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1. Introduction 
 
1.1 Research background  
 

One of the most urgent challenges for people working in the media industry today is to 

understand the processes of structural change that are currently taking place. These 

changes concern not only the production processes within the media companies, but 

also the business environment in which they exist, the technical development of tools 

used when producing and consuming media content, the media content itself, and the 

forms for distributing media content (cf. Hultén et al., 2010).  

The list of technical solutions implemented within the media industry can be made 

very long, both in terms of the production and consumption of written media content, 

such as in newspapers and magazines, and broadcast media content. The development 

of the media sector in general is closely linked to the transformation of the information 

and communication (ICT) society as a whole (Nygren and Wadbring, 2013, Sundin, 

2013, Kay and Quinn, 2010, Hultén et al., 2010). According to Bradley (2010), 

computer technology, telecommunication technology, and media technology have 

converged to be defined as ICT. I use the term ICT society in this thesis because it 

reflects the wide range of areas in which this technology plays a vital role (cf. Górniak-

Kocikowska, 2007). 

There is an uncertainty in the media industry about what the future system of 

channels, platforms, media consumption, media content, and working methods will 

look like (Nygren and Wadbring, 2013). Many perceptions of what the future may bring 

build on assumptions about how technology will develop, and how fast this 

development will take place. However, it is extremely difficult to predict what the 

future will look like, because the development could take completely different routes 

than we first assumed (Nygren and Wadbring, 2013).  

There is undoubtedly a need to deepen our general knowledge in this area. 

Questions that need to be explored concern what the future media landscape will look 

like. Which of the major consumption trends that exist today will continue and possibly 

lead to disruptive change? Which of today’s existing trends could give us a hint of 

tomorrow’s media landscape? 

From a consumer’s perspective, it is also of great value to learn more about what is 

expected of the future. What new media technologies and services will affect my daily 

habits of media use? Will I lose my printed morning newspaper? Will I have to adapt to 

reading the paper online instead of in a printed version? Will there be other new 

technologies that transform the way I communicate, produce, buy, consume or 

discharge of different kinds of media content? 

Another interesting challenge when studying the current changes in the media 

sector is to explore the environmental impact of the future media landscape. According 

to Wilberg and Wadbring (2013), environmental concerns are maybe less pronounced 
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in the media business compared to many other industries, but nevertheless the 

environmental aspects of media consumption are often discussed, and consumers may 

refuse to use a certain product due to its environmental impact. Teljas et al. (2008) 

claim that environmental concerns will become even more important for media 

consumers in the future. At the same time, many consumers feel confused about how 

harmful the different media consumption channels are for the environment 

(Rademaker, 2013). Consequently, there is a need to increase our general understanding 

of what parameters are important when it comes to environmental aspects of media 

consumption, as well as the production and distribution of media content. 

How could new production processes, new media channels and new media 

consumption habits affect the environment? Would it be better or worse for the 

environment if we were to leave the printed newspaper behind and consume media 

content on a mobile device instead? What parameters are more important than others 

when it comes to the environmental aspects of consuming media? 

 

1.2 Aim and research questions 
 
The aim of this thesis is both to elucidate what is happening in today’s society in terms 

of media development, and to provide researchers, media content producers and 

possibly consumers with useful input regarding the ongoing structural change. 

The aim is further to increase our understanding of media consumption in relation 

to different future scenarios, particularly with regard to environmental aspects. The 

scenarios in this thesis describe a possible future situation as well as the path of 

development leading to that situation (cf. Kosow and Gassner, 2008). In this thesis, 

“the path of development” is explored by means of presenting a number of trends, and 

then discussing what could affect the development of these trends in different 

directions, and finally by suggesting four scenarios which explore certain trends in 

relation to the duality of governmental control and the commercial powers in society 

(cf. Hultén et al., 2010 and Couldry and Curran, 2003). “The path of development” is 

also explored and discussed in the semi-structured interviews conducted with experts 

and consumers, and included in this study. Working with scenarios in this type of 

context might help and support a general discussion about media today and media in 

the future. 

In this thesis, the following research questions are asked: 
 
1. What are the main media consumption trends today, and what could the 

characteristics of future media consumption be in relation to different 

scenarios? 

2. What parameters are central to future scenarios of media consumption, seen 

from an environmental perspective? How will changes in these parameters 

affect the environmental aspects of media consumption?   
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3. What are the major editorial processes at media companies today, and how can 

their workflows be visualized in order for us to discover how the processes 

could be optimized and how this in turn could affect the environmental impact? 

4. What is the relationship between the editorial processes and a general 

assessment of the carbon footprint of content production at media companies? 
 

In short, I am looking at media consumption trends, and which parameters are 

important when it comes to the environmental aspects of media consumption. The 

thesis also examines the processes connected with editorial work and relates these to 

environmental impact. By answering the research questions presented above, the 

intention is to increase our general understanding of this area, and ultimately suggest 

improvements and possible solutions.  

 

1.3 Structure of the thesis 
 

This thesis consists of five peer-reviewed and published papers, as well as an 

introductory section with an analysis and conclusions. The thesis approaches media 

from two perspectives – that of its consumption, and that of its production, with both 

being viewed also through the lens of their environmental impact. 

The thesis is structured in such a way that the introductory section gives a broad 

background to the global media situation, and then explains ongoing changes in the 

media industry, with special focus on the Nordic countries. The background chapter is 

rather extensive, because it aims to give readers from different scientific fields a good 

overview of the current situation, in order to better understand the context of this 

research contribution. An attempt is also made in the introductory section to explain 

the connection between media and environmental sustainability, and to justify why this 

connection is so urgent in our society today. 

The scientific context of this thesis is described in the introductory section, along 

with the methods used and the results achieved. The section ends with an attempt to 

connect the results of the thesis with a discussion of possible applications of the 

research results. Suggestions for future research are also explored, and the general 

conclusions of the thesis presented. 

As to the included papers, paper I Explorative scenarios of emerging media trends and 

paper II Environmental aspects of media scenarios for the future ICT society – a qualitative study 

focus on the consumption side of media with an environmental perspective. The first 

paper explores the relationship between media trends today and scenarios of the future. 

Four future scenarios are presented. The second paper explores the environmental side 

of the scenarios presented and discussed in paper I, by discussing possible 

environmental impact of consuming media content, especially news content, in the 

described scenarios. Paper II aims to answer questions about what parameters are 

central in future scenarios of media consumption, seen from an environmental 
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perspective, and how changes in these parameters could affect the environmental 

aspects of media consumption.  

Papers III Local Newspaper Publishing: Editorial Structure and Environmental Effects – A 

Case Study, IV Magazine Publishing: Editorial Process Structure and Environmental Impacts – a 

Case Study and V Local Television Content Production: Process Structure and Climate Impacts – a 

Case Study focus mainly on the production side of media with an environmental 

perspective, a topic which is further explored in an academic thesis for the degree of 

Licentiate of Technology, published in December 2012 (Picha Edwardsson, 2012). 

  



5 

 

2. Background 
 

2.1 A process of constant change 
 

2.1.1 The complex role of media 
 
Over the past 50 years, media channels, media consumption patterns and the influence 

of media on society have all changed dramatically. Compared with the 1960s, we now 

have a vast array of television channels, we have mobile telephones, computers of all 

shapes and sizes, newspapers printed in colour and in tabloid format, on-demand radio 

and television, social media, etc, none of which existed before. Today, the media 

industry is a worldwide, multi-billion dollar industry comprising the production and 

distribution of content in newspapers, internet portals, magazines, radio, television, 

films, books, online games and other related channels within the news and 

entertainment sector (cf. Hadenius et al., 2008). 

In the Nordic countries, small and medium sized media companies have historically 

played an important role for media development. However, since the beginning of the 

1990s, the number of small and medium sized media companies has decreased due to 

sales and mergers, increasing the concentration of ownership (Sundin, 2013). To a large 

extent, competition between different traditional media companies such as local 

newspapers has disappeared. Instead, traditional media companies today face 

competition mainly from online media and the telecom industry (Sundin, 2013). 

Achtenhagen (2005) states that media industries differ from other industries in at 

least three respects. “First, advertising plays a central role in some media creating 

unique relationships and leading to media markets that are not entirely responsive to 

their audiences. Second, media cannot be considered as merely a product to be used by 

consumers. Rather, media have informational, educational, and social integration 

functions. They provide the background to allow people to be informed citizens and 

active participants in social and political life. Third, the unique role of media is reflected 

in the legal protection that media companies face. Media have power, as they can 

influence the opinions and actions of people. Because of this potential impact on the 

public opinion, many countries have special rules regarding these media, for example to 

ensure undistorted public information or to ensure that the transmitted content is not 

harmful to the “public interest” media companies are expected to serve” (Achtenhagen, 

2005, p.42). In other words, media companies have a complex role in society, with 

higher expectations and demands placed on them than on companies in many other 

industries. 
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2.1.2 The world leaders 
 

Today, the largest media company in the world is Comcast in the US, following its 

acquisition of 51 percent of the share capital in NBC (National Broadcasting Company) 

in 2011. Comcast is the world’s largest media company by media revenue, which refers 

to revenue from advertising, publishing, radio or television transmissions, television and 

film production, music publishing, printing, distribution services, subscriptions, 

government support etc. Retail sales, theme parks, games etc are not included (Carlsson 

and Facht, 2014). 

 

 
Table 1. The six largest media companies in the world (Carlsson and Facht, 2014), and the revenues 

of two social media companies, as a comparison. 

Media company Country Total revenue in 
2011, million USD 

Total revenue in 
2013, million USD 

Comcast US 40 583 64 657 

News Corporation US 33 706 N.A. (The 
company has split 
into two parts.) 

Time Warner 
 

US 28 974 29 795 

The DirecTV Group US 27 226 31 754 

The Walt Disney 
Group 

US 26 047 45 041 

Bertelsmann AG Germany 21 208 21 700 

    

Google US 38 000 50 000 

Facebook US 3 700 7 800 

 

In 2011, Comcast’s media revenue was 40 583 million USD (64 657 million USD in 

2013) (table 1). The second largest media company in the world in 2011 was News 

Corporation with 33 706 million USD, followed by Time Warner Inc (28 974 million 

USD), The DirecTV Group (27 226 million USD) and The Walt Disney Group (26 047 

million USD in 2011 and 45 041 million USD in 2013). As shown in table 1, these five 

largest media companies in the world are all based in the United States. Since 2011, 

News Corporation has split into two separate companies and The Walt Disney Group 

has moved up to rank number two of the five leaders in terms of revenue. 
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The sixth largest media company in the world in 2011 was Bertelsmann AG (21 208 

million USD); this German based media company was also the largest media company in 

Europe (Carlsson and Facht, 2014). Other large media companies in Europe, by 

revenue, were Vivendi (France), BSkyeB (United Kingdom) and Lagardère (France). In 

2011, the eleventh largest media company in Europe was Bonnier, which is also 

Scandinavia’s largest media company. (More about the Nordic media market under 

2.1.4.) 

 

2.1.3 The competition from online media 
 

According to Skogerbö and Winsvold (2011), online media have contributed to 

transforming media industries as well as media audiences, globally, nationally and locally. 

Processes of convergence and differentiation have led to extensive changes in the media 

industry. Skogerbö and Winsvold (2011) argue that media consumers have become 

selective and active participants in the production and generation of media content. This 

is a common view among social media scholars. 

Couldry (2009) claims that the digitalization of media content and the normalization 

of fast internet access means that every point in space is connected through mediated 

communication to every other point. As a result, it becomes more difficult to draw a 

hard line between media consumer and media producer (Couldry, 2009). Young media 

consumers in particular are increasingly moving to online media, becoming both 

consumers and producers of media content (Sundin, 2013). 

With the introduction of social media in the global media market, it is also 

increasingly difficult to define what a media company is. Social media companies, such as 

Facebook, Instagram, YouTube and Google, are increasingly entering the traditional 

media companies’ arena, offering news content and other types of media content which 

has traditionally been produced by professional journalists. As a point of comparison 

with the media statistics above, Facebook’s revenues for 2011 were approximately 3 700 

million USD (7 800 million USD in 2013). YouTube is currently owned by Google. 

Google had a total revenue of 38 000 million USD in 2011 (exceeding 50 000 million 

USD in 2013) (table 1). 

During the past years, most media companies have worked hard to position 

themselves in relation to the on-going changes in society and to find their place in the 

new media landscape (cf. Hultén et al., 2010). According to Hultén et al. (2010), this 

process consists of responses to new technologies and to changes in the business 

operations of media companies. Examples of these responses include new media 

services for consumers (e.g. websites and mobile services), and the consolidation of 

media companies. 
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2.1.4 The Nordic media market 
 

The Nordic countries share a lot of characteristics in terms of their media situation. For 

example, Nordic media companies compete in the market, but within a political 

legislative framework guided by overarching notions such democracy, diversity and 

education (Hadenius et al., 2008). Ambitions such as these are seldom seen in other 

countries’ media policies. 

In the Nordic countries, there is a long tradition of reading printed morning 

newspapers, delivered to the subscriber’s door every morning under a subscription 

based revenue model. Norway, Sweden and Finland are, together with Japan, the 

countries in the world with the highest share of readers of daily newspapers (Hadenius 

et al., 2008). 

In general, the Nordic media market tends to follow the development of the global 

media market, particularly the North American and the Western European media 

markets. There are, however, some significant differences, such as Sweden’s stronger 

media legislation compared with other EU countries, meaning stronger protection of 

the freedom of speech and the freedom of the press. 

In a historical perspective, Nordic newspapers have been closely linked to political 

parties. This particular feature has, however, almost disappeared (Hadenius et al., 2008). 

Another significant feature of the Nordic media market is that public service media 

have close connections to the state, but are characterized by a high degree of autonomy 

and professionalism. According to Hadenius et al. (2008), the state is “responsible” for 

the media in the Nordic countries, but this means that the state merely supports the 

media financially, rather than controlling it directly. 

The Nordic media market is dominated by Bonnier AB (or the Bonnier Group), 

which is the eleventh largest media company in Europe and had a total revenue of 

3 300 million Euro in 2012 (table 2). Sanoma in Finland is the second largest Nordic 

media company with a total revenue of 2 300 million Euro, followed by 

Stenbeck/MTG (1 900 million Euro), Schibsted Media Group (1 900 million Euro) and 

Egmont (1 600 million Euro) (Carlsson and Facht, 2014).  
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Table 2. The nine largest media companies in the Nordic countries, by revenue (Carlsson and Facht, 

2014). 

Media company Country Total revenue in 2012,  
million Euro 

Bonnier Sweden 3 300 

Sanoma Finland 2 300 

Stenbeck/MTG Sweden 1 900 

Schibsted Media Group Norway 1 900 

Egmont Denmark 1 600 

SVT/SR/UR (Public Service) Sweden 889 

Telenor Broadcast Norway 870 

NRK (Public Service) Norway 692 

Stampen Sweden 619 

 

The Swedish state (government) is another important stakeholder in the Swedish 

media market, since it owns the public service television and radio broadcasters, 

distribution companies for newspapers and distribution companies for broadband and 

other telecommunication networks.  

Compared with the North American and Western European media markets, 

expansion of broadband infrastructure was undertaken very early in the Nordic 

countries, thus facilitating the use of mobile phones and portable computers. The high 

proportion of so-called early adopters (Appelgren and Leckner, 2013) also speeded up 

the introduction of new media technology in the Nordic countries, compared with 

other European countries, Canada and the US. 

The traditional media companies in Scandinavia have historically been dependent 

on a business model in which print advertising plays a critical role. However, this 

business model is now changing. In 2012, Swedish daily newspapers lost their position 

as the largest carrier of advertising. Today, online media has more ads than printed 

media (Sundin, 2013). Between 2011 and 2012, advertising revenue for the Swedish 

daily newspapers dropped by a total of 1 billion SEK. Online advertising revenue, on 

the other hand, doubled between 2007 and 2012, and was estimated to 8 billion SEK in 

2012 (Sundin, 2013). The lion’s share of online advertising revenue goes to other 

companies than the traditional media companies, of which Google is the largest actor in 

the advertisement market overall (Sundin, 2013). 
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2.1.5 The digitalization and transformation of journalism 
 

A large number of research reports discuss the current changes in the media landscape 

(Nygren and Wadbring, 2013, Sundin, 2013, Kaye and Quinn, 2010, McChesney and 

Pickard, 2011). One important aspect of the transformation of the ICT society is the 

process of digitalization. According to Åkesson (2009), digital innovation has 

transformed the structure, processes and boundaries of the business landscape. The 

constant introduction of new digital technology, increased mobility, changing media 

consumption and advertising patterns as well as digital convergence are radically 

changing the media industry (Åkesson, 2009). 

According to Hultén et al. (2010) old media industries are affected by digitalization 

in all aspects of media production and consumption: production, storage, distribution, 

audiences’ mode of reception, and patterns of use. The digitalization of content and 

services affect all media companies, independent of their size. It also affects the 

consumers, in the short as well as the long term. 

Westlund argues that “journalism has always been intertwined with technology, 

from the invention of the printing press to the digitalization of the tools used to 

produce and distribute news” (Westlund, 2011, p.5). 

Schudson (2011, p.207) mentions six ways in which journalism in particular is 

changing: 

1) The line between reader and writer has blurred. Readers and writers have never been 

rigidly separated in journalism. News organizations have long invited comments from 

their audiences. But not since the early nineteenth century have the roles of amateurs 

advanced so quickly. Readers have not only entered into producing or coproducing 

news content, but they have also become voluntary and selective news distribution 

managers, circulating news from friend to friend. As a result, news dissemination for 

the general public has grown more lateral and less hierarchical.  

2) The distinction among tweet, blog post, newspaper story, magazine article, and book has 

blurred. The story in the daily newspaper in its familiar printed form has not remained as 

it used to be. It is not the contained, finished product that journalists and readers once 

took for granted. Now the public expectation is that it will be updated regularly. The 

story is never finished, never in final form. 

3) The line between professional and amateur has blurred. A variety of “pro-am” 

relationships have emerged. Members of the general public have become research 

assistants in so-called “crowd-sourcing”. Participants are contributing something of 

importance to a larger cause or project. 

4) The boundaries between for-profit, public, and non-profit media have blurred. New forms of 

financial cooperation have developed. The old tradition of news organizations 

competing against one another in order to survive is giving way to a new, more 

collaborative tradition. Now survival depends on cooperation. 
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5) Within commercial news organizations, the line between the newsroom and the business office 

has blurred. This traditional separation has long been regarded as the sacred guarantor of 

the integrity of news. But today, this boundary is breaking down. 

6) The line between old media and new media has blurred. Not only do newspapers, radio, 

and television news operations run their own websites but these sites are among the 

most widely read of all news websites. Journalistic authority has grown more individual 

based and less institution based. 

As a consequence of the changes mentioned by Schudson (2011), the role of 

journalism in society is under discussion. Journalism has yet to find its role in the 

emerging media landscape. 

 
2.2 Media production 
 

2.2.1 The challenges 
 
The introduction of digital technology in the production processes for media content 

has made it possible to produce and distribute text, sound and images at a lower cost, 

which in turn has resulted in an increase in the total amount of media content (Sundin, 

2013). However, media development is not only driven by new technological 

innovations but also, and to a great extent, by changes in consumer habits, attitudes and 

expectations of what media should offer, and in what ways (Teljas et at., 2007). The 

greatest challenge for media companies today is adapting their content to the needs of 

the consumers, while at the same time finding new business models that generate 

revenue from the new digital distribution channels and cut costs in the production 

processes (Sundin, 2013). 

The development of technology is closely linked to innovation. “Innovation is the 

motor of technological advance, and organisations must innovate in order to respond 

to this advance,” (Küng, 2013, p.9). “In large part, media firms’ current pressing 

imperative to innovate stems from the unceasing technological advance that has 

become a permanent element of their strategic environment. As a result, technology 

and innovation have leap-frogged up the strategic agenda in media organisations – 

creating in the process strategic challenges that are not always perfectly mastered” 

(Küng, 2013, p.9). Consequently, many media companies still struggle to find the time 

to innovate while they are simultaneously engaged in the daily business of producing 

content for their different media channels. 

 

2.2.2 Processes in printing and distribution 
 

A thorough study of the processes involved in newspaper printing and distribution was 

carried out by Stenberg (1997). His main focus was on the work taking place in the 

printing plant. Work processes in editorial newsrooms have also been examined in 

earlier research studies. Sabelström Möller (2001) focuses mainly on the workflow of 
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different types of content in different publishing channels, especially printed versus 

electronic products and services within newspaper companies.  

Sabelström Möller (2001) states that in order to realize synergetic effects in 

newspaper production, the staff and the production tools need to be utilized as 

optimally as possible. New production workflows that come with new editions require 

new organizational solutions. They may also demand new skills and new professions 

within the editorial and advertising staff.  

Sabelström Möller (2005) further states that changes in journalistic work imply 

changes to editorial processes. The opportunities offered by new technology may not 

be fully taken advantage of, as work is organized around old techniques. 

 

2.2.3 Editorial processes 
 

More research could be done on editorial processes, Nygren (2008) claims. According 

to Nygren, today’s media research mainly focuses on three areas: media content (both 

what stories the media tell and what values are expressed in those stories), the media’s 

significance (media usage, what role the media play, for example, in political processes 

and in people’s everyday life), and finally the processes leading up to the production of 

content (media’s economic and technical conditions, editorial processes and journalistic 

values). 

Even in an international perspective, research has been limited when it comes to 

editorial processes, especially over the past 20-30 years, according to Nygren (2008). 

Nygren states that there is a need for more research on the organization, structures and 

practices at the media companies. Since many of the current changes are connected 

with technological development, we need to know more about the processes where 

technology is applied, about how social and professional factors affect the technologies 

which are used by journalists and how these technological changes affect work 

practices, the role of sources, and news selection. 

Furthermore, Nygren (2008) points out that even internal relationships within the 

media companies, such as between editorial staff and finance and marketing 

departments, are relevant to media content. According to Nygren (2008), a key issue of 

research into changes in the production processes is who controls work input and 

technology. 

Nygren and Roxberg (2011) state that new technology can be both a driving force 

and an obstacle for media development. New technology can lower the costs of the 

content production process and streamline work processes. The journalistic process is 

quicker when facts are collected on the internet, and when texts and images can be 

easily sent to the editors over the internet. Multi-skilled journalists lead to fewer people 

being needed in the process. Instead of one photographer, one reporter and one sound 

engineer being needed to make a television news report, it takes only one person – a 

video reporter. In another example, newspaper reporters write directly into 
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standardized page templates and compose their own headlines. This type of editorial 

system requires fewer designers overall, according to Nygren and Roxberg (2011).  

 

2.2.4 Change management in newsrooms 
 

At the international media organization WAN-IFRA (World Association of 

Newspapers and News Publishers, formerly known as IFRA) a number of research 

reports have been published which focus on change management and newsrooms, in 

the series WhereNews? The first report in this series (IFRA, 2007) stated that “change is 

now a constant in newsrooms.”  

“The constant bombardment of change in the newspaper market has resulted in 

newspaper publishers striving to sustain a balance between delivering quality editorial 

products and running newsrooms efficiently whilst trying to keep costs down. Keeping 

this balance can mean that publishers, at times, choose to turn to internal 

reorganization to make significant changes to the infrastructure and set up of the 

newsroom” (IFRA, 2007, p.6). 

The IFRA report states that an increasingly competitive market is forcing 

newspaper publishing houses to realign their editorial strategies to keep up with the 

constant demand for new or improved print and digital products and services. 

Changing or developing editorial strategies means reflecting on the resources currently 

available as performance, quality, cost and time all become critical considerations for 

the evolving newsroom. If editorial resources are not being utilized in most effective 

and efficient way, then one option is for publishers to consider reorganizing the 

newsroom. 

The authors of the IFRA report state that a newsroom has and is its own 

organization, and is simultaneously a part of the over-arching organization of the 

publishing house. For example, external-to-editorial departments within the publishing 

house are advertising, printing and distribution and circulation. These are involved, as is 

editorial, in the primary activities of the publishing house. IT departments, 

HR/Personnel and accounting are some of the departments created for supporting the 

primary activities. Changes made to any departments of the publishing house will 

naturally be felt, to varying degrees, throughout the organization. 

The editorial department is its own socio/technological system as it consists of a 

group of people including reporters, researchers, editors, management, production 

teams etc. who are dedicated to the shared goal which, for the majority of newsrooms, 

is to provide news, information and entertainment for the public, according to IFRA. 

Newsroom structures and division of labour can be built either around divisions, 

functions or workflows. Some publishing houses are considering restructuring their 

editorial departments, or the whole publishing house, into more of a matrix 

organization allowing the demands of multiple situations to be handled more 

effectively. 
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The conclusion drawn is that change overall has become a signifier of development 

and improvement, whether this is in improving performance or increasing choice and 

quality of products and services to the consumer (IFRA, 2007). 

According to Achtenhagen (2007), organizational structures at media companies 

will become even more complex in the future, due to these consolidations and changes 

in the media landscape. At a time where many media companies struggle with their 

financial performance, it might be worthwhile for them to review their organizational 

practices in order to improve performance (Achtenhagen, 2007). 

As a consequence of the ongoing structural changes in the media industry, there 

have been numerous reorganizations at Nordic media companies in recent years. The 

rate of reorganization is not expected to decrease in the near future (cf. Sundin, 2013). 

 

2.3 Media consumption  
 

2.3.1 Dealing with constant change 
 

According to Hultén et al. (2010), old media industries are affected by digitalization in 

all aspects of their business, and the internet is the “turbo charger” of this process. 

With the internet, a common platform is created where old and new forms of media 

compete for audiences’ attention and for revenue. “Internet dramatically influences 

audience behaviour from previously one-way passive reception to on-demand interactive 

and networked use” (Hultén et al., 2010, p.9).  

Hultén et al. (2010) also claim that new attitudes are formed among users, and that 

there is a widespread unwillingness to pay for much of the content made available via 

the internet. The growth of the internet has had an impact on revenues in the 

traditional media industries, according to Hultén et al. (2010). “Newspapers are today 

the hardest hit, with cuts in editorial resources and production staff as well as increased 

concentration in the industry” (Hultén et al., 2010, p.9). Consequently, it is essential for 

Nordic media companies to find new revenue models. 

 

2.3.2 Same content – new platforms 
 

The SOM-institute at Gothenburg University in Sweden performs yearly consumer 

studies within many areas, not least within media. A tendency that is often mentioned is 

that the different types of content will not change in the future. Instead the traditional 

platforms will be replaced by other platforms. In the future, daily newspapers, television 

programs and radio channels will mainly reach us via the computer or the mobile 

phone (Holmberg et al., 2011). 

The development of overall news consumption in Sweden can be seen in figure 1 

below. As shown, the consumption of printed newspapers is decreasing while the 

consumption of traditional media on the internet is increasing. The consumption of 
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news on television and radio is relatively stable, even though a small decrease can be 

noticed. 

 

% 

 

Fig. 1. The development of the overall news consumption on a daily basis in Sweden in percent (SOM, 

2014). News consumption on a daily basis means reading, watching or listening to news at least five 

days per week. The SOM-institute interviews regularly between 6000 and 9000 people between 16 

and 85 years of age. 

According to Holmberg et al. (2011), it is reasonable to assume that the number of 

newspaper subscriptions will continue to decline in the future, and that this 

development is sensitive to subscription prices and the availability of news on the web 

and in other digital channels. Another important factor is a general individualization in 

society, where collective values stand less strong against individual values. As a 

consequence, traditional media have a harder time gathering people around a common 

issue (Holmberg et al., 2011).  

According to Findahl (2014), the average time spent consuming media per week 

(fig. 2) differs considerably between traditional media and web-based media. The 

Swedish authority for radio and television (Myndigheten för radio och tv, 2012) 

concludes that Swedes spend the same number of hours per day on media 

consumption – about six hours per day – as in past years, but that these hours are 
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increasingly spent on consuming media on the internet. The use of web television via 

the internet has also increased (Myndigheten för radio och tv, 2012).  

An increasing number of media consumers use the internet while they also watch 

television. In general, more media channels are used simultaneously. The traditional 

media channels, such as printed newspapers and public service television, are losing 

consumer time to the internet. The use of smartphones in particular is soaring. This 

means that the smartphone has replaced the printed book and the printed newspaper 

for many consumers, above all when they are commuting to work (Myndigheten för 

radio och tv, 2012). 

 

       Hours 

 

Fig. 2. Hours spent on average per week on different media in Sweden, traditional media and media on 

the internet (Findahl, 2014). 

In general, media content becomes more personal when we consume it on our own 

phones. Consumers have quickly become accustomed to being able to watch, listen to 

or read whatever they want, whenever they want it and wherever they are (Myndigheten 

för radio och tv, 2012). Kaye and Quinn (2010) claim that as a response to the 

fundamental changes in audience viewing habits, news organizations are now 

experimenting with distribution models that send their content to where users are, 

rather than just publishing material on their sites and waiting for audiences to find it. 
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As mentioned earlier, media development is closely connected to the digitalization 

of society. However, when predicting technological development, we often 

overestimate the speed with which the development is taking place, at the same time as 

we underestimate the social reluctance of users in adopting new media habits 

(Appelgren and Leckner, 2013). Consequently, the ongoing process of change may not 

be as fast as it first appears to be. Furthermore, different groups in society embrace new 

technology to different degrees, and young people are typically the first to adapt. 

 

2.3.3 Young people’s media use 
 

As shown in figure 3, the consumption of printed morning newspapers in Sweden is 

decreasing in all age groups, but particularly in the youngest age groups.  

 

     % 

 

Fig. 3. The development of daily consumption of printed morning newspapers in Sweden, in per cent for 

different age groups (SOM, 2014).Daily consumption refers to reading the newspaper at least five days 

a week. 

However, the development shown in figure 4 does not imply that young people’s 

media consumption in general is decreasing. This is not the case – young people’s 

media use remains high. According to Nordicom Sweden (2013), television and internet 
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are the most used channels (fig. 4). Internet is used to a higher degree than television in 

the age group of 15 to 24-year-olds. 

 

 

Fig 4. Daily media use in per cent during an average day among children and youth in Sweden 

(Nordicom-Sweden, 2013). Media use refers to share of the population who have used each medium on 

an average day. “Daily newspaper” and “Magazine” refer to both printed and online editions, 

“Books” refers to printed and audiobooks as well as e-books, “Radio” and “Television” refer to 

regular listening or viewing as well as via the internet and/or other media players. 

Swedish anthropologist Katarina Graffman (2013) has studied young people and the 

various ways in which they use media tools in everyday situations. In her recent study 

of media use among young people in the Stockholm area, she concludes that today’s 

youth belong to the “clueless” generation. She argues that young people do not know 

as much about what is going on in the world as may have been assumed prior to her 

study. 

To young people, “digital” is not a tool, but a habit, Graffman argues. For example, 

they can feel physically ill if they are not connected to the internet. If they were to lose 

their mobile phone, they would feel like they had amputated a limb. But in order for 

them to manage their digital life, the technology must be simple to use. They need to be 

able to update their Instagram feeds and post something on their blogs – at the same 

time. If the technology is not as easy as using a Facebook app, they turn it down. They 

are simply too stressed to bother, according to Graffman (2013). 
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Graffman further claims that it is wrong to say that these young people have a 

broad digital competence. They can handle a few simple tools but nothing else. They 

can find easily accessible information on the web, but when it comes to using more 

creative search methods on the web, it takes too much time and they do not want to 

continue (Medievärlden, 2013). 

According to Graffman (2013), 20 per cent of today’s youth are very knowledgeable 

when it comes to searching for information on the internet. The remaining 80 percent 

mostly use the web to keep track of what their friends do. They live in “a bubble” 

where the local world predominates over the global digital world. Graffman (2013) 

argues that our choice of media platform depends on: 

A) The strength of our desire for information 

B) The relative availability of a platform for information gathering, such as a computer 

or a mobile phone. 

Graffman is critical of the expression “social media”. To young people, media is not 

media – media is life. People are social, and digital life is always going on (Graffman, 

2013).  

I would argue that young people’s relationship to media, traditional as well as social, 

is both intriguing and complex. Consequently, it is increasingly important for media 

companies and other stakeholders to understand young people’s opinions about media 

and their daily media habits. 

 

2.4 Environmental sustainability 
 

2.4.1 The concept of sustainability 
 

Today, there are a number of definitions of the word sustainability. Sustainability is often 

described as being threefold: economic, social and environmental. However, there is no 

universally accepted definition of sustainability. Instead, the word sustainability is often 

connected to other concepts such as “sustainable development” or “sustainable 

agriculture”. 

The concept “sustainable development” was described by the Brundtland 

Commission of the United Nations General Assembly on March 20, 1987 as: 

“Sustainable development is development that meets the needs of the present without 

compromising the ability of future generations to meet their own needs” (United 

Nations, 1987). It contains two key concepts: the concept of needs, in particular the 

essential needs of the world’s poor, and the idea of limitations imposed by technology 

and social organization on the environment’s ability to meet present and future needs. 

Sagoff (2005) argues, however, that “what is worth saving is not merely what can be 

consumed later; it is what we can take pride in and, indeed, love. To protect wilderness 

and to restore the environment to meet shared ideas is not merely to show respect and 

concern of future generations but to show respect for ourselves as well” (Sagoff, 2005, 
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p.156). Consequently, there is no doubt that environmental sustainability is not merely 

something taking place in the future, but has implications for us today. 

Sagoff continues by stating that the distributive effect of environmental protection 

is often to make the rich richer and the poor poorer. “The rich can afford to live in 

environmentally protected areas and, therefore, arguably benefit more than the poor 

from environmental preservation” (Sagoff, 2005, p.151). In line with Sagoff, 

Meadowcroft (2005) argues that sustainable development focuses on global issues, and 

on linking economic to environmental decision making. 

Pargman and Raghavan argue that the term sustainable development is “the result 

of a compromise between environment-first and economic development/social-justice-

first proponents” (Pargman and Raghavan, 2014, p.639). Furthermore, they claim that 

“sustainable development” invites problems due to its vagueness, its implicit 

inducement to hypocrisy and its fostering of delusions (Pargman and Raghavan, 2014). 

Instead, Pargman and Raghavan present another definition of sustainability: 

“Sustainability is an absolute measure and an end-state in which the Ecological 

Footprint of humanity is below the regenerative bio capacity of planet Earth” (Pargman 

and Raghavan, 2014, p.645). Their definition has similarities with the theory of 

planetary boundaries, as presented by Rockström et al. (2009a).  

Rockström et al. (2009a) state that there are nine planetary boundaries, identified by 

and agreed upon by 30 leading environmental researchers, which can be used as 

scientific support for the transition of the world’s economies to a globally sustainable 

development. These planetary boundaries are:  
 

1) Climate change,  

2) Stratospheric ozone depletion, 

3) Ocean acidification, 

4) Changes in the nitrogen and phosphorus cycles (mainly due to the use of artificial 

fertilizers),  

5) Global freshwater use, 

6) Changes in land use, 

7) Biodiversity loss, 

8) Atmospheric aerosol loading, and 

9) Chemical pollution. 
 

These planetary boundaries have proven to be very useful when discussing 

sustainable development (cf. Rockström et al., 2009a).  

In general, environmental sustainability is connected to the question of how we can 

meet current environmental challenges, such as eutrophication, pollution in air, soil and 

water, the exploitation of natural resources, biodiversity loss and the increased 

concentration of greenhouse gases in the atmosphere, which is driving rapid climate 

change (cf. Rockström, 2013).  
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In this thesis, I look at environmental sustainability mainly in connection to media 

production and media consumption. In the studies presented in this thesis, the focus is 

primarily on the first boundary – climate change – which is measured in CO2 

equivalents. 

 

2.4.2 Issues connected with environmental sustainability 
 
On a general level, Sweden generates approximately 67 million tonnes of CO2 eq per 

year, (fig. 5), of which 37 per cent comes from industry related activities, 31 per cent 

from transportation, 15 per cent from agriculture, 9 per cent from energy production, 5 

per cent from housing and service, and 3 per cent from waste treatment (Eklund, 

2009). 

 

 

 

Fig. 5. Sweden generates approximately 67 million tonnes of CO2eq per year. Industry related activities 

and transportation are the largest sources (Eklund, 2009). 

According to Laestadius (2013), 80-90 per cent of today’s total greenhouse gas 

emissions need to cease in order for us to reach a sustainable future. He argues that 

fossil fuels are the main contributors and that they need to be replaced by other 

sustainable fuels. 

Laestadius (2013, p.271) mentions six problems connected with environmental 

sustainability that we need to deal with: 

1) We are facing a transitional problem, not a growth problem, 

CO2eq generated in Sweden per year 

Industry related activities 37%

Transportation 31%

Agriculture 15%

Energy production 9%
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2) The transitional problem that we are facing, are under strong environmental and 

climate restrictions, 

3) We must handle the transition under strong economic framework conditions, 

4) We are working to a tight timetable, 

5) We need to make priorities, such as transportation, energy, industry, housing, 

building and infrastructure, 

6) We cannot count on the fact that new technology will solve all the problems. 
 

In order to reach a sustainable future, it is evident that overall consumption in 

society needs to decrease. Phipps et al. (2012) have described the complexity of 

sustainable consumption, using a social cognitive framework. Their main point is that 

environmentally significant behaviours are different compared to consumer behaviour 

in other contexts. 

According to Phipps et al. (2012), consumer behaviour has generally been examined 

through different perspectives ranging from simple models of rational choice to 

complex attribute-based models. Many models of environmentally significant behaviour 

build on existing theories such as expectancy-value theory, claiming that people behave 

in order to maximize expected benefits from their actions. 

“Thus, consumers weigh the expected benefits of each decision versus the expected 

costs in order to determine which option provides the greatest value. However, 

environmentally significant behaviours are somewhat unique in that the behaviour 

often involves making decisions with outcomes that affect the environment and/or 

others, either directly or indirectly” (Phipps et al., 2012, p.1228). Consequently, 

sustainable consumer behaviour can be described as more complex than other types of 

consumer behaviour. 

 

2.4.3 The political aspects of environmental sustainability 
 

Robinson (2004) argues that sustainability is the emergent property of a conversation 

about what kind of world we collectively want to live in now and in the future. “The 

way forward involves the development of new forms of partnership, and new tools for 

creating political dialogue, that frame the problems as questions of political choice, 

given uncertainty and constraints; that renounce the goal of precise and unambiguous 

definition and knowledge; and that involve many more people in the conversation” 

(Robinson, 2004, p.382). This implies that there is a public debate about sustainability 

issues, which involves as many people as possible. 

According to Harring (2014) there is a political aspect of the environmental debate, 

most notably in the United States, but also in Sweden. In surveys of public opinion in 

Sweden asking whether environmental issues are important societal problems or not, 

the level of importance has varied a great deal over time (fig. 6). In 1988, environmental 

concerns in Sweden were at their peak (62 per cent), coinciding with the Chernobyl 

disaster, the deaths of seals on the Swedish west coast, and other environmentally 
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related events. In the elections of the same year, the Swedish Green Party received 

enough votes to enter the Riksdag (parliament) for the first time, which proves that 

many voters considered environmental issues to be important. 

The lowest level of environmental concern among the Swedish public was 

registered in 2003, when only 6 per cent of the population considered environmental 

issues important societal problems (Harring, 2014). This figure rose to 21 per cent 

during 2007, 2008 and 2009, when the Stern review had been published and the United 

Nation’s climate conference took place in Copenhagen, but dropped again, to 9 per 

cent, in 2014 (Harring, 2014). The Stern review on the economics of climate change 

was published in 2006 by British economist Nicholas Stern. The Stern review was at 

that time the most widely known and discussed report on the effect of global warming 

on the world economy.  
 

    % 

 

Fig. 6 Percentage of the Swedish population, considering environmental issues to be important societal 

problems (Harring, 2014 and SOM, 2014). 

Furthermore, Harring concludes that the Swedish population’s attitude towards 

environmental sustainability can be explained by their political opinions. He claims that 

interest in environmental issues and concerns about environmental disasters are greater 

the more to the left a person is on the political spectrum (Harring, 2014). Women in 

particular are more concerned than men, and people with higher education are also 

more interested in environmental issues than less educated people, according to 

Harring (2014). 
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2.5 Media and environmental sustainability 
 

2.5.1 Several dimensions  
 

Earlier research, some of which is presented below, indicates that there are several 

dimensions of the concept media and environmental sustainability. These dimensions may be 

summarised thus: 

 the overall environmental sustainability issues concerning the entire media 

industry sector, both on a national and on a global scale, 

 environmentally sustainable media consumption (that is: environmental aspects 

of media consumption with a life cycle perspective, e.g. how much electricity is 

used when we watch television or to what degree we recycle newspapers, etc), 

 environmentally sustainable media production (that is: environmental aspects of 

media production, e.g. the environmental aspects of printing and distributing 

newspapers or broadcasting television, and of the editorial side of content 

production), 

 editorial coverage of environmental sustainability issues (that is: what and how 

much journalists publish or broadcast about environmental sustainability in the 

media). 
 

There may be further dimensions of media and environmental sustainability in 

addition to the list above. However, in this thesis I address issues connected to all four 

dimensions above, but with special emphasis on the second and third dimensions – 

sustainable media consumption and sustainable media production. I have chosen to 

label the second dimension media consumption, and not media use, because I consider 

consumption more appropriate and specific than use in the context of news media. 

Furthermore, use of energy or equipment is included in different ways in all the 

dimensions above.   

In defining a sustainable media system, which is the focus of this thesis, I include all the 

dimensions mentioned above. Furthermore, the word system implies that all these 

dimensions are interconnected and functioning well enough to constitute a viable 

entity. 

 

2.5.2 Environmental sustainability in the media sector 
 

It has become increasingly difficult to define where the media sector ends and other 

sectors, such as the ICT sector begin. With the introduction of social media in the 

global media market, it is also increasingly difficult to define what a media company is. 

Social media companies, such as Facebook, Instagram and Google are increasingly 

entering the traditional media companies’ arena, offering news content and other types 

of media content which have traditionally been produced by professional journalists. As 
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a result, it becomes more difficult to draw a hard line between media consumer and 

media producer (cf. Couldry, 2009). 

Despite these difficulties, estimates have been made of greenhouse gas (GHG) 

emissions by the ICT sector as well as the entertainment and media sector. According 

to Malmodin et al. (2010), the ICT sector produced 1.3 per cent of global GHG 

emissions in 2007, while the entertainment and media sector produced 1.7 per cent. 

These estimates were based on a life-cycle perspective, including raw material 

acquisition, manufacturing, distribution and use. Emissions relating to final disposal of 

products, such as e-waste, were not included. 

For the media sector, television watching and production of printed media are the 

main sources of GHG emissions. In 2007, TVs and printed media led to more GHG 

emissions, on a global level, than the manufacturing and operation of PCs did 

(Malmodin et al., 2010).  

Malmodin et al. (2010) argue that although GHG emissions from the ICT sector 

and the media sector are small compared to total global emissions, efforts to decrease 

the climate change impact in these sectors are important given the seriousness of the 

climate change threat and the reductions required. The authors point out that since 

these sectors have a tendency for rapid growth, there is of course the risk that their 

environmental impact will also grow rapidly (Malmodin et al, 2010). 

Malmodin et al. (2010) claim that end-user equipment is undergoing continuous 

development, leading to changing environmental performance per unit. However, they 

argue that the GHG emissions per TV produced are likely to increase as the equipment 

becomes more advanced and screens become wider. On the other hand, modems, 

routers and wireless local area network equipment (WLAN) are all becoming more 

integrated and energy efficient and new TVs tend to have LCD screens with lower 

energy use than older screen types – although people tend to buy larger TVs, which 

increases energy use, according to Malmodin et al., 2010). 

Three years after their initial study, Malmodin et al. published a paper on “The 

future carbon footprint of the ICT and E&M sectors” (Malmodin et al., 2013). Their 

prognosis for the ICT sector indicates that the carbon footprint will increase slightly, 

about 4 per cent per year, and is estimated to increase by approximately 70 per cent 

between the years 2007 and 2020 to a total of 1100 Mtonne CO2eq. This corresponds 

to 1.9 per cent of the global CO2eq emissions. The carbon footprint of the 

entertainment and media sector (E&M sector) is estimated to increase to a level of 2.4 

per cent of global CO2eq emissions, or 2 per cent if paper media is excluded (Malmodin 

et al., 2013). Furthermore, Malmodin et al. (2013) claim that there are large 

uncertainties related to paper media production volumes in the future, and uncertainty 

about market developments with respect to print products. However, the number of 

electronic devices is expected to increase from 6 to 12.5 billion on a global level, which 

is the main reason for the increased carbon footprint of ICT in the future (Malmodin et 

al., 2013). 
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Another source of environmental concern is the waste created by ICT, such as 

computers, printers, loudspeakers, mobile telephones etc. According to Robinson 

(2009), e-waste comprises discarded electronic appliances, of which computers and 

mobile telephones are disproportionately abundant because of their short lifespan. The 

current global production of e-waste is estimated to be 20-25 million tonnes per year, 

with most e-waste being produced in Europe, the United States and Australasia. China, 

Eastern Europe and Latin America will become major e-waste producers in the next 

ten years (Robinson, 2009). 

Robinson (2009) claims that e-waste contains valuable metals, but most e-waste 

today is disposed of in landfills, resulting in contamination of land and water. When 

exported to poor countries, often illegally, the recycling techniques include burning and 

dissolution in strong acids often with few measures to protect human health and the 

environment (Robinson, 2009). Consequently, electronic waste is an urgent concern, 

both today and in the future, considering that the number of electronic devices is 

expected to increase. 

 

2.5.3 Environmentally sustainable media production and consumption 
 

The environmental impact of producing media content and of consuming media in 

different media channels, such as printed and digital newspapers, television and radio, 

has been studied by a number of researchers (Achachlouei and Moberg, 2014, 

Arushanyan et al. 2014, Arushanyan, 2013, Moberg et al., 2011, Moberg et al., 2010, 

Kronqvist et al., 2010, Pihkola et al., 2010, Nors et al., 2009, Crosbie, 2008, Toffel and 

Horvath, 2004, Reichart and Hischier, 2003, Gard and Keoleian, 2003). 

The carbon footprint of a newspaper is approximately one tonne CO2eq per tonne 

of newspapers, according to Pihkola et al. (2010). They claim that more than one fourth 

of the emissions come from the production of the electricity used by paper mills. Also, 

fossil fuel combustion at pulp and paper mills contributes 17 per cent to total 

greenhouse gas emissions (Pihkola et al., 2010). However, replacing fossil energy 

sources with renewable ones would reduce the carbon footprint significantly, according 

to Pihkola et al. (2010). Additionally, emissions from landfills have a big impact on the 

carbon footprint of a newspaper, which means that stopping landfills would be another 

significant improvement (Pihkola et al. 2010) 

According to Kronqvist et al. (2010), consumption of both printed and online 

media leads to greenhouse gas emissions. Paper production causes more emissions than 

any of the other processes involved in the production of printed magazines. The 

emissions caused by the manufacturing of computer are biggest culprit when it comes 

to reading a magazine online (Kronqvist et al., 2010). Printing and distribution of 

magazines also have impacts, but are not dominant sources of emissions. However, 

travel by journalists as well as the energy used for editorial work contributed 

considerably to the total environmental impact, according to Kronqvist et al. (2010). 
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In the study by Kronqvist et al. (2010), online media were consumed on a 

computer, which requires more energy than a tablet or a smartphone. According to 

Arushanyan and Moberg (2012), reading an online newspaper on a tablet has a 

significantly lower climate impact than reading on a laptop or desktop computer. Schien 

et al. (2013), argue that the lowest energy use can be achieved by reading an online 

newspaper from a smartphone with a cellular wireless connection. However, the overall 

impact depends on total device use and the geographical location of the user, due to the 

electricity mix. 

However, Arushanyan et al. (2014) argue that the comparison between printed and 

online versions of newspapers is not straightforward. The issue is very complex and 

“there is no easy answer to whether online or printed versions of newspapers are more 

beneficial from an environmental point of view” (Arushanyan et al., 2014, p. 7). It all 

depends on how and what you measure, on how many people use the different media 

channels, and for how long (cf. Achachlouei and Moberg, 2014). 

Yearworth et al. (2011) claim that if the data volume of published content can be 

effectively reduced, this would result in a considerable decrease in energy use in the at 

data centres. They further claim that “the absence of discourse around the energy 

impact of data volume suggests that there has so far been little awareness in the digital 

media industry of this potential problem” (Yearworth et al., 2011, p.10). 

Teljas et al. (2008) claim that environmental concerns will become more important 

for media consumers in the future. However, many consumers may feel confused about 

how harmful different media channels are for the environment, due to “indistinct 

scientific facts” (Rademaker, 2013, p.10). Arushanyan (2013) states that environmental 

assessments of ICT solutions present certain challenges because of the constant 

development of the ICT society.  

Teljas et al. (2008) further claim that different incentives to facilitate environmental 

improvements in the media industry are also likely to become more common. A 

proactive media company needs to consider and act upon its environmental 

performance (Teljas et al., 2008). Arushanyan et al. (2014) also encourage more 

collaboration in order to improve the situation. “Media companies need to take action. 

Collaboration with value chain stakeholders is crucial for improvements,” according to 

Arushanyan el al. (2014, p.7). 

 

2.5.4 Editorial coverage of environmental sustainability issues 
 

In editorial coverage of environmental sustainability issues, climate change is perhaps the 

most discussed of the nine planetary boundaries (see section 2.4.1). The realities of 

climate change pose enormous challenges to future journalism and journalists, in a 

situation where other issues threaten to divert attention from climate change, such as 

the financial crisis or other pressing news stories, according to Eide and Kunelius 

(2012). “News media pursue what is new. Climate issues, like other long-lasting 
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processes, need to meet specific news criteria to preserve a high level of media 

attention” (Eide and Kunelius, 2012, p.335). 

Eide and Kunelius (2012) argue that the news media – as an institution – is in 

trouble, which can be seen in closures and reductions in newsroom staff. Consequently, 

this might lead to less space for reporting on complicated issues such as science 

journalism in general and climate change in particular. According to Eide and Kunelius 

(2012) it is therefore crucial that media and journalism invent and test new procedures 

for communication when facing a global challenge such as climate change/global 

warming.  

The views of Eide and Kunelius are in line with the opinion of Painter (2013), who 

concludes that bridging the gap between specialists and journalists is becoming more 

difficult at a time when specialist journalism is in decline in many Western countries, in 

part due to the problems confronting the business model of print media. “It is a 

worrying trend that most journalists are now generalists yet they have to cover highly 

specialised areas of risk in finance, health or the environment. It is an urgent task to 

encourage and help journalists to bridge the gap” (Painter, 2013, p.10).  

Furthermore, Painter (2013) argues that politicians, scientists, and policy makers are 

increasingly using the concept of risk when discussing climate change. Risk language 

may be a good way of communicating climate change to the general public, according 

to Painter (2013). But apart from risk language, the dominant message that readers 

receive are the one of disaster or uncertainty.  

Painter (2013) concludes that in the future, journalists will become more exposed to 

the language and the concept of risk in covering climate science. “Numbers and 

probabilities are likely to become more important in the coming years: as climate 

models become more powerful and sophisticated, their potential to quantify 

uncertainties and generate probabilistic climate projections will be enhanced” (Painter, 

2013, p.ix). 

Consequently, journalists will need to be able to understand and handle the 

language of risk, numbers and probabilities much better in order to communicate more 

constructively about climate change, instead of only conveying disaster or uncertainty. 
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3. Scientific context  
 
3.1 A multitude of theories 
 

Scientific theories can be regarded as glasses through which you see and interpret the 

world around you. The interpretation turns out differently depending on the particular 

theory or theories you choose to use. The theories used in a doctoral thesis could also 

be models for explaining certain relations or conditions. This thesis is multi-disciplinary 

in nature and spans a number of different scientific fields, as it deals with media from 

an environmental angle. Consequently, a number of theories have been used. The 

foundation, however, is in media and communication studies, which entails studies of 

journalism, communication processes and media technology. 

In the scientific context of this thesis, theorists such as Benkler, Castells and Jenkins 

are important, as well as theorists within the tradition of critical media studies. I have 

used a number of different approaches in this thesis due to the multi-disciplinary nature 

of my research questions. In this section, I provide an overview of the scientific context 

into which the thesis fits.  

 

3.2 Critical media theory 
 

Critical theory is historically based on Kant’s critique of pure reason, where critique 

means exploring the conditions for comprehension and perception (cf. Kant, 1781). 

Critique does not necessarily mean that something is criticized – it is a matter of 

understanding the conditions for how something works. A large part of the current 

research into media and media development is based on critical media theory. The basis 

for this theory is mainly Karl Marx’s theories about capital and capitalism as major 

driving forces for development (cf. Marx, 1867). Marx used a critical approach in order 

to understand the capitalist system, and how economics, law, society and technology 

interact in a system. The description and analysis of the conditions for this system is 

thus also a critique of the system. 

Christian Fuchs, professor in media and communication studies, is specialized in 

the critical study of media and information (Fuchs, 2011). He argues that there are three 

competing major understandings and definitions of critique at work today: 
 

 Representatives of a positivistic notion of critique argue that it is important that 

each individual engages in discourse, assesses arguments, forms his or her own 

opinion and articulates her or his views.  

 Postmodern critique is always oriented towards challenging hierarchies, it does 

not accept notions of truth and objectivity, and argues for liberal pluralism.  

 Marxist critique is a specific form of objective knowledge that is achieved by 

being partial and not denying, but engaging with and showing the 

interconnection between academia and politics. It takes the standpoint of the 
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oppressed, and speaks for the whole group, not for individuals (Fuchs, 2011, 

p.34). 
 

The first point is interesting to me because it reflects a democratic society, where 

individuals can voice their opinions, and this is preferably done in different media 

channels. The second point is also interesting to me because the traditional media 

channels have historically seen their own role in society as that of the watchdog who 

challenges different forms of hierarchies. The third point, however, is possibly less 

interesting to me than the first and second points. 

In critical media studies it is argued that the media communication process is 

framed by the economy, the political system and culture. Power structures shape and 

are shaped by the media and power structures condition communication processes. 

This is also in accordance with my own view on media in society. In critical media 

theory, one of the theorists is Jürgen Habermas. In 1981, he published Theorie des 

kommunikativen Handelns, where he claims that money and power steer the media. He 

also argues that the media organize human actions and enable social relations. A 

medium connects two entities. In society, a medium is a structure that connects two or 

more humans. It organizes social relationships, according to Habermas (1981). 

Fuchs claims that “the media operate at the structural level of society, whereas 

information is a property of the actor level of society” (Fuchs 2011, p.90). Fuchs 

continues by stating that “in the mass media system, journalists are actors who produce, 

with the help of specific rules, procedures, structure and technologies, content that is 

aimed at informing a broader public. Informing the public in this context means that 

the journalists aim at a transformation of the consciousness of the public. The content 

provided can have news value, entertainment value or artistic-aesthetic value” (Fuchs 

2011, p.91). This means that media exist in a larger system with specific structures that 

journalists and other participants belong to. 

Content distribution is the foundation for reception, Fuchs argues. “Production is 

only possible based on reception and distribution; if reception stops, there is no further 

need for production. Produced goods are only meaningful if they are consumed” 

(Fuchs 2011, p.91). This implies that if media content is produced, but not distributed, 

or distributed to an audience who will not read it, then the production of media content 

is quite meaningless. Consequently, the audience is of great importance for the media 

content producers, whether they are a big media company or individual bloggers who 

publish their work. 

Fuchs also claims that “the emergence of new media technologies and products is 

the result of capital interests and political interests. A new media technology such as the 

internet is under the regime of capitalism always a sphere of capital accumulation, 

circulation and consumption as well as a sphere of ideology production, circulation and 

consumption” (Fuchs 2011, p.108). This means that even if the internet brings new 

opportunities for “common” people or individuals to make their voice heard, Fuchs 
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claims that capitalist companies still hold the power in society. New media structures 

always have a dominative character under capitalism, according to Fuchs (2011). He 

argues that the struggle against the dominance of capital interests is also a struggle to 

create spaces for free thinking and action that allow humans to engage in critical 

discourse and to organize themselves against the existing totality (Fuchs 2011, p.109). 

Fuchs is against the idea that technology alone drives the development of new 

media. An alternative approach which avoids technological and social determinisms, is 

to conceptualize the relationship of technology and society as dialectical, Fuchs argues. 

“Society conditions the invention, design and engineering of technology, and 

technology shapes society in complex ways. Technology is conditioned, not 

determined, by society and vice versa. This means that social conditions, interests and 

conflicts influence which technologies will emerge, but technology’s effects are not 

predetermined because modern technologies are complex wholes of interacting parts 

that are to certain extents unpredictable” (Fuchs 2011, p.114). One example is the text 

messaging function of today’s mobile phones, which was a side effect of the 

construction of the phone to begin with, but was developed further when users saw the 

potential in just sending short notes to each other instead of talking. In some ways this 

is the embryo of the development of the smartphone. 

Fuchs argues that technology shapes society in complex ways, which means that 

frequently there are multiple effects which may contradict each other. “Because society 

and technology are complex systems, which means that they have many elements and 

many interactions between these elements, it is unlikely that the interaction of the two 

complex systems technology and society will have one-dimensional effects” (Fuchs 

2011, p.114). Social practices are of importance here, because they concern the 

production, distribution and consumption of media content in different channels. 

Peter-Paul Verbeek, in his study on technology, agency and design (2005), explores 

the term mediation, which he considers to be a more appropriate term to use than 

technology, which is very broad and unclear. Verbeek claims that mediation explains how 

technological artefacts mediate the relation between humans and their world, both 

between human beings, and between humans and technology itself. At the same time, 

Verbeek argues that the concept of mediation shows that technologies actively shape 

the character of human-world relations. Pinch and Bijker (1987), for example, argue 

that technologies are socially constructed. By socially constructed they mean that the 

design of new technology is a manifestation of how groups interpret the social world, 

which problems they see, and which solutions to these problems they consider 

adequate. 

 

3.3 Network theory 
 

Network theory provides us with a model for understanding social structures, and helps 

us understand social media. There are many theories about social media, and network 
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theory is one of them. The roots of this theory can be found in sociological theory, and 

network theory sometimes regards technology as filled with endless possibilities. 

Consequently, compared to the critical media theorists, some of the network theorists 

have a less critical view of the digital development of media channels. Manuel Castells is 

one of the theorists within network theory; another theorist is Yochai Benkler. 

Benkler (2006) argues that alternative internet-based models of production 

(“commons-based peer production”) are transforming both our economies and our 

societies in the age of “the networked information economy”. According to Benkler, 

we are beginning to see a series of economic, social, and cultural adaptations that make 

possible a radical transformation of how we create the information environment we 

occupy as autonomous individual, citizens, and members of cultural and social groups. 

Benkler claims that “the change brought about by the networked information 

environment is deep. It is structural. It goes to the very foundations of how liberal 

markets and liberal democracies have coevolved for almost two centuries” (Benkler, 

2006, p.1). 

According to Benkler (2006), a series of changes in the technologies, economic 

organization and social practices of production in this environment have created new 

opportunities for how we make and exchange information, knowledge, and culture 

(Benkler, 2006). “This new freedom holds great practical promise: as a dimension of 

individual freedom; as a platform for better democratic participation; as a medium to 

foster a more critical and self-reflective culture; and, in an increasingly information 

dependent economy, as a mechanism to achieve improvements in human development 

everywhere” (Benkler, 2006, p.2). 

Benkler can be interpreted as mainly seeing the positive effects of the network 

society. He focuses more on freedom and democratic participation, and less on trust 

and responsibility, which of course are necessary in order for the network society to 

function. 

Benkler further describes what he calls “the networked information economy”, 

which is characterized by decentralized individual actions independent of proprietary 

strategies that play a much greater role than they did before. This means that individual 

people in society can affect the distribution of information and media content, without 

interference by established media companies. Here, we can see that Benkler takes the 

opposite position to Fuchs and other critical media theorists, who believe that multi-

billion dollar media companies still influence new media channels such as Facebook 

and YouTube through their ownership structures. 

According to Benkler, the networked information economy provides varied 

alternative platforms for communication, so that it moderates the power of the 

traditional mass-media model, where ownership of the means of communication 

enables an owner to select what others view, and thereby to affect their perceptions of 

what they can and cannot do. “Moreover, the diversity of perspectives on the way the 

world is and the way it could be for any given individual is qualitatively increased. This 
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gives individuals a significantly greater role in authoring their own lives, by enabling 

them to perceive a broader range of possibilities, and by providing them a richer 

baseline against which to measure the choices they in fact make” (Benkler, 2006, p. 9). 

The freedom of the individual is very much emphasized by Benkler. He also turns 

this individual freedom into a counterbalance for moderating the power of traditional 

mass media companies, which Benkler seems to think affect the perceptions of the 

individuals to a too large extent. 

Castells’ (2009) views are similar to Benkler’s, and Castells has further developed the 

ideas and theories about the network society. Castells, however, is perhaps more critical 

to the network society than Benkler, thus to some degree combining network theory 

with critical media theory. Castells claims that power in society is generally based on the 

control of communication and information. Mass communication is shaped and 

managed by power relationships, rooted in the business of media and the politics of the 

state. “Communication power is at the heart of the structure and dynamics of society” 

(Castells, 2009, p.3). 

According to Castells, there are three forms of communication: interpersonal, mass 

communication and mass self-communication. These three forms coexist, interact and 

complement each other rather than substitute each other (Castells, 2009). Castells 

further claims that the communication processes in our society today are going through 

a transformation. This transformation has three elements: 
 

1. The technological transformation, which is based on the digitalization of 

communication, computer networking, advanced software, the spread of 

enhanced broadband transmission, capacity, and ubiquitous local/global 

communication via wireless networks, increasingly with internet access. 

2. The transformation of the organizational and institutional structure of 

communication, particularly of societal communication, where the senders and 

receivers are the media and their audience (consumers). 

3. The transformation of the cultural dimensions in society into two contradictory 

cultures; both the development of a global culture and multiple identity cultures, 

and, simultaneously, the rise of individualism and communalism (Castells, 2009, 

p.56). 
 

Castells takes up a wide range of changes, which include many different aspects of 

society, in many geographical areas. He emphasizes that the development of media is 

not isolated, but connected to the development of our society as a whole, both on a 

global and a local level. I agree with Castell’s point of view and I argue that this is 

interesting in the context of this thesis because it connects media development with 

many other areas in society.  

Castells also mentions five important trends from the past two decades:  
 

 widespread commercialization of media in most of the world, 
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 globalization and concentration of media business through conglomeration and 

networking, 

 the segmentation, customization, and diversification of media markets, with 

emphasis on the cultural identification of the audience, 

 the formation of multimedia business groups that have access to all forms of 

communication, including the internet, 

 an increasing business convergence between telecommunications companies, 

computer companies, internet companies and media companies (Castells, 2009, 

p.56). 
 

Castells (2009) concludes that communication networks today are largely owned 

and managed by global multimedia corporate networks. “Although states, and their 

controlled corporations, are part of these networks, the heart of global communication 

networks is connected to, and largely dependent on, corporations that are themselves 

dependent on financial investors and financial markets. This is the bottom line of the 

multimedia business” (Castells, 2009, p.424). As we can see, Castells’ view is similar to 

critical media theory with its emphasis on financial relations and power structures. 

 

3.4 Culture theory, convergence culture or participatory culture 
 

Culture theory has its roots in both British and American tradition of culture studies, 

which involves studies of popular culture and sociology. Culture theory was developed 

in the 1980s and 1990s (cf. Williams, 2013). One branch of research focuses on the 

audiences and how they interact with media, viewing audiences as playing an active 

rather than a passive role in relation to mass media. Another branch focuses on the 

media producers.  

John Fiske is a British researcher within the field of communication studies. Among 

other things, he has outlined different methods for analysing communication, by 

exploring relevant communication theories. By taking on an audience perspective, he 

finds cultural meaning in, for example, news photography or popular television 

programmes (cf. Fiske, 2010). Henry Jenkins is an American theorist in the area of 

popular culture. He also took on the audience perspective and explored fan culture in 

the 1980s. He has become an important theorist within the area after his discussions of 

the concept of convergence culture. 

Henry Jenkins has theorized the internet, or web 2.0, as he prefers to call it (Olsson, 

2013). Referring to the web 2.0 is to emphasize that this is an improved version of the 

internet, with richer user experiences and new possibilities to harness collective 

intelligence. Henry Jenkins is known for concepts such as convergence culture and 

participatory culture, stressing the way in which the web 2.0 creates an infrastructure for 

user participation and user led co-construction. Sharing, cooperation and participation 

are three important aspects of the “new” internet, according to Olsson (2013, p.11). 
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These aspects of the internet are especially relevant in the context of journalism and 

mass media, because they change the very foundation of media’s role in society. 

“The term participatory culture contrasts with older notions of passive media 

spectatorship. Rather than talking about media producers and consumers as occupying 

separate roles, we might now see them as participants who interact with each other 

according to a new set of rules that none of us fully understand. Not all participants are 

created equal. Corporations – and even individuals within corporate media – still exert 

greater power than any individual consumer or even the aggregate of consumers. And 

some consumers have greater abilities to participate in this emerging culture than 

others” (Jenkins 2006, p.3). This means that Jenkins sees new opportunities for 

everyone to make their voice heard, with the help of the internet, but on the other hand 

he claims that some individuals and corporations have more power than others to 

participate in this culture.  

Jenkins claims that “convergence does not occur through media appliances, 

however sophisticated they may become. Convergence occurs within the brains of 

individual consumers and through their social interactions with others” (Jenkins, 2006, 

p.3). He argues that convergence has become a collective process – and this is what he 

means with collective intelligence. “None of us can know everything; each of us knows 

something; and we can put the pieces together if we pool our resources and combine 

our skills. Collective intelligence can be seen as an alternative source of media power. 

We are learning how to use that power through our day-to-day interaction within 

convergence culture” (Jenkins, 2006, p.4). Jenkins’ point is that even though some 

individuals and corporations have more power than others to participate in this new 

internet culture, there is hope for everyone to learn how to use that power. 

Jenkins argues that the media industries are undergoing another paradigm shift. It 

happens from time to time. “Yet, history teaches us that old media never die – and they 

don’t even necessarily fade away. What dies are simply the tools we use to access media 

content – the 8-track, the Beta tape. These are what media scholars call delivery 

technologies. Delivery technologies become obsolete and get replaced; media, on the 

other hand, evolve” (Jenkins 2006, p.13). With his theories on convergence culture, 

Jenkins first and foremost created a model for understanding what happens when 

media channels and media content become digital.  

Critique of the theorists within culture theory can be found in the works of José van 

Dijck, among others. She has criticized what she believes is a romanticized description 

of participatory culture, put forward by e.g. Jenkins. Van Dijck describes cultural 

theorists in general and Jenkins in particular in her article ”Social Media Platforms as 

Producers” (van Dijck, 2013). She claims that “Facebook, for instance, simultaneously 

constructs and reflects the value of cultivating weak ties and self-expression – a social 

process that is constantly modulated through this platform. Connectivity has become 

the material and metaphorical wiring of our culture, a culture where everyone and 
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everything is connected through digital and mostly corporately owned platforms” (van 

Dijck, 2013, p.45).  

According to van Dijck, these platforms appear to accommodate some profound 

user needs: the need to be connected to (anonymous) others, the need to be constantly 

updated on the status of others, the need to build one’s presence online, and the need 

to express oneself creatively and change cultural content online. 

Consequently, users’ needs are the focus here rather than society’s power relations 

in general. Van Dijck’s views are important in this thesis, because they address many of 

the aspects discussed in the study of trends and future scenarios. 

 

3.5 Other related theories  
 

There are other theories and theorists who discuss what makes media development 

move in certain directions. Some of the theorists such as Steensen, Bolter and Grusin 

are technological determinists. Others are more market oriented (but not Marxists), 

such as Storsul and Krumsvik. Yet others focus more on policies. What they all have in 

common is that they try to explain and describe technological development. However, 

none believe that only one factor affects media development. Instead, they all seem to 

agree that multiple factors interact and thereby affect the development of media in 

certain directions. 

Innovation theory is one of the theories that provides a way to understand and 

explain current developments in the media landscape, according to Storsul and 

Krumsvik (2013). “Media innovations may be related to product innovation, process 

innovation, position innovation, paradigmatic innovation and social innovation, and 

innovation may involve different degrees of novelty” (Storsul and Krumsvik, 2013, 

p.13). The focus on innovation is an interesting angle to explore, and could partly 

explain media development. However, innovation does not exist in isolation. Instead 

there are a number of key influences on media innovations, according to Storsul and 

Krumsvik. These key influences include: 
 

1) Technology 

2) Market opportunities and user behaviour 

3) Behaviour of competitors 

4) Regulation 

5) Industry norms 

6) Company strategy 

7) Leadership and vision 

8) Organizational structure 

9) Capacity and resources 

10) Culture and creativity 
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These influences are important for my thesis, because they provide input to the 

discussion about trends and future scenarios. They are also interesting to consider when 

discussing the different ways in which the media landscape develops – see sections 

5.1.3 and 5.1.4. 

Theories of media normally claim to explain the mechanisms that drive media 

development. Some researchers, for example McLuhan (1964), can be understood as 

taking on a macro theory approach to explain media development as processes of 

evolution. Others have a more grounded perspective and relate their theories of media 

development to empirical investigation, according to Steensen (2013).  Constructivist 

innovation theory provides valuable insights into how new technology (such as the 

internet), new media (such as online newspapers), and new ideas (such as new genres) 

spread in social systems, according to Steensen (2013).  

The theory of remediation, presented by Bolter and Grusin in 1999, claims that 

technology is a driving force for change and media transformation, while human agency 

takes a back seat (Bolter and Grusin, 1999). They claim that remediation describes the 

way in which one medium reforms or improves upon another. Furthermore, each 

medium is justified because it fills a lack or repairs a fault in its predecessor (Bolter and 

Grusin, 1999). The theory of remediation is interesting to consider in this thesis in view 

of the current transformation of the media landscape. 

 

3.6 Theories or points of view regarding journalism and change 
 

Another important aspect to consider when studying the future media landscape is the 

media’s (and journalism’s) democratic role in society. The changes that are now taking 

place have implications not only for journalism, but also for the democratic role of 

journalism. The theorists in this section discuss these aspects, and build further on the 

thoughts by Habermas (1981), and to some degree on Jenkins (2006). 

Schudson (2011) defines journalism as “the business or practice of regularly 

producing and disseminating information about contemporary affairs of public interest 

and importance” (Schudson, 2011, p.3). Furthermore, Schudson questions if journalism 

can continue to be publicly important when the media companies are rapidly getting 

more commercialized and leading media firms are owned by corporations that have no 

experience of journalism. He specifically mentions three threats to traditional 

journalism: 1) the fragmentation of audiences, 2) the trivialization of content and 3) the 

lack of public affairs reporting. 

According to Schudson (2011), the function of journalism is a very broad one: 

“communication, which is the social coordination of individuals and groups through 

shared symbols and meanings” (p.4). News is the product of journalistic activity, 

Schudson claims. There is an increasing desire to define journalism normatively, as a 

field with a public mission. “The core purpose of journalism is and should be about 

producing and distributing serious information and debate on central social, political, 
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and cultural matters. Journalists regulate much of what the public gets to know about 

the world they inhabit, and this activity is vital to a functioning democracy”, Schudson 

argues, using a quote from Norwegian scholar Gripsrud (Schudson, 2011, p.6, 

Gripsrud, 2011). 

Consequently, one may wonder what will happen to democracy as the role of 

journalism changes, particularly due to the increased commercial focus in media and the 

introduction of new media channels. Schudson claims that there are six ways in which 

journalism in particular is changing (see section 2.1.5). He argues that there is a risk that 

“journalists increasingly will bow to financial priorities and the stories they produce will 

be trash. They will abandon boring, but valuable, municipal coverage for tales of 

politicians, entertainers, or sports heroes” (Schudson, 2011, p.215). 

The upside of this development is, according to Schudson, that journalists become 

less of an elitist group, and more focused on what their audience really wants. Schudson 

then asks if the best model for journalism is a mixed model rather than a model of pure 

journalistic independence. “That journalism can be better if it is partly dependent on, 

and hence sensitive to, audience preferences than if it reflects only the preferences of 

the professionals?” (Schudson, 2011, p.215). We have not reached the end of 

newspapers, Schudson finally claims (2011), but we may well be at the end of the age of 

newspapers. 

Another theorist with a focus on media and power is Nick Couldry (2003), who 

discusses how media power could shift when more individuals become active media 

producers. Three dimensions in particular are important in this context: new ways of 

consuming media, the new infrastructure of production and the new infrastructure of 

distribution of media content (Couldry, 2003). I would argue that this shift has already 

taken place, with the introduction of new digital media and especially the social media 

channels that offer new opportunities for new voices to be heard in society. 

Jack Fuller (2010), former editor at Chicago Tribune and now affiliated with the 

University of Chicago, discusses the problem with funding the production of “serious” 

journalism. He claims that funding is only part of the problem when it comes to the 

survival of “serious” journalism in the future. Journalism “plays an important role in 

keeping those most actively engaged in public policy informed about things that are 

pertinent to the effort. In this regard, a journalism that appeals to a relatively small, elite 

audience can be important. But journalism is also the way the wider public learns of the 

world outside. The news shapes public opinion, which ultimately shapes public decision 

making” (Fuller, 2010, p.64). However, journalism only has an important impact if it 

reaches its audience (cf. Fuchs, 2011). Therefore, it is not enough to change the 

business model in order to renew journalism. The way journalism presents itself is also 

important in this process, according to Fuller. 

“The information revolution empowered users to decide for themselves what is 

important, what is credible, not entrust the decision to some faceless editor in the pay 

of a conglomerate,” Fuller claims (2010, p.110). However, Fuller fears that the 
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information revolution might lead people to believe that some things are more likely or 

more significant than they really are. “This can happen with health risks or rumours, 

terrorist threats or tax debates. The information revolution has not produced a utopian 

improvement of human nature: it has done the opposite” (Fuller, 2010, p.116). Fuller 

finally claims that the challenge now is to build a new model for the profession – a 

model that permits journalists to get through to people and to do this in a morally 

defensible way (Fuller, 2010). 

In view of my own research, I think Fuller’s thoughts are interesting to consider and 

discuss in relation to environmental sustainability and my future scenarios. 

  



40 

 

4. Methodological tools 
 
4.1 Multi-method studies 
 

This thesis can be seen as a multi-method study, based on the fact that a battery of 

different methods was used. Using a number of different methods allowed the research 

questions to be answered from a variety of different angles. The many methods also 

contributed to giving new perspectives to the questions and answers of the study as a 

whole. 

Naturally, some methods were used more than others in this thesis. Literature 

studies and semi-structured qualitative interviews can be described as the main 

methods. The matrix below (table 3) is an attempt to explain in greater detail what 

methods were used in each individual paper. 
 

Table 3. Methods used in the different papers. Literature studies and semi-structured qualitative 

interviews can be described as the main methods of this thesis. 

 Paper I Paper II Paper III Paper IV Paper V 

Literature studies x x x x x 

Qualitative interviews x x x x x 

Workshops x x    
Futures studies/ 
scenarios 

x x    

Design fiction x     

Grounded theory   x x x 

Case studies   x x x 

Process studies   x x x 

Life cycle assessment    x x 

 

 

4.2 Literature studies 
 

Extensive literature studies were undertaken throughout the different research projects 

in order to expand background knowledge and keep up with developments in each area 

of research. The main purpose of the literature studies was to broaden my own 

knowledge within the research area and to gain a better understanding of the contextual 

conditions in which media companies, as well as media consumers, exist (cf. Yin, 2009).  
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When conducting the literature studies, my main focus was on media development, 

both in Sweden and abroad (Nygren and Wadbring, 2013, Sundin, 2013, Kay and 

Quinn, 2010, McChesney and Pickard, 2011). I also studied media economics (Hultén 

et al., 2010, Picard, 2010, Achtenhagen, 2007, Levy and Nielsen, 2010), media theory 

(Storsul and Krumsvik, 2013, Fuchs, 2011, Benkler, 2006, Jenkins 2006, Fuller, 2010, 

Schudson, 2011 and Castells, 2009), and media statistics (The National SOM survey, 

Carlsson and Facht, 2014, Myndigheten för radio och tv, 2012). 

Another area of interest for my research was media and environmental issues. 

Consequently, I read literature about media and climate change, and literature dealing 

with environmental issues in general (Moberg et al., 2010, Moberg et al., 2011, Dryzek 

and Schlosberg, eds., 2005, Rademaker, 2013, Eide and Kunelius, eds., 2012, 

Laestadius, 2013, Strömbäck, ed., 2013). 

Literature about futures studies has of course been relevant to my research, as well 

as literature about other research methods. I have therefore read authors such as Yin, 

2009, Bryman and Bell, 2007, Kosow and Gassner, 2008, van der Heijden, 1996, 

Dannemand Andersen and Rasmussen, 2012, Börjeson et al., 2006, Baumann and 

Tillman, 2004, Bell, 2003, and Bell and Olick, 1989. 

 

4.3 Semi-structured qualitative interviews 
 

In this thesis, the use of semi-structured qualitative interviews was one of two main 

methods (the other being literature studies, as described above). I chose semi-structured 

interviews because it is an interview method that aims to discuss a set number of 

questions, while at the same time opening up for new aspects and dimensions of the 

topic. I consider the latter feature important in attempting to answer my research 

questions. 

Semi-structured interviews can be described as an interview situation where the 

interviewer leads the questioning, but where the participant is also given considerable 

freedom to elaborate on the subject and bring up other points relevant to the question, 

but without leaving the subject entirely (Bryman and Bell, 2007). 

In this thesis, semi-structured qualitative interviews were used in all the studies 

reported in the five included papers. 

 

4.4 Workshops 
 

The workshop method, as well as the focus group method, is a form of group interview 

in which there are several participants in addition to the facilitator, where the emphasis 

is on questions about a defined topic and the focus is on interaction within the group 

and the joint construction of meaning (cf. Bryman and Bell, 2007). According to 

Bryman and Bell (2007), the purpose is mostly to reveal how the group participants 

view the issues with which they are confronted. The facilitator is therefore expected to 

guide the session but not be too intrusive (Bryman and Bell, 2007). 
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In this thesis, workshops are regarded as very similar to focus groups, but with a 

few important differences. While a focus group aims at revealing the views of the 

participants, a workshop both aims at revealing the views of the participants and at 

achieving concrete results, such as answering questions or suggesting solutions to 

problems that are set out beforehand. 

 

4.5 Futures studies and scenarios 
 

In spite of the name, one of the most important aims of futures studies is not 

knowledge and images of the future, but to learn about the present  and about what can 

be done now to achieve a desired future, for example (Svenfelt and Höjer, 2012). 

According to Bergman et al. (2010), futures studies are more an aid to making more 

informed decisions and choices when trying to manage the processes of change, than 

an engine for making predictions. Futures studies are often carried out when several 

different futures are possible and one cannot foresee which one will happen, and when 

a negative trend of the development is observed (Svenfelt and Höjer, 2012). 

To deal with the ongoing structural changes in the current media landscape is an 

urgent challenge both for people working in the media industry and for consumers 

trying to adapt to a large and increasing number of new media technologies and 

services. Consequently, futures studies could prove to be an efficient tool for increasing 

our knowledge and understanding of what is happening in our society today, as well as 

an aid to making more informed decisions and choices when trying to manage the 

processes of change. This is the reasoning behind the decision to use futures studies 

methodology in this thesis. 

Börjeson et al. (2006, p.723) claim that “one of the most basic, although contested, 

concepts in this field is ‘scenario’. It can denote both descriptions of possible future 

states and descriptions of developments.” According to Kosow and Gassner (2008), the 

method of using scenarios entails an ability to describe both a possible future situation 

and the path of development leading to that situation. “Scenarios are not intended to 

represent a full description of the future, but rather to highlight central elements of a 

possible future and to draw attention to the key factors that will drive future 

developments” (Kosow and Gassner, 2008, p.1). 

Kosow and Gassner (2008) argue that scenarios have a knowledge function, and do 

so on more than one level. Above all, they have an explorative function in as much as 

they serve to systemize and deepen the existing understanding of contemporary 

developments, conditions and influences. 

There are a number of ways to generate scenarios. According to Kosow and 

Gassner (2008), the first phase of the scenario generating process deals with the 

identification of the scenario field by establishing the precise questions to be addressed 

and the scope of the study. ”In the second phase, researchers identify the key factors 

that will have a strong influence over how the future will unfold. The third phase then 
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examines what range of outcomes these key factors could produce. The fourth phase 

involves condensing the list of central factors or bundling key factor values together in 

order to generate a relatively small number of meaningfully distinguishable scenarios. 

The final phase involves applying the finished scenarios for purposes such as strategy 

assessment” (Kosow and Gassner, 2008, p.2). In this research study, the five phases 

described by Kosow and Gassner (2008) were carried out as described in section 4.11.1. 

A method often used within the field of futures studies is the Delphi survey 

technique (Kosow and Gassner, 2008). This is a method in which experts comment on 

research results and suggest improvements, which are in turn commented upon by 

other experts who suggest improvements, etc, in an iterative process. According to 

Kosow and Gassner (2008), Delphi is an empirical technique which is used above all 

when that which is known contains uncertainties. “By using the Delphi technique, the 

degree of consensus and/or dissent within the panel, and thus the degree of uncertainty 

of the knowledge at issue, can be determined over the course of a number of different 

rounds of questions and answers” (Kosow and Gassner, 2008, p. 87). In this thesis the 

scenario generation process was combined with a technique with Delphi-like features as 

described in section 4.11.1. 

 

4.6 Design fiction 
 

Design fiction is a method that tries to envision the future through the use of semi-

fictional narratives, concepts, prototypes, movies et cetera (Wakkary, 2013). The notion 

of design fiction is still taking shape in the discourse of HCI and design research, 

according to Tanenbaum et al. (2012). They claim that design fiction is a method in 

which movies, for example, are used to describe future technologies to large public 

audiences. The film Minority Report is an example of a fictional realization of a 

technology that went on to broadly inform public opinion about interactive 

technologies (Tanenbaum et al., 2012). In this thesis, design fiction was mainly used by 

the students who participated in the course “Future of News” which is described in 

paper I. 

 

4.7 Grounded theory 
 

Grounded theory can be described as both a theory and a method. Grounded theory 

was first mentioned by Glaser and Strauss in 1967, as a “qualitative research method 

that seeks to develop theory that is grounded in data systematically gathered and 

analysed” (Lazar et al., 2010, p.283). 

Grounded theory is different from other research methods since it starts from a set 

of empirical observations or data, instead of starting from a pre-formed theory, often in 

the form of a hypothesis, and then experiments to prove the theory. In grounded 

theory, the aim is to develop a well-grounded theory based on the collected data. 
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“The major difference between research strategies that are mainly descriptive or 

exploratory and grounded theory is its emphasis on theory development from 

continuous interplay between data collection and data analysis” (Lazar et al 2010, p. 

283). According to Lazar et al (2010), the basis for this method is creativity and an open 

mind. 

 

4.8 Case studies 
 

The method of using case studies usually provides a good opportunity to study 

processes of different kinds (Yin, 2009). According to Yin (2009), the scope of a case 

study is to make an empirical inquiry that investigates a contemporary phenomenon or 

situation in depth and within its real-life context, especially when the boundaries 

between situation and context are not clearly evident. 

According to Yin (2009), a case study method is best used when we want to 

understand a real-life situation in depth, but such understanding encompasses 

important contextual conditions. In the case studies in this thesis, literature studies (see 

section 4.2) provided the necessary knowledge about the contextual conditions of the 

media industry, while the visits to the three media companies provided the possibility to 

understand existing real-life situations. 

 

4.9 Process studies 
 

The word process is defined in different ways depending on the context in which it 

appears. According to Gilb (2005) a process is a set of interrelated tasks that, together, 

transform inputs into outputs. These tasks may be carried out by people, nature or 

machines using resources. According to Gilb (2005), a process must be considered in 

the context of the agents carrying out the tasks, and of the resource attributes involved. 

In this thesis, I have used the term process when looking at work structures at 

media companies, which are described in papers III, IV and V.  

 

4.10 Life cycle assessment (LCA) 
 

A life cycle assessment (LCA) is an environmental assessment method for considering 

potential environmental impacts and resources used throughout the whole life cycle of 

a product or service, including raw material acquisition, production, use, and 

disposal/recycling (Baumann and Tillman, 2004). The term potential is used, because 

actual impacts cannot be assessed in an LCA. LCA is a matter of modelling potential 

impacts, since the actual time and place of resource extraction and the resulting 

emissions cannot be measured. 

A life cycle assessment is a compilation and examination of inputs and outputs from 

a product system over its whole life cycle, as well as an examination of the potential 

environmental effects in a product system over its whole life cycle. Inputs and outputs 
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refer to use of natural resources, and emissions and waste connected to the system. The 

life cycle consists of a product system and includes all stages, from gathering natural 

resources to taking care of the waste. 

According to Baumann and Tillman (2004), a life cycle assessment consists of four 

phases: 
 
1. Goal and scope definition: the goal of the study is defined, the system boundaries 

are set and the functional unit is determined. 

2. Inventory analysis: all the relevant inputs and outputs of the system are identified 

and quantified. 

3. Impact assessment: the significance of the potential environmental impacts is 

evaluated, through classification and characterization. Normalization and 

weighting are optional in this step. 

4. Interpretation: inputs from all steps above are considered and interpreted. 
 

According to Baumann and Tillman (2004) there is no such thing as stand-alone 

LCA results, only LCA results in relation to a goal definition with a specific purpose. 

An LCA tries to answer certain questions, and methodology is chosen to answer the 

questions posed. Other choices of methodology lead to other numerical results and 

usually mean that other questions are answered. 

The four most critical methodology choices are: definition of functional unit, system 

boundaries and allocation procedure, type of data used and impact assessment (Baumann and 

Tillman 2004). 

 

4.11 How the methods were used in papers I and II 
 

4.11.1 The scenario generation process 
 

In the research leading up to papers I and II, futures studies techniques such as 

workshops and scenario discussions were used in order to explore possible futures of 

the news media. The explorative scenarios were used with the aim of answering the 

question What can happen? as described by Börjeson et al. (2006). Explorative scenarios 

were considered the most appropriate to use, because the interest of the study is in 

exploring the consequences of alternative developments. 

The first workshop was held in August 2013 with a reference group consisting of 

three senior media experts from Sweden: 1) an expert in digital media from a large 

newspaper company, 2) an expert in print media from a large printing company and 3) 

a professor in media technology development from KTH Royal Institute of 

Technology, and 4) an environmental researcher/lecturer within the field of life cycle 

assessments of media products from KTH Royal Institute of Technology. A second 

workshop session with the reference group was held in September 2013 with the same 
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media experts as in the first workshop, with the exception of the environmental expert 

(who could not make it due to other engagements).  

The first phase of the scenario generating process, namely establishing the research 

question and scope of the study, had already been carried out before the first reference 

group workshop. The second phase of the scenario generating process was carried out 

at the first reference group workshop, when external factors in the form of media 

trends were generated during a brain-storming session, mainly based on Appelgren and 

Leckner (2013). A trend is a development over a period of time – a long term vector of 

development in which the process of change of an interesting factor takes place 

(Kosow and Gassner, 2008). 

At the second reference group meeting, the external factors were grouped into 

clusters, and the most influential as well as the most uncertain clusters were discussed. 

External factors in the form of media trends were grouped together according to 

whether they seemed to belong together or have other obvious connections, and 

whether they were regarded as having a strong influence over how the future will 

unfold. The trends were placed in groups according to their probability and importance 

in society, in accordance with the general opinion of the reference group participants.  

Next, a so-called scenario cross was created to depict the most influential 

dimensions, based on van der Heijden (1996), and the list of media trends was 

discussed and further refined into scenarios. These were the third and fourth phases of 

the scenario generating process, as described by Kosow and Gassner (2008). 

As the final phase of the scenario generating process, the list of media trends and 

the four scenarios were presented to seven media experts, not including the participants 

in the reference group, at semi-structured interviews. The following experts 

participated: 

A. A senior media expert from the business side of the Swedish media industry, 

knowledgeable within media economics (in both practical and theoretical terms). (Male) 

B. A senior media expert from the Finnish Media Publishers’ Association. (Female) 

C. An editorial manager from the Swedish business press. (Female) 

D. A former editor-in-chief of a local newspaper in central Sweden, now an editor 

at Swedish Television’s daily news broadcasts. (Male) 

E. A media expert from a large Swedish media company, who has worked 

extensively with new solutions for digital media services. (Male) 

F. A media expert from a Swedish morning paper, knowledgeable about innovation 

and media development. (Male) 

G. A former editor-in-chief of a local newspaper in northern Sweden. (Female) 
 

The selection of this particular mix of media experts was intended as a way of 

involving a spectrum of professionals with a broad range of thoughts and angles on the 

questions asked. The experts gave their opinions and comments in a Delphi-like 

process, and this led to further changes in the list of trends and the descriptions of the 
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scenarios, which were commented on by the next round of experts, until a “final” 

version of the list of trends and scenario descriptions emerged. 

Delphi studies and scenarios are often combined with each other in various ways, 

which was the case in this research study, where I used a method with Delphi-like 

features. In my research study, the experts did not come to a consensus after a number 

of different rounds of questions and answers, which is usually the way Delphis are 

conducted. Instead, I modified the list of trends after each expert had commented upon 

it, and thus created a final list of trends after all the expert interviews had been 

undertaken. Finally, I was able to draw my conclusions based on the result of these 

expert interviews. 

Interviews were also conducted with four senior media scholars from 1) Mid 

Sweden University, 2) the University of Gothenburg, 3) the University of Illinois in 

Urbana-Champagne and 4) the University of Illinois in Chicago, in order to broaden 

the academic perspective and my own knowledge base. 

 

4.11.2 Semi-structured interviews with experts 
 

The media experts were first shown a list of trends, which had been generated at the 

previously conducted workshops. They were asked to suggest and comment on 

significant media trends today. Next, the experts were asked to suggest and discuss a 

number of parameters which affect possible future media developments. Then, four 

possible future scenarios (see section 5.1.3) were presented to them, and the experts 

were asked: 

1. Which of the scenarios do you believe could come true in the future? 

2. Which of the scenarios would you like to come true in the future? 

3. Which of the scenarios do you fear could come true in the future? 
 

I chose to ask the experts these specific questions because I wanted to make the 

interviewees aware of their own attitudes towards the scenarios. At the same time I 

wanted to differentiate between the interviewees’ attitudes and their professional 

opinions, as a possible method of capturing their thoughts, ideas and views on the 

probability of the scenarios. 

 

4.11.3 The design fiction project course 
 

In the research study leading up to papers I and II, the scenario generating process and 

the results of the semi-structured interviews with media experts were combined and 

analysed together with the extrapolated trends that resulted from the design fiction 

project course “The Future of News” which was held at KTH Royal Institute of 

Technology in the autumn of 2013. 
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The purpose of combining the expert interviews with the results of the project 

course was to expand and develop the research results further, and to better be able to 

answer the research questions. 

In the project course “The Future of News”, advanced graduate students in Media 

Technology and Media Management at KTH Royal Institute of Technology explored 

the relationship between technology, economy and social factors in processes of 

technological innovation and development. This was done by creating different visions 

of the future of news. In 2013, ten project groups with five to six students in each 

group analysed, reflected upon, reviewed, refined and further developed visions from a 

media technology perspective.  

Part of the students’ work included the creation of practical “design 

representations”, such as movies and prototypes of different applications and services. 

The project groups in the KTH course created widely different ideas and scenarios, 

but there were a number of trends that all ten project groups had to position 

themselves in relation to. These trends were “extracted” through a Delphi-like process 

(Kosow and Gassner, 2008), in which the ten project groups each suggested a variety of 

trends that they thought described important premises from which they built their own 

particular scenario. This process resulted in a list of trends that all groups could relate 

to, and that I combined with my existing analysis of media trends. 

 

4.11.4 Semi-structured interviews with consumers 
 

A total of 9 semi-structured interviews with consumers were undertaken in this study, 

in order to get input on current media trends and possible future developments. The 

media consumers participating in this were a mix of people living in small towns and 

bigger Swedish cities (such as Stockholm, Södertälje, Norrköping and Kalmar), who 

had different educational backgrounds, gender, interests and family situations. Their 

ages varied between 30 and 60. The following consumers participated: 

H. Woman, 43, working as a copywriter at an advertising agency, living in a 

Stockholm suburb, single, two children. 

I. Woman, 30, PhD student in processes and organization, living in a Stockholm 

suburb, partner, no children. 

J. Man, 50, working as a graphic designer, living in Norrköping, single, two children. 

K. Man, 49, working as a plumber, living in a Stockholm suburb, partner, three 

children. 

L. Woman, 44, working as a communicator, living in Södertälje, partner, no 

children. 

M. Woman, 53, working as an administrator, living in Stockholm, partner, three 

children. 

N. Man, 60, working as a civil servant, living in Kalmar, partner, two adult children. 
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O. Woman, 45, working as an administrative assistant, living in a Stockholm suburb, 

two children. 

P. Woman, 46, working as a project manager in the pharmaceutical industry, living 

in a Stockholm suburb, partner, three children. 
 

The consumers participating in this study were selected in order to create a fairly 

wide range of interviewees and because it was convenient to get in contact with them. 

The consumers were first asked to describe what their personal media consumption 

habits were five years ago, what they are today and what they expect them to be in the 

future. They were also asked to comment on and discuss the four future scenarios used 

in the study, which were presented and explained to them.  

 

4.11.5 Workshops with environmental experts 
 

In November 2013 the first workshop focusing on the environmental parameters 

connected with the scenarios created in this study was held in Stockholm. The 

participants were: one media studies expert, one futures studies expert, two 

environmental experts working with life cycle assessments, and one environmental 

expert from the telecom industry. 

The second environmentally focused workshop was held in Helsinki, Finland in 

December 2013. The participants were: one media expert from the Finnish news media 

industry, one media researcher, and four environmental experts with special focus on 

life cycle assessments of media products.  

At the environmental workshops, focus was entirely on the potential environmental 

aspects and parameters of the scenarios, and not on the actual scenarios. The main 

questions to the experts were: 

1.  What can you say about the environmental aspects of the four different 

scenarios? 

2.  What are the most central parameters for the environmental impact of media 

consumption, in your opinion? 

 

4.12 How the methods were used in papers III, IV and V 
 

Grounded theory was mainly used in the research studies leading up to articles III, IV 

and V. Grounded theory was used because it was considered an appropriate method 

considering the relatively open research questions, and the possibilities of combining 

this method with the use of other methods, such as semi-structured qualitative 

interviews, case studies and process studies. 

Case studies were used in the research studies leading up to papers III, IV and V. 

The three case studies presented in this thesis were all undertaken in Sweden. The first 

case study focused on a local newspaper company, the second study focused on a 

monthly magazine, and the third study focused on a local television station. I chose to 
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study three very different media companies in order to be able to expand my overall 

knowledge about content production and to be able to compare three workplaces 

within three different media genres. The aim of such a comparison was to look for 

opportunities for change and for optimizing work processes on different levels. 

In the three case studies presented in papers III, IV and V, semi-structured 

interviews were conducted. The main purpose of the semi-structured interviews was to 

identify the process steps involved in editorial content production at the different 

media companies. Another purpose of the interviews was to understand the situation in 

which these particular media companies exist and what challenges they face, both on a 

daily basis and on a more structural level. 

Key persons at the respective media companies were selected and interviews 

arranged. When the semi-structured interviews took place, the participants were asked 

to describe their particular work organization in words and by drawing a flow chart on 

a large piece of paper. While this descriptive exercise took place, additional questions 

were posed connected with work processes, conditions and current challenges. In 

connection with the case studies I also attended workplace meetings, at least to some 

degree, and talked in general terms with some of the other people working there.  

In the first case study, presented in paper III, I interviewed the editor-in-chief, the 

head of advertisement and the head of environmental affairs at a local newspaper in 

Sweden. In the second case study, presented in paper IV, I interviewed the editor-in-

chief at a Swedish monthly magazine. And in the third case study, presented in paper V, 

I interviewed the editorial manager and the marketing manager of a local television 

station in Sweden. I chose to interview these particular key persons because I assumed 

that in their professional roles, they would have a good overview of all the processes 

involved in content production at their workplaces, as well as knowledge on a more 

detailed level.  

I have used the term process when looking at the work structure at the media 

companies. I identified several process steps within each process, and in some cases 

grouped the processes into segments or phases, in order to facilitate an overview of the 

process structure. The information gained from the interviews was analysed and 

modelled, using the computer based process modelling program AI0 WIN (Knowledge 

Based Systems Inc., 2012). The interviewees then looked at and commented on these 

models, and adjustments were made in some cases. 

The process modelling program AI0 WIN was selected and used because it allows 

for the description of the activities included in the process steps. It is also a suitable 

tool to use when aiming at visualizing the process steps in order to get an overview of 

the process structure. There are a number of other tools and modelling programs in the 

market which can be used in the same manner and with the same functionality. This 

modelling tool, however, was fairly easy to understand and start using for my purposes. 

The case studies resulted in three process descriptions for the three workplaces and 

were supplemented with carbon footprint assessments, using the life cycle assessment 
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(LCA) methodology (see section 4.10) for climate impacts (Baumann and Tillman, 

2004).  

In the two studies leading up to papers IV and V, my co-authors carried out life 

cycle assessments (LCA) of the work processes at the Swedish monthly magazine and 

the local television station in Sweden, described above. This was done for the purpose 

of complementing the semi-structured qualitative interviews and the process studies, 

and of providing a broader picture of the potential overall environmental impact, in 

order to answer the fourth research question: What is the relationship between the 

editorial processes and a general assessment of the carbon footprint of content 

production? 
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5. Results 
 
5.1 Summary of the results in papers I and II 
 

5.1.1 Research questions 
 

In papers I and II, I made an attempt to answer the following research questions: 
 

1. What are the main media consumption trends today, and what could the 

characteristics of future media consumption be in relation to different 

scenarios? 

2. What parameters are central to future scenarios of media consumption, seen 

from an environmental perspective? How will changes in these parameters 

affect the environmental aspects of media consumption?   
 

I will start by describing the current media trends, and then go through four future 

scenarios, followed by a description of the reactions to these trends and scenarios by 

the interviewed experts participating in this study. 

Then I will make an attempt to answer the second research question, by going 

through the environmental parameters central to the future scenarios of media 

consumption which are a result of this study, followed by a description of the 

workshop discussions of the environmental aspects of the four described scenarios.  

Finally, I will go through the results of the consumer interviews held in this study.  

 

5.1.2 Current media trends 
 

As a result of the literature studies (cf. Schudson, 2011, Carlsson and Facht, 2014, 

Sundin, 2013, Nygren and Wadbring 2013, Kaye and Quinn 2010), the interviews, 

workshops and the design fiction practices carried out in this study, the following 

significant media development trends are suggested, as described in paper I. The list 

does not aim to be complete but addresses some of the most important trends at play 

in current media developments. I briefly describe these trends and relate them to future 

developments, as was done in paper I. 
 

1. More mobile devices 

We are using more mobile devices, such as smartphones, tablets etc. Just as almost 

everyone today owns a mobile phone, this trend suggests that most people will own a 

smartphone and/or a tablet in the future, and will to a large extent use these devices for 

media consumption. 
 

2. Multiple devices used 

People are using and switching between multiple devices depending on their moment-

to-moment situation. Even when moving between different rooms at home, people are 
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switching between different devices. This is leading to a high demand for shared or 

uniform security and reasonable subscription rates in the future. 
 

3. Always connected, always synchronized 

As we are using our mobile devices more and switching between different devices, 

there is a higher demand for seamless solutions. Devices need to be connected all the 

time and perfectly synchronized with each other. These always-connected, always-

synchronized devices will be a natural choice for consuming media in the future. 
 

4. More news channels 

In addition to current media channels, there will be more alternative channels in the 

future. These could include e.g. individual channels, such as “ordinary” people 

publishing blogs or podcasts, or “non-media” corporations (banks, chain stores etc) 

starting TV-channels, or non-governmental agencies with their own social media 

channels. 
 

5. More (co-)creation and sharing 

There is an increasing volume and variety in the news landscape, because of more co-

creation and sharing of content, e.g. via blogs and other social media. In the future, 

“ordinary” people who cannot be regarded as fully fledged news channels (see above), 

will produce news-related content which will be shared among smaller or larger groups 

of people. 
 

6. Personalized/individualized news 

Beyond mass media, there is more individualization of news, according to each 

individual’s interests and preferences. While there are some attempts to go in this 

direction today, we have really only seen the beginning of this development. In the 

future, you will read articles on topics which are exactly what you are interested in, but 

from sources that you have not heard of before. 
 

7. More non-text formats for news and shorter news items  

News will increasingly be consumed through non-text formats, such as video, images, 

and audio. Today’s popular cat images and YouTube videos hint at this growing trend. 

In a time-pressed future, short news items will win out over long and complicated in-

depth stories. 
 

8. Increased need for high-speed, high-quality infrastructure/networks  

In order to cater for higher volumes of data traffic, there is an increased need for a 

better infrastructure. The amount of traffic is expected to increase, and broadcasting 

networks will use ultra-high speeds and be ubiquitous.  
 

9. Hurried, time-pressed news consumers 

If the trend continues, the future will be fast-paced, with hectic lifestyles and impatient 

users. This implies a need for shorter, visual news items and more summaries (rather 
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than in-depth coverage). Multitasking, such as simultaneous consumption of several 

media channels, is on the rise, which will lead to an increased use of media while 

simultaneously performing other tasks. 
 

10. More commuting 

People are spending more time commuting, both by car and public transport, due to 

continued urbanization and a continued spatial and geographical expansion of cities (cf. 

Ax:son Johnson, 2013). This trend implies that we will increasingly access and consume 

news on the move; in cars, in subways, on buses, etc. This will also encourage increased 

use of mobile devices (see trend 1). 
 

11. Big data and surveillance 

More data is collected and more surveillance carried out – for good and for bad. More 

data will be collected by media companies about the consumption habits of media users 

and citizens will be subjected to more surveillance by governments and corporations 

(cf. Karlsten, 2013). This has important and serious implications for issues of personal 

integrity, but it also implies possibilities for more convenience and better service in 

many different areas of society. 

 

5.1.3 Future scenarios 
 

Certain parameters affect the strength of the trends described above as drivers of the 

future scenarios presented in this study. These parameters either weaken the trends or 

strengthen them, to varying degrees. Social, cultural, economic, legal, political and 

technical parameters are the most important ones with respect to the development of 

media, as the interviews and workshops held in this study show, thereby supporting the 

conclusions of Appelgren and Leckner (2013). 

I have further developed and specified these parameters into external factors 

influencing media development, as described in paper I: 
 

 Legislation in the media area, at a national and global level, e.g. regarding 

copyright, broadcasting rights, publishing rights, news aggregation, behavioural 

targeting, integrity laws, censorship, taxes on media content, and advertisement 

taxes. 

 Political developments in the Nordic countries as well as in the rest of the 

world. 

 The development of the world economy. 

 Fundamental technological development, and the ability of Nordic and 

international companies to innovate new products and services. 

 Electricity supply, electricity consumption, and energy costs for companies and 

private citizens. 
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 Consumer habits, consumers’ media consumption and the general demand for 

emerging and existing media products and services (partly dependent on the 

above factors). 
 

Hvitfelt and Nygren (2008) further claim that media consumption in general is 

related to consumers’ age, where they live, what type of household they have, what 

personal interests they have, how educated they are, and finally, how much time and 

money they have at their disposal. 

In order to initiate and maintain a general discussion about media today and media 

in the future, I have chosen to work with scenarios. In the scenario generation process, 

described in sections 4.5 and 4.11.1, a total of four future scenarios were created. A so-

called scenario cross was made to map out the most influential dimensions (table 4). 

I have made the assumption that the scope of the government’s influence, 

combined with the strength of commercial powers is a major determinant of the future 

of media, based on Hultén et al. (2010) who discuss the duality between government 

regulations and the market. Also, Couldry and Curran (2003) discuss power relations 

between the state and the market. Furthermore, Castells (2009) develops a discussion 

about power relations which affect communication processes in society, in particular 

the development of media in relation to the politics of the state (see section 3.3). Thus, 

the scenario cross presented below (table 4) is not orthogonal with regard to the 

descriptive parameters, but constructed around the four possible combinations of this 

duality. Consequently, the scenarios do not exclude each other, but could exist in 

parallel. 

Furthermore, each scenario has a slightly different emphasis. Scenario 1 has a strong 

emphasis on the political aspect, while scenario 2 includes some environmental aspects, 

scenario 3 is more business oriented and scenario 4 is quite general. As mentioned 

earlier, the scenarios in this study were devised in order to begin a discussion about 

today’s and tomorrow’s media landscape, and the route from one to the other. 

From an environmental perspective, the scope of governmental control in society is 

an interesting parameter to discuss. Laws and regulations are important instruments in a 

society in order to limit dangerous chemical substances or greenhouse gases, for 

example. On the other hand, laws and regulations need to be applied wisely, or they 

may become counterproductive, for example by creating “rebound effects” which tend 

to offset the beneficial effects of measures taken. 

From a media perspective, laws and regulations can become enablers for certain 

media channels and barriers for others, e.g. through financial support or through 

different regulatory systems – both in terms of the media company’s financial situation 

and of the actual media content. For this reason, the relationship between 

governmental control and commercial powers was considered relevant to a scenario 

discussion about media and sustainability. 
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Table 4. The four scenarios, based on the four possible combinations in the scenario cross. 

 
Strong governmental 

control 
Weak governmental 

control 

Strong commercial powers Scenario 2 

 

Scenario 3 

Weak commercial powers Scenario 1 

 

Scenario 4 

 

Below is a short description of each of the four media scenarios developed in this 

study, as described in paper I. 

 

Scenario 1, “Strong governmental control, weak commercial powers”  

The government controls or monitors media content producers to an increasing degree, often justifying 

this control in terms of “defence against terrorism”. Foreign companies are controlled by the government, 

which means that they have limited influence and limited possibilities to expand in the domestic media 

market. Public service is used for the dissemination of government information (propaganda), and news 

shows are controlled by government authorities. Public service broadcasting and printed newspapers 

receive governmental support to help them survive even though most people are not very interested in 

watching or reading them. Critical voices in society are controlled and limited by the government. 

Debates in social media and other types of forums are read and controlled by the government. 

 

Scenario 2, “Strong governmental control, strong commercial powers” 

Press freedom is guaranteed by the government, which encourages a free and independent media, and 

blocks monopolies and cartels formed by foreign or national media companies. Media companies 

continue to consolidate. The amount of meetings increases. The increased amount of meetings leads to 

more trips for the staff as well as more meetings with online tools. Smartphones become increasingly 

important in society for media use in general. Moving images/video is consumed on large or small 

platforms, independent of time and space. The lifecycle of new media devices becomes shorter, and 

consumers have an interest in new technology. The amount of e-waste increases every year. Energy prices 

rise. This makes the distribution of printed newspapers more expensive, and makes newspapers consider 

printing fewer copies per week, with less content (fewer pages). The distribution of morning papers 

decrease/changes radically. Higher energy prices also lead to the introduction of new technological devices 

with low energy use, and awareness of the environmental impact of all activities increases. 
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Scenario 3, “Weak governmental control, strong commercial powers” 

The government has little or no control over media, media content and the organization of media 

companies. Most news media content and societal information is available on the web. The largest 

websites are run by citizen journalists, or get their content from crowdsourcing of information, and they 

exist side by side with large multinational media companies. Public service broadcasting has ceased, and 

the TV license fee and other media taxes are gone. Multinational media conglomerates dominate the 

Nordic media market, as they own the majority of the Nordic websites. These companies do not practice 

principled journalism, but operate strictly according to their own economic interests. Foreign companies 

strive to establish a monopoly in the Nordic market. Media content broadcast (on TV and radio) or 

published on the web becomes increasingly focused on entertainment. Very little documentary or 

informational material is broadcast as the focus is mainly on entertainment. Levels of general knowledge 

become lower while social gaps grow. Moving images, such as video, become increasingly important and 

more common in relation to text based media content. Consumers’ attention spans become shorter – 

they have little patience with consuming complex media content. The digital market for advertising is 

dominated by large companies. The media market is increasingly movable. 

 

Scenario 4, “Weak governmental control, weak commercial powers” 

In this scenario, news updates with large amounts of user-generated content are mainly found online. 

Most of the traditional media content as well as social forums and societal information, can be found 

online, free of charge and without any restrictions. The largest websites are run by citizen journalists. 

Crowdsourcing is an important source of information. Multinational companies have played out their 

role in society at large. The government has very little influence over the media market. Bloggers and 

smaller media players dominate, or work together in network structures. Websites where consumers buy 

and sell goods and services from each other dominate the internet commerce. People like to share 

resources, often by using social media channels to communicate. 

 

5.1.4 Reactions to the scenarios and trends 
 

The list of media trends and the four scenarios were presented to the seven media 

experts with whom I conducted semi-structured interviews, as described in section 

4.11.2. The experts were specifically asked: 
 

1. Which of the scenarios do you believe could come true in the future? 

2. Which of the scenarios would you like to come true in the future? 

3. Which of the scenarios do you fear could come true in the future? 
 

As described in paper I, the results of the interviews show a surprisingly high 

consensus among the experts regarding the scenarios. Scenario 1 was considered the 

most improbable. None of the interviewed experts could imagine a future where media 

functioned as in scenario 1 – even though this could be a description of the current 

media situation in some countries outside (and not so far from) the Nordic countries. 
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The only way scenario 1 would come true in the Nordic region was, according to the 

interviewed experts, if there was a global war, a deep, turbulent and long-lasting 

economic crisis or some other major unexpected global or regional crisis.  Such an 

unexpected crisis was not something that these experts feared to any greater extent. 
 

Interview person C: I just don’t believe in it. That’s all. 
 

Interview person A: I don’t believe in scenario 1. There is an ongoing digitalization of society, and 

people don’t want more government control.  
 

Interview person E: No, media in the Nordic region, including public service broadcasting is so 

strongly regulated that there can’t be any propaganda here. In order for scenario 1 to happen, there has 

to be a war or something first. 
 

Interview person G: Scenario 1 is improbable. But there are bits and pieces of it that we can see 

today. Such as foreign powers who are checking us out. There is a movement towards more state 

regulations, and that is unpleasant, I think. 
 

Interview person F: I can see the tendency today, as in the case of the government not respecting laws 

and regulations that protect the freedom of speech. But at the same time, I don’t think it’s possible 

technically to obstruct communication in society in the way it’s described in scenario 1. There will 

always be ways and methods to communicate. 
 

Interview person B: I hope it doesn’t happen. Not here. It is happening in other places and that’s 

scary.  
 

Scenario 2 was considered the most probable of the four scenarios. The interviewed 

experts agreed that this is what the future would look like if current media trends 

continue on their current trajectories. This scenario was also regarded as the most 

desirable by a majority of the interviewed experts. 
 

Interview person D: If there are no major changes, we are on our way to scenario 2. Something 

could of course happen, which we can’t foresee today. But this middle scenario is the most probable one. 
 

Interview person E: A future somewhere between scenario 2 and 3 is the most probable, I think.  
 

Interview person G: Scenario 2 is already a reality today.  
 

Interview person C: This is true already today. You can’t stop the development and reverse it.  
 

Interview person F: This scenario seems very probable, and possible in the foreseeable future, say in 

a few years’ time only. I guess it depends on the world economy and digital development. There is really 

nothing scary in this scenario, apart from the general concern about technological and societal 

developments in general. 
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Scenario 3 was considered probable by some of the interviewed experts, but not by 

all. Some of the interviewed media experts found this scenario the most frightening, 

due to its preponderance of commercialism and general lack of governmental control. 

This scenario created a sense of unease among many of the interviewed experts, due to 

a general uncertainty about what direction this kind of society – one that commercial 

powers were free to dominate – would take. 
 

Interview person F: This scenario feels like the evil way to the future. Of course there are big media 

actors today that are led mainly by economic interests, but there will always be companies that are 

guided by journalistic ideals, even in the future. 
 

Interview person G: All in all, I don’t believe in this scenario. It is more relevant to a British or at 

least an English speaking market. The Swedish media market is too small, and big actors will not be 

able to create a good market for local news here in Sweden. 
 

Interview person B: I don’t think public service broadcasting will cease, but otherwise it’s a scary 

scenario with little influence by the state/government. I hope Google and Facebook will not dominate 

the market in the future, and that national media will continue to be independent.  
 

Interview person A: Some of the aspects in this scenario are unlikely, such as increased citizen 

journalism. And I believe that public service broadcasting will remain the same. But of course there are 

strong monopolistic forces in the media market.  
 

Some of the interviewed experts thought scenario 4 was the most desirable, 

especially from an environmental point of view. However, few thought that scenario 4 

was very probable, since it entails both weak commercial powers and weak 

governmental control, which was deemed very unlikely to come about. Some of the 

interviewed experts found scenario 4 problematic because it would take citizens who 

were consciously critical of their sources for this type of network society to function 

well. This is usually not the case, according to the experts. In scenario 4, all citizens 

would also have to work for the common interest. The experts were very sceptical as to 

the probability of this happening, based on the belief that there are strong ideological 

forces in society which could affect this development negatively. 
 

Interview person G: This scenario sounds great. But the weakness of this future system is that it 

puts a lot of responsibility on the citizens. And I don’t think they will be able to handle this 

responsibility. I don’t believe in an ideal world where everyone is working for the common interest. The 

ideological forces in society are too strong for this system to work.  
 

Interview person B: It is a nice scenario but it will most likely not happen. 
 

Interview person F: The network economy is thriving as digitalization continues so why not. 
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The results of the interviews showed that the most desirable future society 

combines a balanced mix of governmental control and commercial powers. The ideal 

seems to be neither too much governmental control nor too little governmental 

control. A combination of “healthy” governmental control and “healthy” commercial 

influence would be the optimal future, according to the interviewed experts. As an 

example, these experts found it important to keep public service media organizations as 

a counterbalance to the commercial powers in the media sector.  

In addition to the trends mentioned in section 5.1.2, the experts believed that the 

following three media trends will play an important role for future developments:  
 

 Economic interests are increasingly important for media content producers. 

 The amount and proportion of entertainment in media content is growing, 

except in the news media.  

 General knowledge in society – what it can be assumed that most citizens have 

general knowledge of – is changing and the knowledge gaps between different 

groups in society are growing. 
 

The interviewed experts pointed out that we have, historically, seen the same 

patterns of consumer behaviour as we see today, but that now there are new media 

tools and new technologies which take advantage of this behaviour in new ways (cf. 

Jenkins, 2006, and Nygren and Wadbring, 2013). Some examples of this behaviour are: 

the sharing of information, and the sense of fellowship and community in social forums 

and shared-interest communities. To an increasing extent, information today is shared 

via social media channels, while it was more common before to share information in 

physical meetings or via the telephone. The same goes for shared-interest communities 

which used to be maintained via physical meetings, but for which social media tools 

play an increasingly important role today. As a result, the geographic location of the 

community participants is less important today, when communities of interest are 

becoming increasingly global.  

The interviewed experts agreed that if today’s main media trends continue on their 

current trajectories, we will see a future closest to scenario 2, or one that falls between 

scenarios 2 and 3. However, aspects of all four scenarios could come true in the future, 

depending on choices made both by individuals and by society as a whole, according to 

the experts. 

The thoughts of the interviewed experts are in line with the results of the national 

SOM survey, which shows that public service broadcasting in Sweden is still the most 

trusted by the public, when comparing media channels (SOM, 2014). The participants 

were asked: “How much confidence do you have in content from the following 

media?” 75 per cent replied that they had very much confidence in public service 

television. 59 per cent had very much confidence in local morning papers, while 31 per 

cent had confidence in national quality press, such as the largest morning papers. Public 

service radio and TV4 were also regarded as trustworthy – 58 per cent had very high 
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confidence in public service radio and 55 per cent had very high confidence in TV4. At 

the bottom of list were evening tabloids, commercial television and commercial radio, 

which the participants had very little confidence in. The statistics show that trust in 

public service media has grown in the last ten years. 

 

5.1.5 Environmental parameters 
 

Previous research, literature studies and the environmental workshops carried out for 

this study have provided the input for the following list of environmental parameters 

(and parameterized technical and social trends with environmental features) which are 

considered central to future scenarios of media consumption, seen from an 

environmental perspective, and described in paper II: 

 

 
 
Environmental parameters central to future scenarios of media consumption 
 
 

 
Number of electronic devices used in society, and type of devices. 
 

 
Average frequency at which electronic devices are replaced. 
 

 
Environmental impact of energy use when using electronic devices. (Type of energy 
and energy efficiency.) 
 

 
Environmental impact of the production of electronic devices.  
 

 
Environmental impact of disposal of electronic devices. (For example, is the waste 
informally recycled, placed in landfills or formally reutilized?) 
 

 
Volume of consumption in society in general. 
 

 
Environmental impact of network infrastructure, e.g. supporting ICT in society. 
 

 
Volume of travel among citizens. (Do citizens travel to purchase media products?) 
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Volume of transportation of goods and services. (How are e.g. newspapers and other 
media products distributed to consumers? Is there a subscription-based model with 
home delivery?) 
 

 
Environmental impact of print products, full lifecycle. 
 

 
Amount of environmental information available, as well as the accuracy of the 
information and the degree to which consumers and other stakeholders have received 
it. 
 

 

Previous research supports the assumptions of certain environmental parameters 

mentioned above. For example, Arushanyan et al. (2014) claim that the manufacturing 

of computers and screens is the major contributor to the overall environmental impact 

of online newspapers. “This life cycle stage includes extraction of raw materials, 

production and assembly of electronic devices, their transportation to the reader and 

end-of-life disposal” (Arushanyan et al., 2014, p.22). Consequently, the number of 

electronic devices used in society, the average frequency of replacing electronic devices, 

the amount of energy used when using electronic devices, the environmental impact of 

the production of electronic devices, and the environmental impact of the disposal of 

electronic devices, together constitute an important subset of the environmental 

parameters suggested in this study. 

According to Arushanyan (2013), user practices can affect the overall impact of 

many ICT solutions. Arushanyan et al. (2014, p.22) claim that “different readers will 

have considerably different environmental impacts depending on their practice 

regarding the use of computers in general, in addition to the differences related to their 

different newspaper reading practices”. Furthermore, Arushanyan et al. (2014) conclude 

that there is great variation among readers with respect to how they use media products 

in different situations and for different purposes. In this study, I have considered 

parameters such as the volume of consumption in society in general, the volume of 

travel among citizens, and the volume of transportation of goods and services as 

important parameters indicating consumer behaviour. 

Arushanyan et al. (2014) conclude that “for printed newspapers, key processes in 

the supply chain giving rise to environmental impacts are newsprint paper production 

(including raw materials, purchased energy and mill operations), production of ink and 

plates and content production. Distribution of the newspapers to offices, retailers and 

homes is another important contributor to climate change impact” (Arushanyan et al., 

2014, p.24). 
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At the workshop held in Finland in December 2013 (further described in section 

4.11.5), the environmental impact of print products was discussed, as well as the 

environmental impact of network infrastructure and the amount of environmental 

information available in society at large, which most likely make a considerable 

difference when comparing the four scenarios in this study. This discussion was held in 

order to answer the research question about how changes in these parameters would 

affect the environmental aspects of media consumption, as described in paper II.   

 

5.1.6 Environmental aspects of the scenarios 
 

When discussing scenario 1, participants in the environmental workshops expected it to 

be quite beneficial in terms of environmental aspects. They assumed that the number of 

electronic devices used in society would be quite low, as well as the environmental 

impact of the production of devices and the volume of consumption in society in 

general. In this scenario, the government could possibly control much of the emissions. 

This is a positive thing, given that the government is interested in keeping emissions as 

low as possible. 

According to the participants in the workshop, the risk of this scenario, however, is 

that we could end up in a situation similar to that of countries where the amount of 

environmental information is low, which means that citizens are not aware of the 

environmental impact of their actions. The environmental impact of print products 

could either be high – if there are plenty of printed newspapers available – or low – if, 

say, only one printed newspaper is allowed by the government and printed books from 

abroad are subject to restrictions. There is also a risk that the government would not be 

working for the common good e.g. protecting the environment, but instead would aim 

at protecting other interests in society, such as the production of coal or industries that 

cause pollution. In other words, there is no guarantee that scenario 1 will be especially 

favourable in terms of overall environmental impact even though it might appear so at 

first. 

The conclusion from discussing scenario 2 was that it is mixed, or quite negative, in 

terms of environmental impact. On the one hand, production, consumption and 

disposal of electronic devices have all become smarter and more environmentally 

conscious. On the other hand, the total volume of consumption in society has 

increased a great deal, which affects the environment in a negative way. Consequently, 

this scenario is beneficial for the environment in some respects, but there are also quite 

negative aspects. 

The conclusion from discussing scenario 3 was that it is quite negative in terms of 

environmental impact. The focus on entertainment in media means that little 

environmental information is published or broadcast. The level of consumption in 

society is high in general. People live in their “bubbles” and have little interest in 

“bigger” issues such as sustainability. The producers of electronic devices are not 
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particularly interested in making environmentally friendly goods and services. The 

government, which might give incentives to companies to work in a more sustainable 

way, is quite weak and therefore lacks the necessary influence. In general, this is quite a 

negative scenario when considering the environmental aspects. 

The conclusion from discussing scenario 4 was that it is quite beneficial in terms of 

environmental impact. A network society means less consumption in general. On the 

other hand, the environmental impact per device of the production and disposal of 

electronic devices could be quite high, due to the small amount produced. The amount 

of environmental information available in this scenario could either be high – if people 

are interested in the subject and publish a lot of information – or low, if this is not the 

case. 

 

5.1.7 Consumer input 
 

In order to get a broader perspective of the scenarios in this study, as well as an 

indication of the environmental awareness among media consumers in general, I 

interviewed nine media consumers in Sweden, as described in section 4.11.4. The 

consumers were first asked to describe what their personal media consumption habits 

were five years ago, what they are today and what they expect them to be in the future. 

The consumers were also asked to comment on and discuss the four future scenarios 

used in the study, which were presented and explained to them. The results of the 

interviews (as described in paper II) show that very few of the interviewed consumers 

connect media consumption with environmental concerns, except when they take their 

printed newspapers to the recycling centre.  

On a general level, a majority of the interviewed persons considered printed media 

to be more environmentally damaging than electronic media, which was considered 

“clean”. ICT and the transformations brought by the ICT society were mostly 

considered favourable to the environment, except when we began to discuss energy-

related issues and the interviewed persons began to reflect more on the system of 

media production and media consumption in relation to the ICT society. At that point, 

many of the interviewees expressed modified opinions and showed and increased 

interest and awareness. 
 

Interview person K: I am more conscious about the environment now than I was five years ago. 

This is because my kids are older now. They usually use their gadgets for six months, then they throw 

them away and want new telephones or computers. They say: I need a new computer Dad, otherwise I 

won’t be able to play this game. It’s technological development that demands new computers all the time. 
 

Interview person P: I have a general mindset that we need to be careful with our resources. As a 

child I was always reminded to turn off the lamp in my room if I wasn’t playing there. It’s the same 

with recycling waste or turning off the TV if you aren’t watching. We might not be talking about the 

environment explicitly, but it’s about caring about the resources you have. Pull out the telephone charger 
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from the wall when you are done charging, and check the energy consumption in your house. When it 

comes to media, I don’t think it’s a big thing compared to other things in our house such as the washing 

machine, tumble dryer or heating system. 
 

Interview person O: The availability of the technology makes it easy to use electronic media 

channels. I choose not to read on paper, for the sake of environmental concerns. I don’ think that I will 

ever go back to the printed morning paper. 
 

Interview person H: Reading the morning newspaper in print is a luxury to me. I spend so much 

time behind a screen at work that I enjoy the printed version of the morning paper. I hope it will stay 

around for many years to come. I don’t have much knowledge about the environmental aspects of media. 

I’m afraid I can’t compare different media channels when it comes to their environmental impact. 
 

Interview person I: I think of the environmental aspects of media in the sense that I feel that I have 

to read everything that comes to me in the mail, such as printed advertisements and such. I never read 

news online, but I listen to the radio daily. Maybe I will start subscribing to a printed newspaper in the 

future. I separate all my waste, especially paper but organic too. 
 

One of the interviewed persons was sceptical to the climate issue in general. 
 

Interview person M: Actually, I think that sustainability is hyped right now, and will eventually 

disappear. I don’t believe in global warming. It’s just somebody’s opinion. I haven’t thought much about 

media and environment, but I’m quite conscious about my own use of electricity, due to the cost of it. 
 

Furthermore, the interviews carried out in this study supported the observation 

made by Teljas et al. (2008) that media consumption differs considerably between 

individuals. It is very rare to find a person who has the exact same media habits as 

another person. Media consumption in general depends on the consumers’ age, where 

they live, what type of household they have, what personal interests they have, how 

educated they are, and finally how much money they have at their disposal (Teljas et al., 

2008). Another important aspect is consumers’ available time, according to the 

interviews in this study.  

When confronted with the four future scenarios described above, the interviewed 

consumers seemed very interested and amused. Most of the interviewed consumers 

found that scenario 2 and possibly 3 were the most likely to happen. Very few could 

imagine a future as described in scenario 1, and most of them thought that scenario 4 

was more of a fantasy. Still, they felt that some aspects, often contradictory, in each 

scenario could potentially happen in the near future. 
 

Interview person P: Scenario 1 could not happen in Sweden. I wouldn’t worry too much about that. 

There are civic interest groups that would make sure to protect the freedom of the press and public 

service. Scenario 4 could happen in parallel with the other scenarios. There are always idealists in every 

society. The danger with this scenario is that false information could be spread. There isn’t the same 

control of content as in traditional media. 
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Interview person J: Scenario 1 is very unlikely. There are such strong democratic forces here. 

Scenario 2 sounds more like it is today. That’s all right with me. I wouldn’t like scenario 3 to happen, 

though. It’s a scary thought. Scenario 4 would mean that there were more isolated and closed groups in 

society, with less collaboration. And I would not consider scenario 4 to be better for the environment 

either. 
 

Interview person K: I think there will be more foreign companies in Sweden in the future. It’s up to 

every individual to decide how the future will develop, by their choice of media consumption. Economic 

interests are already steering the development here, I think. 
 

Furthermore, interview person K believed that the commercial powers in society 

have already taken over the media (as in scenario 3) and that this fact has forced the 

general public to be more critical about sources of information. The interviewed 

consumers claimed that it was already difficult sometimes to trust traditional media 

companies, and that this made it important to find alternative and more trustworthy 

sources of information.  

The thoughts of the interviewed consumers are interesting to compare with the 

results of the national SOM survey, which shows Swedes’ thoughts on which groups 

actually control the content of Swedish television and radio (SOM, 2014). The question 

asked was: Who influences the content of Swedish radio and television? A majority 

thought that journalists and media owners influence content. Advertisers were regarded 

as the third most influential of media content. A very small number of interviewees 

considered the state/government to be influential in terms of media content on radio 

and television. 

  

5.2 Summary of the results in papers III, IV and V 
 

5.2.1 Research questions 
 

In papers III, IV and V, I made an attempt to answer the following research questions: 
 

3. Which are the major editorial processes at media companies today, and how can 

their workflows be visualized in order for us to discover how the processes 

could be optimized and how this in turn could affect the environmental impact? 

4. What is the relationship between the editorial processes and a general 

assessment of the carbon footprint of the content production at media 

companies? 

 

I will start by describing the major editorial processes at the three media companies 

studied, and then look at how these processes could be optimized and how this in turn 

could affect the environmental impact. 
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Then, I will describe the processes in relation to a general assessment of the carbon 

footprint of the content production of these case studies. 

 

5.2.2 Case study at a local newspaper 
 

As described in paper III, the first case study was done at the Swedish local newspaper 

Norrtelje Tidning in 2010. A total of 18 process steps were identified and grouped into 

three main phases: Editorial content production (six process steps), Local editorial offices 

(seven process steps), and Advertisement booking and advertisement production (five process 

steps). 

The results show that from a process perspective, 24 per cent of the total number 

of person-hours were spent on the process step called News content production. This 

includes background/fact checking, preparations, travelling for interviews or doing 

telephone interviews, fact checking, writing the article, etc. 

Dividing the total hours of computer use by individual process steps shows that the 

Sales process by field sales people and News content production steps use most of the total 

computer time. 

Travel was mainly done by editorial staff in the News content production process step, 

as well as content production at local editorial offices and the sports office. The 

editorial staff travelled approximately 43 700 km by car over the year. The sales process 

also involved a substantial amount of travel, but these were often relatively short trips 

and sometimes done on foot or by bicycle, according to the Head of Advertisement. 

Travel also included fairly frequent trips to cities where some of the other 

newspapers in the media company are located, as well as business units connected to 

Norrtelje Tidning. These longer trips were taken mainly by the management team for the 

purpose of business meetings, either internally within the company, or with external 

partners. The total distance travelled by management by car was 13 730 km over the 

year. This can be compared to the distance travelled for the purpose of content 

production, approximately 43 700 km, and for local sales activities, approximately 1 790 

km, over the year. 

Results from the interviews held in this case study show that travel to other cities 

for administrative reasons had increased due to a merger with a larger media company. 

Managers at different levels tend to do most of the longer distance travelling. Increases 

in the total number of kilometres travelled are significant for the environmental impact 

of the newspaper. 

Before the newspaper company was consolidated with a larger media company, the 

employees had no reason at all to travel to other cities. After the consolidation, 

management travels there at least a few times a week, and almost exclusively by car, as 

described by management in interviews. 

In order to reduce potential environmental impact, as well as time and money spent 

on travelling, the research results suggest that the newspaper management might look 
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into technology solutions for distance meetings, car-pooling, or increasing the use of 

public transport, as well as other possible organizational changes. 

 

5.2.3 Case study at a monthly magazine 
 

As described in paper IV, the second case study was done at the Swedish monthly 

magazine Sköna hem in 2011. Compared with a daily newspaper, production times 

(premedia and printing) at a monthly magazine are very long – approximately five to 

eight weeks from sending the designed pages to the printers, until the magazine reaches 

the subscriber or the vendor. This means that managers at a monthly magazine need to 

be able to plan coming issues and schedule the work of both freelance journalists and 

staff. 

A considerable amount of the managers’ working time is spent planning and 

registering articles, in order to ensure that every issue includes adequate material. 

According to the editor-in-chief, this planning is mainly done by hand on paper, and 

sometimes with the help of spreadsheets (Excel). The manual working method has 

serious limitations, since it restricts coordination and communication of the plans. 

In this study, a number of process steps were identified in editorial production. 

Three overall phases, into which the process steps can be grouped, were also identified. 

First, the planning phase consists of meetings with different key persons in order to plan 

the content of the coming issues of the magazine. Second, the executive phase is when all 

the articles and photographs are produced, ranging from visits to attractive private 

homes in various parts of the country to writing articles about interior designs. Third, 

the assembly phase includes text editing and page design. In the third phase, 

advertisements are received from an external ad producer and space is reserved for 

them on dedicated magazine pages before these are sent to the page designer. Finally, 

finished pages are sent to the printer or published on the web. 

The total number of person-hours is distributed between different process steps in 

the following way: 43 per cent is spent on freelance work, which is part of the process 

step called content production. Another part of the same process step is work by internal 

editors, which takes up approximately 27 per cent of the total amount of person hours. 

Text editing and choosing pictures and page design take up approximately 13 per cent each.   

According to the study of environmentally related parameters, the major causes of 

environmental impact in the planning phase are computer use, electricity use, and yearly 

trips abroad. The major causes of environmental impact in the executive phase are car 

travel, and the use of delivery firms. The major causes of environmental impact in the 

assembly phase are computer and electricity use. 

As a suggestion, different types of ICT-based solutions could be used to facilitate 

challenging aspects of the work. One example is a digital calendar, which would help 

the management team plan both the next issue and later issues. This would help keep 

track of the flow of material and ideas in the editorial office. This could be an 
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improvement for the staff, especially when considering the time spent on the planning 

phase. 

Such a general planner could e.g. include sections for all issues in the coming year, 

with a special sheet for each issue, similar to the structure of Excel. Every sheet would 

then consist of a list of the planned content for that particular issue, divided into longer 

and shorter articles. Depending on e.g. the length of the article, the number of pictures, 

and the amount of travel required, each job’s environmental impact could be indicated 

in the form of a reference figure based on a rough estimate. 

Another ICT-based solution would be a calendar which coordinates freelance work 

in a way that helps save travel, time and resources, and thereby reduces environmental 

impact. This calendar could be connected to the general planner, so that management 

would be aware of the environmental impact already at the planning stage. 

The potential greenhouse gas emissions associated with different activities in the 

editorial content production of Sköna hem are approximately 23 tonnes of carbon 

dioxide equivalents per year. The greenhouse gas emissions associated with business 

trips (6.3 tonnes of carbon dioxide equivalents per year), electronic devices (5.7 tonnes 

of carbon dioxide equivalents per year), and transportation/deliveries (3.5 tonnes of 

carbon dioxide equivalents per year) dominate the activities. Counted per full-time 

employee, the potential greenhouse gas emissions related to the editorial content 

production is 1.7 tonnes of carbon dioxide equivalents per year (trips to and from work 

are not included). 

 

5.2.4 Case study at a local television station 
 

As described in paper V, the third case study was done at the local television channel 

TV4 Gävle/Dalarna in 2011. A total of nine process steps were identified in the editorial 

workflow. In terms of the time spent on different process steps, the largest number of 

person-hours are devoted to two the process steps: editing content (21 per cent) and 

content production (9 per cent of the total number of person hours). Most reporters work 

during office hours, when these process steps are carried out. It takes more than twice 

as much time to edit content as it takes to record it – comprising travel, interviews and 

recording sound and images. A considerable amount of time (9 per cent of the total 

number of person-hours) is also spent preparing and planning content, which is 

approximately the same amount of time spent producing content. 

Speed is usually of the essence at a local television station. Work is done to 

deadlines for each individual broadcast. This fact places special demands on staff, such 

as an ability to manage time and deadline pressures, and an ability to handle technical 

equipment. 

The results of the carbon footprint assessment show that the total carbon footprint 

from television content production activities is 52 tonnes of carbon dioxide equivalents 

per year. The editorial department’s carbon footprint is bigger than that of the 
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marketing department. There are fewer employees in marketing than in editorial 

activities. But even when calculated per employee, the carbon footprint of editorial 

activities is still slightly bigger. Not including trips to and from work, the carbon 

footprint (of both departments) is 2.8 tonnes of carbon dioxide equivalents per year per 

employee. 

The main contribution to the overall carbon footprint comes from business trips 

(56 per cent of the total carbon footprint), most of which are by car. Furthermore, 

journeys by staff between the office and home are also significant (24 per cent of the 

total carbon footprint).  

Looking at the travel habits at TV4 Gävle/Dalarna, there are mainly two work 

processes that involve travelling. These are content production on the editorial side and 

customer meetings on the marketing side. The average distance travelled daily is 260 

km for editorial activities and 230 km for marketing activities. It could thus be fruitful 

for TV4 Gävle/Dalarna to consider its travelling practices in order to improve its 

overall environmental performance. 

 

5.3 Towards a sustainable media system 
 
5.3.1 Environmental concerns increasingly important 
 

An important challenge when studying current changes in the media sector is to explore 

the environmental impact of the future media landscape, as mentioned in the 

introduction to this thesis (section 1.1). According to Teljas et al. (2008), environmental 

concerns will become even more important for media consumers in the future. 

Arushanyan et al. (2014, p.8) claim that “this is a field where interest and concern are 

growing and we need to learn more and get an increased understanding of how the 

environmental performance of media companies and media products can best be 

improved”. 

Important questions to address include how new production processes, new media 

channels and new media consumption habits could affect the environment. Is it better 

or worse for the environment if we were to leave the printed newspaper behind and 

consume media content on a mobile device instead? What parameters are more 

important than others when it comes to the environmental aspects of consuming 

media? 

In this thesis, I have tried to explore some of these questions. I will first summarize 

the media production side and then the media consumption side of shaping a 

sustainable media system. 

 

5.3.2 Media content production 
 

As described in papers III, IV and V, newspapers and magazines spend a considerable 

amount of working time producing content. This includes fact checking and other 
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preparations, travelling to interviews or performing telephone interviews, and writing 

articles. In the case of a magazine this can also include work in photographic studios. A 

local television station, on the other hand, spends more time editing already recorded 

content than actually recording content. Content production required less than half the 

working time that editing it required at the television station under study. 

Content production was the single most important reason for travelling in all three 

case studies. It tends to be reporters and photographers who travel in order to 

interview people or report from events deemed newsworthy. At the local newspaper 

and the local television station it was common for reporters to walk or use a bicycle, 

while car trips were the most common way of travelling at the monthly magazine. At 

the magazine, the 1-2 annual flights contributed to 90 per cent of total emissions. 

Management also travelled a lot in all three case studies, mostly to different kinds of 

business meetings. In all three case studies, sales staff also did a lot of travelling to 

customer meetings. 

Planning is another activity that takes up a considerable proportion of the total time 

spent at work. Of the three media companies studied, the local television station spends 

the least amount of time planning, while planning is an especially important process at 

the magazine and has consequently been defined as one of three major phases in the 

process structure.  

Computers are used extensively in planning, but more advanced computer 

programmes or tools could be recommended to expand the planning possibilities 

further, thereby saving time and money for the media company. 

Goods deliveries are not very common at the newspaper or the television station, 

but are frequent at the magazine. The main reason for this is most likely the specialist 

focus of the magazine – interior design and furniture. A magazine with a different 

specialist focus might have considerably fewer goods deliveries. 

The results of the life cycle assessments indicate that the major reasons for potential 

climate change impact are travel – both work-related business travel and trips to and 

from work – electronic equipment, and electricity use. Goods transportation is an 

important source of emissions at the magazine, while this is non-existent at the other 

media companies. 

It is suggested that in order to reduce potential environmental impact from travel, 

media management should look into technical solutions for distance meetings, car-

pooling or increasing the use of public transport.  

Furthermore, it is suggested that challenging aspects of the work could be facilitated 

with different types of ICT-based tools such as a digital planner, which could help the 

management team to plan the content production in a more sophisticated way, and help 

save working time. 
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5.3.3 Media consumption  
 

As described in paper I, the 11 media consumption trends presented are considered 

significant and transformational for the development of media. The four future 

scenarios presented outline four different futures with regard to the expected media 

development. However, I would argue that the future will most likely include parts of 

all the scenarios described above (see section 5.1.3). The future will furthermore play 

out differently for different people. It will depend on their age, where in the country 

they live, what type of household they have, what personal interests they have, how well 

educated they are, as well as how much time and money they have at their disposal, in 

relation to the political system, economic situation, technological limitations etc. 

One of the greatest challenges for media companies, today – and in the future, is 

the adaptation of content and services to consumers’ varying demands and needs. 

Consumers have different needs (wishes), and all consumers take for granted that their 

demands and needs will be taken into consideration in one way or another – and 

hopefully as soon as possible (cf. Myndigheten för radio och tv, 2012, Kaye and Quinn, 

2010). 

An important question when addressing media and sustainability concerns is which 

of the four scenarios would be the most beneficial (or least harmful) to the 

environment. Can anything be done to facilitate developments that would decrease the 

environmental impact of media consumption? Taking this into consideration, it might 

be possible to move in a more environmentally beneficial direction by choosing certain 

paths rather than others, also taking parameters such as democracy, freedom of 

expression, etc, into account. 

As described in paper II, the four future scenarios described above would 

potentially have different consequences for the environment, i.e. some scenarios would 

be more environmentally sustainable than others. Table 5 provides a brief overview, 

based on the results of the workshops in this study. 
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Table 5.  Environmental parameters in relation to the four scenarios. 

 

 

As shown in Table 5, the workshop participants in general considered scenarios 1 

and 4 to have less of an overall environmental impact than scenarios 2 and 3. One of 

the reasons is that the number of electronic devices used in society is smaller in 

scenarios 1 and 4 than in the other scenarios.  

Perhaps the amount of energy used when using electronic devices could be lower in 

the future, thanks to better equipment. However, in scenarios 2 and 3, it is assumed 

 

Environmental parameters Scen 1 Scen 2 Scen 3 Scen 4 

 
Number of electronic devices used in society 

FEW 

 

MANY 

 

MANY 

 

FEW 

 
Average frequency at which electronic 
devices are replaced 

SELDOM 

 

OFTEN 

 

OFTEN 

 

SELDOM 

 
Environmental impact of energy use when 
using electronic devices 

HIGH 

 

HIGH 

 

HIGH 

 

LOW 

 
Environmental impact of the production of 
electronic devices 

LOW 

 

HIGH 

 

HIGH 

 

LOW 

 
Environmental impact of the disposal of 
electronic devices 

LOW 

 

HIGH 

 

HIGH 

 

LOW 

 
Volume of consumption in society in general 

LOW 

 

HIGH 

 

HIGH 

 

LOW 

 
Environmental impact of network 
infrastructure 

LOW 

 

HIGH 

 

HIGH 

 

HIGH 

 
Volume of travel among citizens 

LOW 

 

HIGH 

 

HIGH 

 

LOW 

 
Volume of transportation of goods and 
services 

LOW 

 

HIGH 

 

HIGH 

 

LOW 

 
Environmental impact of print products, full 
life-cycle 

LOW/ 
HIGH 

LOW LOW LOW 

 
Amount of environmental information 
available 

LOW 

 

HIGH 

 

LOW 

 

HIGH/ 

LOW 
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that there will be so many devices that the overall impact will still be higher than in 

scenarios 1 and 4. The same may be true of the environmental impact of the 

production of electronic devices.  

The environmental impact of the disposal of electronic devices follows the pattern 

of their production and use. The more devices used in society, the more waste is 

created. However, it is also important to consider if waste treatment is done in an 

appropriate way or not. In scenarios 1 and 4, people increasingly share and trade 

devices with each other. The other scenarios present more of a consumerist mind-set, 

with people updating their equipment often and discarding their old equipment. 

The workshop participants assumed that the volume of travel is higher in scenarios 

2 and 3 than in the other scenarios, which creates a bigger environmental impact. The 

volume of transportation of goods and services is also assumed to be high in scenarios 

2 and 3, which means a big environmental impact. Regarding the environmental impact 

of print products, the workshop participants assumed that this would be quite low in all 

the future scenarios except for scenario 1. This is due to the fact that the volume of 

print products is expected to decrease in society, due to the increase of digital 

equivalents used for consuming media content. 

The workshop participants considered the amount of environmental information to 

be low in scenario 1 (due to too much governmental control), in scenario 3 (due to too 

little governmental control) and possibly in scenario 4 (depending on citizens’ interest 

in environmental information). They further assumed that there would be a high 

amount of environmental information in scenario 2, where governmental control 

matches commercial powers. 

The environmental experts participating in this study considered the most central 

parameters of media consumption to be related to electronic devices, travel, 

transportation, energy use and waste (as described in paper II). The environmental 

aspects of these parameters depend not only on the total number of devices, travel, 

transportation, energy and waste, but also on the way the devices are produced and 

used, how travel and transportation occur, what kind of energy is used, and how the 

waste is treated. This means that even if the value of the parameters mentioned above is 

high, the environmental impact could be small if, say, production is energy efficient and 

has a comparatively low environmental impact, if only renewable energy is used, or if 

devices are recycled in an appropriate way, etc. 

It is therefore important to consider a number of aspects of a possible future media 

system, as well as when linking media development to environmental sustainability.  
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6 Discussion  
 
6.1 Outcomes and applications of the research results 
 

There are many potentials and opportunities for change in order to create a sustainable 

media system in the future ICT society. Many of these opportunities are connected to 

innovation and to the key influence of innovations in media, as described by Storsul 

and Krumsvik (2013) and in section 3.5. As described in paper II, a crucial measure is 

to make consumers aware of the environmental impact of their actions, and encourage 

them to use their electronic equipment with care. It is also important to encourage the 

development of energy efficient equipment, as well as dispose of electronic waste in a 

sensible way. Laws and regulations are of course of great importance in this process, 

but it is also vital to increase knowledge and awareness among consumers and business 

developers in different ways. 

I would argue that using different media channels could prove to be very efficient in  

disseminating crucial environmentally related information. Social media, for example, 

offers new opportunities for an increased diversity of perspectives and could give 

individuals a significantly greater role in communicating and spreading information (cf. 

Benkler, 2006, and Couldry, 2003). The transformation of the media landscape has 

offered opportunities for new voices to be heard in society. Fuller (2010), however, 

fears that without journalists who evaluate and present the news, people might be led to 

believe that some things are more likely or more significant than they really are.  

Teljas et al. (2008) claim that environmental concerns will become even more 

important for media consumers in the future. According to Eide and Kunelius (2012), 

it is crucial that media and journalism invent and test new procedures for 

communication when facing a global challenge such as climate change/global warming. 

The more accurate the available information is, the greater the chance that consumers 

and other stakeholders such as business developers become aware of their 

environmental impact and their possibilities of minimizing it. 

However, Schudson (2011, p.215) argues that there is a risk that “journalists 

increasingly will bow to financial priorities and the stories they produce will be trash. 

They will abandon boring, but valuable, municipal coverage for tales of politicians, 

entertainers, or sports heroes”. For the sake of the seriousness of global challenges 

such as climate change and global warming, I would argue that the development 

described by Schudson would be very unfortunate indeed.  

The experts consulted in this study described the most desirable future society as 

having a balanced mix of governmental control and commercial powers. Neither too 

much governmental control nor too little governmental control seems to be the ideal. 

As an example, public service media was considered an important counterbalance to 

commercially oriented media companies. Some of the consumers interviewed in this 

thesis stated that commercial powers in society had already “taken over” media and that 
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this fact meant that the general public needed to be critical of their news sources. 

Interviewed consumers further claimed that it was already difficult to trust traditional 

media companies sometimes, and that this fact made it important to find alternative 

and more trustworthy sources of information. According to the results of the national 

SOM survey (2014), presented in section 5.1.4, public service broadcasting in Sweden is 

still the most trusted by the public, when comparing media channels. I argue that 

trustworthiness is a very important issue, for all types of media companies as well as for 

media content producers to work on, and that trust is a key ingredient when creating a 

sustainable media system. 

As Jenkins (2006) points out, rather than talking about media producers and 

consumers as occupying separate roles, we might now see them as participants who 

interact with each other according to a new set of rules that none of us fully 

understands. Collective intelligence can be seen as an alternative source of media power 

(Jenkins, 2006). Consequently, consumers who actively participate in the public debate 

via social media and other media channels could become a powerful group when it 

comes to political decisions moving in a more sustainable direction. This implies, 

however, that consumers can create spaces for free thinking and critical discourse, as 

argued by Fuchs (2011), and that media consumers can face the power structures 

shaped and conditioned in the communication processes and the communication 

networks (cf. Castells, 2009 and Fuchs, 2011). 

One of the core aims of media and journalism is to distribute serious information 

and debate on important social, political and cultural matters, and to provide citizens 

(and other stakeholders) with the knowledge that is necessary in order for them to 

make well-grounded decisions. This can be seen as vital to a functioning democracy (cf. 

Schudson, 2011, Gripsrud, 2011). Consequently, I argue that media and journalism 

have an important democratic function which should not be neglected when discussing 

the future of a sustainable media system. 

The number of new technological solutions can be expected to increase in the 

future, which is not clearly positive from an environmental perspective, since it 

increases the production of electronic equipment in general, the use of electricity, and 

the amount of electronic waste. However, if new technological solutions can replace 

other sources of emissions, such as travel to business meetings, this could be a positive 

aspect of such a future development. 

My research results show that scenario 2 (strong commercial powers and strong 

governmental control) was considered the most probable scenario, if all trends continue 

on their current trajectories. However, this scenario is mixed, or even negative, from an 

environmental perspective. On the one hand production, consumption and disposal of 

electronic devices have all become smarter and more environmentally conscious. On 

the other hand, the total volume of consumption in society has increased a great deal, 

which affects the environment in a negative way. Consequently, I argue that the level of 
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consumption in society is an important area to look into when discussing the future of 

a sustainable media system. 

Regarding the production side of media, the three media companies studied in this 

thesis seemed quite set in their ways of working. All of them have been involved for 

many years with the production of media content on a daily basis, and this experience 

has taught them what works well and what works less well. However, with the ongoing 

changes in the media industry (Hultén et al., 2010), and with the new challenges that 

come with these changes (Achtenhagen, 2007), it is vital that media companies are open 

to new ways of working. Consequently, the aim should be both to save time and 

money, and to work in a more environmentally sustainable manner. 

As described by Picha Edwardsson (2012), processes and work structures in the 

media industry are in a constant process of change, due to changes in the market and to 

technological advances. According to Nygren and Roxberg (2011), new technology can 

be both a driving force and an obstacle for media development. Technology as an 

obstacle usually has to do with implementing new digital technology in a work 

environment with old structures and hierarchies, which is reluctant to change. It is not 

the technology itself which is the obstacle, but rather the difficulties in getting users to 

adapt to new work habits and new techniques (Nygren and Roxberg, 2011). 

As described by Picha Edwardsson (2012), new technological solutions have the 

potential to lower the costs of content production processes and streamline work 

processes in general. With a conscious effort by management, however, new technology 

could also be beneficial for the overall environmental impact of the media company. 

The overall environmental impacts are similar when comparing the three case 

studies in this thesis, as well as the possible measures that the media companies could 

take in order to reduce their environmental impact. Broadly speaking, the following 

factors in content production at media companies cause an environmental impact: 
 

 Business travel  

 Commuting to and from work 

 Use of electronic devices such as computers  

 Energy use (electricity, heating and cooling) 
 

When working to reduce the environmental impact at these media companies, it is 

vital to take a closer look at these areas, even though this might be a comparatively 

small part of the overall media industry sector. A number of measures could be taken, 

including planning work in such a way that the number of trips is reduced, and using 

more alternative solutions for business trips, such as distance meetings, e.g. through 

video or teleconferencing. (Distance meetings at media companies have been studied by 

Räsänen et al., 2010, for example.)  

Media companies could also consider environmental performance more when 

buying new electronic devices such as computers. Furthermore, media companies could 
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make an attempt to reduce their electricity use, as well as making active choices for 

environmentally preferable alternatives when choosing electricity supplier. 

Media industry managers are also encouraged to take on a life cycle perspective, e.g. 

look beyond one’s own specific work processes and expand the horizon to include the 

entire life cycle of a product or a service. In the case of a media company, it is vital to 

look outside the actual company and see what services and products connected to it will 

affect the environment.  

Most likely, we will leave printed media behind at some point in the future, or at 

least considerably reduce the production of printed media. This fact makes it even more 

important to focus on making the production, distribution, use and disposal of digital 

media products or devices as environmentally sustainable as possible. 

I would argue that in order to create sustainable media in the future, it will be vital 

to reduce the amount of energy used both in the production and use of electronic 

devices. The same is true for reducing the environmental impact of the disposal of 

electronic devices. It is also important to consider if disposal is done in an appropriate 

way or not. The volume of travel linked to media production is also crucial when 

discussing sustainable media, as well the volume of goods transportation and services. 

This is linked e.g. to the subscription models of newspapers and magazines, and home 

delivery for other types of media products. 

Consequently, this is an important area to continue to explore in the quest for a 

sustainable media system. 

 
6.2 Limitations 
 

In this thesis, the following limitations may have affected the results: 
 

 The geographical area of interest in this thesis is mainly the Nordic countries. 

Specific conditions in these countries, in terms of the media market, 

consumption patterns and the energy situation may not apply in other countries.  

 The method of interviewing experts and consumers entails a certain bias in the 

selection of interviewees and participants in workshops, and limits the results to 

the views and knowledge of these specific and quite small groups of people. 

 The scenarios presented in this thesis were created based on an assumption that 

the degree of influence by the government, combined with the strength of 

commercial powers, strongly affects the future of media, based on Hultén et al. 

(2010), Couldry and Curran (2003) and Castells (2009) who all discuss the 

duality between government regulations and the market. Consequently, this 

assumption defined the way the scenarios were described and developed in this 

thesis.  

 This study looked at the production side in 2010-2012, and the consumption 

side of this study was made in 2013-2014, which could affect the research 

results. 
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 In paper III, the described case study takes on a broad perspective of potential 

environmental impacts, while papers IV and V describe case studies which 

include carbon footprint assessments using the life cycle assessment 

methodology (Baumann and Tillman, 2004). This might lead to different and, in 

some respects, incomparable results. 

 In papers III, IV and V, only the processes of content production is included, 

such as planning, interviewing and then either producing sound and images for 

television or writing and designing pages in a newspaper or a magazine. The 

process analysis ends with the editorial content being sent to the printers or the 

programme being broadcast. 

 The marketing side of the production process is included in paper III and V, but 

not in paper IV. The production of advertisements or television commercials is 

not included in any of the case studies. 

 

6.3 Future research  
 

The research presented in this thesis focuses on the big picture of trends, media 

consumption, media production and environmental impact in a broad sense. As a 

continuation of this research, it would be interesting to look deeper into certain related 

areas. One such interesting extension would be to take a closer look at consumer 

lifestyles and relate them to existing media consumption trends and environmentally 

sustainable choices. 

Another future area of interest is to connect the trends and scenarios described in 

this thesis specifically with the development of ICT and media tools and devices. 

Where is technological development taking us, and how can this development be linked 

to current trends in media consumption and sustainable lifestyles? 

Local journalism is another very interesting area of future research. Is the 

development described in this thesis applicable to sparsely populated areas of Sweden, 

or is there a different, parallel development in these communities? What are the 

premises for media consumption (or local journalism) for citizens living in these areas, 

and what possible future solutions are there? Finally, what are the environmental 

aspects of these future solutions for local journalism?  
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7. Conclusions 
 

There is undoubtedly a need to deepen our knowledge within the research area of 

media and sustainability. Questions that need to be explored concern what the future 

media landscape will look like. Which of the major consumption trends that exist today 

will continue and possibly lead to disruptive change? Which of today’s existing trends 

could give us a hint of tomorrow’s media landscape? These questions are interesting 

from both the research and consumer perspectives, as well as from a business and 

media producer standpoint.  

When studying the current changes in the media sector it is vital to explore the 

environmental impact of the future media landscape. We need to increase our 

understanding of what parameters are important to environmental aspects of media 

consumption. How could new production processes, new media channels and new 

media consumption habits affect the environment? Would it be better or worse for the 

environment if we were to leave the printed newspaper behind and consume media 

content on a mobile device instead? What parameters are more important than others 

in terms of the environmental aspects of consuming media? 

This thesis asks the following research questions: 
 

1. What are the main media consumption trends today, and what could the 

characteristics of future media consumption be in relation to different 

scenarios? 

2. What parameters are central to future scenarios of media consumption, seen 

from an environmental perspective? How will changes in these parameters 

affect the environmental aspects of media consumption?   

3. What are the major editorial processes at media companies today, and how can 

their workflows be visualized in order for us to discover how the processes 

could be optimized and how this in turn could affect the environmental impact? 

4. What is the relationship between the editorial processes and a general 

assessment of the carbon footprint of the content production at media 

companies? 
 

Research questions 3 and 4: 

My research results (research questions 3 and 4) show that the carbon footprints of the 

editorial processes at the three media companies in this study were similar. The major 

editorial processes at media companies today cause an environmental impact through 

business travel, trips when commuting to and from work, use of electronic devices such 

as computers, and energy use (electricity, heating and cooling of the building). My 

conclusion is that media companies need to take a closer look at these areas in 

particular in order to reduce their overall environmental impact.  

In the area of media and sustainability in a broader sense, it is vital that media 

industry managers take on a life cycle perspective, and expand the horizon to include 
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the entire life cycle of a product or a service. It is important to look outside the 

company and analyse what services and products linked to the company also affect the 

environment, e.g. freelance material, printing and delivery, and the production and 

disposal of smartphones and other electronic equipment. 

 

Research questions 1 and 2: 

My conclusions regarding the characteristics of the media consumption trends (research 

question 1) are presented in each of the four scenarios described in this thesis. I have 

assumed that the degree of influence by the government combined with the strength of 

commercial powers, strongly affects the future of media. With critical media theory in 

mind, I draw the conclusion that media development is largely conditioned by the 

economy, the political system and culture. Power structures shape and are shaped by 

the media, and power structures condition communication processes. The development 

of the media is closely connected to its relationship with power.  

Based on previous research, as well as literature studies and the environmental 

workshops described in this thesis, I have defined eleven parameters which can be 

regarded as central to exploring media consumption from an environmental perspective 

(research question 2). These parameters of media consumption have to do with 

electronic devices, travel, transportation, energy use and waste. The environmental 

impact of these parameters depends not only on the total volume of devices, travel, 

transportation, energy and waste, but also on the way the devices are produced and 

used, how travel and transportation occur, what kind of energy is used, and how the 

waste is disposed of. This means that even if the value of the parameters mentioned 

above is high, the environmental impact could be small if e.g. production is energy 

efficient and has a comparatively low environmental impact, if only renewable energy is 

used, and if the devices are recycled in an appropriate way, etc. 

Regarding the question of how changes in these parameters will affect the 

environmental aspects of media consumption (research question 2), I conclude that 

there are many opportunities for change, such as making consumers aware of the 

environmental impact of their actions, and encouraging them to use their electronic 

equipment with care. Perhaps one of the main findings in this study is that the 

interviewed consumers were not aware of the connection between media consumption 

and environmental effects. 

When facing the global challenge of climate change/global warming, I conclude 

that traditional media in combination with social media channels play an important role 

in the process of increasing knowledge and awareness among consumers, politicians 

and other stakeholders in society. On current trends, however, media companies are 

rapidly becoming more commercialized and more focused on entertainment instead of 

on producing serious journalism focusing on social, political and cultural matters. My 

conclusion is that public service media is the necessary counterbalance to this 

development, especially with regard to the climate issue. Today, public service media in 
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Sweden enjoy a high level of credibility among consumers, but I suggest that trust and 

trustworthiness are key ingredients for all types of media companies and media content 

producers, when aiming to create a sustainable media system.  

One of the conclusions drawn about today’s main media consumption trends 

(research question 1) is that the mobile phone (smartphone) and other mobile devices 

play an increasingly important role. This can be seen in the rapidly increasing number 

of mobile devices, in the increased use of multiple devices, often used simultaneously, 

and in the fact that users tend to be “always connected and always synchronized”. The 

development of new mobile devices continues, and we can expect new ways of 

communicating and consuming media content. However, at this point it is impossible 

to predict the exact details of this development. 

Other conclusions this thesis draws about media trends are that in addition to 

current media channels, there are increasing numbers of alternative media channels, 

such as “ordinary” persons publishing blogs or podcasts, corporations starting TV-

channels, or non-governmental agencies having their own social media channels. 

My research results show that there is an increased focus on personalized and 

individualized news, with more co-creation and sharing of media content. The amount 

of non-text formats for news, e.g. video, is increasing, as well as the need for a high-

speed, high-quality infrastructure/network. Consumers are increasingly pressed for time 

and commute more, which creates new and different demands on media content, such 

as being easily accessible at all times and in all places. Finally, more data is collected by 

media companies about the consumption habits of media users, and more surveillance 

is carried out on citizens by governments and corporations. 

Regarding the characteristics of media consumption in relation to different future 

scenarios, the conclusions drawn from interviewing experts are that scenario 2 (strong 

governmental control and strong commercial powers) is the most probable of the four 

scenarios. The interviewed experts agreed that this is what the future would most 

probably look like if current media trends and other trends continue on their 

trajectories. This was also regarded as the most desirable scenario by the interviewed 

experts. 

The experts consulted in this thesis considered the most desirable future society to 

have a balanced mix of governmental control and commercial powers. Neither too 

much governmental control nor too little governmental control seemed to be the ideal. 

As an example, public service media was considered an important counterbalance to 

commercially oriented media companies. I draw the conclusion that a combination of 

healthy governmental control and healthy commercial influence would create the most 

desirable future. 

However, this scenario is mixed, or even negative, from an environmental 

perspective. On the one hand production, consumption and disposal of electronic 

devices have all become smarter and more environmentally conscious. On the other 
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hand, the total volume of consumption in society has increased a great deal, which 

affects the environment in a negative way.  

Regarding the possible future of media and the ICT society, we may see a little of all 

four scenarios described in this thesis, all depending on who you are (including your 

age, where you live, what type household of household you have, what personal 

interests you have, how educated you are, and how much time and money you have at 

your disposal) in relation to the political system, economic situation, technological 

limitations etc. The environmental aspects of these different future directions depend 

on each person’s life situation and a number of choices that each consumer makes 

concerning environmental issues, in combination with the overall societal structure. 

To conclude, I believe that it is possible to create a sustainable media system, but it 

will take some conscious effort by people working in the media industry, by consumers, 

and ultimately by society’s regulating powers. 
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