By	2020,	Generation	Z	will	account	for	almost	
40	percent	of	all	consumers	in	the	US	[11].	This	means,	that	
Generation	Z	will	have	the	biggest	purchasing	power	in	the	
next	 couple	 decades,	 and	 this	will	 attract	 the	 advertisers,	
who	 will	 ainance	 the	 operations	 of	 the	 news	 media	
companies.	To	 sum	up,	 the	news	 consumption	habits	 and	
needs	Generation	Z	has	today	will	determine	the	future	of	
the	news.		

2	SCOPE	OF	THE	STUDY	

In	order	 to	enhance	 the	understanding,	what	news	media	
houses	 should	do	better	 to	draw	Generation	Z’s	 attention	
and	in	that	way	increase	their	market	share,	this	study	aims	
to	answer	to	the	following	research	questions:		

RQ1:	What	are	the	news	consumption	habits	of	Generation	Z	
in	the	Swedish	and	Finnish	market?	

RQ2:	What	are	the	needs	Generation	Z	has	considering	news	
sources,	content	and	format	

3	RELATED	STUDIES		

3.1	The	media	landscape	in	2019	

Previous	studies	show	that	mobile	has	become	the	primary	
platform	 for	 news	 consumption	 [1],	 as	 mobile	 devices	
extend	 the	news	usage	 to	a	broad	range	of	 situations	and	
penetrate	the	everyday	lives	of	their	users	[12].	Traditional	
news	 outlets,	 like	 radio,	 are	 consumed	 only	 in	 particular	
situations	e.g.	driving	a	car	[12].	One	of	the	explanations	for	
the	increase	of	mobile	news	consumption	is	urbanization	in	
parallel	 with	 digitalization.	 Over	 55	 percent	 of	 the	world	
population	is	living	in	cities	[13],	where	people	use	public	
transportation	to	move	around	more	than	with	private	cars,	
which	 creates	 situational	 spaces	where	 the	mobile	 phone	
has	no	competition	with	regard	to	news	access	[14].		

In	 parallel	 with	 the	 growth	 of	 mobile	 usage,	 news	
consumption	 has	 moved	 to	 online	 platforms	 and	 is	
characterized	 by	 the	 consumers’	 reliance	 on	 multiple	
platforms	[15].	 	For	example,	 in	Sweden	87	percent	of	the	
population	consume	news	online	[8].	Simultaneously	with	
the	 increase	 of	 online	 news	 consumption,	 news	 media	

houses	are	innovating	novel	ways	to	deliver	news	for	their	
audience	 and	 grow	 their	 market	 share.	 The	 number	 of	
online	news	videos	on	online	news	sites	has	been	increasing	
during	the	last	years,	as	the	news	sites	hope	for	increase	in	
revenue	 to	 compensate	 the	 decrease	 in	 the	 sales	 of	 print	
media	[16].	However,	media	scholars	do	not	consider	online	
news	 videos	 as	 an	 essential	 part	 of	 the	 ongoing	 digital	
transformation	of	the	news	industry,	as	the	statistics	show	
online	news	videos	 are	not	 the	most	popular	 videos	 [16].	
Nevertheless,	news	media	houses	see	the	video	industry	as	
a	 promising	 market,	 since	 over-the-top	 media	 services	
(OTT),	like	Netalix	or	SVT	Play,	is	a	rapidly	growing	market.	
OTT	 content	 providers	 offer	 the	 consumers	 the	 ability	 to	
decide	what,	when	 and	where	 they	want	 to	 consume	 the	
media	 content.	 The	 rapid	 increase	 in	 the	 number	 of	 OTT	
services	has	led	to	people	expecting	that	they	can	consume	
media	 news,	 as	 any	 other	 media	 product,	 anywhere	 and	
anytime.	

Characteristic	 for	news	consumption	in	2019	is	that	news	
can	 be	 found	 on	 every	 available	 device	 and	 platform.	
Especially,	 the	 on-demand	 podcasts	 are	 gaining	 more	
attention	of	the	market.	The	on-demand	podcasts	offer	the	
consumer	an	additional	way	to	get	access	to	news	[17]	while	
they	are	gradually	accepted	as	a	new	source	of	news	[18].	
According	 to	 media	 publishers,	 audio	 and	 podcasts	 are	
becoming	 more	 important	 part	 of	 the	 content	 strategies	
during	2019,	driven	by	the	sale	of	hundreds	of	millions	of	
smart	speakers	[19].		

The	importance	of	the	social	media	as	a	news	source	cannot	
be	denied.	The	use	of	social	media	for	news	has	continued	
to	increase	during	the	last	years,	but	in	2018,	the	growth	has	
slowed	 down.	 Especially	 the	 use	 of	 Facebook	 as	 a	 news	
source	has	 taken	 steps	backwards,	while	 the	use	of	 other	
social	media	platforms	for	news	has	slightly	increased	[8].		

3.2	Genera+on	Z	

Generalization	has	been	used	to	classify	people	into	groups	
based	 on	 different	 metrics.	 One	 of	 the	 ways	 generalizing	
people	 is	 to	 divide	 them	 into	 groups	 based	 on	 their	 age,	
namely	their	generation.	Social	generation	is	described	as	a	
group	 of	 individuals	 born	within	 the	 same	 historical	 and	
cultural	 context,	 and	 who	 are	 exposed	 to	 the	 same	
experiences	and	historical	events	in	their	adolescence	[20].	
These	 shared	 experiences	 have	 led	 to	 the	 same	
consumption	behavior,	which	allows	marketers	to	see	each	
generation	as	a	 target	market	 [21].	 	In	 the	modern	world,	
aive	 different	 generations	 can	 be	 identiaied:	 the	 Greatest	
Generation,	the	Baby	Boomers,	Generation	X,	Generation	Y	
and	 Generation	 Z,	 which	 is	 least	 examined	 of	 all	 the	
generations	[22].	 	Several	deainitions	have	been	suggested	
to	deaine	where	Generation	Z,	also	known	as	Gen	Z	or	iGen,	
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begins.	 The	 standard	 deainition	 is	 that	 people	 born	 after	
1995	belong	to	Generation	Z.	In	this	study	Generation	Z	is	
deained	as	people	born	between	1995	and	2003.		

Gen	Z	grew	up	with	smartphones	and	does	not	remember	a	
time	 before	 the	 Internet	 [23].	 They	 are	 the	 true	 digital	
natives,	 who	 discover	 new	 things	 with	 the	 help	 of	
technology	[24].	Besides	sleeping,	Generation	Z	is	exposed	
to	media	more	 than	any	other	 activity	 [25].	 Some	 studies	
claim	Gen	Z	spends	on	average	over	10	hours	a	day	online	
every	single	day	[26,	25].	Most	of	 the	time	spent	online	 is	
spent	on	mobile	phones,	which	for	Gen	Zers	is	the	most	used	
device	before	any	other,	such	as	laptops,	gaming	consoles,	
or	TVs	[27].	The	media	usage	starts	right	away	when	they	
open	their	eyes	after	the	night,	44	percent	saying	that	they	
check	their	phones	as	soon	as	they	wake	up	[28].		

An	average	Gen	Zer	has	an	8-second	attention	span,	while	
the	 previous	 generation,	 Generation	 Y,	 has	 a	 12-second	
span.	 This	 has	 led	 to	 that	 Gen	 Zers	 brains	 have	 become	
wired	to	understand	complex	visual	imagery	[29]	and	they	
have	 adapted	 to	 quickly	 sorting	 through	 and	 assessing	
enormous	amounts	of	information	[30].	To	catch	Gen	Zers’	
short	attention	span,	visual	 imagery	plays	very	 important	
role	[24]	and	Gen	Z	has	proven	to	prefer	multimedia	content	
over	text	[6].			

4	METHOD	

To	 address	 the	 research	 questions	 and	 gain	 a	 better	
understanding	of	 the	news	consumption	habits	and	needs	
of	 Gen	 Z,	 methodological	 triangulation	 was	 applied.	 In	
methodological	triangulation,	more	than	one	data	collection	
method	is	used	to	gather	data	and	this	allows	the	researcher	
to	 collect	 quantitative	 and	 qualitative	 data	 [31,	 32].	 It	
enables	 in-depth	 understanding	 of	 the	 phenomenon	 in	
question	 [33]	 and	 reduces	 the	 likelihood	 of	
misinterpretation	[34].			

4.1	Data	Collec+on	Method	

4.1.1	Pre-Study	

Before	 creating	 the	 online	 survey,	 a	 pre-study	 was	
conducted	to	narrow	down	the	 topic.	 In	 the	pre-study,	15	
members	 of	 Gen	 Z	 were	 asked	 about	 their	 news	
consumption	and	the	questions	were	based	on	the	related	
studies.		

4.1.2	Qualita3ve	online	survey	

The	answers	of	the	online	survey	were	collected	in	March	
2019	 in	 the	 chosen	 context	 of	 Finland	 and	 Sweden.	 The	
survey	 was	 created	 using	 the	 online	 survey	 platform,	
EasyQuest	and	the	participants	were	selected	using	the	self-
selection	sampling	method,	where	 the	participants	decide	

to	 participate	 in	 the	 survey	 [32].	 The	 responses	 were	
collected	 through	 invites	 via	 different	 social	 media	
channels,	emails,	and	 internet	 forums.	Through	the	online	
survey	 total	 219	 answers	 were	 collected,	 and	 the	
demographics	of	the	participants	were	as	follows:	

• Age:	39	born	 in	1995,	35	 in	1996,	33	 in	1997,	14	 in	
1998,	13	in	1999,	53	in	2000,	10	in	2001,	14	in	2002	
and	8	born	in	2003	

• Country	of	residence:	55	living	in	Sweden,	164	living	
in	Finland	

The	structured	online	survey	consisted	of	54	questions,	and	
half	 of	 the	 questions	 were	 qualitative	 open-ended	
questions,	where	the	participants	could	explain	their	news	
behavior	and	preferences	in	their	own	words.	The	other	half	
of	the	questions	generated	quantitative	data.		

4.1.3	Semi-structured	interviews		

In	order	to	understand	what	Gen	Z	expects	from	the	news,	a	
semi-structured	interview	was	conducted.	Semi-structured	
interviews	are	often	used	in	exploratory	studies,	where	the	
purpose	 of	 the	 study	 is	 to	 understand	 the	 reason	 behind	
interviewees’	 opinions	 and	attitudes	 [32],	 in	 this	 case	 the	
Gen	 Z’s.	 The	 interviewees	 were	 selected	 out	 of	 the	
participants	of	 the	online	survey.	A	total	of	10	 individuals	
were	interviewed	and	the	demographics	of	the	participants	
were	as	follows:		

• Age:	2	born	in	1995,	two	born	in	1996,	two	born	in	
1997,	one	in	1998,	one	in	1999,	one	in	2001,	one	in	
2002		

• Country	of	residence:	four	living	in	Sweden,	six	living	
in	Finland	

The	interviews	consisted	of	two	parts.	In	the	airst	part	semi-
structured	 interview	 questions	 were	 asked	 from	 the	
interviewees.	In	the	second	part,	interviewees	were	shown	
different	 news	 sites	 and	 they	 were	 asked	 to	 think	 aloud	
while	 browsing	 news	 sources	 in	 order	 to	 gain	 a	 better	
understanding	what	they	think	of	the	current	news	sources.	
The	interviews	were	conducted	in	Swedish	and	Finnish,	and	
they	were	translated	to	English.	

4.2	Data	Analysis	Method	

Grounded	theory	method	[35]	was	used	as	a	data	analysis	
method	 in	 this	 study.	 Grounded	 theory	 method	 [32]	 is	
applied	to	generate	theory	grounded	in	the	data	produced	
from	 the	 accounts	 of	 social	 actors	 and	 the	 data	 can	 be	
collected	and	analyzed	simultaneously.	The	analysis	starts	
with	 coding	 the	 data	 initially	 and	 continues	with	 focused	
coding	 [36].	 After	 that,	 the	 coded	 data	 is	 divided	 into	
different	categories	from	where	theories	can	be	generated.		



	 	
	

	
	

5	RESULTS	

In	 this	 chapter,	 the	 results	 of	 the	 online	 survey	 and	 the	
interviews	 are	 presented.	 The	 data	 was	 divided	 into	 9	
categories.	 First	 the	 news	 habits	 of	 the	 participants	 are	
presented	and	after	that	their	needs	are	demonstrated.		

5.1	Habits	

5.1.1	When	and	where	the	news	is	consumed	

Overall,	 participants	 of	 this	 study	 are	 active	 news	
consumers.	94	percent	of	 the	participants	 stated	 they	are	
interested	 in	 the	 news,	 and	 most	 of	 the	 participants,	 86	
percent,	consume	news	at	least	once	a	day.	Only	3	percent	
of	 the	 participants	 stated	 that	 they	 consume	 news	 rarely	
than	once	a	week.	The	results	show	that	the	news	is	mainly	
consumed	at	home	with	70	percent	consuming	news	mostly	
at	 home.	 The	 second	 most	 popular	 place	 was	 school	 or	
university,	where	14	percent	 consumed	news.	13	percent	
consumed	news	mostly	on	public	transportation	and	only	3	
percent	at	work.		

The	majority,	59	percent,	prefer	to	get	news	spread	through	
the	day.	Mornings	and	evening	are	the	most	common	times	
for	 news	 consumption	 among	 the	 participants.	 News	 are	
consumed	between	6-12	in	the	morning	by	54	percent	of	the	
participants,	 while	 51	 percent	 consume	 news	 in	 the	
evenings	between	17	and	21.	

Reading	news	while	drinking	morning	coffee	is	my	routine.	In	
the	 evening	 I	 have	 more	 time	 to	 deepen	 in	 the	 news.																									
–surv2000		

The	interviews	revealed	that	consuming	news	is	considered	
as	a	secondary	activity	that	 is	done	when	the	participants	
have	extra	time	or	nothing	else	to	do.	

I	 read	news	when	 I’m	having	a	break	at	 school	or	at	work,	
when	I	do	not	have	anything	better	to	do.	–surv1995	

5.1.2	Devices	for	news	consump3on	

Digital	 media	 devices	 are	 the	 main	 devices	 for	 news	
consumption.	83	percent	of	the	participants	stated	mobile	
phone	is	their	main	device	for	news.	Phones	are	preferred	
as	the	news	can	be	accessed	anywhere,	anytime.		

You	just	take	your	phone	out	of	your	pocket	and	BOOM,	the	
news	is	there.	–int1997	

6	 percent	 of	 the	 participants	 use	 computer	 as	 their	main	
device	 for	 news	 and	 tablets	 are	 used	 by	 5	 percent	 of	 the	
participants.	 Only	 8	 percent	 use	 traditional	 media,	 e.g.	
television,	radio	and	newspaper,	as	their	main	news	source.	
Especially	 the	 participants	 living	with	 their	 parents	 often	
consumed	traditional	media.		

I	mostly	consume	news	in	the	morning	through	TV,	because	
my	parents	are	watching	the	morning	news.	–int2001	

5.1.3	News	sources	

Participants	 of	 this	 study	 use	 several	 different	 news	
sources,	which	are	presented	in	aigure	1.	Only	8	participants	
out	 of	 219	 stated	 they	 get	 their	 news	 from	 one	 source.		
When	 the	 participants	were	 asked	what	 their	main	 news	
source	 was,	 55	 percent	 answered	 online	 news	 sites	 and	
news	 apps	 as	 presented	 in	 aigure	 2.	 52	 percent	 of	 the	
participants	preferred	to	read	the	news	on	the	browser	and	
42	 percent	 on	 the	 news	 apps.	 Out	 of	 them	 who	 have	
downloaded	 news	 apps	 only	 43	 percent	 receive	
notiaications	 from	 the	 news	 apps,	whereas	 57	 percent	 do	
not	 receive	 notiaications.	 Two	 thirds	 out	 of	 the	 ones	who	

Figure	1:	The	use	of	each	source	for	news.		
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receive	notiaications	think	notiaications	encourage	them	to	
consume	news.		

I	don’t	necessarily	need	to	get	notiWications	of	the	news	when	
the	news	is	out	there,	I	rather	want	to	read	the	story	when	I	
have	time.	–int1995	

The	second	most	popular	news	source	is	social	media	with	
23	percent	using	it	as	their	main	news	source.	Out	of	all	the	
participants,	63	percent	have	decided	to	follow	news	sites	
on	social	media.		

I	 don’t	 feel	 exhausted,	 when	 I	 see	 news	 among	my	 friends’	
social	media	posts.	On	Instagram	attention	is	drawn	with	the	
help	of	the	pictures	so	long	stories	do	not	feel	that	heavy	when	
I	see	it	together	with	a	good	picture.	–surv2001		

For	 many	 the	 reason	 to	 use	 social	 media	 for	 news	 is	 its	
convenience	 to	 get	 news	 from	 several	 different	 news	
sources	all	on	the	same	platform.	

It’s	a	convenient	way	to	get	all	news	in	one	place	–int1999	

37	percent	of	the	participants	do	not	actively	follow	news	
sites	 on	 their	 social	 media	 channels,	 as	 they	 want	 to	
separate	serious	news	 from	entertainment,	which	 is	what	
social	media	represents	to	them.		

After	 a	 long	 day,	 I	 don’t	 want	 to	 bump	 into	 news	 about	
terrorist	attacks	on	social	media,	when	I	only	want	to	know	
what	is	going	on	in	my	friends’	lives.	–int1995	

TV,	radio	and	newspapers	are	used	for	news	by	14	percent.		

I	watch	news	on	TV,	because	I	like	that	someone	else	has	made	
the	selection	of	the	most	important	news	of	the	days.	It’s	good	
that	I’m	not	the	one	selecting	all	the	news	that	I	get.	–	int1997	

Only	1	percent	stated	podcasts	are	their	main	news	source	
and	1	percent	stated	messaging	apps	are	their	main	news	
source.		

Many	participants	emphasize	the	importance	of	the	visuals	
in	the	selection	of	the	news	source.		

The	visuals	of	the	news	source	should	be	beautiful	–surv2003	

In	my	dream	news	platform,	the	visuals	and	clear	structure	
play	an	important	role.	–surv1995		

The	colors	of	the	news	platforms	were	discussed	quite	a	lot	
both	in	the	online	survey	and	the	interviews.	Many	of	the		

participants	were	 resistant	 to	 the	 visuals	 of	 tabloid	 news	
sites.		

If	the	news	site	is	too	colorful	and	messy,	I	get	the	feeling	that	
it	is	not	professional.	A	news	site’s	visuals’	should	be	mild	and	
controlled.	–int1997	

Strong	 colors,	 like	 red	 and	 yellow,	 advertisement,	 too	 big	
pictures	and	scandalous	banners	create	a	questionable	image	
of	the	news	source	–int2002	

5.1.4	Preferred	news	formats	

The	majority,	93	percent	of	the	participants,	get	their	news	
mainly	in	written	format.	Video	is	the	second	popular	news	
format	with	5	percent	getting	 their	news	mainly	 in	video,	
whereas	only	2	percent	of	the	participants	get	their	news	in	
audio.	Text	is	the	preferred	news	format	as	it	is	the	fastest	
way	to	get	the	news	and	its	ease	of	use.	

It	is	easy	to	get	a	lot	of	information	in	a	short	time,	with	video	
it	 is	 like	you	need	to	give	the	video	like	few	minutes	of	your	
time,	but	with	text	you	can	open	it,	read	the	most	important	
in	30	seconds	and	close	it.	–int1995	

If	you	are	watching	a	video	it	is	hard	to	skip	to	the	part	that	
is	actually	interesting.	In	a	text	article	you	can	straight	see,	if	
it’s	interesting	or	not.		–int1995	

When	the	participants	were	asked	what	news	format	they	
prefer	 if	 they	 could	 choose	 the	 format,	 the	 majority,	 65	
percent,	 answered	 text,	 as	 it	 is	 easy	 to	 understand	 and	
consume.	

Text	is	easy	to	understand,	it	can	be	read	over	and	over	again.	
One	can	stop	reading	the	text	easily	and	reading	is	silent	(you	
don’t	need	headphones	in	public	places)	–surv2000	

20	percent	would	like	to	get	their	news	as	a	mix	of	video	and	
text.	 The	 participants	 stated	 videos	 and	 other	 visual	
material	 alongside	 with	 the	 text	 help	 them	 understand	
complex	news	and	process.		

I	would	prefer	videos	in	situations	where	a	complex	situation	
or	theory	has	to	be	explained	with	the	help	of	visual	content.	
–surv1996	
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55	%Social	

media
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Traditional	
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Figure	2:	Participants’	main	news	sources.		



	 	
	

	
	

Participants	 noted	 that	 news	 videos	 are	 sometimes	
irrelevant.	

I	wouldn't	need	to	watch	a	video	where	a	news	reporter	is	just	
reading	the	news,	because	I	can	read	for	myself,	but	if	there	
would	 be	 footage	 of	 the	 actual	 news	 topic	 then	 I	would	 be	
interested	to	watch	it.	I	think	the	video	could	also	increase	my	
trust	towards	to	article.	–surv1995	

Online	news	articles	can	contain	videos,	but	they	need	to	be	
relevant	to	the	article.	I	don’t	want	to	have	a	video	of	Oscars	
Gala	 two	 years	 ago	 in	 an	 article	 that	 covers	 this	 year’s	
Oscars.		–surv2000	

Many	interviewees	stated	watching	news	videos	demands	
viewer’s	full	attention.		

If	 I	 don’t	 concentrate	 all	 the	 time	 when	 watching	 a	 news	
video,	I	won’t	understand	it	and	then	I’m	like	‘I	don’t	have	any	
idea	what	she	said’.	–int2002	

Video	 is	considered	 to	be	more	stressful,	especially	 in	 the	
mornings	when	the	news	is	often	consumed.		

I	don’t	want	to	watch	news	videos	especially	in	the	mornings,	
since	they	can	stress	me.	–	surv2003	

It’s	relaxing	to	read	news	in	the	mornings	instead	of	watching	
videos.	–int2002	

At	the	moment,	only	3	percent	get	their	news	in	audio.	When	
the	 participants	 were	 asked	 in	 what	 format	 they	 would	
prefer	to	get	their	news,	8	percent	answered	audio	or	a	mix	
of	 audio	 and	 text.	 Audio	 is	 often	 consumed	 in	 situational	
spaces.		

I	can	easily	listen	to	the	news	when	I’m	for	instance	cycling.						
–	surv2000	

5.2	NEEDS	

5.2.1	Customiza3on	of	the	news	sources	

The	participants	of	the	survey	value	the	option	to	customize	
the	news.	47	percent	want	to	get	personalized	news	and	31	
percent	would	maybe	want	to	get	personalized	news.		

I	 want	 to	 have	 news	 platform	 that	 could	 be	 customized.	 It	
would	 use	 hashtags	 in	 a	 modern	 way	 and	 would	 follow	
articles	that	I	read	and	would	add	similar	news	stories	to	the	
front	page.	–surv1996	

My	dream	platform	would	feature	a	powerful	but	easy	to	use	
Wiltering	function	that	allows	for	search	using	keywords.	For	
example	 choosing	 the	 keywords	 [China,	 USA,	 Trade]	would	
bring	 up	 articles	 relating	 to	 Chinese-American	 trade.																					
–surv1995	

Search	 engines	 on	 news	 sites	 should	 be	 more	 efWicient.																				
–surv1999	

The	option	to	hide	speciaic	topics	from	the	home	page	was	
one	of	the	issues	raised	in	the	online	survey.		

You	could	hide	speciWic	topics	from	the	news	sites	front	page,	
for	example	articles	about	terrorism.	Then	there	could	be	an	
option	to	unhide	it,	if	you	change	your	mind.	–surv2000	

84	percent	would	use	a	news	site	or	a	platform,	where	they	
could	decide	in	which	format	they	want	to	get	the	news.		

I	 want	 to	 have	 a	 lot	 of	 information	 in	 different	 formats.	–
surv2000	

22	percent	did	not	want	to	have	customization	at	all.	Some	
of	 the	 participants	 were	 suspicious	 towards	 the	
customization	as	it	might	lead	them	to	the	ailter	bubble.		

I	would	like	to	put	preferences,	such	as	that	I'm	not	interested	
in	sport	news,	but	then	again	I	wouldn't	want	to	be	putting	
myself	into	a	Wilter	bubble	either.	–surv1995	

According	 to	 the	 participants,	 the	 personalization	 of	 the	
news	could	be	improved,	for	instance	by	adding	an	option	
to	follow	a	news	topic	only	for	a	certain	period	of	time.	

SVT	 Nyheter	 gives	me	 a	 ton	 of	 articles	 about	 politics	 even	
though	I	only	cared	about	the	elections.	What	I	mean	is	that	
a	personalised	system	doesn’t	account	for	things	that	you	only	
care	about	for	a	while.	–	surv1995	

5.2.2	Compressed	but	comprehensive	news	

The	participants	want	to	get	their	news	as	compressed	as	
possible.	78	percent	stated	a	good	length	for	a	written	news	
story	 is	 few	 paragraphs	 and	 18	 percent	 noted	 a	 written	
news	story	should	be	longer.		

The	perfect	length	of	a	news	story	is	15	seconds.	The	best	thing	
would	 be	 that	 I	would	 get	 a	 summary	 of	 the	 article	 in	 few	
sentences	and	then	decide	if	I	want	to	read	it	or	not.	–int1995	

The	 participants	 also	 expressed	 their	 need	 to	 have	 the	
possibility	to	enlarge	the	story.		

I	want	to	have	short,	medium,	and	long	versions	of	the	same	
story	that	gives	the	reader	the	ability	to	just	look	through	the	
most	important	things	in	10	seconds	or	let	them	make	a	deep	
dive	for	10	minutes.	–surv1995	

Articles	 with	 a	 comprehensive	 lead	 paragraph	 or	 bullet	
point	 summary	 of	 the	 article	 were	 favored	 by	 the	
interviewees.	 When	 the	 participants	 were	 shown	 news	
articles	from	different	news	sites,	they	preferred	the	stories	
with	 a	 background	 of	 the	 story	 alongside	 with	 the	 text.	
Furthermore,	the	articles	dividing	the	story	with	headlines	
like	How	 close	 are	 Russia	 and	North	 Korea?	 were	 favored	
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because	the	headlines	allowed	interviewees	to	skip	parts	of	
the	stories	if	the	topic	was	already	familiar	to	them.	On	the	
other	 hand,	 the	 use	 of	 the	 example	 headlines	 gave	 useful	
background	 information	 for	 those	 who	 were	 unfamiliar	
with	the	story.			

When	the	interviewees	were	asked	in	what	part	of	the	news	
story	 they	 stop	 reading	 or	 watching,	 all	 of	 the	 10	
interviewees	answered	that	when	it	starts	to	repeat	itself.		

If	 the	 story	 starts	 to	 repeat	 itself,	 I	 will	 immediately	 stop	
reading	it,	or	when	it	becomes	too	messy.		–surv1997	

5.2.3	Call	for	beFer	journalism		

When	the	participants	were	asked	what	annoys	them	in	the	
news,	the	most	common	answer	was	clickbaits.		

I	would	like	to	have	less	exaggerative	clickbaits.	–surv1995	

For	some,	the	use	of	clickbaits	has	diminished	their	trust	in	
the	news.			

Click-bait	headlines	and	fake	news	have	decreased	my	trust	in	
the	news.		–	surv2001	

When	the	participants	were	asked	what	bothers	them	with	
the	news	sources	they	do	not	use,	common	answer	was	the	
increase	of	entertainment,	clickbaits,	scandalmongering	in	
the	news	and	covering	non-newsworthy	events.		

Increase	 of	 entertainment	 in	 the	 news,	 depressing	 topics,	
clickbaits.	–surv2000	

Tabloids	 do	 very	 sensational	 news.	 Clickbaits	 and	 non-
newsworthy	news	annoy	me.	–surv1997	

When	the	interviewees	were	asked	what	they	expect	from	
news,	common	answer	was	objectivity.	

I	expect	that	the	news	is	impartial,	the	things	presented	in	the	
story	are	true	and	the	most	important	things	are	introduced	
in	the	article.	–surv2000	

Furthermore,	more	informative	and	objective	headlines	are	
also	expected.		

Big	no	for	clickbaits.	I	prefer	headlines	that	describe	the	story	
objectively.	–surv1995	

	

5.2.4	Media	literacy	and	transparency	

The	majority	 of	 the	participants	 of	 the	 survey	 considered	
themselves	critical	towards	the	news	and	96	percent	stated	
they	 are	 using	 several	 news	 sources	 to	 consume	 news.	
Interviewees	stated	media	literacy	is	learned	in	the	school	
or	through	university	studies		

You	 should	 always	 be	 critical	 towards	 news,	 because	 the	
articles	are	always	written	by	humans	with	their	own	motives	

and	mistakes.	That’s	why	you	 should	read	news	 from	many	
different	sources.	–surv1997	

I	consume	OMNI	because	I	can	see	and	read	the	same	story	
from	different	news	sources	and	it	gives	me	the	feeling	that	I	
can	trust	the	news.		–surv1997		

Even	though	majority	of	the	participants	stated	to	be	critical	
towards	news,	 they	also	 expressed	 that	 they	 rarely	 check	
the	sources.		

I	try	to	be	critical	but	often	I	don’t	bother	to	check	the	facts	
and	sources.	–int1996	

5.2.5	Formality	and	need	for	anonymous	content	

When	the	interviewees	were	asked	if	they	want	to	get	news	
targeted	 for	 their	 generation	 or	 news	 written	 for	
anonymous	 group	 of	 people,	 they	 all	 preferred	 the	 latter.		
Instagram	 news	 accounts	 targeted	 for	 young	 consumers,	
like	 P3	 Nyheter	 and	 Yle	 Kioski,	 were	 found	 fake	 by	 the	
interviewees	 and	 trying	 too	 much	 to	 appeal	 to	 young	
consumers.	One	of	 the	 interviewees	stated,	when	she	was	
shown	 different	 news	 formats	 (news	 on	 Instagram	 and	
traditional	online	news	articles),	that	for	her	it	is	hard	to	see	
if	 it’s	 actually	news	on	 Instagram	because	 it	 can	be	easily	
confused	with	advertisement.	According	to	her,	traditional	
news	 articles	 on	 online	 news	 sites	 radiate	 more	
trustworthiness	 and	 formality,	 which	 other	 participants	
also	 found	 important	 in	 the	 choice	 of	 the	 news	 source.	
Furthermore,	two	interviewees	stated	that	adding	too	many	
special	 effects,	 like	 videos,	 GIFs	 and	 social	 media	
attachments,	make	the	news	feel	less	formal.				

It	 doesn’t	 feel	 like	 reading	 news	 anymore	 if	 there	 are	 too	
many	elements	in	the	story	and	pictures	that	are	edited	too	
much	in	order	to	make	them	funnier.	–int2002	

6	ANALYSIS	&	DISCUSSION	

6.1	Analysis	of	the	news	habits	

The	results	indicate	that	Generation	Z	is	highly	interested	in	
the	news.	News	are	mostly	consumed	at	home	either	in	the	
morning	 or	 in	 the	 evening,	 as	 this	 is	 the	 time	 of	 the	 day,	
when	 Generation	 Z	 has	 the	 most	 time	 for	 news	
consumption.	Even	though	the	majority	of	the	participants	
are	interested	in	the	news	and	consume	news	several	times	
a	day,	consuming	news	is	often	considered	as	a	secondary	
activity,	that	is	done	when	the	participants	have	free	time,	
namely	in	the	mornings	and	evenings.	

6.1.1	Devices	for	news	consump3on	

Phones	 are	 preferred	 as	 the	 main	 device	 for	 news	
consumption	as	news	can	be	accessed	anywhere,	anytime.	
The	 results	 of	 this	 study	 were	 in	 line	 with	 the	 previous	



	 	
	

	
	

studies	 showing	 that	 traditional	media	 devices	 are	 losing	
their	 popularity	 among	 the	 younger	 consumers	 [37].	
Traditional	news	devices	 in	 this	study	are	mostly	used	by	
the	participants	who	still	live	with	their	parents.		

6.1.2	News	sources	

Participants	 of	 this	 study	 get	 their	 news	 from	 multiple	
sources,	which	aligns	with	the	study	showing	that	the	news	
consumption	 is	 characterized	 by	 consumers’	 reliance	 on	
multiple	 sources	 [15].	 Online	 news	 sites	 are	 the	 most	
popular	sources	among	the	participants.	Slightly	over	half	
of	the	participants	prefer	reading	the	news	on	news	sites	to	
news	apps.	Notiaications	from	the	news	sites	and	apps	are	
not	preferred,	as	they	want	to	read	the	news	when	they	have	
time	for	that,	not	when	they	are	published.		

The	second	most	popular	news	source	is	social	media.	For	
many	 the	 reason	 to	 use	 social	 media	 for	 news	 is	 its	
convenience	 to	 get	 the	 news	 from	 several	 different	 news	
sources	all	on	the	same	platform.	Additionally,	consuming	
news	 on	 social	media	 does	 not	 feel	 as	 heavy	 as	 on	 other	
platforms	 since	 the	 consumers	 can	 bump	 into	 interesting	
news	among	the	other	content	in	their	feeds.	The	ones	who	
do	not	prefer	 to	use	social	media	 to	consume	news	argue	
that	they	want	to	separate	news	from	entertainment,	which	
is	what	social	media	represents	for	them.		

The	 third	most	 popular	 news	 source	 is	 traditional	media.	
Participants	using	traditional	media	value	that	someone	has	
selected,	 which	 headlines	 are	 the	most	 important	 at	 that	
time.	 The	 results	 show	 that	 novel	 news	 sources	 like	
podcasts	 and	 messaging	 apps	 have	 not	 established	 their	
position	as	popular	news	sources.		

Many	participants	emphasize	the	importance	of	the	visuals	
in	 the	 selection	 of	 the	 news	 source.	 According	 to	 the	
participants,	 neutral	 colors	 and	medium	 font	 sizes	 assure	
the	 reader	 about	 the	 trustworthiness	 of	 the	 news	 source,	
whereas	strong	colors,	like	red	and	yellow,	advertisement,	
too	 big	 pictures	 and	 scandalous	 banners	 create	 a	
questionable	image	of	the	source.	The	participants	associate	
powerful	 colors	 with	 tabloids,	 whose	 visuals	 and	 site	
structure	 are	 considered	 confusing.	 On	 the	 other	 hand,	
powerful	 colors	 and	 scandalous	 pictures	 capture	
consumers’	attention	and	helps	the	reader	understand	what	
the	most	important	news	are.		

6.1.3	Preferred	news	formats	

Surprisingly,	 the	majority	of	 the	participants	of	 this	study	
get	their	news	mainly	in	text.	The	aindings	indicate	getting	a	
lot	of	information	in	the	shortest	amount	of	time	is	the	main	
reason	for	the	choice	of	the	news	format.	This	has	led	to	text	
being	the	superior	news	format.	Moreover,	text	allows	the	

reader	to	skip	parts	of	the	story,	and	move	back	and	forth,	
which	is	not	as	easy	with	other	news	formats.		

Even	 though	 media	 houses	 are	 investing	 large	 sums	 of	
money	 and	 resources	 on	 news	 videos,	 only	 20	 percent	
would	prefer	to	get	their	news	in	the	mix	of	video	and	text	
in	 the	 future.	 The	 aindings	 indicate	 that	 news	 videos	 can	
explain	complex	news	better	than	text,	which	has	led	to	the	
participants’	 preference	 to	 watch	 news	 videos	 in	 certain	
situations.	Additionally,	videos	add	trustworthiness	as	the	
viewer	can	see	with	her	own	eyes	what	has	happened	and	
create	 her	 own	 understanding	 of	 the	 story.	However,	 the	
participants	 aind	news	 videos	 somewhat	 irrelevant	 to	 the	
topic	as	 it	often	contains	the	same	information	as	the	text	
underneath.	This	has	 led	 to	consumers	often	skipping	 the	
videos	 entirely.	 Watching	 videos	 requires	 also	 more	
attention	than	other	news	formats	and	it	is	more	difaicult	to	
only	watch	the	interesting	parts	of	the	videos.	Video	is	also	
considered	to	be	more	stressful,	especially	in	the	mornings	
when	the	news	is	often	consumed.	All	these	factors	decrease	
the	popularity	of	the	video	as	a	news	format.		

6.2	Analysis	of	the	needs	

6.2.1	Customiza3on	of	the	news	sources	

The	participants	of	the	survey	value	the	option	to	customize	
their	news	with	47	percent	wanting	customized	news.	The	
results	 indicate	 the	 news	 sources	 are	 expected	 to	 be	
adjustable	for	the	customer’s	needs.	Customization	of	news	
sources	 has	 proven	 to	 help	 the	 consumer	 to	 cope	 with	
information	 overload	 [38],	 which	 could	 explain	 the	
participants’	 need	 for	 customization.	 According	 to	 the	
participants,	the	personalization	of	the	news	does	still	not	
work	as	it	is	expected	to	work.	There	is	a	need	for	better	tags	
and	categorization,	 the	option	 to	hide	speciaic	 topics	 from	
the	front	page,	and	improved	search	tool.		Participants	want	
also	to	have	the	option	to	decide	in	what	format	they	get	the	
news.	Even	though	many	of	the	participants	expressed	their	
preference	to	get	customized	news,	they	want	to	do	it	only	
to	a	certain	extent,	as	they	are	afraid	of	ending	up	in	a	ailter	
bubble.	

6.2.2	Compressed	but	comprehensive	news	

The	participants	want	to	get	their	news	as	compressed	as	
possible.	For	most	of	the	news	stories	the	perfect	length	is	
few	paragraphs.	Articles	summarizing	the	story	in	the	lead	
paragraph	 or	 in	 bullet	 points	 were	 favored	 by	 the	
interviewees.	 The	 participants	 liked	 the	 option	 to	 get	 a	
background	 for	 the	 news	 story,	 when	 they	 were	 shown	
news	 articles	 from	 different	 news	 sites.	 Even	 though	 the	
news	 story	 should	 be	 as	 condensed	 as	 possible,	 the	
participants	want	to	have	the	option	to	enlarge	the	story.	If	
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a	news	story	contains	any	irrelevant	content	or	repetition,	
the	participants	stated	that	they	will	lose	their	attention.	

6.2.3	Call	for	beFer	journalism		

The	 results	of	 the	 study	 indicate	 that	 the	participants	 are	
disappointed	in	the	quality	of	the	news.	Instead	of	clickbaits,	
the	 increase	 of	 entertainment,	 scandalmongering	 in	 news	
and	 covering	non-newsworthy	 events,	 there	 is	 a	 need	 for	
news	 with	 traditional	 news	 values,	 namely	 objectivity,	
formality	and	trustworthiness.	

6.2.4	Media	literacy	and	transparency	

Participants	 were	 noted	 to	 have	 high	 media	 literacy,	 as	
majority	 of	 the	 participants	 of	 the	 survey	 considered	
themselves	critical	towards	news	and	stated	they	are	using	
several	 news	 sources.	 Even	 though	 majority	 of	 the	
participants	 stated	 to	 be	 critical,	 they	 rarely	 check	 the	
sources	 used	 in	 the	 news.	 Among	 the	 participants	 who	
stated	to	be	critical	towards	news,	news	sites	like	Omni.se	
and	 Google	 News	 are	 valued,	 since	 they	 enable	 the	
consumer	 to	 see	 the	 article’s	 sources	 and	 read	 the	 same	
story	 from	 different	 sources,	 which	 is	 considered	 to	
enhance	 the	 transparency	 of	 the	 news.	 Additionally,	 the	
popularity	of	social	media	as	a	news	source	can	be	explained	
with	the	participants’	need	for	transparency.	Social	media	
offers	 consumers	 the	possibility	 to	get	news	 from	several	
sources	all	on	the	same	platform.	This	way	the	consumers	
can	effortlessly	get	different	versions	of	the	same	story.		

6.2.5	Formality	and	need	for	content	wriFen	for	anonymous	
group	

The	 participants	 want	 to	 be	 treated	 as	 anonymous	 news	
consumers,	 and	 get	 the	 same	 news	 as	 other	 generations.	
The	attempts	of	the	media	organizations	to	target	news	for	
younger	consumers	are	often	considered	as	fake.	News	on	
social	media	platforms	are	often	mixed	with	advertisement	
and	 do	 not	 radiate	 trustworthiness	 and	 formality,	 which	
participants	 found	 important	 when	 deciding	 what	 news	
sources	 they	 consume.	 Furthermore,	 adding	 too	 many	
special	effects,	like	videos	and	GIFs	in	order	to	gain	young	
consumer’s	attention,	can	diminish	the	trust	in	news,	as	in	
their	opinion	news	should	be	formal.		

6.3	Discussion	
The	news	is	preferred	to	be	consumed	in	a	text	format	as	it	
enables	 the	 reader	 to	 get	 the	 information	 fast	 and	 can	be	
easily	 skimmed	 compared	 to	 other	 formats.	 However,	
Generation	Z’s	preference	to	get	news	in	written	format	is	
in	 disparity	 with	 previous	 research	showing	 that	 Gen	 Z	
prefers	multimedia	content	to	text	[6].	The	results	indicate	
Gen	 Z	 wants	 to	 get	 the	 news	 as	 condensed	 and	 fast	 as	
possible.	This	 ainding	aligns	with	the	studies	showing	Gen	

Z’s	 ability	 to	 quickly	 sort	 through	 and	 assess	 enormous	
amounts	of	information	[30].	Therefore,	Gen	Z’s	exposure	to	
information	overload	has	led	to	their	preference	to	get	only	
the	most	relevant	news.	The	simpler	and	more	compressed	
the	news	is	the	more	likely	it	will	be	consumed.	If	the	story	
starts	to	repeat	itself,	the	Gen	Zer	will	immediately	lose	her	
attention	and	move	on	to	the	next	story.	Every	sentence	and	
element	 of	 the	 news	 story	 needs	 to	 provide	 new	
information	 so	 the	 Gen	 Zer	 will	 continue	 consuming	 the	
story.	Furthermore,	 videos,	 audio	 clips,	 or	other	elements	
should	not	be	added	to	a	story	if	they	are	irrelevant	to	the	
story.	Additionally,	the	use	of	too	many	special	effects	and	
elements	might	 lead	 to	 decreased	 trust	 in	 news,	 as	 news	
should	 stay	 formal	 to	 inspire	 conaidence.	 Instead	 of	
increasing	the	number	of	news	videos,	news	media	houses	
should	 concentrate	 on	 the	 quality	 of	 the	 videos,	 as	 the	
consumers	want	to	consume	high-quality	news	videos.			

This	study	shows	there	is	a	mismatch	between	what	Gen	Z	
wants	 from	the	news	and	what	media	houses	are	offering	
them.	Gen	Z’s	preference	for	the	written	format	contradicts	
with	what	media	 houses	 are	 innovating	 in	 order	 to	 grow	
their	market	share.	For	instance,	Sveriges	Radio	is	trying	to	
increase	listening	and	diminish	reading	on	their	web	page,	
while	MTV	tries	to	lead	the	audience	towards	video	content	
in	order	 to	 increase	revenue	 from	their	video	advertisers.	
On	the	other	hand,	it	needs	to	be	noted,	that	the	reason	why	
media	 houses	 innovate	 new	 formats	 and	 products	 is	 that	
they	try	to	aind	the	best	way	to	deliver	news	to	the	audience	
and	 sometimes	 the	 audience	 does	 not	 know	 what	 they	
actually	need	before	they	try	it	out.	News	media	industry	is	
still	 ainding	 new	 ways	 of	 delivering	 and	 producing	 news	
after	digital	transformation,	and	it	will	continue	to	do	so	in	
the	 future	 as	 well.	 Nevertheless,	 it	 could	 be	 questioned	
whether	the	news	media	houses	should	concentrate	more	
on	the	news	innovations	increasing	their	revenue,	or	should	
they	 concentrate	 on	 developing	 new	 products	 that	 will	
actually	serve	the	audience’s	needs.	In	that	way	they	could	
gain	 more	 revenue,	 when	 audience	 starts	 to	 use	 and	
possibly	pay	for	those	products.		

The	 exponential	 growth	 and	 popularity	 of	 OTT	 platforms	
among	the	Gen	Z	could	explain	the	Gen	Z’s	need	to	get	news	
anytime,	 anywhere.	 They	 are	 used	 to	 consume	
entertainment	where	and	when	they	want,	thus	they	seem	
to	 expect	 this	 also	 from	 the	 news.	 In	 addition	 to	 that,	 as	
shown	in	this	study,	news	platforms	are	also	expected	to	be	
adjustable	for	the	consumers’	needs.		

Gen	Z	expects	traditional	news	values	from	the	news,	such	
as	 objectivity	 and	 transparency.	 The	 results	 of	 this	 study	
and	European	media	literacy	study	[39]	show	that	Gen	Z	in	
Finland	and	Sweden	seem	to	have	high	media	literacy	level,	
which	has	 led	to	the	need	for	transparency	of	 the	sources	



	 	
	

	
	

used	in	the	news.	If	the	sources	are	available	the	consumer	
can	better	judge,	whether	she	can	trust	the	news	or	not.		

The	 research	has	demonstrated	Gen	Z’s	 preference	 to	 get	
formal	 and	 traditional	 news	 done	 with	 traditional	 news	
values	 on	 mind.	 This	 was	 not	 expected,	 as	 news	 media	
houses	are	constantly	developing	more	innovative	ways	to	
produce	and	deliver	news.	This	could	also	be	connected	to	
Generation	Z’s	information	overload,	which	can	have	led	to	
Generation	Z	looking	for	information	delivered	in	a	simple	
way	 limiting	 irrelevant	 disturbance.	 Therefore,	
unnecessary	use	of	strong	colors,	videos,	photos,	GIFs	and	
other	special	content,	should	be	limited.	For	Gen	Z	the	news	
represents	 stability	 and	 simplicity	 in	 the	 constantly	
transforming	media	landscape.	

The	results	of	this	study	indicate	visuals	play	an	important	
role	 in	the	choice	of	a	news	source.	Karlsson	and	Clerwall	
[40]	 have	 noted	 the	 audience	 chooses	 their	 news	 source	
also	 not	 only	 based	 on	 the	 content	 but	 also	 based	 on	 the	
aesthetics	of	the	news	source.	Visual	 imagery	is	proven	to	
attract	more	readers	to	the	news	story	[41]	and	the	use	of	it	
is	 a	 mean	 to	 catch	 Gen	 Z’s	 short	 attention	 span	 [24].	
Therefore,	media	houses	should	pay	more	attention	to	the	
visuals	to	attract	the	young	consumers.	Neutral	colors	and	
clear	 structure	 improve	 the	 trustworthiness	 of	 the	 news	
source	as	this	study	demonstrates.		

7	LIMITATIONS	&	FUTURE	RESEARCH	

This	study	is	subject	to	a	few	limitations.	The	choice	to	use	
self-selection	 sampling	 can	 be	 questioned,	 as	 the	
participants	 interested	 in	 the	 research	 topic	 were	 more	
likely	to	answer	to	this	study	compared	to	them	who	did	not	
find	this	research	interesting.	This	results	the	sample	being	
biased	and	not	representative	of	the	whole	population	[32].	
Moreover,	 the	 participants	 of	 this	 study	were	moderately	
high-educated,	 which	 can	 have	 led	 to	 the	 sample	 being	
biased	 especially	 considering	 their	 preference	 to	 not	
consume	news	from	tabloids.	Furthermore,	the	quantity	of	
participants	 of	 the	 online	 survey	 living	 in	 Finland	 and	
Sweden	 is	 unbalanced,	 which	 can	 be	 ascribed	 to	 the	
researcher’s	usage	of	her	own	network	 in	order	 to	collect	
answers	to	the	online	survey.		

The	 scope	 of	 the	 study	 is	 rather	 broad	 and	 hence	 in	 the	
future	 research	concentrating	on	 the	Generation	Z’s	news	
consumption	habits	and	needs,	research	question	could	be	
narrowed	down	 to	different	 and	more	 specific	 topics.	 For	
instance,	Generation	Z’s	preference	for	written	format	could	
be	observed	in	more	detail.	Additionally,	images	as	a	news	
source	 should	 also	 be	 taken	 into	 account,	 which	was	 not	
done	in	this	study.		

It	could	be	also	studied	more,	how	media	organizations	
should	balance	between	their	consumers’	current	habits	
and	 future	 needs.	 Based	 on	 this	 study,	 the	 consumers	
seem	 to	 prefer	 the	 current	 news	 formats,	 but	 demand	
more	 alexible	 products.	 Generation	 Z	 seems	 to	 be	 a	
fragmented	 consumer	 group,	 should	 all	 their	 needs	 be	
taken	 into	 consideration	 and	 should	 the	 organizations	
develop	adjustable	and	niche	news	products?	Does	it	bay	
off	in	long	term?		

8	CONCLUSION	

This	 study	 sought	 to	 answer	 to	 the	 following	research	
questions	What	are	the	news	consumption	habits	Generation	
Z	has	in	the	Swedish	and	Finnish	market?	and	What	are	the	
news	consumption	habits	of	Generation	Z	in	the	Swedish	and	
Finnish	 market?	 The	 exploratory	 study	 employed	 the	
method	of	online	survey	and	semi-structured	interviews.	A	
total	 of	 219	 answers	 were	 collected	 through	 an	 online	
survey	and	10	members	of	Generation	Z	were	interviewed.		

The	 results	 of	 this	 study	 indicate	 that	 Generation	 Z	 is	 a	
fragmented	group	as	a	news	consumer.	They	expect	to	have	
control	to	choose	when,	where,	and	how	they	get	the	news.	
Everything	 should	be	 adjustable	 and	 customized	 for	 their	
own	needs,	except	the	content.	Considering	the	content	of	
the	news,	Generation	Z	wants	to	get	the	news	as	condensed	
and	fast	as	possible.	News	are	preferred	to	be	consumed	in	
text	format	as	it	enables	the	reader	to	get	the	information	
fast	and	can	be	easily	skimmed	compared	to	other	formats.	
Generation	Z	would	like	to	consume	more	news	videos	but	
so	 far	 they	 do	 not	 aill	 their	 needs,	 therefore	 text	 is	 the	
preferred	 format.	 As	 a	 news	 consumers	 Generation	 Z	 is	
particular	 and	 highly	 sensitive	 for	 irrelevant	 content.	
Instead,	they	expect	quality	and	objectivity	from	the	news.	
The	 news	 sites	 and	 the	 stories	 should	 be	 as	 simple	 as	
possible	 in	 order	 to	 limit	 Generation	 Z’s	 information	
overload.		

This	study	shows	that	there	is	a	mismatch	between	what	the	
audience	wants	and	what	the	media	houses	are	innovating	
for	 them	 and	 therefore	 the	 aindings	 have	 practical	
implications	for	the	news	media	industry.	In	order	to	for	the	
media	houses	to	grow	their	market	share	among	Generation	
Z,	they	should	better	know	the	needs	of	their	audience.	With	
the	 help	 of	 this	 study	 strategic	 divisions,	 developers	 and	
journalist	 can	 create	 optimal	 user	 experience	 for	
Generation	Z.	
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