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REEAFZUEHFETNELCEHNU LT - JLRRERES
TR RERERNSERR

Bt BEREMAE DEECKBANE  ERERKETY — 58T
RKEMNED  MEROROERER  BEXRE Y REEARIEREK -
BEREAXRTLUEHEMSRENEL > MARARSIEREN KRS
NERENAE  THEHNSHEIENATHNRERRED -

ALEREHEREERNEE

EAZ T4 DUREMCRERER  HAZEE - RBEE®
B) B BRI A A TR BERV VR I - NMEBARKE T EMERMNTS
N ABBESRYEEENEEHRESE -

R THREENMNER , (Powers, M, 2012) » AT 82E R

006 ~ 007 EREBEBERR®RE 2018

BHEEBRSAHBERESE -5 "S48EE , ( “A Quantitative
Turn” of Journalism) (Petre, 2013) » ###EE REUEHTEE - 2009
F£3 8 %A (@EH) (The Guardian) BRI 2IREREUFHEEL 5 2012
F12 B =3 (HEER) (The New York Times ) #HEXT ~ Fi#fl
R B8~ BIAT/EREL (DEM) @ MR 2014 FREH T ERFE
#9 " The Upshot, B ; MFREEEAR (BBC) R "HEERZE
(News Lab) At 2016 FEIH Open Media HIBUR R AR A AR A A 1%
ANER  HEHE (SREFRY (Financial Times) PXRARBESETESE
® FRMKSHEREBRIBERELERE
BEERMEEMNAFA R SRS EREAHFEATRLCIE AR(E
BEE) VR (ERER) SRREFTEEN  EMEEEMERNT
NEMEM « BRHEEEE - BRAARERY EMELLELENENR
ER
ERLUREEAERNEM TR RER » BIRERNEEN I3
HRTYEREE - ATERBADTERENIETABIR  TLIERE
EEMH ARSI DR RS AREA N RN B REE -
EER 2IRERNERE 54 ETTHSABHE L (Robot
Reporting 3% Automated Journalism) fITE & o BIBH K2 ERHYIR
HUE - INTREE  BRENFHAREMANTER  BRCEZ
RRUKEMNBENBEL - 6120 - X8t (AP) FIAXE Automated
Insights /A B 588 5T B9 A T2 RE# 23 AT E 4R 88 &R 4+ Wordsmith B £
NAMZEEFRHEE - F 2016 FENRESHE > PR (SHBEK)
MEMHBSABBNNESHER  UNEGREELTRSNRERM
WE 16 RAHALE A0 L RARMBNEEFER 2017 F£8H 8
H - NEBEFME  PERMBESHEBALEER 25 Witz fis
RESBNFERELDAR £EEF " HEAHERBR—B TR - A



B ERL BRARBNEZEER JLUREBEAMBHE LR
E - BESREE T —ERMENETHE G REHEX

£ 2018 £ 1 BREAZREBREME SRR (2018 F34H
BRLEMMBEMIDA) WMER - WANI2= (72%) RERER_t+AH
ERRMD @A N\TR2EEHBETE « TRMEMEIERT - 053
ERR—FEEBABALER  UXFEFNATEBUARESARE
EWER > HhBE THEASHE, -

ATERRMERNTEREXNEE LY FTEEXIRZEEEE
HYBNESE - A LTI SRETHNFEMBXREAE = EN
REEEMNETRNARER AEHD R > MASREHRFTELERN
B SLURAHEER "HBAHK, NEXIHRRA  RETHEHNE
AOEEUE A -

HEBRBEMSRNR

BEESHER TEEMSHRIFIEHZIIEHz— - HARF 7408 A0
BEAR68MKRE - HABRE 37T MHSCREM 13 PE X 607 T -
ERAMAREBRD MAAHMKESHES 15 FZFEAMEERS » —KAQ
HEFEE DEMRELEES (BLE2017THE) - BEABTEEERS
AOABAR LRSS - (B RBSE T RI B LUAET -

b EETZIF L EEEREEBD A EEMPNTEN - ERERE
BT B VEBET VRREE © (FARERY ~ (SRS ~ (B
AEBHEY N (ERFAR) T MADBRBEREHEREE®E -

1 (BEBER 2018) » HB 253 H

008 ~ 009 EREBEBERR®RE 2018

75 BBC REIREHEAR ~ TMHTEE ~ CNBC ~ CNN FIBE#IES - 2
S—FHH G BEBEENBEREBRUERI—RNKE  RE (B

F3R2018) EE2017FFIE BB 92% NEBEF A TRBAR

EBNRBER L NERMEE 248% =2 THEEEBAEEIR 2.5

ELIERIEY - B8 — LR R MR R AR RS R B LF R Y
—LEH o B0 BRI 2015 FW TIREE  FEEARICHERES
EAERIRDS - AR AR EERETERFT  BRRFEEME TS
&) infographics ~ BUEHTHE ~ MEREEL - REHSE NS - BIEFHN
NEARRBHRENH AN - T8 (BERR) HEBRERNMREAEN
HE MRFTEHENEEBCERETEE 2016 FHEEHH®RE - 2R
BRIRAL TR B ThER 6 © ©

IMFARARBRAVEENNEHEEBRERSR T EE R

B8 ZXEBHEERBLEREXNAH  EPBE Gl EMER (R

NERHHEEE) DBC BB ERES « (KER) ~ (FR) M (BAR

—A) F - BE (FET) M TVB (BHEEAT) EANZHESEEME
LE AR 2 RIRBARAR BRI AR -

HEA

S I #8

b}

Rt EERGRBEEEHNZUEM  SERBR—E  £&

2 (EBER2018) B 253 F -
3 (BHBEIR2018) 1 H261H -
4 FE AALEERRENEREHNNEE LR BN E) -



EETHXEREAETHEMRT  aNER T (EBERISRRRE
2018) o

ABETERTHEIR ABLEE BEEL RN TASNERH -
RN BBERETENEL TR (INEERNRRERAENE
mT o BEEERBAPNERBETARE TS ANEL BEBERBEEA
MAEHEERNBRNHEXRNEL - EBEEREXETAREEBRES
XHBTHEZM « FBEBEERFTERN I ENRIFAMA - DU
RS U EBHBHEEXET RN ES L HHAME

WELDARTE  HRISASERBREHERBERDBIERRM -
FENE—= TAIE.  TEEHERHMEENBRRBDNEBE
EHSER - UNBRENEERAS -

HENFE_ERZ "BBEBEEBALAS, - BE—EFR B@EFE
£2018F 6 AE 7 AHME - LIEFEFHHANE 1,000 & 18 s LI LM
BERERETTERRESA - IHARTEREEBEH RN EEZEHR
HEEE mEHHERMN Y AAEEENHEAEEHEEENEE
EE=SHNMBEETHE  ARETHADETHERN N - LRGN
—LHRER -

ERRENE=5[IZ "EBERTIEBAZD, - BREE &5—

ERBEETET=REBRBIEEHEANRESKANRABLEMEHR
BEGHNT=REBRBIE  BERKEEBNRE - M5 EE B
REBHERE  RSFUEEBEBREEENETA - A#T X5HE
NATZEHZ=-AFSHENME  SENERBRMTE S BERREENNE
BEZR FREFRRE > BRBEETE RN Y MLBAER - DUk
BAERREIENAHEARRNBIGR R

WENENER 'EBEBRARLEERE, - FEE2018FTH=E

0t

i

010 ~ 011 EREBEBERR®RE 2018

B RENT T —EREHEHE  ATHRAZENBLEESERBAVNESE
AE - HRBRERIRTE - R TEARKTE  URFEAETRE
BEEERERARICNERE » 15 250 BRBMBEEBNEE2HN T
Y AE - RAEBEREEBFTELRERINMBEYZNEE  SHHHE
WEHEMBIERRNRE » LATERENRERITNE -
BRENELENERE > D= 'EBERRMTEHAE, M THE
BEMAR TN, - BBFEEEMBIBER T ARDINE - BEHE
MEARREEEMER Y LB OMEBIRFETHRENIN > mB
BEHRAEETHE 87T RER » ERERE 40 XERABISTENERER
AT RREBBRE - ERBEURELEREAMERE —BRAL
WE - m—RBEENERBIEMNRIRAES - AA JavaScript BB RES
LRI
AHENELER "HHERNE - ERRENAENEENR, -
REHAR  MAFEBIY 2RREXEEATERESRERAERITHEE
SHERMBE  EHEENRTAEEERACERETENAE > MA
AREHENEERUUL - B (FEEGEEARENMAERNEIR -
HEBRBFREATERERNAIRIER Y ZHER
ARMNESHRERE  BNREMEE T EBEREEXEEA  #X
BRRABMRENIRE  ZFMHE @ AHESRAARRBELARONHE -
BPILAZ R EEERWES TNER  FELABLMNERETE
REERRBRNEE - AFBRMEHFETERE RN RETNANCZE
HEFFFELE ©

(ZX BEEGRENERLEMAIEE  TE BEEREE

BEEHE )






ARETEBITENRERBERLULFEENEBER - NEEE
BE=RE2  EEDTRIFTEERBEEERE  WHRMN T BERE
BE > DUREHERENGEEE - REGRKE —RHERE B EEES
BESIBNHSHETEE - ZABSE 201846 AE 7 ABBLEEHM
FET - BALIEM MR VHME - 221,000 & 18 LI ENEBE
REXHM -

fERER  BMELER "HF L (user) —AEBRSEENERE
MIFRAESHN T2R, (audience) B - TBZRAL : "AF L W@
RHENEESEMER (NRE ERENERSH) WEENE (8)
B TEESIERES (TEAL - MRER B/ BEKE) R
BLEMERE - HHERERFRTNIRME » EEIBENREPA
MMEREREEE2MNE XM (autonomy) ~ =B (activeness) &
&) (interactiveness) ©

WERH THRER ZIEUEAPBTAENR (user-generated
content) -~ WHMERAMEFREERE  BREERXMETE FHREMAR
X W BT - BBAE AN REREKE Facebook » Instagram

WhatsApp * Line » Snapchat ~» HE:1#(E - S5XRmIEE -

014 ~ 015 BEBEBEHERRERRE 2018

MRAAERBBRRY

MEBKREZXETBREREM TS (HKUPOP) 22018 F 6 BE
7T ARBLEESMAN - ¥ 18 L EMEBERETER MRS
BAER 1,000 HERER £3.1% (L1 95% 250K ER 2017 £&
AOBE 741 BtE) - BIERERNARN  BEIMBREFFEL
REBBUEISRIERC2BAODFREMRI D MRTET LUEBERE
EEEZDESMRAET LT RELEMEE ) (FHINERE - LM

E2BNEERR -

MAEIRPE

- NEBEBTRESREBTEER -
- ERERENEFTEENNEERE
- OEEBETRSEBERERERHBEE » Facebook EEEF

a-

HREESZERAEETRERERBIBENNREZ—  Bh
REHHEEEEBAS -

F REAEBTRIAZHBEIHEEN BB BLBEHERE
B B8/ \BRAEETHIZTNERFEEM -

CFRERR RS EBERMEEM

EFRERPFRERDZHEEM -

- AREETRRBENENEEEZE -

- BRETRBLEMERRERINOREMEARRS > BBERIE

E_E~EERBEBAFAS



RAIEZETIABEE

- BEETMREIBAKY R AL E AR H BRI BT o

- (FERB],) & high tech?! BIFTEATRR Y #H "HEM, -

- EETREFERENEEERRE  EREREEERS  BEFR
BZRMERERREE -

R ERHAEBERBENMERMBEDEEEE - BT E RS
R~ STEEDR - FEERULSZEHE FENARRSELET
EREEE BT RIGTERBIEEE R

a. ¥ E &8 & E
EBEMRERS  mERIHI TREBENENHERS - A
ERRBE BREPEBTREREBBEEBARAREZBNAETHE
Al o BBILEE (93.2%) BAMREREMAF/NELU LNFERBETEE
Al s B (32.196) hREREMEHNEE MR REE B8 —E/)F
REBEAORFEETHEHELL - BLUUTRE -

2.1 SHFIHMERERE (SEEMREEREES)

STETEHMB 0.7%
’7 THN / #E5E 0.8%
D10 348 4.7%
10 HEZE D1 20 248 15.0%

60 HéEELLE 32.1%

20 HEZE DKL 30 358 17.8%
30 HEEDH 60 5388 29.0%

016 ~ 017 EREBEBERR®RE 2018

1) REEEZREFTEEN (MeR@s—NFLlL) ARSI (37.0%)
ettt (27.6%) £ (2%E@E 2.2) -

2) FEER (182 295%) #BMEENNKEERERYD > 5@A
—HFEMF (52.7%) SREBFTEENNFEDR 30 248
TEREFHERBIHENNKREESZ (258 2.3) -

3) HEKFEHEEMNZERGE L EERTE -

4) BRAANRSRARESHERBRTEEN (2EE8 24) -

2.2 FEFIHMERRARE (SRS )

TH / HizE
SETEHE

60 sTsBELL L

30 FEEDH 60 5348
20 FEEEDH 30 5358
10 HEEDH 20 7348
DR 10 48

2.3 FHFYHMERRRE (ESFESHLE)

TH / sk
SEETENE

60 s3sBELL L

30 FEEDHL 60 5388
20 FEEEDH 30 5358
10 HEEDH 20 348
DR 10 48

42.6%

W 60 el
M30-598
Hi18-29m%

27.7%

12.5% 25% 37.5%

B E~TREBERAFAST



b. B E & & A RR
EETREAECANTEERAREENARERER  EB\K
Bl 2.4 §B8 F1OHMBMERE (BBAKFHE) (84.7%) MEBBANELEZBREREIGEEN  ERARE TR
AL BIEARBEE (55.6%) MRERSRENE FIREIENE - MK
(40.4%) MRDARERIRRARESE © LMEL (39.7%) TRESAE

0.6% oo
TH /3 |0.0% REER °
0.0%
8% EBNEHEEEASBERREES (Internet World Stats 5 & i#4%
005 SITRER TG 0 2018) » FEEMNE BB REIMES - 5
SEETEHE 0603
15 airEs (BT / BN ) IRAERLSKE  BEHISEERERT
e R EEHERE 5 23.0% BB RA RIS BA N g e
60 gLl b 2853/]0/ I RS &, -
HTEEEEMS  EERER  ERERPIEE REEE S
30 HEELH 60 HiE BA SRS RS RER A FE (L o B0 B S
MEATE REFUHSELENNENION - B8 B85 EkEe
20 AEE DA 30 A8 BT EAEETADKES LR (SEL 578  BRE
2016) EBSENIE SR  FEEETLERE -SSR EE -
UREEEATSNES - BERERE  BRB=K (33.9%) TR
10 DEZE DAL 20 188
SRR S - BRBMAE (261%) TR GRS
20% BT BB AR R BR AR 5E o
SRI0AE o EHRERTA BT HNEBRUNESESR  ARESAF IS
K s . _ — BB A SRR AN - BBNRYE (46.2%) WHREE
. BN T RE R SRR EER  EERTE (84.7%) BT
B HK$30,000 251 E BRERAT (55.6%) MABSEBRY % LB HASTREESEEN
B BUgA HK$20,000 452 HK$30,000 . L
B AUA HK$10,000 B4 5 HK$20,000 EHE (BEE25) -
B BUgA HK$10,000 LLI'F

018 ~ 019 EREBEBERR®RE 2018 B E~TREBERAFAST



TEIZ IR EE 2R A ft A ROEE S

2.5 MEEHIRIFLE

B FhHRERAR

ENRIRRERAR

B REIE RIS

ER IR BRI ST IXRBARSR

R RS

0% 75% 100%
N B ER RS
B =22 aE8
B TR EH#E

HBEHRIERFTEEETBMNAFRE  Facebook B EBREZM
REBET B - BATTEL (38.4%) mEEGE Facebook BEUH HE M °
E—AREBBRBEREC  E2IREE R  Facebook th 2 & H# L A M
ERHEEMMNTRIEREFEES (Newman, Fletcher, Kalogeropoulos, Levy,
& Nielsen, 2018)  ERAXHFMEEZ « F=UMH REBER WhatsApp

(9.19%) M YouTube (3.2%) {8 % B Facebook {9 fl = SR &M L
INMRZ - EIRIBBARNE - &S Twitter WA R RATHVBE BT E A
HRERTE EH 0% BEEERBEEATREIGTEEN (2EHE
26) °

020 ~ 021 EREBEBERR®RE 2018

2.6 it ZIREEHEE N EALLE

EE11%

TMEML3ZIEEE 32.4%

Facebook38.4%
Hith 5.7% Whatsapp 9.1%
4 0,
wig 8-1; YouTube 3.2%
Line 0.1%

0,
Twitter 0.1% WeChat 2.8%

Instagram 1.3%

c. IERREDZEE

AERERERIET  HFEREARNE IR EFHEEMES - At -
HEMEAEESR Y THFELRULAEHRER TR0 ZHEEMNN
KB - AMABTRERIR - KED2FEHRNEBENWBZR © BBNKTH
A (33.9%) ZRA (31.0% ) ETHERRMEEN - IBE—K (10.8%)
TEAFKEIBDERFTENEE - FREES/BRIENEEZREK - R
BERENSD > HHEERBRELCIR BASEHRRMEEM (2
EE2.7) -

2.7 EEEFHMEEMER (RFEHERES )

15.8%  8.2%|1.1%

50 sRE Ll E

30 - 49 5% 27.4% 14.9% 0.6%
\
18 - 29 5% 37.6%
°
0% 5% 100%
H=ETE TEEHR HYUAEBIE
N ROEE BRIFE2EE B TN/ #E

BT B ER R

B E~TREBERAFAST



ERHFBEMANIZT BBNAKTRESR (48.1%) ML H
(34.8%) HHRERB LOZTHERHMEENNEE - RIFFERAR S
2 AAFERP (30 £495) NHBELZNEZTBEETER  BBMK
(25.4%) HRBARFHIKEDZNERNEEN (2EE 2.8) -

2.8 RGN ENEERMBEAEE (RFEHENES)

50 mELLl E 10%3.2%4 1.9%

30 - 49 5% .09 19.1%  6.3%|0.9%

18 - 29 5% 98% [2.9%
0% 25% 50% 75% 100%
| K 9ok f&w #FEH
ik B 5N/ #E
B TR

d. FE&BR

NENERALFFERBETHEERNERN —BEERND - 7
BRIE  BEANK (87.4%) MEBMRRRNEBZENEBEAZEK
MEEN - ENERAPD BRELEE®RA (10.5%) MER (4.9%)
(2%@829) - BPANEAFLHIRE "t REMBEAL - THMN
MENEBREERSERN - REEBECHTEATATERFZRBRITN—
B2 IREFIREE (Newman, Fletcher, Kalogeropoulos, Levy, & Nielsen
2018) » ABAMBREERZ LHBENENHFP LA EEREERNBEZE
- R EEN BRI HERTE  —HBEERULREHNE @ &
REBNEXTBER -

022 ~ 023 EREBEBERR®RE 2018

2.9 HUftBERXRIHEEMA LS

200 #JTERbl £

100 Z45% 200 #Et

E/j )4:‘-/\ 100 ’%E

R 50 BT

2.3%
2.5%

0.6%
0.5%

W o0.1%

0.0%
0.02%

0.0% 1.0% 2.0% 3.0% 4.0%
B ENRIRRERAR I #EEh
B Eid mES
EFhRERAR W it 3R Es
MENERARER

B E~TREBERAFAST



e. AR RE

EETRBAEHER SKEHINFTEHEMELRABRE
(83.0%) @ X BEMERRFSE (71.1%) ~ EREERE (66.5%) KA
Bog (63.7%)  MAEMRKERET @ BIERSNS/ARMEZEE W 8FEX
R A RAMBOGHTE - BHERKF (66.7%) mERKRRMOAELRERE

MEFEETETITEENRLREAR (2FE 2.10 KE 2.11) -

2.10 MR EREHEEMAR R

it RE 2.9% 83.0%
BIRRRFSE Ak 71.1%
fERREAE & % 66.5%
At BA 8.4% 63.7%
HE 22% 49.4%
B AL 43.6%
LS EARE ] 43.4%
ABERSE — 402%
BA#E A 39.5%
KEERGA B2 30.3%
BE ) 38.5%
b N\ S 57.0%
TEFHEE L 12.5%
0% 22.5% 45.0% 67.5%

B it IRRE R RO R A B EREEPRINFEEM

024 ~ 025 EREBEBERR®RE 2018

90%

2.11 RFREAERERESREINFHEARSER

EiEEE
0.3%

TR/ 38
71%

| HTF

15.0%

TEH
10.9%

2. $% il 50 55 B 1R A5

BEAENEERMBRAFARE - FRTRETREBFIEENNE
 REBRRARBDHES RME N - —EXBEREATTEE
EMERERRMMNEM  EEEFNEMBEREEUFE—ERE - &
RAFAE  MRBERHE — LR s B G A w R BRI
mREM > FETRBMMYELRINARETREE  ARBREERR
RERER - ATERER REEBHE (50.2%) RRAXBHHE (Bl
MABEXMERFTERZAMEBEEN > BELNSK) (Lo & Cheng,
2017) > RATYBIEREBNRMBEREE  BIRERMAESE
% (AR) - AHRIKEDR - (ERAH) NWEMERKFRS -
321% TRA/ (GARB®M) TEMARZMMABHIAHERE (22
2.12) -

B E~TREBERAFAST



2.12 MERHMFIGHNAS T HEE

BEESE (BhHE)
AT EHe

1.3%

1.9%

1.4%

1.4%

1.2%

4.0%

3.3%

225300

L]
0% 20% 40% 60% 80% 100%

B ERTHE+ER N == HEEEE
W 4FLEEE - BT TR T, E3E

ARFERER—TERMNY HEAEMNEREEAARRE  »—
FEPTER TRE . SME - ARNAFREHEAE  BEMMERE
BAREBKES  EENERMELUNAE SRR ASEERAR THEEM
AR — RPRE -

BEARRBFRAES  MEBKRIBIBTRYEEMEEE  BIL/ 5
MR MREBEABRER BRI ZNEENRRNEEEETIRM -
BEERRE  EEERSNMEENRRIZEAFEEE - BLEAIT
RBEZ% (30.8%) - BAMRHEADZHNEERNHIBENZNE
£ B 43.9% WHREXTSNMEEEEHMEEN - TRHEBEIL / = RREN

026 ~ 027 EREBEBERR®RE 2018

EEERENRE  EF 205% HREJNMEEEI / B EEEHNTEER -
RAHRBAHEEARBREIREE —ROUMERNEFE (EHRTEEE
55.6% » i / B 51%  LRBEADZHEEHE 40.8%) (&REEH
2.13) o

2.13 MRHU=-FEXEHHEHNREEEEMLE

TE3ZIREE EEEEA D E
L LN SR

3L/ BrEREE

1SR AR
0% 25% 50% 75% 100%
B TEE miEE
W —¥F THE, g

RIEA O TEEET DAY » BLUTEIR

1) BUHEAMAFRFH =EFENEENRENEEENHEBEE
o BUMRRAEBEX BN EA2LLEEEERS (2EE 2141 &
2.14.3) o

B E~TREBERAFAST



2.14.1 RPHEHMEBBERREMNMNEEE (BEHRILR)

£

2
0% 25% 50% 75% 100%
B N B =
Wy TH W

2.14.2 AFR#HBIIREHBEMMNETE (BERILER)

z 13.3%
2] 7.6%
[ ]
0% 25% 50% 75% 100%
B TMEE B EE
B ¥ T EE

2.14.3 AFRHMFRIEHEASEHNERMNHMEEMANETE (BIERILER)

x 12.2%

B 6.5%
[ ]
0% 25% 50% 5% 100%
H T~EFE B EFE
W ¥ THHizE
028 ~ 029 EBEEEIBERERE 2018

2) HWACHNDELREIBIEHFEEHE (182 295%) EBNE
EMNEERERD  BELFEAPH-BMBEENRRRSEE It
BPIREHE (30 £ 4958 ) RER (503 E) MERFES (2%EE
2.15.1 £ 2.15.3) -

2.15.1 AFR#HEHMEBIENESMIEEE (BFERLEER)

\
27.8%

50 gLl £
30-49 % 29.0% 0.9%
18-29 5% 41.3%
0% 25% 50% 75% 100%
0 T™MERE 11
W —3¥¥ B 75 R

2.15.2 AFR#BI / SEREHEEMAEEE (BFERLER)

50 BREEL £
30-49 %% 17.0% 2.4%
18-29 % 27.9% 0.6%
0% 25% 50% 5% 100%
0 ™MERE 511
W —¥¥ | I

B E~TREBERAFAST



2.15.3 AFR#HItZFE LEHREASSEHERNHEDENAIEETE (BFLHLLER)

50 BRERLL £
30-49 5% 5.1%M 1.5%
18-29 5% 11.6% 0.6%
0% 25% 50% 75% 100%
I T™MEHE 211
W3¢ B THHiE

3) BELHBRIEE (FEREHULBE) WAFRREEESR
MEEE (41.4%) REBI/ ZEEKEE (23.1%) - ELHBEKFRE
(RERESNLUT) WRFHNEI / Z8EE (13.4%) DIAHRER
BADZEE (13.1%) WAEMHXRTAEENER (2EE 2161 2
2.16.3) »

2.16.1 AFHEHFRBEHRSEMNETE (BREKTELER)

REHAS

1.2%

GEENES
[ ]
0% 25% 50% 75% 100%
B REME W EfE
m T, M
030 ~ 031 BEEEBHBRRERSE 2018

2.16.2 AR / SEIREMEEMNERE (BEREKELER)

ABHAE

FREBELL T
[ ]
0% 25% 50% 75% 100%
B EE (Pt
W T B

2.16.3 AF#HItXFELEREARSHERMMESANEEE (BEREKTELER)

AEHAS 0%
FREELT
0% 25% 50% 75% 10‘6%
TR mEE
CeEs TH0 B
4) BLEHRABKFERAFHERERIRREE - BABKELEAL

BARPENEY / RAEENUEREREREAADZEHFEN AT EERTIAEE
HHEE (BEF 2171 FE2.17.3) o

B E~TREBERAFAST



2.17.1 AF#HItXFERELEREASSEHERNHAEENNEETE (BEREKFELER)

A A $30,000 g £
AMIA $20,000- 47 $30,000

BILA $10,000- 454 $20,000 1.1%

AIA $10,000 AT 26%

0% 50% 100%
B TMEfE B EE
W—¥ TR, HhE

2.17.2 RE#HBII / SHRRAESMMNETE (BEABKELE)

BIIA $30,000 g+
BILA $20,000- 444 $30,000 21%

AKA $10,000- P44 $20,000

B¥A $10,000 LT

0% 50% 100%
B NEE R
W —¥F E e
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%o fTBE2EEBNBREZES - FRSEMERAEMNEE  SL2H
EGWEIEME 100 BIEMWES -

FEBRAH - (R 55.41% - KEBEBEEFIRNRN 25 2] 355
K 35F 40z REBAH TE WA 30,000 %) 39,999 B2 [
BIE—F A (52.55%) ERELEM | RKNZ=D—FESE (27.45%)
AEETER - BARAENEAT  BEBESESR0H RELER
BNTEERAEPERLE (6667%)  REHMBREERBNES
(10.2%) NEBSRERBUIES (8.23%) Rz - KAEMEAEAS - 17
EEREBEREGBEAFTIRMN (31.76%) EXRLE - B —I=F THMN
(26.27%) & » URER—FTERNDRLE (28.62%) 15 REAE
F - BBYHEEE (53.53%) EERIAE 5 A 54.9% ZEE HE
s (BRNEER /6 THRAFINVAE) -

EII

AERTFHERENARLH  BEGRESISENTEP 1) EE
RE)2) MEEEBRIE SRR 3) EEREBLETA4) BIEREHS5)
MEZ2ERES PG BB » 6) MERFRBNAREBNEH RS

SFEMEHH - RRENAIEMSZAERGERED - I FEBESK
FRBEURABRABEANEZENBILEAEETESRSFRIEN

FOE~TERBARLEERS



MARREAETEHH

FIRIEEHE MK B RBRE SR NS

®4.1 SEREREERIBEFRNSENESEHAERABR

TERBBENERENEER  CARKECALMUTHAR? (1 =T FEH 5=
=EA) o

BirEee BB EA A
(n=229) (n=126)
FHE | BEE | s | REE

REBIVHEE 3.45 0.88 3.77 0.65
H{hif g S 3.40 0.84 3.58 0.90
Wi > BBS (&/FESE) 2.78 0.93 3.08 1.3
AR EFMNRE (crowdfunding)

2.89 1.01 312 1.07
A (mEEER)
IR (40 Twitter » R ) 2.69 1.09 3.04 1.08
%ﬁ%ﬁﬁﬁ?%@ﬁ&i (40 YouTube 308 0.95 238 0.98
Flickr )
’ﬁt%ﬂ%‘fﬁﬁ&?&%ﬂ%ﬁﬁﬁﬁﬁﬁﬁﬁﬁ 085 107 088 108
I (40 news feed)

MHEEERIERMRBERNRE  WHIIBUISRE - BBHAE
BR EEEBFTHETRDLUMEMBEERE - A AFEREME
BREMS  BERENABREGHRIIVETEERE PINEERER
ETHER 2EEMERES - BRENS  BIREENLXEERAE
HE B RE - A SRR,  RENARHE -
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2. SKHERE HKEEER BRLSANDEER  BBRE

X 4.2a FEREHERRE

TESHMENEERERR  SEAKEEALUTHAN? (1 =8FAREM 5 =826
A) .

B BIERA RS
(n=229) (n=26)
S - EEE S EEE
EE M| / B / 2
- 4.02 1.02 4.16 0.94
BEEGEH
SEg 3.56 113 3.56 1.08
NEBRSE S 3.15 0.94 3.16 111
HiEae s 3.28 0.88 3.40 1.04
B ARIIEZR (blog) 2.40 0.97 248 0.87
%hiE  BBS (HIBBEZ) 256 0.99 252 1.08
AR EMNRE (crowdfunding)
273 1.03 2.68 0.95
Uk (anEEBR)
MIBE (Twitter » HRATE ) 252 1.11 272 117
M4BT, 3.26 0.99 3.32 1.03
82 4 :
PIRERAFMRI (4 YouTube 2.96 1.08 3.08 108
Flickr )
&il: 2 B A8k Bk FE B 12
BT P R AR RIS R 267 114 2.64 1.35
I (40 news feed)
ENE~EERMATEERS



®4.2b BREFRESEEMEMNZE

TEREGEEMNEEMR  CHELAKEFEAUTMNARN? (1 =%4F R EH 5 =826
B) .
B g R H A
(n=229) (n=26)

EHg | ZEE | FHE | EEE
SEHEAAN 4.29 0.93 4.24 0.83
HiRE 3.40 0.93 3.52 1.05
B84 BVIE £ R 4B 48 A\ MRk
;mﬂ%%wwﬂ ERNGil: O 260 0.96 288 0.93
NHEERSNEEME 3.09 1.11 3.08 1.15
H it B 3.40 0.90 3.40 1.08
BIEE 3.36 1.15 3.44 1.19
RIBARE R STRIER SR 2.69 1.17 2.80 1.29
Qﬁuw%@‘ﬂﬂé (UREERS ~ 018 104 260 108

ETERE)

AMIER (blog) 2.21 1.05 2.28 1.10
i  BBS (M&FESE) 2.27 1.05 2.40 1.12
AR ENRE (crowdfunding)

2.54 1.07 264 1.04
W (anEEER)
BIER (40 Twitter » FTRAKTE) 2.26 1.07 2.52 1.05
A, 2.75 1.16 2.80 1.12
SIRWA TR (7 YouTube » 2.58 113 2.60 119
F||ckr)
Ram s 3 B XD L B FE R 72
i ] B MR R E S AR 538 113 540 -
=, (40 news feed)
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BARUEMADEERR - LEEZHSRESKENRE  —REETHEE
EIZMBERTZ— - FEIHLRR > ALATERNEEEE DR
ERMRREETRSERE 2ZFESERRENE & —ITEHNERK
FANBEREEMRERNSEN  »—70H  HESEBNAHRBEREE
BkEE -

AHRBER - ESHRESRKRR > BEMES - GHRAVRH D INERARIG
BREZMA MBEREAEEERANBEMREESHRKR - ERER
EMRNLHSH  BREBUEXENBIBRENFETZREE ' 0K
BEHEANERRTNGE ARG ERAETESNKE » AFRA
BN ERESHE  MBENREAERERERNEATNRRENRIER - BRI
RARBELINES - BERKELREMAL  BIBREREHEERES
RBEREHEHZITT

® 4.3 BEEHBERA

TEFMERENBEEY  CEALEFRLMUTHEESEEE? (1 =8FF EFH 5 =&
=EA)

(EESN N BUIERA RS
(n=229) (n=26)
TOE | EEE | THR | BEE
BT ERFI St R 2B MR AR EUR
AR 3.58 0.98 3.58 1.06
RIBARER TR SR 2.66 1.08 2.58 1.10
\gauﬁg j[gﬁﬁ Sty 2.60 1.16 2.83 1.13
5 ETBRE)
MBS TERENEIR 3.12 1.05 2.91 1.04
EME~EERBNAEERS



(L)

TRRER (10 EEER) 2.32 0.99 2.38 1.01

PR TE I Be B SR BBV BR 3.11 1.09 3.30 1.22

MAEREFRE (AP) SEAMM

2.12 1.05 2.52 1.08
T EHMER (Scraping) 438k

ASHBEENR  ARENMEBONEEEYRT  BEERE (NI
i~ BIEE) AMMHNBIRERAERNEIRRR - BHEEERENE
RREREMEECSRENER SIS RAEEREREERAN BTEERER -
BREET-TFOHEHAE  BREMEXEBMEEE -

EHIFERMNRAERL - EARRKS - 360 HRRRAER

K 4.4 HHHENERFEH

TEEMASHERELFT  SESKEMABLUTHEM? (28 [1=R - 0=%] -
BERZERER (2] WEDL)

B B RA R

(n=229) (n=126)
BB 51.97% 69.23%
EEE / EREE (AR/VR) 6.11% 7.69%
|AMHRE 23.58% 26.92%
360 AR / Gopro SHRET A 26.64% 19.23%
ERERE/ BEER 6.99% 11.54%
EEHA 11.79% 15.38%
RISEE 44.54% 57.69%
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REBRPBERTSEHBERFNZ2RT - MABBTRARATE
RLFHTEEBEL RBURHE - MAN—FZnBERMBFIERBRE
B DRBREENFFEFRERMN  tEARRBENSHREARENER
M ERR Y BBRATENRAEENREEE - »—70HE  B/K&H%
ERNEEBGLUNET A EERMAERRD -

X444 REFEETIEREETE

MEERAEBRRGNTFHRERNERS (BRBBELARBREE) SUETER? (22 (1=
= 0=8]  BERZEREE (2] WESHL) |

Baee BUSRAEE

(n=1229) (n=126)
iMovie 20.52% 11.54%
WireCast 4.80% 7.69%
Facebook F#i2={ 51.53% 26.92%
YouTube FHE 19.21% 7.69%
Final Cut 15.28% 23.08%
Adobe Premiere 36.24% 61.54%

Facebook R BH AL BRMEFHAMNERFE - B BRTHARL
Facebook #EMBHIRF » EF#EARRTENERER IR -

FOE~TERBARLEERS



HEELIHNAC - BBREREBLERKEELCE LR B1TRENE
RN EFEEETEE  MERKEREKEERSHM Facebook
HAHNEEET S - BERERTAR—RBABKEEAMNEEE 58

% 4.5a HEEEHNTES S -
TSEER L THEEEREES/ AEREEMH? (28 [1=20=7] » SEAZKEE R AREEIEENFERARTE  DINAEHRERE FHET/E
2E (2] Eaath)
MBS R EIIE - Boh o BRE R A B Ry S5 thak B (S 4 B

(e BT A . - N

(n=229) (n = 26) T B AR AR T T /ErD S PR Ao B o
%ﬁ&ﬁ%@ﬁ%ﬁ%%ﬁﬁ@% 46.05% 61545
30 (Aops) 6. FREIERENLRESDRMS L &SRB RSN
Facebook ZFll 14:24% 65.38% AMERI  EHIBEEEE N RESNEA L - B SR NE(X

\/i O0 . oO —_ A J— -

i 6.99% 11:54% (0% - REIZH (26.19%) SHEET - HFEIHIME D 58S

BRI (MNBIRFTE data journalism ~ BURIZHE data mining ~ B AIR
{t data visualization & ) 12 HEIENAVFI AR ERIvAEBASEB) (20 T1ESH ~ #f

& 4.5b HRREERETEMAN

THEREENE MR CHERECAMRKERETUTTIA? (1 =8FAER 5

—@RER) SE) - B REITE (28.17%) SHEERT - AORSMB (HIEE
Jr——. P———— S10) SHUBIERIBE (MBS « RIS - BRI ) Bl
(n=229) (n=26)

JIEE (ZI2INIMES g~ BERE  WERBENSE) -
Ff > AEAE Y ZSHEHUTEENETAYREENB B °

FHH | REE | P8 REE

TEA AR R E B TR BT s (E

4t :
o1 264 | 114 | 281 | 1.20 ES N
TEEIEHEER @ FRERERERRE
N 300 | 111 | 350 | 091
TEARERE - B AR A ENE
T 263 | 110 | 292 | 1.00

TEAL AR RS DR M EAE T IEEREMIA 2.57 1.07 2.92 1.20

PAE#ERERE » Facebook & —H RIFEETBHERBHINEERM
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x4.6 HUBHST A TREENBERTMG K471 EFEEFHIFEBERHNAE

TR E  WHHUTHNTIEBXRLTH? (1 =2 RTH S =3FETH) | T TEEFTIEAY IR BB B S BB B » 2R 8& (coders / programmers ) 1T EAEFIEE
BEAEAE? , (ZR[1=R 0=  BEAZZEEZEEZE[Z] WESL)
(EFSNEN: SRR
(n=229) (n=126) B BSR4 RS
. . (n=1229) (n=126)
FHE | EEE | U | EEE
e BEE B HTAIRIETR 8.30% 15.38%
HEARIE (BIERIEES)
EREEA RS HER 12.22% 26.92%
- Excel 3.44 0.87 3.58 0.95
EHREE B RIS HEIER 17.90% 38.46%
- Python 1.69 0.94 1.68 0.90
QAT ERIR IR 43.67% 61.54%
‘R 1.58 0.86 1.58 0.88
e / iwsES
£ 470 BHBEFHIEEBINER
- HTML/CSS/JavaScript 2.47 1.09 2.09 0.90
. THEEGATEN BB S EE R - ux;ﬁrﬁﬁi (designers) HFTEAEETIEEETER
MRFRHEEETR ®7, (BB[1=2 07  BEAREEEE (2] WEAHL)
T i
E:+E (Cloud computing ) 2.16 1.13 1.84 1.14 gy ST A e
- SR (40 SAL, MongoDB) 2.00 1.12 168 0.95 (n=229) (n=26)
A REAIRIELTE BEEBV R HTEREIR 6.99% 11.54%
- Tableau 1.66 0.87 1.76 1.09 EREEE RS EIEE 18.34% 38.46%
- Open Refine 1.51 0.76 1.56 0.96 EREE B RIS HEHIER 54.59% 76.92%
- ScrapingHug.com 1.52 0.76 1.58 0.95 DEESERRMmED 34.06% 50%
. Igfogram/ Canva/ Datawrapper/ 179 1.05 293 131
arto BRI E MRS L SR MR ENNES BFEANR
. = . E L N N
faY - BiF¥a ST - RSB TR A BRI - A T B TR ISR EIE B Y
- GitHub 1.71 0.94 1.85 1.08 X o
RETRIMEFEHRE K -
RN R EY Excel P ERTMEBESHEE YHE - A

REBBRBSHEBBEAMNTNMARLTE » G20 Python 555 ~ BEE » IR
— LIRS BB A AT R T A » 40 Canvas ~ Open Refine » LIRS
B Z A GitHub » #BARE T2 -
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R e A

BME2 LAERFN T REEMNSBCEHEURANERET @ HE
fRE=EfERT A R =B REZAIRE

B KEREABWNAERERRRENRERERS?

BT BREAEASNARABIRRERMRRINE 7

- AEZ  BREREASRESRBEIR BRI T TR ER 7

BREmMEFASRAENT -

ZEREIESRENEENRG  HNFBEEBRTHER - A

ERRES RERBANGRESETIIEFTNEERZAE > FHEHK
EREERMES LM TARNEZNEENERSE - o KEREER
S2EHMEEBBOGOE - LEERKY  BREEREPIEES T
SIS RARAFE

»—hE EEEERERENRENBETE  FZBESEABEKE
MG BRME  AREBNBAE EMBMEBEEMAMREKEE
ELEAME T BN AEANMEREBMEN - B2 A XBEMNHIRAER
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T BEFEXAERRNEBENBEAEEE T HERLENEETFE AR
REMNERNFS R CRERE  YARBNER TRERIMREHER -
RIS RERE  HUXE BN SR E R LINERT -

4. BEFRENASHTEEEENMENSEERFE  LHEARE

ABHEREE  SHERBBETEINTEARNREZER - AR
DEREEREAK - 360 EREM Gopro 2IME » WEITHHEIES
BRFRIARIFER

B - BURBE S ERK A BRI ERENT L B M
BN EERNBURR 2N BIKABR o

5. Facebook EH BRI PN Bt XIREERMNERAE - it XIERE

EENREERATESEAERRETAEEAR LB REE) -
H > Facebook IR E S REMLHEINEENER « EBRAKEBRE
B FREPEMRFEEEE -

6. R ERTHEERZERHNBENR AEAN=SZ—NRHE

RAMTMRPEREZRE - BEN2HEERERCHANEENAF
IR A0SR - M BIEIRE - BIRR EE TH AN EREBENAIZY A
MBI E SREERRIMER > b0 The New York Times A9 VR EIEX -

FOE~TERBARLEERS



3% ¥ B Upshot B B » Guardian B9 Guardian Interactive * Bloomberg 83 % % SI Ek
Bloomberg Graphics ' Financial Times B9 FT Data * BBC g9 BBC News Lab
ot — LB RAEEFAER AR METHERE » 41 BuzzFeed Chu, D. (2012). Interpreting news values in j-blogs: Case studies of journalist bloggers

in post-1997 Hong Kong. Journalism, 13(3), 371-387.
M Vice ° 28T * BB » NRIBRREAEBERS - Hha gt RREZ

Gulyas, A. (2013). The Influence of Professional Variables on Journalists’ Uses and

—RARZBEBEABTEARBEBENA LT R ARZPERTINER L Views of Social Media. Digital Journalism, 1(2), 270-285. https://doi.org/10.1080/2
Y . 1670811.2012.744559
EE o 1t DU EE T AERINEEEFERE N B ARKR - EieHER
Gulyas, A. (2017). Hybridity and social media adoption by journalists: an international
e V S °

Rl RS R BIT comparison. Digital Journalism, 5(7), 884-902.

IRECH B IR H A B 2R 2B M E - 5 —ERIBEM Hanusch, F. (2017). Political journalists’ corporate and personal identities on Twitter
F.E%@Eﬂ] ﬁ% @%ﬁ% th 5 2 = 0| é’é%%iﬁbu?ﬁ—: ﬁiiﬁ%ﬁ%ﬂﬁ#AjE’] profile pages: A comparative analysis in four Westminster democracies. New Media

& Society, 1461444817698479. https://doi.org/10.1177/1461444817698479

SRR o QAR - F8E BARLA4E S, » JE SVl
RAECEI  ERAMMR > FAHEBRHOES - BEELNARNE Olausson, U. (2017). The Reinvented Journalist. Digital Journalism, 5(1), 61-81. https://
MEE - doi.org/10.1080/21670811.2016.1146082

Ottovordemgentschenfelde, S. (2017). ‘Organizational, professional, personal’:
An exploratory study of political journalists and their hybrid brand on Twitter.
Journalism, 18(1), 64—80. https://doi.org/10.1177/1464884916657524

Spyridou, L.-P., Matsiola, M., Veglis, A., Kalliris, G., & Dimoulas, C. (2013). Journalism
in a state of flux: Journalists as agents of technology innovation and emerging
news practices. International Communication Gazette, 75(1), 76—98. https://doi.
org/10.1177/1748048512461763

(EHE BEERSREEESRMTE - KTz BEEIEREE
BSRMERMEHERE  mTR B REEEBRBLMTLE)

e AFAEZHBIRERSETEZE KB Faculty Research Grant

[FRG/1718/048] &Bf » 45 1LLIEs -
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o FRHE
EBERERMTLHEE
2

HIBIE SN AR - BIFSE

HEBEEE: SRW HEE REW EHZL - BHRE




=1

=

ot
il

bt 3

SERMHEERBRRENRZINEE KA —E2IKBFXR (Comnia,
2015) - MMAIMERMEBEREGERE  SHEEREMELREONE
E@md EAENBHINFEFPIUN AR N EZRE (Ehikhamenor,
2002) s RELEENN=ZARRRP FRiTE—ZEZNE (Shay,
1991) - IRIRAIFTEEURM - FEMAREIREZER  LAR—E
BEEBEBE - ARNERSAESE BN RN ERREERER TRl
MES  WEARBENERE CEMNERAMEMN  SEBEIINLEE
B RN eREMEE (Rogers, 1995; Gigerenzer & Selten, 2001;
Dearing, 2009 etc.) ° Davis (1989) BT (Technology
Acceptance Model, TAM) BIREREAEBRE 7 iR EIBRERN
MAKERE - B ERBRANZRIMNERRENERERANNEITS A
2R (Davis, 1989; Davis et.al, 1989; Matikiti et.al., 2018)

ERSHEEKETR 5 S8EEERM (ICTs) ERBEZEREHE -
EESEASNEBNMRAP TS  OHERKRERE YESNER - 5%
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BEEBEY BB FORKEHEAZEXRE  BERRSR IR

B BERRRERNREE | EEEMRMRERRATE > SEEERME
R EMAEBRRINARE - BEEBIAT T8 - ZRFM » BLEEBRST
BE HEHRE fARANEESR  FEBEENHEREEE A58
BiIR™% « RREFUEMFELNAREHE  WRIMNMENERRERR 7
HRANEHEZ2RANERYEE (Cornia, 2015) -

AEERERS  —AERREFEBFNHE - L FEHER
By HEARERE BERE mHERSEMD  HIFZHNEER
EHEBRRLR  HR RRNERMEBREEEBENBREET RS T
£t REREBMEE MR  XRAEZERIREZINES  E—F I
BIYBEFNAREERE 2= SHEMHES ANDFRATERS TEE
HWRBREAPTE  BERDFERMPANFIEZER - HRZEHEFBEREKRE
Kk - EEARNBR - BRAMTMRESE—ERE  AUHSR2ETHTNR
BERERRIEERFEBIBRE BRI L SHREXER
HIBAREE ©

BEERREHRBECANESE » RPBEE MDA EANMTT - AR
EBEMBRE  FEBEM TXRBRETSD  BRITREDIRE RN ELH
fii - B 1994 FEMPEHEZEK  REERENFRERR LBOAET -

ZE KA — BN NRUERE » R DK RBTERERTE
DBHARRERXBHIREBBREOE L - B 2010 58 BE

BARMRER - AC RRABPREZLE N  RESIBREZBIFIUER -
RARZINEBRZHA  MERBISTENERERABREE 8
REEA - 2016 £ - RAEBISREHEEUEREEE THNEIN o8&
WIFEREER (£5.1) -

FAE~TEREBRMFEAS



BRERRREBBREZHT  EEBLRHI - {LHNIRERE

Efﬁ/;&% 15*3‘“;5% ﬁi;&ﬁ%m% _jj_ﬁ /%{Eﬁfﬁy% mf?ék_ }I_ém%ﬁiﬁi@'ﬂ’ﬁﬁjjﬂkﬂxm l:lﬁ ’
1994 1 0 HEFERENER  Z—FH  SBOEREBLAREBHANME . —
1995 5 0 PEEMERRE  SRNERRBEXS  dRERBELAES K TR
1996 11 0 AEIGHEFTCHNBRER - ILAIBENRS @ ERERELLFRREM
1997 14 0 TR BEEENESTLENEE  BAeBRESFEYE  BHRY
1999 I 1 B B2 BEB ORI IS T SR R AT - MBI
1999 17 1
2000 . , HEZRE N TSEME  AEBENBRWARRERELREEM -
2001 o ) AIE B BELULEBREY  FEFEBENEENMERE S EERER
2002 3 4 fir (ICTs) REBEEHBB A - BEMS » BAKETENEBNAEIH
2003 24 4 BYa LB - 2R - BEHEESIREN - LEETES
2004 25 5 FERMREASEERENER » WLALAER  FEBEEYERKERE
2005 28 6 7T
2006 29 8
2007 30 9
2008 30 10
2009 31 10
2010 o Iy REDBETEFEATEEREESESE TS L EERITNERS
2011 13 13 EEN Y BEEEG AN EAE RN R SIS E R EENE
2012 35 17 R o D BEI - 2R EFTESIB AT INE S EE R 0 F
2013 35 23 ST =ERE :

2014 35 28 FIRE— @ BB A I e MRS FE FT 7 L0 0T 1 B s Al SR B B A A S HL By
2015 35 36 ETL 2
2016 37 43 _ N _
I HEATHEMETESIE TS LER Y ML e i
2017 37 46
REHSEER?
2018 37 47
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M= ZLUEMERE S - GREENREBBEE TR
BitERERERFEER"?

AR ST 5K B 53 47

RAREZEARNBDITE » DB AETBRIINEEKE &
BEENT — BE-—FEERERN T BEELX—EEREETS
RFERZEL—BE=FFEREE - BFHBFABEME - Ao (R
BEM) ~STB (BIBR) - E=FTFEB%E Emal (BFEHH) XM
#% (BN Facebook) ~ UGC R4EAZ MR (40 Youtube / Vimeo) ~
UGC ZEEDZRE (B4 Apple Podcast) - =~ I 2BAR  AREA
EHEEM 0 2018 7 BBRBEH -

BB CIREEER MR—HEZT 87 XIER - EhEHE 40 RE
RSB TENERAREE 47 RELHBEE - sIEBNRUER SRR
ZHINGENENTERATEEENERFTaMymEEE | BENES
RLRETE BB T eFRERER  LLIBIE TS/ E=5FaF
REIZARBMBCNFELRE - TEHERE - EX - BENBERYIXK
FRAEMNE - BAMPREE -

BEBEWETEGHAMERDZE  —BRALKE  Z—EBZENEER
IR IR AURE - FIF JavaScript BIEE 35 E S B ARIMERIE - FTER

1 2&?@%1%%%%@%‘&%%&%’% R A AR BB AR BB T A EME R
BER
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BYWE B IREEME RN - EREETEM Goodle BREM - BiEHE
HALTER * DRMmEREER - £ —FREEREANUREE DR =ES 2R
EITHRE  S_REBEHSCURBEETRERY  DURBREE - #iE
HEHREEND  NEREERE BN 87 RIER 216 EMFTAE -
18,792 BMRBHRPEEMMA T 100 BETRE - RBIREREE -
BRI Python RESEIR » ATR(LEE A M BISHESRATRIIE AntV
B G2 BIR -

ZIERR BB LRTBR R RS EST - FEN 2018F7H5H >
LR 2018 9 B 11 H  REWER © BURDITFEERER 2018 F 9
B 1B &8RN 20184F 9 8 15 B REAXER - AHLERMEEA -

HIE8IR
ATEMDITHNEIRE R BRMEREE « 284 - 2REM EBR
A AN TR A ©

mRME

—  SER I

1. BEEE YRR AT  RBEARZ
MuEREBERERBEANTE AEREENREZBEES

BEREEE100% (£52) - NEE_HNRABER  BEZTEXE

64.37% - REMS @ NEEKEEFRZDRINE  ERAETH - ETHN

AL RE D AIME 35.63% ~ 24.14% - LIBIRIEE - MIBERNERARTENE

BARE—B DAk 6.90% ~ 5.75% ~ 3.45% -

FAE~TEREBRMFEAS



MEBEDRERNBIMRAERGEE - AL ERERNREBHE

Ta ER= BOBETBRESL  BIEAGLHIEESE 75% SEORIVE - T8 ESER
i 100.00% BER 10.64% - BEBAYE » e-paper fEA—BEREIBENBRIENRE
FEIREFD 64.37% HERAEA2EENRINEIES B | S 70% B4 SIS
ENRIRES 40.23% B2 6.38% ( BEX) - K H e-paper WS ~ HERES Sa 4L A0 [R - Wik
e-paper 3563% 5 D ) 52 B £ B M R B2+ U4 e-paper BB BB AIE K » BHOEIE
enewsietter 24.14% RS RS B B S I o
BEEE 6.90% o
BoSMESHE  BEE 10% B8R \RNEETHREREEE
HEs 5. 75%
~ : W&  BEERLE 10% HEEEREEREATE  HEEAPIEES -
S 45%
= p— NZAPAN N y
IR AEA (TAM) - (5 5 5elig 5 O A B+ 24P 2. BEMNB=77FalLRRBRBE - Facebook LIEHA
o e \ VBB —
RSN EEREY — - HIEBRERS  QEREERTRE  BEA

EBEEABEREETYE EFEE=7F5# (X53)
¥ Facebook B R XBUMMNE=SFE EEXER 5% HEE
9 Twitter 1 YouTube RI BB IR % » SEEXEEZ =K A A °RSSM
Instagram 8 —E## © D BI& 21.84% F 16.09% - BEIRD HEEHEE
Google+ ~ Linkedin » Tumblr R 75 & ° 2518 11.49% # 6.90% AL

P - RARIZ - ZREENTE > REBRERA "2 ) I RE
BEZEPNHAAD > —EEERBEESADAR  MEATEHFHXK
BEAHR LM HMRFHIFESE - BEAYBREHBT  RAEEN
ML AR EFERRE  WAREREIENEI TS 5 BN 1009% HfE
RieH R 2 REER -

EMuEMELE - 28 6437 MIRERBERRBERFEREEYS -
NBEMTRELMESNEMAOEETRABNMERE  WERBRE - A

BESBEZ Y Weibo 1 Wechat » DBIHEE 7~ 8 9 fi7 »
HAERNTE  FHEEE-ATESER 2.26 @ LIAHARE

SERN T HE, B BEETRETENEEER  ERERDER BT SEATSRERFRUERNZ=SFaBERS SRS

béEj{E’]”&fﬂi/Ej} ?—gﬁIEAEF{Ey%kA—— T\/_E/]'@E)Eﬁ_ﬁ_ }iﬁgﬂﬁl?%ﬁ‘%?‘fiﬁ%ifﬁﬁ@ﬁ%fﬁﬂ@%%ﬁ Tﬁz‘iﬁ%ﬁ» ﬁfﬁ?ﬁ%%ﬂ’]

S B=HTE  MRTEEATEEROAD « 5 « HKFP 823 10 (8
=574 .

RIES  ERXRDEINKAER  SBREEAFPNENEREERZRATS -
_ENRAEES ARRWMMEELE VBNTEET - AR 40.56%
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AN Facebook AR A » NHKERE B BNMIEE RS

o fEjEE e - B—EDEEERENS > LERRELMNED | B—BEEEE
Facebook 85.06% K2 DRFEINSMDEM - £ Facebook B #HEMBEALE B RS
Twitter 32.18% EEMEEBEEBNSK  E—RBUHEESRENXEAERE  EFHAEY
YouTube 29.89% & o
RSS 21.84%
Instagram 16.09% 3. BEEMS  EHEEEHIETLENKE FHBRLEEE
Google+ 12.64% ﬁ% ﬁ%
i 11.49%
BRI B ERR RIS RS EE 2 MEL RIBERRERE
Linkedin 9.20%
HEE HIEEEAFF -
iz 6.90%
ERBERFARLE (X5.4)  BRERARASBEREZHYYEHA
Tumblr 2.30%
BHEAAR  BEEEAEBEFREED  OSFEMFERE (77.50%)
BB Sh . BT AT A2 E I T Facebook T B + 4§ B8 Androd ¥ & (67.50) = MARERBRE R —FFF (95

Facebook fEA R EERFBELER
B — B EREE
BERNATUEEEBENZR
 R—ERREAMRIE ;

I BE 058 Facebook HYIE &

Rt - REHEFEBET

MBE  LRHEFRENIE - EHEREEZ
REERRARTARDHNES

B ER A RE RV EE T
TZBBHIRRE - 2
S—FHH hRRETBEMNTEK
B TER B
ZE B A EMAVBRE R
EMXERTZELKENED

o Facebook 1 &

46.81%) - BEEME @ BRERNREERFRLLOSNRAESBIFRE
FIEFENRIARIR ~ BASIRAERAEEREETLBIIRESR » MAEREENS
BEPEARRE -

BRBECEHI B S HHRTFENREE @ M —FEBREHEN - 5—
FEXEERERBBNG - ENMEEEEENEE  EE—ER2HKERER
(Nielsen, 2012) -

HEBHEENBRT SXNFTHEEXRBEMAI L - Lz

2016 — 2017 4 » Facebook RKAOHEE Instant Article £14i7 » HEBERNBTE 2 {BES|¥E b (ZEE : search engine optimization * 485/ SEO) » E—EEBREELSS|
EEMERRIRERLETEL  WReSRHNEERERSBEELMNIERMNA -
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® 54
T&/ERE LR RS EIREE

FEivi 100.00% 100.00%
Facebook 100.00% 100.00%
i0S 77.50% 46.81%
Print 75.00% 10.64%

e-Paper 70.00% 6.38%
Android 67.50% 46.81%
YouTube 67.50% 87.23%
Twitter 57.50% 53.19%
Instagram 27.50% 36.17%

HEERSIER(EITE (X5.5) @ BREREMEHEE (Sitelnks) B9
BE L LWHBRESRRESIHERE - 2 5)% 80.00% 1 53.19% ; %S4t
MR L (MERFE) @ ERRBNREBIBEEER IR - H—
£ Goodle HRERH » EHEEBNRA BURERTE B IRBERMLLEI DB %
89.36% 1 85% ; H— » EFEEMRASIBEBELERME (Optimized
Excerpt) FRHIRAVLLAIEAETHA LT -

®£ b5
151E / Eedil ol FEEEEIEEE {BiniEee
BIRERER 87.36% 89.36% 85.00%
BREE 41.38% 42.55% 40.00%
ks 65.52% 53.19% 80.00%
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WEHR LG - BHREERISTEES LARyRER  BRMAEY
LEIEREE BB TRESHB(C M EREERBEENER  BEXIE
T BR AT RIBFHEAEDNHN - ERAFA > SEERERREE
ERFFTRTY TAREAE ) MERBA > BERERMAEE  EBEERE
BEANEENEANRE > RERCMAMREEAK FABHS 2
RANG ? REBBRER SN ERARBFA - EREH 7

=

1. ERBERHBEYONAIR RITRAERE
EREEENER IR CRRTRR ERENS X EEERER
A mEEL  FREEELNEARTRMEARRE  YERFEARR
ARG THRERR  ERNSIANEREBLECERERANERZ
fE o £ Wappalyzer { =R BEER AT EITHET (R 5.6) » 7T7% {HERH
jQuery (2006 % ) FREREEMMEIRIMIER - RBEDH (9%) Higk
FBY BRI » 40 Angular ~ React ~ Vue » fBEJER S E » BAKEE
AR Web1.0 RRHIIRFEFER » LB =M E L E A BN

EITRIE -

3 BN : RERSLNEENRFRXEMERD  MEERISH aop SAHE

FAE~TEREBRMFEAS



x 5.6
Hi& BUR i)
1 JQuery 77.01%
2 JQuery Migrate 25.29%
3 JQuery Ul 20.69%
4 Modernizr 17.24%
5 prettyPhoto 8.05%
6 FancyBox 6.90%
7 Moment.js 4.60%
8 Zepto 2.30%
9 Fingerprint js 2.30%
10 Lightbox 2%

FEERIREER - BRI - FEEFBIRERZIASBAE - —J7@E
FAREEEDRR RBENRGTNIERESES T 2EM%, BT
ERBREUESMNRERESLERM - SRAMBATRBEERAE R LK
BE S Z—0W > BEMEIRERNEERABAFER  BRANNENKE
EERERNES  RERBNEERES  BEARANKRED - HEER
BFRT  BAAERBEENRIMNERE —EESRENERR -

RERBBARIHE  REE_ENHHEMELNZNRHT - EERRE
HERMEMERNBDLBEOAR  HESARERSHRA » AP
BEATARIFRMEASTREBEEA  WIFERERHE  AER
MFRITEF S BMASEREEEEPDOL BNEG(HA - EHRBAERER
RPRERBDEFERE -

RHeERRF  KERBHRTEAREZREZELENEERRER
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HEEMHE - fla > EEREMESBRATRL - BT BITRXE
HERBATEN  HGERENABATNEERES  HBE RN
Wi EREBAITDNBA - BBl EBRTIXRBEERRATE
RRR S BEMSEHMMNERSRBRANARTESD  BHIXAT RKEE
FEENER  BEERKBRHEE - AR MRS ENE » 2K
BPPEREN  RBETBERAREIE  MAEERREERTE -

2. IMARER AFARNALKREINERER BRE\ERER

J& 1 SRSl

BRaREESERENTHAERRIBLIL SR 4G BENE X
87.36% MIEBREFFHEMAR (R 5.7) @ BE—FNEERIFRAE
& RN RALUA - NB > RERRIEEZEL - FARAR S RER
A BEEXREGEEXRSFERITN  AEBEETHREIBRER -
12 10% MERRESHERD - 20% BHRXEAR @ 40% REBEERHA
EEE* -

%57
AT / 1REE [BHriRee R RNEIREE e
77 / LIEMRE 85.00 76.60 80.46
BRI 47.50 55.32 51.72
B/ EEE 35.00 4468 40.23
] 10.00 10.64 10.34
EHARR 10.00 19.15 14.94
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EBEOBMERLE F—HEN2IRELMN - EEEDERNE
REBEEMNBREARRTL - REERSEHAESRMON—MD®RE (ITY,
2017) -~ BBREBREERITREER (ICT Development Index ) fizFl
2HENR BBXE - AR EEEBEBEREBEENED - N8 WBEE
HENE—FSMA > AR VRERBZ2EPWERLEE RIEHAL - B

EEGRARE AT -—RRAFEFINEE  EFTHHERR 5=
R BIE2IRAEREDKERFELMAMR RIS -

BRIGIESN - AT BIBER Y B LR F A SRR - B -
ENHEEZESIBERBARBNAHEENERETNEERER
BT BBEEHRAANDTHNES  FTEBBESE - BEESAIRE
XEKER - WRALZNWEFTESRRARBBRNERIE  2aRARE
BEHERENEE - 2EE > FREERBER TBEFEFARNRTER
FR BBERE S BBERANKE  EEEHAR BBEZEREESRE
PR Y BT ERENEE - RRKRILEZEIAELHE MR -

Tl

3. NERINIBAEFRNE T

EEHBFTENRATRS L BREBREMN I RIFRIDAZEMU
AR MRS =X 0 2R3 65.00% (% 5.8) ; MR NENERXE
B 20% - REBBERD  MRARFTEMNZ R E2 42%; BIHE
40.43% RAMEEER ©

WFERE » REH (79%) MumBEREBRNR - BEIRLIBEIEE
MR E » REWBIHFBEFER=5HR
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% 58
HERRTI =X / RS SirikeE [FEEREIRRE bk
®REN 65.00 40.43 51.72
AR 17.50 42.55 31.03
b 15.00 12.77 13.79
AR 2.50 4.26 3.45

RENFREZHREEFKNEY  ERAFEERRAE D RN
A= EXDPNER - SEERAERANRNRET - REAFRRITE °
EEIRIREET  RENPRBANELER  E0ER S ERAEHREF
Bh BERGEEMARE REVRLEMEN FTRENEEERTEE
FRERIRE - BRBHRAISE Y BRMS  ERRFL -~ Bl - &
SRR —H ABESEAN THRT L REDAR - MRIANRFEE - X8
AL ESERERNR: BoETEXRER  HEIEFTeHF 2K -
AR MR EEME B BB SRR AR -

BREERBREERINMNESR  ERETEARREEARE
RiEH—MEZRENI R BEREBIBRED  BREAXER
10.64% » MR INBEMRIIRIZEE] 40.43% » E 5 B BERGE RS E AR IR
HYMEED

1. BPFEEREXRBEARER  EYREKE
AL BRAREFEERLERIEE TS IR Facebook #RIE
A9 LEB A 100% » B 5 8k £ Facebook RIS ERIT NLAK © BRAESIEBE LIS
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ERRENAFPEBRERERR  FEEGMREL - 63.22% KL
LA AP AT amINAE (£5.9) B MLL - ES. TSN ENERBEFS -
NE—R FEERBNR LIRINENEEE SR ERS #8128 3.45% -

T HIRAIFTELRLAG A chatbot (BIRMERA) » EEBRETNERXSE
A0 IWERET  ERSEREEERIRERBHRE  ARERZH
FEHEH ELEEREZFRNESTVIN -

H2 HE)RE fERE
1 FETHE 63.22%
2 e 5.75%
3 g 3.45%
4 TEARIIR 3.45%
5 HRIEERA 0

TEEIRIGA @ KERBEEEDINTEFREGEH - BERKEEE
DRWE T FERHRELTENRERKRE L F_HE2HARE
He9%k® (Wahl-Jorgensen, 2007) - BUSRARERE - HETHREER
AT EMAEE  BERIER  EEANER M HIEERANESZEN
MBS EEBEIRE o Harlow (2015) S EERAMILAINTFREEIER -
FEmREREERAEH  TNERNZIRNDRE+2ER - BEM
FgEd - SHER - KEFRTSEBGHBEFATRE  F—828
FESBERIMRER LET ) E8F AL EMEAEARIIR « Chat
bot EFEXMAKETHP EBEEE - BLEEHHEZEFERNERRN
BE -
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T.EWRALUESERE  BRESEANEER

BEBEENEWRINNALESEHE » (A2 EERAY 81.61% - H
PBREES EREFERZXEERSEREMNESEIN 254 91.55%
66.20% £i 56.34% (3 5.10) - Lt®ME @ RAR - EBHAEHHEES
HAERAERD  DRL 9.85% M 5.63% o Ef& MR G LR/ > EH 9
EEeE (10%) REMLEY 22 EERERMNERS (25.29%) - 16
EEee (18%) B &8 -

BEErEX LBl
HRES 91.55%
RS 66.20%
EERIES 56.34%
2RES 22.54%
BYES 18.31%
E=RES 15.49%
XEEARRES 11.27%
BRARES 9.86%
BEhES 5.63%

KR AORERBIEHRILES AR ONERELZ IR
REE  ERGZAIERENIER - —HH  ERS2BEETS2EIME
B m—mH EEENANAFPEEESLEE - HERBEERRRES
AITHEREL > MBTHHE HPNES - A ETESKRARKRS
FREATBRNERITE
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2. NEBEEERAZRIEBS  BEHKEENKRERS

BERENNEREZRHZH(BE - AXNBRREBBREES TN
5 REREE (AK) /% BEREETENNEREES - BEN
BHRLUE AT PayPal 7 E § —E St A AR ER D IS RA - A0
IESY ~ SINE © s 0B 34% R BLURRINZES NN E
(£5.11) »

FEAX e i
(EiERS 52.00%
PayPal 50.00%
EZ e S 38.00%

RIKEZTR 34.00%
<& 6.00%
Stripe 2.00%

WIEMS 2.00%

R NBEBH N ZEERE LERRKRBHE  EEBN—E85E%&
18- EBEENRER 2018 F 7 A RMAY (AlpayHK B 2324 & KI5
) P Ref \EBNEEETREKREANZNSN  BEXERN
100% ; BERZEMF ~ EPS » JFEMEREF - MBI LKERITHEBE
RPFIEE 20% M 13% - REARTERASZAREARZMERENE -
BEEBTZANEHRENERE  ZUESIBINMEEREE  EHR X
REMHEE  —ERELRHYETES TERASHAUBFRELANE
B o
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HRBTXTEERSE  BINDHEEEHRBARENES  TEET

Ry ZRSEREBETRINERRE > IESKAREFE L& -
ERROSENEERE ? XNTRIAR  EEHEENENEBZEL
(REFR 7 ELME > HREFEERRR -

REmNs  SERE-—CRE LKA YHRMARETHEDE 238
WMEMEBR  BERLHE - RERPRAEEREM  BARANBREZMA -
BREREREBISEEESRXESEEY  BHERETLRE LK
REZEURERIEE -

B ENMEIBRMLE  BEERBREAER - 85 - REER
HARXKRETEHFRSENRK - BLERME - BHERERAELERTT
B ERRETFENES - REBIBEEAILESSIAFR « BRI -
BEMFNE BREZWBERREYS - HRRSIZELITE 85
RETAERE - REBISKEBRZERRSIZESEMUBLE  JURE
BAR - Facebook BEBREAAIRENERERRE  EHPHPTEE
SRARFE  BIARIN - IR EENESE -

HR - EHEZ2REM L FERERERRRELRR - EWEE
MIRRIERREBIGRE - RZRE Y RRAREMNEIRN - HXITRYE
AB/AE s AR2ETH > TR RE - BXRFEEIISRMAREFEE
MIER  PHRAD N LB EBREFARZIEH - HFH  FIRSABE
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BRI NHRADANKREEEZER - BR - DEREEEMAEERE LRR
REiH - BREERNIEFEEKT - RRBREASERBNERTED
BN RASMAEE  RE ~ BERABTHRA @ FREDERE > 78RR
BERR -

B= AEBEMIE EEREDRMBRERR - HRBRAFEH
MEBEINRERREAE TEZNTRERTRINE  REBE  WEB - &R
MRFoeERERD  HEERFI B MNERZIINE - KEHER
MELECHERERESRE  EROEERXMB LERNFERES -

B ERERMAE  EENEEBRENIREWHSN - BUR
BHRNESTIARE  ARBYIN - sIBARINLAHEEA B
BENEENEZE  RZTEEMEMARGE - KRG NERIANBEE X
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AARBEEBRBRL - BEB—FEERERN - EBELP—EEE
FIETE  RAREAZD—EE=SHMERRENREERE - BA8BT
BEERE - App (FEIER) STB (KEER) - £=HFABHE Emal

(BEFHH)  HRX4E4 (e.q. Facebook) ~ UGC BIBADZ R (eo.
Youtube / Vimeo) ~ UGC ZFHD =M (e.g. Apple Podcast) - FTHFFT
MEEREIHE2BAR  AREREHEBLE - 2018 F 7 BERBER °

BFEERRERE)
1. WmEE T RERE  REURES  KEERURME=H " B8
Hut ~ App » FRIRFERE R Facebook EH
B 01
3. FactWire: [RAENGO MK - LIFRERE - BAERKRER - BB M -
RREFBEER
4. 100 & BHI=8%  REHRERERAE - BERERED

NEERVEY

1. BER: AFBTREIRBRE - RFARY Facebook HE

2. XHHW  RE®RA

3. ERER - RAEHMEN

4. THEBEBT ARG AR license AR » BIEEL ; REHA
RE=ZEERT

5. 100% BEEBM * fIIIAE—HREHE ; FINIBME —RENR

=
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6. MLEEH (RiFR) HFEILG B TEEBNEEFESWE  O8
B8R 8 B s BB E - ezone ' iIMoney * PCM » JET

F—EAR / EENZEFRE / TSR
® 5
O KRB D BE - RIBHIFD ©
W eo SHAT  FHRAMW
O RO RERTHERRSERIIBITE / M -
W eg HTHE > BRXE  BREEEANERER -

@
O Inkstone » B SCMP 8 » BRI EBHE=RAENPEHHE @ &
SCMP it ARAEH]FEA ©

® 7 :
O AEBERN @ NAREE  Eif B% -
W co. FFHRAT : http://www?2.hke .com/landing/index > http://
www.e jinsight.com/about-eji/ ' http://startupbeat.nkej.com/
O &I -
B Ry (FERBHmET)
W RRSEL (FELMETME)
O Sub-channel:
B WONDER - AR @ LIRERE » (RBEFB) » BIFER
sub-channel » RIFHD
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I £ SIS IR RS EBRTEERRE —EX

Digsre - BERTEFRERER  YBISTE / F=1TEF (20186 B1H)
BIERNRBMRSAE L - https://www.ofca.gov.hk/filemanager/ofca/tc/content_108/
HEES channel_list_chi.odf
HUEANEF T FER S - CRFRAREED
@ FE 01 : BRAMFuL ICRIS
@ EAES MERBLHEFM FEFEREDY https://www.icris.cr.gov.hk/csci/
BN EAT] / mhAERI I RVARAR IR RS R
@ (100 E) 55 => (ELEHR)  Inkstone * Abacus
RAEME (28)
1. %01
DEERRRZANEENENT XN AT EXBNE R TSRV HE 2. MIBHE
B e 3. HEE
it CARRIERTEEREE—RSE  BRELFTS - 4. BEBINE
flan - FERR - BB - SREERE - BHMF 5. HHEM
ERIRIR 6. WETHE
HBEERNREEH B © 29/06/2018 7. 100 &/ ExLBER
8. BTk
A2 E 9. HAKEHE
https://www.ofnaa.gov.hk/document/eng/service/news_search/ 10. SR EE
List_of_Registered_Newspapers_EC.pdf 1. BB IE e
12.852 B3R
AT ZEE 13. (& ERiEE
https://www.ofnaa.gov.hk/document/eng/service/news_search/ T4. BT - BRI

List_of Redgistered_Periodicals_EC.pdf
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15. 3R WE-Fxx (11)

16.B#HE (BEE) 1. BEKEH®R
17, BT 2. BHEER
18. BEAAE A 3. BERHE®
19.HKG % 4. EER®
20. #23R 5. BA%
21. hifAEAR 6. X[EH
22. 78 N (BEIE) 7. B
23. BB HE 8. RiLZThH#HkR (BHBMWR)
24 REE 9. KA
25. B 10 5 RMEHE
26.Inkstone 1.5 8%
27. Abacus
28. KL HHE s (5)
1. SENET
EEHHEE/ NRER/ ZEERE (5) 2. b
1. FBERMRK 3. EHET
2. BrEExt 4. AT
3. REIEHE 5. KE—A
4. $##%
5. HEEMK WE-EX (2)

1. MERR
2. HEHBEBIR
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R
# H ¥R
SERA R
AmT730
P54k
AER
N
BBE R
2N M BF 5
ENE fe v sa

NEEFEEE (1)

FEERES (2)

REBMR (3)

. BREBRERAT

AW ER

. BBERRYE
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WEBE (2)
1. EEERERERAT
ENANEEERAT

it & 7,
EBtE® (FAIaExE R EHE)
HER (RFEESE  REMME Facebook)
Rk (KU pop > FFETERE * BHHLEHE Facebook )
WE B (RFEESE » RBIWMAMIR Facebook )
W (AHEESE  RAEWE
mEFE (FaEE  Fuh)

REXYBFRE / BER
HARARSIITHERITER - announcement » AJHEER

25 A
EACTSE S ERG

g®epst (8> THE)
B - IR (BsR)
SCMP Young Post (B4R )
Ry KRBL (SEK)
% Touch * AT JET » PCM BiES (25)

FAE~TEREBRMFEAS



BEM - URT (KER®R)
RITHTH - FRE - ¥ Monday » ATHE CHEEER) - &E—B

AEAEE

EBHBEA (htto://www.hkcna.hk/index.shtml) HBE#8uL ' FBEEH
EHIERTEN

EL QiR

LEBUSERT © MyRadio » B H®R

BEEBARES  BEAM  25& =T

REERRE

% 01 MISHE - WEE - HKFP » FactWire » B3R > BB/
ELM®  FKES  BCEE  SHBBIEE 852 B3R » SocREC -
unwire.hk - FEXTE - BIETE > K& B TMHK » HKG 38 » &3 > fufESE
B OBABN EBHER REE  HyE MBERWLS MELML
Alin Media Limited » $£4% » EEIL » FBLEA®R - SEER - ERA
o EEBH®R B XER KR KCTRR - KAR - ERULSH
B RAHEK SHAT  BERR - REAREBR - EURR - B
AR - BBIERARR - Am730 - lBsR - AR - KIEHHE - BEHR BES
B EXEE THES  ERERERAR  TYER  BEBRRELE -
EEBHRBRERAR  BABRHERBRAR » Inkstone » Abacus » 2
MAFHR - EDEEFRHE - 525 SET - HHRAT)  KBE—B  K+1H
B KERECAT  B®R - ARMD BARS (BXSR XS

%+ FEZXR)  Finance Asia * Hong Kong Herald * Hong Kong Business
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- Charles Dickens, A Tale of Two Cities

This quotation, written by the famous British novelist and journalist in
the 19th century, aptly portrays the development of the media industry in
the 21st century.

First, the emergence of internet technology in the late 20th century
led to an unprecedented revolution in the media industry. Then came
the subsequent emergence of social media in the first decade of the new
century, completely changing the relationship between the media and the
public; the media lost the monopoly it had had on news dissemination,
while the public, once only receivers of information, gained a new ability
to also put out information and participate in content production. And now

we are embarking on what promises to bring the biggest changes of all.

Today, the rapid rise of artificial intelligence (AI), based on deep

neural networks combined with cloud computing, big data and mobile
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internet technology, is not only changing the information dissemination
order again, but also bringing about subversive transformation and rebirth
to the whole media industry.

As “the foundation of news innovation” (Powers, M., 2012), Al and
its close relation big data are making major international media undergo
a “quantitative turn” (Petre, 2013), entering the field of data news one
after another. In March 2009, The Guardian established the world’s first
data news department. In December 2012, the New York Times launched
a collection of text, audio, video, animation and digital model (DEM),
and in the spring of 2014, it launched the “Up Shot” column that is also
focusing on date news. In the same year, the BBC set up its “News Lab”
to drive news innovation, as well as implementing the test of Open Media
data acquisition and editing system and put it into practice in 2016. Later,
the Chinese language website of the Financial Times opened a data news
column and the Cai Xin Media in China also set up a data visualisation
laboratory.

With these rapid changes in technology, more and more media use
data visualisation tools, augmented reality (AR), virtual reality (VR) and
other developments to report news. They not only personalise the means
of dissemination and make content interesting and interactive, they bring
a more colourful information world to the public. The news customisation
model based on algorithms has brought about other great changes in the
distribution of information. By analysing users’ browsing behaviour data,
Al can more accurately deliver personalized content to different groups of
news audiences.

In recent years, the world’s major media have developed “robot

journalism” or “automated journalism”, systems that compile news reports
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by quickly collecting, processing and collating large amounts of data
and then presenting them according to the formula. Such stories are now
widely seen in financial information and sports news. The Associated
Press (AP) uses Wordsmith, an Al robot news editing software designed
by US Automated Insights, to cover quarterly earnings reports for listed
companies. During the Rio Olympics in 2016, a robot developed by China’s
Toutiao news aggregator produced more than 450 sports news stories in
16 days by writing and publishing them almost simultaneously with the
live TV broadcast. On August 8, 2017, a robot belonging to the China
Seismological Network reported on the earthquake in Jiuzhaigou, Sichuan
Province, completing the whole process from writing to distribution in only
25 seconds, allowing readers to keep up with the situation almost in real
time. Compared with the traditional reporters, robots can instantly pick out
the next hot information for their news composition and push it out to the
audience on the basis of clicks showing activity on the internet.

According to “News, Media and Technology Trends and Forecasts
2018”, published in January 2018 by the Reuters Institute for the Study of
Journalism at Oxford University, almost three-quarters (72%) of nearly 80
media agency heads, editors and technical directors from 29 countries and
regions around the world said, they planned to actively experiment with Al
in the coming year to support better content recommendations and to drive
greater production efficiency, including the use of “robot journalism”.

At the same time, the impact of Al technology on the news media
industry is challenging and questioning the values of professional
journalism. Al will only judge the hot values of news and the selection,
production and distribution of the chosen content according to readers’

click-through rates, but it will not select and produce information from the
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professional perspective of adhering to the news as a “social public tool”,

as human journalists can do.

Hong Kong has one of the most competitive media markets in
the world. Although the population is only 7.4 million, there are 68
newspapers, including 37 in Chinese and 13 in English newspapers, 607
periodicals, three local free TV stations, two local pay TV stations, 15 non-
local TV stations, a public broadcaster and two commercial radio stations (at
the end of 2017; Hong Kong Yearbook 2018). There are also many internet
media organisations in Hong Kong, but the actual numbers are hard to
estimate..!

Hong Kong is also the regional base for many international media
organisations, including AFP, Bloomberg News, Dow Jones, Thomson
Reuters, New York Times, Financial Times, Japan Economic News and
Wall Street Journal, while international broadcasters with studios in Hong
Kong include the BBC, Channel NewsAsia CNBC, CNN and Phoenix TV.?

Hong Kong’s telecommunications industry is among the world’s top
ranked. According to the Hong Kong Government’s Hong Kong Yearbook
2018, by the end of 2017, more than 92% of residents used broadband and

the mobile phone penetration rate was 248%, meaning there are nearly 2.5

1 Hong Kong Yearbook 2018, p. 270
2 Hong Kong Yearbook 2018, p. 271
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mobile phones for each Hong Kong person .

Given this advanced digital environment, some media organisations in
Hong Kong have made a start on applying new technologies. Initium Media
founded in 2015, is at the forefront of data visualisation, and its special-
purpose media design department is constantly exploring new ways to
tell stories through the production of interactive news albums, interactive
infographics, data news, news games, video stories, mini-tests, animation,
and so on. A report by the South China Morning Post on the government
budget and another by the Visual Laboratory of Financial News Materials
on China's property market in 2016 are also examples of successful data
visualisation news presentation.

However, the rapid development of new technology in recent years
has also had a considerable impact on the industry in Hong Kong, with a
number of media organisations closing down, including Hong Kong Daily
News, ATV (later moved to an online platform), DBC, The Sun, Cheng
Ming and Sudden Weekly. Several magazines, including Next Magazine
and TVB Television Weekly, have also terminated their hard copy print run

and instead only make content available online.

3 Hong Kong Yearbook 2018, p. 279
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Colleagues and students of the School of Communication at Hong
Kong Baptist University, together with outside consultants, have spent six
months conducting research and jointly writing the Hong Kong Digital
Media Report 2018.

The report discusses the media’s digital transformation from four
perspectives: markets and audience, content production, business operation
and technology platforms. We have tried to look into how much the
consumption behaviour of Hong Kong media users has changed with the
rapid adoption of new media technology, how Hong Kong media leaders
have responded to changes in technology and audience, what changes
have taken place in the content production process for media practitioners,
how Hong Kong media have performed in using new technology, and how
changes in the media industry have affected Hong Kong’s media education.

The report contains six chapters besides this one.

In the 2nd Chapter, “User survey of Hong Kong digital media”, the
authors describe the results of telephone interviews with 1,000 Hong Kong
residents aged 18 or over in June and July 2018. The questions mainly
focused on three points: respondents’ news contact and consumption
habits, the public’s understanding of and familiarity with new technologies,
and the public’s trust in Hong Kong’s news media. The responses are
summarised and analysed and some observations are made.

Chapter 3, “Personal interviews with Hong Kong media chiefs”,
recounts the views of 12 media chiefs in Hong Kong, both from the
traditional media such as newspapers, magazines, radio and television

in Hong Kong, and from digital media. The interviewees were asked to
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address three major issues: how much impact new media technology has
had on their organisations, the measures they’ve taken to deal with the
technology, and how they formulate their long-term digital development
strategy.

The 4th Chapter, “Survey of content production in Hong Kong news
media”, describes the results of an online questionnaire filled in by 225
practitioners involved in all aspects of news production, including front-
line reporters, editors and news content designers, as well as programmers
in charge of data collection and visualisation. The scope of the
investigation includes the way Hong Kong journalists plan news stories,
the way they find news stories and data sources, and the way news stories
are presented.

Chapters 5 and 6, “Survey on the use of digital media technology
platforms in Hong Kong” and ‘“Analysis of the current situation of social
media in Hong Kong”, give accounts of studies that used content analysis
to observe and analyse digital platforms owned by Hong Kong news media
organisations and third-party digital platforms. In all, 87 media in Hong
Kong were included, 40 traditional media using digital platforms and 47
native digital media. Data was collected manually as well as via the front-
end code of websites using JavaScript browser language to automate
content collection.

In the 7th Chapter, “From observers to change makers: how Hong
Kong’s news media are adapting to artificial intelligence and machine
learning”, the writers describe the latest developments in the application of
intelligent technologies such as artificial intelligence in the global media
industry, noting that journalists are still very much needed to produce

news, especially in the case of in-depth reporting. In addition, the authors
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put forward several suggestions on the future of artificial intelligence
applications in the media industry in Hong Kong.

During the research and writing of the report, we received guidance,
support and assistance from senior executives and practitioners in the Hong
Kong media industry, as well as from colleagues in the School. We take
this opportunity to express our heartfelt thanks to you.

We hope that this report can play a role in attracting more attention to
the digital development of Hong Kong’s media industry. At the same time,

we also look forward to comments and feedback too.

(Raymond Li, Director, Institute for Journalism and Society, HKBU;

Huang Yu, Professor, School of Communication, HKBU)
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In this section, we focus on the users of digital news media in Hong
Kong. The report has three parts, namely, news exposure and consumption,
familiarity with and recognition of new technologies, and media credibility.
The findings of this section are based on data from a random sample survey
conducted in June and July 2018. The respondents were all Hong Kong
residents over 18 years old.

In this report, we adopt the term “users” instead of “audience” to refer
to people who consume media on the grounds that “users” covers not only
audiences of various types of traditional media (e.g., newspaper, TV, and
radio) but also those who look to new media (e.g., news websites, social
media, independent/alternative media) for news and information. We
believe the term “users” covers all information access activities in a digital
media environment. Digital media users exhibit high autonomy, high

activeness and high interactivity.

174 ~ 175 Hong Kong Digital Media Report 2018

We define social media broadly as platforms that enable the production
of user-generated content and facilitate user interaction. Examples of social
media are social network sites, smartphone applications, online forums/
communities and blogs. Popular social media platforms in Hong Kong
include Facebook, Instagram, WhatsApp, Line, Snapchat, Hong Kong

Discussion Forum and HKGolden.

The research team commissioned Hong Kong University’s Public
Opinion Programme to conduct a telephone survey in June and July 2018.
The 1,000 randomly selected respondents were all Hong Kong residents
aged 18 years or older. The sampling error is +3.1% at a 95% confidence
level, based on the 2017 year-end census total population figure of 7.41
million. To enhance representativeness, the figures presented below have
been rim-weighted according to figures from the gender-age distribution
of the Hong Kong population, the educational attainment (highest level
attended) distribution and economic activity status distribution obtained

from the Census and Statistics Department.

* Ninety percent of Hong Kong residents are exposed to news on a
daily basis.

¢ Traditional media remain a major source of information for Hong
Kong residents.

* Approximately 45% of Hong Kong residents obtain news through
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social media, with Facebook the most popular. Survey results

e Social media have become a major source of news but the level of

trust in this kind of platform is relatively low. 1. News exposure and consumption

* A majority of Hong Kong residents are passive media users. Over This part of the report presents a general picture about Hong Kong
60% of residents do not actively search for news. Over 80% of residents’ exposure to news. We generated figures covering five aspects,
residents do not actively share or post news content. namely: time spent on news exposure, news sources, news searching and

e The older the Hong Kong resident, the less active they are in news sharing, paid news, and content preference.
searching.

e Middle-aged Hong Kong residents are most likely to share news. a. Time spent on news exposure

¢ Ninety percent of Hong Kong residents do not pay for news.

e On traditional media, news about local society and international Hong Kong has an information-rich and competitive media market.
affairs receives most attention. On social media, news about local With a multitude of media options, easy access to news and information
society and local politics receives most attention. is a basic fact of life. Our survey suggests that a majority of Hong Kong

* Hong Kong residents have limited understanding and low residents obtain news every day through TV, newspapers and social media.
recognition of information and communication technologies Over 90% of Hong Kong residents spend at least half an hour per day on
adopted by the news media in Hong Kong. news exposure. Over 30% of Hong Kong residents spend one hour or more

* Apple Daily is recognised as the most technologically innovative reading news.

news media outlet by Hong Kong residents, and they are most

familiar with its animated news. Figure 2.1 Average time used to read news everyday (all news sources)

never 0.7%
hard to say 0.8%

less than 10 minutes 4.7%

e Generally speaking, residents’ level of trust in news sources in

Hong Kong is low. Traditional media are the most trusted of news

sources, although only 30% of residents expressed that trust.

60 minutes or above 32.1% 10 to less than 20 minutes 15.0%

20to less than 30 minutes 17.8%
30 to less then 60 minutes 29%
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Further analysis of demographic differences in news exposure indicate
the following:

1. Among those who have high news exposure (i.e., over one hour per
day), there are more male users than female users (see Figure 2.2).

2. Young people (18 to 29 years old) spend relatively less time on
news exposure, with more than half of this age group (52.7%) spending
less than 30 minutes per day. Middle-aged (30 to 49 years old) and senior
(50 years old or above) people spend more time on news than the younger
cohort (see Figure 2.3).

3. Educational attainment has no significant impact on news exposure.

4. High income earners spend more time on daily news exposure (see

Figure 2.4).

Figure 2.2 Average time used to read news everyday (by gender)

0.8%

hard to say 0.8% I Female

1.3% B Male

never

60 minutes or above

30 to less than 60 minutes
20 to less than 30 minutes
10 to less than 20 minutes

less than 10 minutes

0% 10% 20% 30% 40%
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Figure 2.3 Average time used to read news everyday (by age)

hard to say
never
. 42.6%
60 minutes or above 31.5%
30 to less than 60 minutes 31.0%

12.5%
20 to | than 30 minut
© ess than S8 minutes M 60 years old or above
M 30-59 years old

M 18-29 years old

10 to less than 20 minutes
27.7%

less than 10 minutes

0% 12.5% 25% 37.5%

Figure 2.4 Average time used to read news everyday (by monthly salary)

06;-4% M no salary
hard to say [0.0% HK$30,000 or above
S B HK$20,000 to less than HK$30,000
B HK$10,000 to less than HK$20,000
0.7% M less than HK$10,000
0.0%
never |0.0%
0.4%
3.1%
31.8%
40.7%
60 minutes or above 28.5%
31.0%
31.4%

28.4%
29.7%
30.6%
31.0%

30 to less than 60 minutes

24.1%

20 to less than 30 minutes

10 to less than 20 minutes

] 41%
less than 10 minutes 21%

6.0%
5.8%

0% 12.5% 25% 37.5% 50%
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b. News sources

The number 1 channel for getting news is TV. More than four-fifths
— 84.7% — of Hong Kong residents usually or often get access to news by
watching TV. Second in ranking are the digital versions of newspapers,
through which 55.6% of Hong Kong residents read news. More than two-
fifths — 40.4% — of residents still read print newspapers, and a similar
proportion, almost 40%, get their news from radio.

Hong Kong’s Internet penetration and personal computer adoption
rates are equally high (Internet World Stats; Census and Statistics
Department of Hong Kong Special Administrative Region, 2018). In recent
years, the emergence and rapid development of digital-native media have
left their mark on the city. However, according to the survey, the market
share of digital-native media still has considerable room for expansion,
with only about one fifth of Hong Kong residents using the new types of
media to get their news.

Social media enable high user interaction as well as quick and wide
diffusion of information, and are low cost for content production. This has
altered communication processes at interpersonal, group and organisational
levels. Social media have become important and influential sources of
information and it seems that social media are changing their role from a
complement to traditional media to a replacement of them.

The digitisation of news media has entered maturity in Hong Kong (Ma,
Wong, & Hau, 2016). About one third (33.9%) of Hong Kong residents use
the digital platforms of the traditional news media, and more than a quarter
(26.1%) have at one time or another obtained news from the social media

accounts of those news media.
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posts shared by others on social media

websites of traditional media

social media accounts of traditional media

On social media platforms, besides the accounts/pages set up by the
news media, more and more users obtain news from posts shared by other
users. Nearly half — 46.2% — of Hong Kong residents get their news via
content shared or posted by others on social media. This is the third most
mentioned source of news for Hong Kong residents, the top two being TV

(84.7%) and digital newspapers (55.6%).

Figure 2.5 Sources of news

television

digital newspaper

print newspaper

radio

digital-born media

0% 25% 50% 5% 100%

l sometimes or frequently
M never
M hard to say

Of all social media, Facebook is dominant in Hong Kong. Nearly
two-fifths — 38.4% — of Hong Kong residents use Facebook to get news,
followed by WhatsApp (9.1%) and YouTube (3.2%), the latter two
platforms having significantly lower user bases. This finding is consistent
with international trends (Newman, Fletcher, Kalogeropoulos, Levy, &
Nielsen, 2018). However, Twitter is not a popular news source since only

0.1% of Hong Kong residents use this platform to get news (see Figure 2.6).
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Figure 2.6 News access via social media

do not want to answer

do not use social media 32.4%
Facebook 38.4%

others 5.7%
Weibo 0.1%

Line 0.1%
Twitter 0.1%

Instagram 1.3%

Whatsapp 9.1%
YouTube 3.2%
WeChat 2.8%

c. News searching and sharing

As digital media are more engaging, it is necessary to understand
users’ news exposure patterns in terms of searching for information and
sharing it on social media platforms. The results show, however, that a
majority of Hong Kong people are passive users of news information. Over
60% of Hong Kong people rarely actively look for news information from
the media (31.0%) or do not look at all (33.9%). Only 10.8% of residents
reported that they frequently searched for news. A cohort effect has been
found from our data, showing that the senior group (aged 50 or above) is

the most passive in terms of searching out news (see Figure 2.7).
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Figure 2.7 Frequency of news searching (by age)

50 years old or above 158%  8.2%|1.1%

30 - 49 years old 20.5%

19.7%

27.4% 14% 6.0 %

18 - 29 years old 37.6%

o
0% 25% 50% 75% 100%

H not at all M rarely occasionally aften M hard to say

Over 80% of Hong Kong people do not share or repost news
information at all, while 48.1% never share or repost news information on
social media at all and 34.8% rarely do. Comparing age groups, we found
that middle-aged residents (30-49 years old) are relatively active media
consumers, with 25.4% in this age group sometimes or frequently sharing

or reposting news on social media (see Figure 2.8).

Figure 2.8 Frequency of news sharing (by age)

50 years old or above 0%3.2% 1.9%

30 - 49 years old 19.1%  6.3% 0.9%

9.8% 2.9%

18 - 29 years old

®
25% 50% 5% 100%
H not at all [ rarely occasionally aften M hard to say
d. News payment

Media organisations have been exploring and renovating their business

models in recent years to cope with the new digital environment, and
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Figure 2.9 Paying for news

HK$200 or above

HK$100 to less than HK$200

HK$50 to less than HK$100

less than HK$50
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0.6%
0.5%

W o0.1%

0.0%
0.02%
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0.0%
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0.3%

0.3%
0.6%
0.5%
0.5%

0.0% 1.0% 2.0% 3.0% 4.0%
B print newspaper B news websites
M television M radio
digital newspaper M social media

news applications
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reader payment, once an important component of their revenue, is still
sought. However, our survey shows that 87.4% of Hong Kong residents
do not pay for news in any form. For those who do pay, most give their
money to newspapers (10.5%) and TV (4.9%). Although these proportions
are low, Hong Kong people are among the top in the world when it comes
to payment: according to a recent study by the Reuters Institute and
the University of Oxford (Newman, Fletcher, Kalogeropoulos, Levy, &
Nielsen, 2018), Hong Kong ranks fourth in online news payment globally.
Specifically, online news payment refers to online news content paid for
through digital subscription, combined digital and print subscription, or per

article or via a news app.

e. Content preferences

When using the traditional media, Hong Kong residents give most
attention to local news (83%), followed by international news (71.1%),
news about health and medicine (66.5%) and news about local politics
(63.7%). On social media, news about local society and local politics
receives most attention. Two thirds (66.7%) of residents said they paid

attention to similar types of news on both social and traditional media.
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Figure 2.10 News content preferences

society (Hong Kon 9.9%
v (Hons v 83.0%

: - : 8.1%
international affairs =0 407

- 7%
health and medicine 66.5%

" 8.4%
politics (Hong Kong) 63.7%

- 5.2%
education 20.4%

science and technology 5.9% 3 65
A Cl

; - 5.6%
ifestyle and fashion bi3.45

society (mainland China) 4.9% m...

3 5.4%
finance .

" . . 5.2%
politics (mainland China) B

5.9%
sports 38.5%

. 5.9%
entertainment 37.0%

. - 1.6%
online and digital games 12.5%

0% 22.5% 45.0% 67.5% 90%

[ in social media H in traditional media

Figure 2.11 Are there any differences in preferences
of content in traditional media and in social media?

hard to say
7.3% |
\
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not applicable yes
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2. Familiarity with and knowledge of new technolo

Recent years have witnessed the rapid development of information and
communication technologies. As a major everyday information source, the
media offer huge potential for facilitating their use. Media organisations
in Hong Kong are adopting various kinds of new technologies in news
production and distribution, although the pace has slowed in recent years.
The most recognised of the technologies adopted, according to our survey,
is animated news (i.e., using animation techniques to illustrate news
stories, usually in melodramatic ways; Lo & Cheng, 2017), which half of
the respondents (50.2%) say they are familiar with. However, they have
little or no knowledge of algorithms, block chain technology or augmented
reality (AR). According to the participants, the media organisation that has
adopted most new technologies is Apple Daily, a traditional newspaper

with a strong online presence.

Figure 2.12 Recognition of new technologies

animated news 1.3%

artificial intelligence 1.9%
virtual reality 1.4%
live broadcast 1.4%
big data 0.9%

augmented reality 1.2%

algorithm 4.0%
block chain 3.3%
[ ]
20% 40% 60% 80% 100%
B generally understand it or fully understand it M never heard about it
[ heard about it but do not understand it hard to say
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3. Media credibilit Figure 2.13 Trust toward three major news sources

. . . . . . news shared by others
The benefits of the wide adoption of information and communication on social media

6 9.4%

technologies (ICTs), especially social media, by news organisations and

: s independent/alternative media 10.6%
by users are not without countervailing drawbacks, such as fake news, P / °

misinformation and disinformation. As social media users can produce

traditional media 2.3%

and share content with high autonomy and convenience, it is increasingly

°
challenging for people to judge the authenticity and credibility of 0% 25% 50% 75% 100%
information. B do not trust B trust
M neutral hard to say

In our survey, we asked media users about their trust in three different

. . . . L . Further analysis of demographic differences in trust in news sources
kinds of information sources: traditional media, independent/alternative

. indicates the following:
media and content shared or posted by others. Results show that Hong

. .. : L. 1. No significant gender difference exists in trust across the three
Kong residents trust traditional media most, but the proportion is not

. o . kinds of information sources, but the percentage of uncertain answers
high at only 30.5% . The least trusted news source is information or news

. . . : among female users is relatively higher.
shared or posted by other people on social media, with 43.9% not trusting

this type of news source. Independent and alternative media are the second
Figure 2.14.1 Trust toward traditional media (by gender)

least trusted category, with 20.5% of respondents saying that they did
not trust them. Many residents are actually not sure whether they trust ol
emale

news sources at all (56.0% for traditional media, 51.0% for independent/

alternative media, 40.8% for news shared or posted by others).

male

0% 25% 50% 75% 100%

M do not trust M neutral M trust hard to say
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Figure 2.14.2 Trust toward independent/alternative media (by gender)

female 18.9% 13.3%
male 22.3% 76%
[ ]
0% 25% 50% 75% 100%
M do not trust M neutral M trust hard to say

Figure 2.14.3 Trust toward news shared by others on social media (by gender)

female 39.8% 12.2%
male 6.5%
[ ]
0% 25% 50% 75% 100%
M do not trust M neutral M trust hard to say

2. As reported above, although young people (18 to 29 years old)
spend relatively less time on news exposure, more young users tend to trust

their news sources than the middle-aged and senior groups.
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Figure 2.15.1 Trust toward traditional media (by age)

\
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Figure 2.15.2 Trust toward independent/alternative media (by age)
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Figure 2.15.3 Trust toward news shared by others on social media (by age)
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3. Users with a higher education background are more likely to
indicate that they trust the news from traditional media (41.4%) and from
independent/alternative media (23.1%), while users with lower education
levels feel more uncertain about or hesitate to trust news from independent/
alternative media (13.4%) and that shared or posted by other people on
social media (13.1%).

Figure 2.16.1 Trust toward traditional media (by education level)
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Figure 2.16.2 Trust toward independent/alternative media (by education level)
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Figure 2.16.3 Trust toward news shared by others on social media (by education level)

university or
college education

high school education
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M do not trust M neutral M trust hard to say

4. More users with middle range or higher income tend to trust
news and information from traditional media. More users with lower
educational backgrounds feel uncertain about or hesitate to trust news from
independent/alternative media or shared/posted by other people on social

media.

Figure 2.17.1 Trust toward traditional media (by monthy salary)
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Figure 2.17.2 Trust toward independent/alternative media (by monthy salary)
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Figure 2.17.3 Trust toward news shared by others on social media (by monthy salary)
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Conclusions and discussion

Thanks to the high Internet penetration rate and widespread adoption
of smartphones in Hong Kong, getting news from digital media has
become very common. With traditional media active in digitisation and
the adoption of multiple platforms and technologies for news production

and distribution, maintaining and improving content quality and credibility
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ought to be an important item on their agenda for future development.
For Hong Kong residents, traditional media remain the most trusted
information source at the moment, even though the level of trust is modest.
To achieve sustainable development, news credibility is the key in this
ever-changing, complex digital media market. Social media companies
should design tools to help users to evaluate news authenticity and develop
interventions to improve news literacy. Enabling users to navigate the
chaotic digital media environment and judge news authenticity should also
become a top priority for social media companies in the future.

Most Hong Kong residents are passive media users. One of the
implications of this finding is that news media can leverage their social
media platforms or smartphone applications to better engage their
audiences. Research has suggested that notifications from social media
platforms or smartphone applications have become many users’ side doors
to news and up-to-date information (Newman, Fletcher, Kalogeropoulos,
Levy & Nielsen, 2018). News media can act on this emerging mode of
news exposure and push news to users.

Intention to pay for news is low, and news organisations are getting
little income from their users. News media need to think about how
to better engage them and cultivate their purchase intention in more
innovative ways. Hong Kong residents have a limited understanding of new
technologies. This is partly due to low adoption rates and partly due to low
new media literacy. News media could take fuller advantage of such new
technologies to enhance user experience and improve residents’ recognition
and knowledge of these technologies. However, news media in Hong Kong
have yet themselves to harness the power of innovative technologies. This

is a promising area worthy of further exploration.
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between 40 and 60 minutes. Questions focused on the following three
issues:

* What is the status of Hong Kong media organisations in terms of
digital development? How much impact has new media technology
had on Hong Kong’s media organisations, especially those from
traditional platforms? How much impact has it had on the structure
of the target audience, on the mode of content production and on
the business model? Have these effects had positive or negative
effects on media organisations? What are the specific influences and

changes within media organisations?

As key decision-makers, how have media chiefs in Hong Kong been
responding to emerging platforms and technologies such as social
media, big data, virtual reality and artificial intelligence? What
specific measures have they been taking to digitise their media?

Which areas in the industry have adopted new media technologies,

In addition to the surveys on Hong Kong’s media users and content and which are still dependent on traditional media technology?
producers, our research team conducted individual in-depth interviews What changes have Hong Kong media chiefs carried out in terms of
with senior executives of prominent media organisations in order to add to production processes, organisational structure and human resources?

our analysis their views on how local media have responded to the rapid What is the best way to develop a digital development strategy

development of media technology and the resulting dramatic changes in the to cope with the impact of media technology development on the
market environment. market environment and on the business model of Hong Kong media

Selection of the 12 respondents (see Appendix) was based on their organisations? Will Hong Kong media organisations increase their
influence and representativeness in the industry, as well as the diversity investment in digital media technologies? Will they also increase the
of media platforms covered. Thus, they come from different areas of the number and proportion of technical staff as well as expand the roles
media in Hong Kong, including both traditional platforms—newspapers, of technical staff in content production? Do media organisations
magazines, radio and television—and digital-native platforms. provide technical training for their employees? Are Hong Kong

The interviews took place from May to July 2018, each lasting media chiefs optimistic or pessimistic about the future development
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of their respective media organisations and the media industry in

general in Hong Kong?

* New media technology has had a huge impact on Hong Kong media
organisations, especially traditional ones, and this impact is mainly
taking place in two aspects: the market audience and the business

model.

The executives were generally concerned about the short-term
prospects of Hong Kong’s media industry, but they also believe that

new media is the focus of future development.

The most important way Hong Kong’s traditional media organisations
are responding to new media technology is by increasing information
distribution platform and integrating information distribution

channels.

These Hong Kong media leaders mostly remain convinced that
the principle of “content is king” is still valid, no matter what

technological changes occur.

The application of new media technologies such as data news, virtual
reality and data visualisation is still not widespread in Hong Kong's
media industry, and the use of artificial intelligence (Al) technology
to automate news content is still rare.

* Low financial resources and lack of any guarantee of economic
returns are the main reasons why Hong Kong media organisations are

cautious about adopting new media technologies.

Hong Kong Digital Media Report 2018

* Most media organisations in Hong Kong lack a long-term digital
development strategy and seldom invest in resources to provide new

media technology training for employees.

“It is hard to strike a balance in
development for the time being. We
are facing difficulties from both sides.
First, the profits of the traditional

( media have shrunk. Second, the
benefits of new media have not emerged in terms of our
investment and revenue. Therefore, all the newspaper
groups are facing difficulties... | believe that we are
seeking growth with caution. In the end, we are a
newspaper company, and we need to have minimum
sales and readership to build a feasible business model
to survive. Our newspaper must be good first, but it does
not mean that we reject developing digital technologies.
We may develop digital technologies, because we are
upgrading, groping to meet the market trend.”

Chairman, Newspaper Society of Hong Kong;
Chief Operating Officer, Ming Pao Newspapers Ltd.
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“The media market in Hong
Kong is really small, and there are
not enough resources to support
many media outlets. Now there are

so many media competing against
each other, and sometimes they have few choices about
what they can do to overcome the difficulties of lacking
resources. New media has many new outlets, but they
do not necessarily produce good quality content. Even
traditional media are limited in their ability to develop
in new areas due to lack of resources. So far we have
not found a sure-fire solution for the development of new
media. The bosses have reservations about investing
money to try something that is new but may not last.
Traditional income sources have become poor, and how
you draw income from the limited resources to develop
new media depends on the owners.”

Director, News & Public Affairs Department,
Hong Kong Commercial Broadcasting Ltd.

“In fact, for us, the new media
has three characteristics. First, they
must be two-way. Atmospheric waves
are unidirectional and can be one-

i point-to-many. Second, new media
are mobile, and do not need a fixed location, so you
can use mobile phones in different locations. Third, they
have extraordinary capacity... Our approach is to take

Hong Kong Digital Media Report 2018

advantage of the combination and coordinate between
new media and old media to achieve good results. There
is also a new business model, and we must take out and
compete with the new media. The competitive points
cover total time, number of people and business model,
and we put these three things together, otherwise you
cannot compete against others.”

Executive Director & Group Chief Executive Officer,
Television Broadcasts Ltd.

“It is a big issue for any
historical media outlet to attract
and retain users of the new media
generation. At the same time, new

media also face another test, i.e.,
they need to share and interact with the audience.
In fact, some programmes are overly interactive, so
when certain content gets published, how do you face
overwhelming positive or negative interaction? ... One
of the main reasons for the difficulties faced by private
media operations is that audiences are still accustomed
to not having to spend money to get what they want to
see. As content producers, if our content cannot make

money, how do we sustain our product?”

Director of Broadcasting, RTHK
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“We are already new media
if we define that in the context of
traditional media, but we think such

new media would not be enough
] ... This is a life platform with mediaq,
information or views. It is a life platform of a facet, and a
very important aspect. It also defines a section reflecting
a lot of its character, and even defines the nature of its
audience group. Therefore, we often say that this is a
media-centric driving force of a life platform. ”

Founder & CEO, HKO1 Company Ltd.

“Our newspapers needs to be
transformed, starting with editors and
journalists. The key is to change the
concept, actively and consciously

adapting to the trends of media
development and changes in audience demands. Saying
that the new media is a priority does not necessarily
mean that people who make newspapers have a sense
of loss. In fact, through the central kitchen mechanism
and the construction of the media studio, we want all
people to participate in the new media platform. All
media editors and reporters in the group must be all-
media journalists in the future.”

Vice Chairman & Chief Editor,
Hong Kong Ta Kung Wen Wei Media Group Limited

Hong Kong Digital Media Report 2018
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“The development of new media
is really one of our priorities, but
we need to ponder carefully about
how to implement it, especially

when things have to be done more
quickly, because it would be time wasting if things were
to go wrong and go crooked. It could cause things to go
out of focus too... Many aspects of Hong Kong Economic
Journal have been automated. We have not gone to big
data yet, but we could start with small data first. As for
artificial intelligence, for the time being it is not about
whether there is a need or not, but more about the fact
that we do not think that big yet. However, we will deal
with current output in a more user-friendly and more
understandable way.”

Chief Editor, Hong Kong Economic Journal

“We all know that the traditional
business model is difficult to continue
for ever. All the traditional media
have suffered from the impact of
network information, and consumers

and media consumption patterns have also changed...
The biggest challenge is how to persuade consumers that
costs will be incurred if they want to have high-quality
information content, and they need to pay for it. This may
take some time, or it will be like a pendulum effect.”

Executive Director, iCable News Channel
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“We have three things to do in
our media business. The first thing
is content. This is more traditional,
and each media outlet is fastidious

about content, the key is to see if
there is a new model. If just others pay me in the form of
advertising, then it would be indifferent with newspapers.
However, will there be a new model? In our case, we
are trying the subscription model. The second thing is
what we call the business operation. In April this year
we set up a new depariment called the User Operations
Department, in which we integrated everything related
to member sales. We have not seen this new structure in
other Chinese-language media organisations yet. | think
that having good articles (i.e., a good product) does not
necessarily mean you have good sales, so you have to
add up two things together. The third thing is what we call
products (that is, all kinds of technology and systems).
We have many things to rely on for product promotion,
such as traffic or business operations. How to solve
the problem of article sharing from the perspective of
products, how to improve the user’s reading experience,
how to make it more convenient for people to share their
views-we still have a lot of things to do.”

CEO, Initium Media

Hong Kong Digital Media Report 2018

“Although the ‘subscription
model’ is not very feasible in Hong
Kong now, with most of the media
content free, this model has been

‘ successful abroad (in outlets such as
The New York Times, The Washington Post and the Wall
Street Journal). Maybe one day we too will have to go
back to this road so that we can survive. It may not be
possible to rely on advertising alone, so we are thinking
about whether to move forward in the direction of the
subscription model... We hope that user subscriptions will
be a major source of revenue one day. Although there
are fewer people who buy newspapers at newsstands,
we hope that more people will subscribe to newspapers
online to make up for the losses.”

CEO, Next Digital Ltd.
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“l think the commercial soil
the new media is planted in is still
very insubstantial. This is similar
to ecological development.

We all know that in ecological
development, some lichen appear first, and then some
plants grow slowly, followed by primitive animals and
then complex animals. If you ask me about the status of
the new media in Hong Kong right now, | would say it is
in the stage where lichen is growing into primary plants
or advanced plants. However, our traditional media
industry is already an advanced animal, so how do we
adapt to the new environment, which is still in the initial
stages? | think one of my tasks in the coming years is to
take up this challenge, and to transform ourselves so that
we become a survivor. That would our goal.”

—Siu Sai Wo

Sing Tao News Corporation Ltd.
® & & & o o o o
1

and said that | believe Al is going to change natural

w

“l believe that Al is going to
upend the news industry in a way
that most of us are probably not
discussing yet. | have talked about

this on the record a number of times

language processing and natural language generation,
and both of these are going to massively impact news.”

—Gary Liu

CEO, South China Morning Post Ltd.

Hong Kong Digital Media Report 2018

Discussion of summary of interviews

1) New technologies have had a huge impac

areas of the market audience and business models.

Hong Kong media chiefs all acknowledged the massive effects of the
emergence of new technology on the media organisations they are working
in.

First, from the user perspective, the development of the internet has
undoubtedly changed the public’s media consumption habits in Hong
Kong. Thanks to the openness of online networks, real-time delivery and
other technical features, more and more consumers choose the speedy, cost-
free information available online rather than traditional media channels.
The interviewees pointed out that this makes it difficult for the Hong Kong
media to operate because audiences are accustomed to seeing what they
want without paying for it. It is difficult for content producers to survive
when media content is hard to charge for.

Second, online content users have also changed their preference for
content information. Video has become the most popular format for news
content, while long-form news reporting as done by the traditional media
is no longer popular. However, a number of Hong Kong media chiefs still
believe that no matter what changes there are in media patterns, there will
still be some people who continue to use print media as their main channel
for receiving media content, so there is still room for the survival of the

print media in the future.
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Third, the print user group is aging, and younger audiences are more
inclined to obtain information from social media-based network platforms.
Their choice of media means their world of information is no longer
confined to the local but has become internationalised. In addition, a
number of respondents also mentioned that their own media organisations
are also making adjustments to attract younger users and international
audiences, hoping to expand their audience market size.

The development of new media technology has had the most
challenging impact on the commercial operations of Hong Kong’s media
organisations, including the original business models of the traditional
media, i.e., purchasers/subscribers and commercial advertising as the
core revenue sources. Nevertheless, advertising remains a major source
of revenue for most media organisations in Hong Kong, and new business
operations and profit models are still far from certain. Many of the Hong
Kong media chiefs interviewed used the expression “under-exploration”
to describe the current state of the search for a new and effective business
model.

In essence, Hong Kong media organisations have been exploring three
main alternative business models. The first is using their existing platforms
to provide offline value-added services such as book fairs, seminars,
exhibitions and tours. The second is to develop an e-commerce business,
such as direct sales of advertisers’ products. The third is to get users to pay,
by such means as building a pay wall or setting up a membership system.
However, when it comes to the payment model on digital media platforms,
the views of the respondents were different. Some argued that this kind
of model does not necessarily work in Hong Kong, but others said that,

with current payment systems not having much effect, users will have to
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become a major source of revenue for future media, and this channel is

worth exploring.

2. Hong Kong media leaders are generall
Kong’s media indusiry, but they also believe tha
new media are the future focus of development.

First, they note that the Hong Kong market is very limited, with a
total population of only a little over 7 million, and yet the media scene is
well developed, with a large number of media organisations. This means
that competition is fierce. When the internet became available in Hong
Kong, media users also gained easy access to media content from other
parts of the world, so the competition in the already saturated Hong Kong
market became even more intense. This fierce rivalry has caused the
traditional media business model to disintegrate gradually in the new media
environment, yet at the same time a new media management model has not
yet formed. Thus most Hong Kong media organisations in Hong Kong are
struggling.

Second, over the past dozen years internet-driven technological
innovation has brought about transformation in all aspects of the society,
and the media is one of the most affected. However, the decline of Hong
Kong’s print media has not been compensated for by an equal maturity
of Hong Kong's digital media platforms. As one respondent said, the
“commercial soil” Hong Kong’s new media are growing in is still “very
insubstantial”. To sum up the views of the respondents, the media market in

Hong Kong remains in a period of constant change and adjustment, and in
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the short term the vast majority of Hong Kong media, both traditional and
digital-native, will continue to struggle to survive in a state of uncertainty.
At the same time, all respondents agreed that new media and new
technology is the trend for the future, and they have to develop new ideas
and technology as an indispensable part of their management duties. A
number of respondents also made it clear that their main task in the next
two or three years would be to further promote media reforms, create
new media platforms with new ideas and try out new business models.
However, a few respondents also said that while it is imperative to develop
new media, the implementation of reform needs to be gradual, and the

development of new digital content platforms should be based on what

performs well on the original media platforms.

dissemination platforms and at the same time

integrate their information dissemination channels

In the early days of the internet, the response of the overwhelming
majority of Hong Kong’s traditional media was to set up a website and
just put offline content online. Later, as social media became more
common, media organisations began to set up accounts on platforms
such as Facebook. Once smartphones became mainstream, media outlets
began to design and operate their own mobile applications and to open up
moving content platforms for mobile. All respondents said that their own

media organisations had followed this multi-platform development trend.
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For traditional media, in addition to the original platforms—newspapers,
magazines, radio and television—they also have their own websites and
social media presence. As far as digital-native media are concerned, their
information distribution is similarly not limited to a single platform.

Some Hong Kong media have gone further and experimented with
two initiatives: content segmentation and integrating content distribution
channels on different platforms.

Rather than simply publishing the same content in the same form
on different platforms, these media started to prepare different content
according to the technical characteristics of these platforms. For example,
they publish in their traditional media the kind of content that is more
serious in nature and has more depth and richer writing skills, whereas
online their content focuses more on user experiences and imagery, with
the main purpose being to boosting traffic.

At the same time, some are working on channel integration as a way
of dealing with multiple platforms at the same time. The simplest way
of doing this is to display partial content on a free platform, to get a full
version to the audience who want to get the full version. Some media place
the same content on different platforms but in different genres, so that
users need to view both content published online and offline to get the full
story. For example, a respondent mentioned the concept of the “integrated
print and online offer”, with content on a Facebook account also being
downloaded to the website, and online content in the content library can
also be placed in mobile applications. In addition to text, it multimedia

content is inlcuded.

Chapter 3 : Personal Interviews with Hong Kong Media Chiefs



remains unchanged.

They believe that the real value of media is its content, and technology
is just a tool for serving content. Media people have always been “the
people who produce content”, and “content is king” remains their byword
today. The production of high-quality content in today’s information
explosion is becoming more important than ever before. Therefore, the
quality of the content should not be sacrificed in the process of adapting
to the new context of communication, business and technology, and the
development of any new media technology needs to be based on the
prerequisites for maintaining quality content. As one respondent said, the
news media organisations have always been “content first” and therefore,
“It is impossible not to have solid, test-proof content”, while technology is
“playing a supporting role” in news media organisations.

The insistence on quality content reflects the sense of social
responsibility among respondents. It also shows that journalistic
professionalism still has an important place in the Hong Kong news media
context, although the industry has faced multiple pressures in recent years.
The media chiefs generally believe that the pursuit of true and accurate
news is still the basic goal of journalists, and news organisations should
still assume their traditional social functions and professional conduct.
In addition, some respondents noted that media organisations should
pay attention to and follow ethical guidelines when using new media
technologies. For instance, when using technology to capture user data,

they should do their utmost to protect the privacy of the users concerned.
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. The application of new media technologies such

as data news, virtual reality and visualisation is still

not widespread in the Hong Kong media industr

and the use of artificial intelligence technology 1o

automate news content is still rare.

In the course of the interviews, most Hong Kong media chiefs
mentioned that they had already noticed that some outlets outside Hong
Kong had begun to use new media technologies such as big data, artificial
intelligence (Al), virtual reality (VR) and augmented reality (AR) in the
production of news content. In fact, a few local media have also been
experimenting with them too. For example, one or two television stations
in Hong Kong have started to produce AR news content, and some news
outlets have been using drones for coverage. Individual respondents also
said that their media organisations were using big data technologies to
personalise content delivery for their audiences. However, at present, only
a small number have adopted these new media technologies, so they are far
from widely used yet.

In recent years many news organisations in China and other countries
have been trying to adopt artificial intelligence (AI) technology to produce
news content, including the use of robots instead of reporters to write
financial stories, sports news and weather items and other formulaic
content. However, the Hong Kong media chiefs had differing views on
this. Some said that robots would never replace humans in the news
production process, while others were confident that the application of Al
would be the general trend and the mainstream of vigorous development in

the future. Yet despite the general positivity towards Al, the vast majority
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of respondents said that they would not consider using it to automate
their news content production process for time being, and would wait and
see how these technologies turned out before deciding whether to make
the move or not. In other words, no Hong Kong media organisation has

seriously attempted to use Al technology for content production yet.

5. Inadequate financial resources and the lack of
guaranteed economic returns are the main reasons

or the cautious attitude of Hong Kong media

anisations towards the introduction of ne

echnologies.

The majority of respondents said that economic factors were the main
reason hindering the adoption and development of new media technologies.
They pointed out that media organisations are not technology developers,
only technology users. The introduction of such technologies requires
high capital investment, and currently the industry in Hong Kong is in a
state of uncertainty, with many media facing unprecedented challenges
to their original business models. To spend a lot of money on a new
media technology that does not guarantee a short-term economic return
is therefore unattractive, and there has been little effort to see if money
can be made from it. As one respondent said, “Hong Kong’s market is so
small, investment in technology and hardware or software for online media
platforms has so far had a relatively low economic impact.”

Besides, many respondents believe that new media technology is very
often just a “gimmick”, only changing the way content is presented rather

than changing the content itself. Therefore, because they are “content
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people”, investing a lot of resources in the development of new media
technology was seen as rather trivial.

An added problem is that investment in and the introduction of new
media technology and equipment means that media organisations have
to recruit professional and technical personnel to use, operate, repair and
update the new resources. Only a small number of traditional media in
Hong Kong have gone so far as to set up special departments or groups
dedicated to producing new media content, operating new media platforms
or exploring new production modes. The majority of the respondents’
media organisations basically maintain their original organisational
structure unchanged, without making any adjustments in response to the
emergence of the new situation. In other words, the production of new
media content in many traditional media in Hong Kong still blends with
traditional platforms. It is a common practice for journalists and editors
in Hong Kong to take into account the content requirements of new media
platforms while producing content, but, although some media, including
digital-native media, already have their own small-scale technical teams,
these technical staff are still in a relatively marginalised position. As one
respondent said: “The role of IT in content production is not very strong”.
Technical staff in Hong Kong media organisations are mainly responsible
for the operation and maintenance of new media platforms rather than daily
news production. Respondents also said that their media organisations
would not recruit specialised technical experts. If there were any demand
for data mining, they would rather use specific software developed by

others or outsource the project to a technical company.

7. Most media organisations in Hong

long-term digital development sirategy and rarel
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In the interviews with Hong Kong media chiefs, it was noted that
most Hong Kong media organisations had not formulated long-term
digital development strategies. As a result, many have not introduced new
technologies in a planned manner, often experimenting with them through
the personal enterprise of staff members who are interested or through new
recruits or even student interns. In other words, the process of adopting
new media technologies is not top down but bottom up. Many interviewees
also said that with the continuing emergence of new media technology in
recent years, experienced senior staff are struggling to keep up, most of
them continuing their daily content production practices in accordance with
experience accumulated over the years. If they do adopt new technologies,
they prefer to keep them at a relatively simple level, such as digital image
acquisition, digital content publication, and so on.

In terms of human resources development, the majority of respondents
said that most Hong Kong media organisations had not developed a
thorough new media skills training system. They have not invested enough
resources in training staff members, neither had they set up internal
training departments. Instead, they would rather encourage employees to
learn how to use new media technologies in their spare time. Some media
organisations occasionally invite experts to run seminars or lectures for
their employees, while others provide subsidies for employees who want
to attend technology-related courses after work. Overall, however, most
Hong Kong media have not put the development of new technologies at the
strategic level, preferring to rely on innovative ideas from junior staff who

are personally interested in new technologies.
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Emerging digital information and communication technologies
(ICTs) are gaining increased presence in newsrooms. Social media,
immersive media like augmented reality/virtual reality (AR/VR), and
data science applications for data-driven journalism, as well as an array
of advanced video-making tools like drones and 360-degree cameras,
are today commonly involved in many aspects of news production —
story idea seeking, news sourcing, information verification, news story
presentation, post-production content dissemination and promotion, and
audience engagement (Gulyas, 2013, 2017; Hanusch, 2017; Olausson,
2017; Ottovordemgentschenfelde, 2017; Spyridou, et al., 2013). This

trend has produced a greater need for technical support staff to enable and
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maintain ICTs. Several famous international legacy news organizations
have established news teams or branches that adopt advanced digital media
technologies, such as the “NYTVR” team (producing VR-based news)
and Upshot (producing data-driven journalism) of The New York Times,
Guardian Interactive of The Guardian, Bloomberg Graphics of Bloomberg,
FT Data of Financial Times and BBC News Lab of BBC. A number of
digital-born media, such as BuzzFeed and Vice, are also trying new ways
of storytelling.

This project offers an empirical examination of the extent to which
emerging ICTs are involved in news production in the six aspects
mentioned above. It also examines the extent to which media professionals
collaborate across disciplines with their new technical-expert colleagues
who come from outside the field of journalism. With the emergence of
data-driven journalism and immersive media, programmers and designers
are taking up crucial roles in the newsroom. Another possibility, though,
is that journalists with traditional training may attend further studies
and join workshops to catch up with the latest developments in digital
transformation.

This project was carried out in Hong Kong, a media-saturated city with
high internet and social media penetration rates. Our survey covered media
professionals in the territory’s major news organizations. It was designed
to map out the adoption of emerging ICTs in Hong Kong’s newsrooms and
to assess the collaboration between practitioners with different domains of
expertise to meet the challenge of new technologies. The conclusions we
came to give some indication as to how journalists can better use emerging

ICTs to facilitate all aspects of news production in the digital age.
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Previous research has examined how Hong Kong journalists have
adopted new ICTs in their work. In terms of social media, for example,
Chu (2012) interviewed several journalist bloggers and analysed their
blog posts; he found that these journalists used blogs to make sense of
their professional lives and to articulate their news values and ideologies,
but that interactivity was very limited. As to data journalism, only a small
number of news organizations have embraced data-driven news reporting.
The project documents the differences in ICT adoption between legacy
media (the traditional media: print outlets, broadcasters, publishing houses
and other news organizations whose major news reporting and presentation
approaches were present before the information age) and digital-born media
(whose major operations are based online). Defined like this, for example,
South China Morning Post, an English-language newspaper founded in
1903, is typical of legacy media, whereas HKO1, a mainly online outlet
established in 2016, is regarded as digital-born. In Hong Kong, the media
market is in fact still dominated by a few large legacy media and digital-

born media are at a nascent stage.

Considering the above review of literature and the context of Hong

Kong, the project posed the following research questions:

RQ1: To what extent are emerging media technologies involved in

the following six aspects of news production in Hong Kong’s local news
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organizations?
1. Topic selection and story idea generation
News sourcing
Information verification

2

3

4. Data collection channels

5. The presentation methods of news stories
6

Post-production promotion and audience engagement

RQ2: To what extent are journalists performing interdisciplinary
collaboration with co-workers who have different domains of expertise in

news production within the Hong Kong local organizations ?

The researchers conducted an online survey over the two months of
July and August 2018. The study targeted at all professionals involved
in all aspects of news production, including frontline reporters, editors,
programmers who are related to data collection and visualisation for news
investigation, as well as designers for news content. The focus was on
local news media. When it is impossible to compile a valid framework to
draw a random sample from all the news professionals in Hong Kong, the
participants were recruited through the snowball sampling method. The
research team reached the contact persons of the several major journalism
organizations, such as the Hong Kong Journalists Association (founded
in 1968) and the Hong Kong Federation of Journalists (founded in 1996).

Then the team requested their consent to invite members from their

Chapter 4 : Survey of Content Production in Hong Kong Media



organizations to participate in the survey. Simultaneously, the research
team also reached editors-in-chief or managerial-level staffs from several
news organizations in the city, including broadcasting organizations, print
media, and digital-born media, and requesting their consent to invite staff
from their organizations to participate in the survey. Prior to the beginning
of this research, permission the University’s Research Ethics Control
Commission was obtained, and all participants were properly briefed
before being asked to give informed consent. Each participant was offered
a HK$100 coffee coupon as an incentive. A total of 255 participants
completed the entire survey.

In the sample, 55.42% were female. On average, the participants were
aged between 25 and 40. Most reported a monthly income of between
HK$30,000 and HK$39,999. More than half (52.54%) of the respondents
reported that they had a bachelor’s degree, and just over one third (27.45%)
reported a postgraduate degree. In terms of platforms, two thirds (66.67%)
of the media professionals were from print media, one tenth (10.20%)
were from digital-born media and just under one tenth (8.23%) from
broadcast media. As mentioned, the most influential media organizations
that occupying the largest markets shares are legacy media, which resulted
in a disproportionally large number of respondents from legacy media,
compared with those who were from digital-born media. Our sample
contained almost equal proportions of reporters who had been working
for their organization for more than five years (31.76%), those who had
worked between 1 and 3 years (26.27%), and junior reporters who had
worked for less than 1 year (28.62%). Over half of the respondents (53.53%)
were handling the news and politics beat; whereas 54.90% were frontline

reporters (compared to editorial staffs).
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Measurements

The measurements included different aspects of news production,
including the extent to which traditional and digital platforms in (1) topic
selection and idea seeking; (2) news sourcing; (3) information verification;
(4) data collection channels; (5) ICTs involved in news presentation; and (6)
post-production, including content promotion and audience engaging. Also,
the project tackles knowledge and collaboration models of interdisciplinary

domains in the newsroom settings.

Results and summaries

1. News topics are sought and selected mainly

hrough traditional approaches, i.e., following

editors’ recommendations or referring to othe

news organizations. Media professionals working in

digital-born news organizations use online media
o seek story ideas more frequently than those in

legacy media.
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Table 4.1 reports the approaches used for topic seeking and story idea

generation.

Table 4.1. Responses to questions about methods of topic selection and story

idea generation

“How often do you use the following methods when you’re selecting topics

concerned with news stories? (1 = rarely use; 5 = frequently use)”

Legacy Media Dig{\;gl{-jti)é)m
(n=229) (n = 26)
M SD M SD
Editors’ recommendations 3.45 0.88 3.77 0.65
Otfher news organizations 3.40 0.84 3.58 0.90
Forums (such as HK Golden) 2.78 0.93 3.08 1.13

2. News sourcing and information verification rely on
raditional offline channels. Media professionals in

Tables 4.2a and 4.2b address the primary channels of news sourcing

and information verification.

Table 4.2a News sourcing

“How often do you use the following methods when you are searching for news

sources? (1 = rarely use; 5 = frequently use)”

Content communities and crowdfunding

sites (such as Wikipedia) 289 1.01 312 1.07

Microblogs (such as Twitter) 2.69 1.09 3.04 1.08

Multimedia hosting and sharing platforms

(such as YouTube, Flickr) 2.85 107 2.88 1.28

RSS pages and apps (such as newsfeeds) 3.08 0.95 3.38 0.98

These responses show that topic selection relies primarily on
traditional approaches supplemented by digital platforms. The rapid
development of the internet has given rise to an increasing use of
multimedia, but when it comes to story seeking, in general Hong Kong
media professionals still follow the tried-and-tested ways, for example,
by following editors’ top-down recommendations, or taking reference
from other news organizations. Digital-born media practitioners are more
likely than their legacy media colleagues to gain inspiration from digital

channels, like social media websites, forums and content communities.
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Legacy Media Digitakborn Media
(n=229) (n=26)

M SD M SD
Face-to-face/Phone/Written or Emaill
Inferviews 4.02 1.02 416 0.94
Press conferences 3.56 1.13 3.56 1.08
Public relations or advertising
organizations 3.15 094 3.16 1.1
Ofher news organizations 3.28 0.88 3.40 1.04
Blogs 2.40 0.97 2.48 0.87
Forums (such as HK Golden) 2.56 0.99 2.52 1.08
Content communities and
crowdfunding sites (such as
Wikipedia, Yahoo Answers, Zhihu) 2.73 1.03 2.68 0.95
Microblogs (such as Twitfer, Weibo) 2.52 1.11 2.72 1.17
Social media (e.g. Facelbook,
Instagram, Linkedin) 3.26 0.99 3.32 1.03
Multimedia hosting and sharing
plafforms (such as YouTube, Flickr) 2.96 1.08 3.08 1.08
RSS pages and apps (such as
newsfeeds) 2.67 1.14 2.64 1.35
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Table 4.2b News sourcing

information? (1 = rarely use; 5 = frequently use)”

“How often do you use the following methods to verify the authenticity of

Legocy Media

DigitaHoorn Media

(n=229) (n=26)

M SD M SD
Inferviewees 4.29 093 4.24 0.83
Colleagues 3.40 0.93 3.52 1.05
Data from academic insfitutions, non-
profit organizations, crowdfunding 3.69 0.96 3.88 0.93
ouflets
PR or advertising organizations 3.09 1.11 3.08 1.15
Otfher news organizations 3.40 0.90 3.40 1.08
Government officials 3.36 1.15 3.44 1.19
Datfa requested Through the Code on 5 60 117 80 190
Access o Information
Firsf—hqmd d‘o‘ro collecﬂon‘(e g 218 104 260 108
questionnaires and experiments)
Blogs 2.21 1.05 2.28 1.10
Forums (such as HK Golden) 2.27 1.05 2.40 1.12
Content communities and
crowdfunding sites (such as 2.54 1.07 2.64 1.04
Wikipedia, Yahoo Answers, Zhihu)
Microblogs (such as Twitter, Weilbo) 2.26 1.07 2.52 1.05
Social mediq (e.g. Facebook, 275 116 280 112
Instagram, LinkedIn)
Multfimedia hosting and sharing
platforms (such as YouTube, Fickr) 258 s 260 He
RSS pages and apps (such as 038 113 2 40 144
newsfeeds)
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Credible sourcing and seeking multiple methods for information
verification are crucial in the effort to uphold news professionalism. In
the digital age, the popularisation of social media has provided more
information channels for journalists, but at the same time the massive array
of information circulated online makes verification more challenging.

The above results demonstrate that searching for news sources and
verifying information rely mainly on traditional methods, though digital-
born media practitioners’ information verification methods appear to be
more diverse. On information sourcing, in general traditional interviewing
is still the dominant method, but digital-born media are more inclined to
seek sources via online channels. Furthermore, the two types of media
differ in the ways they verify information and cross-check. Legacy media
are more inclined to use offline methods such as verifying information
from interviewees and public relations organizations, whereas digital-born
media are more likely to use data, materials and other information found

through different channels, including social media.

3. Public data released by government depariment

and research institutions are major channels fo

Table 4.3 shows how news professionals obtain data (here data refers
to spreadsheet structured data, which is also machine-readable and ready

for statistical analysis).
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Table 4.3 Sources of data

“How often do you use the following ways to collect databases in the process of

news covering? (1 = rarely use; 5 = frequently use)”

Legacy Media Digital-born Media
(n=229) (n=26)

M SD M SD
Public dafa or records 3.58 0.98 3.58 1.06
Data collected through the Code on
Access o Information 2.66 1.08 258 1.10
Spontaneous investigation (e.g.
questionnaires and experiments) 2.60 1.16 2.83 1.13
Data provided by business institutes
orindustries (e.g. Nielson's viewership
report) 3.12 1.05 2.91 1.04
Data leaks (e.g. WikiLeaks)

2.32 0.99 2.38 1.01
Data collected by the media
organization itself 311 1.09 3.30 1.22
Infernet data scraped by using
Application Programming Inferfaces
(APIs) and ofher tools 212 1.05 2.52 1.08

Media professionals in our sample in general reported that the data
they most frequently used was from the government or from government-
supported institutions. The legacy media are more inclined to use published
data or data from institutions and ready-made data offered by other
commercial sources. Digital-born media are more likely to collect data
themselves, through questionnaires and scraping via APIs or custom-made

tools.

4. Most respondents reported having incorporated
data and video elements for news presentation
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Tables 4.4a and 4.4b demonstrate the extent to which media

professionals have adopted emerging ICTs.

Table 4.4a Content presentation methods in the news reporting process

“To what extent have you used the following ICTs during your daily news

reporting (Yes = 1, No = 0), percentages of “Yes” are reported.

Legacy media Digitakoorn
(n = 229) media
(n=26)
Dato-driven journalism 51.97% 69.23%
Immersive media (AR/VR) 6.11% 7.69%
Drone reporting 23.58% 26.92%
Special video fools like 360-degree camera/
Gopro 26.64% 19.23%
Remote sensing/satellite imagery 6.99% 11.54%
Speech recognition 11.79% 15.38%
Live video sfreaming 44.54% 57.69%

It was found that data journalism and advanced video stories are
important in Hong Kong news reporting. Most respondents said that they
had included data elements in their stories, and around half the respondents
reported that they had used live video streaming and about a quarter
reporting with drones and unconventional video cameras. This suggests
advanced development of video stories. Meanwhile, techniques such as

remote sensing, satellite imagery and speech recognition are hardly used.
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Table 4.4b Platforms for live video streaming

“Which of the following software or mobile apps have you used to conduct live
video streaming (including shooting, streaming, and editing)? (Yes = I; No = 0)”

percentages of “Yes” are reported.

Table 4.5a Platforms for audience engagement

“Which of the followings are your main platforms to engage the audiences? (Yes

= 1;No = 0)” percentages of “Yes” are reported.

Legacy Media Digitakoorn
(n = 229) Media
(n=26)
Apps designed by your media organization 48.03% 61.54%
Facebook groups 74.24% 65.38%
Email groups 6.99% 11.54%

Legacy Media Dig’\;gg%om

(n=229) = 26)
iMovie 20.52% 11.54%
WireCast 4.80% 7.69%
Facebook mobile app 51.53% 26.92%
YouTube mobile app 19.21% 7.69%
Final Cuf 15.28% 23.08%
Adobe Premiere 36.24% 61.54%

Following on from the previous question, the project focused
specifically on tools and platforms for video live streaming because these
are gaining ground in the form of immersive journalism. It was found that
Facebook’s mobile app dominated the field, usage being much higher than
other packages. Interestingly, the adoption rate of live streaming is higher

in legacy media than digital-born media.

promotion and audience engagement:

Facebook dominates as the channel for audience
engagement, and reporters use social media ta
build interpersonal networks.

Tables 4.5a and 4.5b report the extent to which social media are
involved in two phases of the post-production process: 1) promotion of

news stories and 2) audience engagement.
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Table 4.5b reports the extent to which media professionals engage
their audiences via social media channels after news stories have been

published.

Table 4.5b Using social media for audience engagement

“To what extent you are using social media for the following activities, after the

news reports have been published? (1 = rarely use; 5 = frequently use)”

Legocy Media DigitaHoorn Media
(n=229) (n=26)

M SD M SD
Replying to audience comments 2.64 1.14 2.81 1.20
Using social media fo build
inferpersonal networks among peers 3.00 1.11 3.80 091
Posting comments on the social
media pages of other media
agencies or peers 2.63 1.10 2.92 1.09
‘Mentfioning” other people on your
social media 2.57 1.07 292 1.20

Facebook plays a crucial role in Hong Kong’s news organizations

for audience engagement. We found that among digital-born media,
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apps designed by themselves are used more often than their legacy
media counterparts. On the other hand, legacy media are using Facebook
more frequently. Email groups are not common in Hong Kong news
organizations for audience engagement.

Social media thus are used for enlarging interpersonal professional
networks. On average, media professionals in digital-born media use social

media for audience engagement more frequently.

5. In our sample, respondents reported limited

knowledge of data analytical skills; interdisciplinar

collaboration is not very marked.

To meet the digital challenge, it seems crucial for traditional journalists
to engage in self-study or join extra workshops or courses to catch up. It
is also crucial for news organizations to hold extra workshops for their
reporters and editors to catch up with the latest developments in the field.
Only just over a quarter (26.19%) of respondents reported that their news
organizations had held training programmes, seminars and workshops
on digital science and techniques (e.g. data journalism, data mining, data
visualisation). Only a slightly larger proportion (28.17%) had participated
in such training programmes in the form of attending workshops, seminars,
briefings and self-study courses or taking a higher degree in the speciality.

The project also asked how respondents evaluated their understanding

of an array of data analytical tools, and the results are shown in Table 4.6.
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Table 4.6 Knowledge of data science tools

“To what extent are you familiar with the following software or tools? (I =

totally unfamiliar at all, 5 = very familiar)”

Legacy Media Digita-born Media
(n = 229) (n = 26)

M SD M SD
General data analysis tools (soft-
ware, packages or programming
languages)
* Excel 3.44 0.87 3.58 0.95
¢ Python 1.69 0.94 1.68 0.90
R 1.58 0.86 1.58 0.88
Web design/front-end languages
* HTML/CSS/JavasScript 2.47 1.09 2.09 0.90
Data sforage and management
* Cloud computfing 2.16 1.13 1.84 1.14
* Databased (SQL, MongoDB) 2.00 1.12 1.68 0.95
Data processing and visualization
* Jableau 1.66 0.87 1.76 1.09
* Open Refine 1.51 076 1.56 0.96
* ScrapingHug.com 1.52 0.76 1.58 0.95
¢ Infogram/ Canva/ Datawrapper/
Carto 1.79 1.05 223 1.31
Code sharing and collaboration
platform
* GitHub 1.71 0.94 1.85 1.08

Excel and web-related codes are the two toolkits best known by
respondents. Advanced data analysis and visualisation tools that are gaining

ground in the field—such as Python, Database, Canvas, Open Refine, and
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GitHub-are much less known among journalists. This result indicates that
media institutions should strengthen provision of training in data science
and relevant techniques as needed by journalists.

Tables 4.7a and 4.7b report the extent to which programmers and

coders are working as part of news production teams.

“In your media organization or team, what role(s) do coders/programmers take
in news production? (1 = Yes, 0 = No, multiple selection allowed)” percentages of

“Yes” are reported.

Legacy Media Digital-born Medlia

(n=229) (n=206)
Taking the infiative to launch a new
project 8.30% 15.38%
Taking part in the project in the early
stages 12.22% 26.92%
Taking part in the project in the late-
ferm stages 17.90% 38.46%
Providing assistance if needed 43.67% 61.54%

“In your media organization or team, what role(s) do designers take in news
production? (1 = Yes, 0 = No, multiple selection allowed)” percentages of “Yes” are

reported.

Legacy Media Digital-born Media

(n=229) (n=206)
Taking the initiative fo launch a new
project 6.99% 11.54%
Taking part in the project in the early
stages 18.34% 38.46%
Taking part in the project in the late-
ferm stages 54.59% 76.92%
Providing assistance if needed 34.06% 50%
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As mentioned earlier, several large legacy news organizations have
established news teams or branches that adopt advanced digital media
technologies, such as the “NYTVR” team (producing VR-based news)
and Upshot (producing data-driven journalism) of The New York Times,
Guardian Interactive of The Guardian, Bloomberg Graphics of Bloomberg,
FT Data of Financial Times and BBC News Lab of BBC. A number of
digital-born media, such as BuzzFeed and Vice, are also trying new ways
of storytelling. In such a context, two types of practitioners, programmers,
and designers are playing important roles in the transformation of some
international mainstream media to digital-driven media, while they still

have a weak impact on the development of Hong Kong news media.

The above results yielded several observations. Most prominently, they
reveal answers to the three foremost issues being discussed and debated in
newsrooms in the era of big data and digital transformation:

¢ [ssue #1: Where do media professionals seek and verify information

in the digital age?

¢ Issue #2: How do media professionals present their stories with

digital media technologies?

¢ Issue #3: Are media professionals in Hong Kong well prepared for

the digital transformation?

The conclusions and elaborations are listed below.
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1. Topic selection relies on traditional approaches,
i.e., following editors’ recommendations and

requently.

2. News sourcing and verification also rely on

raditional offline channels. Media professionals in
digital-born news org

3. Public data released by the authorities, i.e.,

governmental officials, and academic institutions

are the main sources for data analysis.

The above results demonstrate that news organizations in Hong Kong
are relying on a top-down manner to determine stories to cover and follow
up on stories that have been covered by other media outlets. This indicates
a hierarchical power structure. Government officials and academic
institutions in Hong Kong also publish open data, which reporters can use.
However, the latter’s limited data science skills inhibit the collection of

data using advanced web data acquisition and processing tools.

4. ICTs and news presentation: Data stories and
advanced video stories - such as drone reporting
360-degree cameras, and live video streaming
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ground in Hong

organizations.

The findings suggest that most media agencies focus on the visual
presentation of news content, such as presenting videos shot with drones,
360-degree cameras and GoPro, and performing live video streaming.
Data-driven journalism is also becoming a new type of storytelling method.
However, their limited knowledge (see below) indata science hinders the

development of this news genre.

5. Facebook takes the main role of social media

promotion in the Hong media; social media

are also used for enlarging journalists’ interpersonal

networks to promote their own stories

In general, media professionals in Hong Kong are using social media
platforms — especially Facebook — to promote contents and interact with

the audience, as well as building up interpersonal networks.

6. Respondents reported limited knowledge in data

marginal positions in the news production team.

The interdisciplinary collaboration between data science and media

communication is far from enthusiastic. One plausible reason is that

Chapter 4 : Survey of Content Production in Hong Kong Media



most news organizations lack a clear and feasible blueprint for digital
transformation in the era of big data and artificial intelligence. The new
business models are also underdeveloped.

Another plausible reason, according to a humble observation
based on this report, is - the insufficient development of data and
media communication education. In view of an increasing demand for
professionals knowledgeable about computing and the media, more
teaching and scholarly activities in this area should be planned in the near

future.

(Wang Qile, Research Assistant, School of Communication, HKBU;
Zhang Xinzhi, Research Assistant Professor, Department of Journalism,
School of Communication, HKBU; Man Zifan, PhD candidate, School of

Communication, HKBU)
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The profound changes brought to the media by new information
technology have been felt around the globe (Cornia, 2015). Both legacy
media (traditional media—newspapers and broadcasters) and digital-native
media face the problem of how to survive and develop in the new situation.
For a media organisation, productivity has to be kept up to guarantee an
invincible position in the face of fierce competition (Ehikhamenor, 2002).
Among the three factors influencing productivity, new technology is an
important force (Shay,1991). The theory of innovation diffusion maintains
that new technology does not follow a uniform diffusion process from birth
to wide application. Individuals or organisations receive information about
it through different channels of communication, then accept and apply it in

different degrees and at different rates. The process is thus influenced by a
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variety of individual, group and social factors (Rogers, 1995; Gigerenzer
& Selten, 2001; Dearing, 2009, etc.). The Technology Acceptance Model
(TAM), established by Davis (1989), identifies the two major factors
influencing the acceptance of new technology from the perspective of
users: user-perceived technical usefulness and user-perceived technical
ease of use (Davis, 1989; Davis et.al., 1989; Matikiti et.al., 2018).

Today, Information and Communication Technologies (ICTs) have
penetrated all aspects of the media business and consumer market, resulting
in a high degree of segmentation, but also setting higher requirements
for media operations. Most media organisations have digital platforms
to manage and integrate multiple aspects of their business, including
content distribution, content presentation, interactive growth and content
realisation. However, with the rapid upgrading of new technologies, the
gap between different organisations in the application of technology has
become increasingly marked. Some quickly follow the trend, while others
are conservative and cautious and don’t take action. Behind the different
choices are not only comprehensive judgments made by these outlets based
on their history, their strengths, their target markets and their audience’s
characteristics, but also the influence of the external media system,
producing different characteristics in different regions of the world (Cornia,
2015).

This project focuses on Hong Kong, a region with a unique media
environment. First, although Hong Kong’s market is small, its media are
highly developed. With its large number of news organisations and a highly
segmented market, the intensity of competition is on a level rarely seen
anywhere in the world. Second, the special historical and geographical

environment has enriched and diversified Hong Kong’s information
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milieu. The audience can easily find information from all over the

world, especially since the popularisation of the Internet, and this further ; . : :
Year / Court Legacy media Digital native media
intensifies the competition in the sector. Moreover, the high cost of office 1004 : 0
rents and staff salaries raises the threshold of access for media startups 1005 5 0
and squeezes their profit margins. In these circumstances, for most Hong 1096 17 0
Kong media organisations survival is more important than development. 1997 14 0
Therefore the application of new technology is not so much a choice as an 1098 15 1
urgent need. However, for both legacy and digital-native media, wandering 1999 1 1
and confusion are a common condition as they try to work out how to apply 2000 2 2
. 2001 22 2
these technologies. w0
. . . 2002 23 4
Hong Kong is the place where China’s first newspaper was born.
2003 24 4
With its long history, the territory’s media industry is in a leading position
2004 25 5
in the world because of its abundant information, press freedom and - . .
mature development. After the Internet took off in 1994, many media 006 0 5
took to publishing their content on the World Wide Web, and it gradually 0007 30 0
became an indispensable channel. But in this period, the dominant digital 2008 30 10
platforms were still those developed by the legacy media, and the power 2009 31 10
of digital-native media was still relatively weak. But since 2010, with the 2010 31 1
development of communication technology and the spread of 4G high- 2011 33 13
speed mobile networks, digital-native media have seen explosive growth, 2012 35 v
and have quickly seized the market. Legacy media with digital platforms 018 » 23
. . 2014 35 28
have continued to grow but only slowly and their market has become
2015 35 36
saturated. By 2016, digital-native outlets already outnumbered legacy
2016 37 43
media and were growing rapidly.
2017 37 46
2018 37 47
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Competition between the two types of media has been particularly
intense in Hong Kong. From the external perspective, the legacy media
are highly developed and have a very strong foundation built up over their
many years of penetration throughout society, enabling them to cultivate
loyal audiences. Yet Hong Kong was an early adopter of the Internet and
provided plenty of room for the development of digital outlets with its
solid network infrastructure, the high penetration rate of its high-speed
mobile networks and the wide popularity of social media.

In terms of internal strength, the legacy media have abundant capital
and rich resources after their long years of development. However, with
digital-native outlets being relatively new, it’s not yet clear how many of
these organisations will survive the fierce competition stirred up by the
explosive growth in the sector. The development of both media type at
the same time has exacerbated audience fragmentation and brought more
uncertainty to the development of the media system in Hong Kong.

This project aims to explore how Hong Kong media organisations use
ICTs to operate their digital platforms from a comparative perspective.
Specifically, we will examine how media organisations can apply
distribution, presentation, interactive and realisation technologies through
digital platforms, paying particular attention to the similarities and
differences between legacy media and digital-native media. Based on this,
we will also discuss the direction of the future development of digital

media platforms.

This research focuses on the application of new media technologies
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to various digital platforms by media organisations in Hong Kong, and
compares legacy media and original digital media with digital platforms
using the four aspects of technology mentioned above — distribution
technology, presentation technology, interactive technology and realisation
technology —, we discuss the following three questions:

RQ.1: What new media technologies have been used by local
media organisations in Hong Kong to develop and maintain their digital
platforms?

RQ.2: What new media technologies have been applied by local media
organisations in Hong Kong to their digital platforms to promote market
growth?

RQ.3: In looking at the above two aspects, are there any differences
in the application of new media technologies between legacy media and

digital-native media platforms?

This research mainly uses content analysis. Selection criteria for media
outlets to be included in the study were as follows: 1. They had to have the
ability to gather first-hand information. 2. They had to have at least one
digital platform they owned themselves and to use at least one third-party
new media channel; owned digital platforms include websites, apps (mobile
applications), STBs (Set Top Boxes), and third-party platforms include
email, social networking (e.g. Facebook), User Generated Content (UGC),
video-sharing services (e.g. Youtube/Vimeo), UGC audio sharing services

(e.g. Apple Podcasts). 3. Their content had to have the character of news. 4.
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Their content had to have been up-to-date in July 2018.

Using the above criteria, the researchers selected 87 outlets, of which
40 were legacy media using digital platforms and 47 were digital-native
media. Legacy media refers to outlets whose media form existed before the
information age as their main business and their first platform1. Digital-
native media refers to those which used a network platform or mobile
platform as their first product and a digital platform/third-party platform
as the main way to release their content. The complete list of criteria,
definitions, inclusions and exclusions is provided in the Appendix under
Inclusion and exclusion criteria.

There were two main methods of data collection. The first method
was manual collection and the second was automatic extraction of content
based on the front-end codes of media websites using the JavaScript
browser language. All data were collected from media outlets’ official sites,
their social media home pages and from Google search pages. Data coding
was done manually in two stages. In the first, all data was encoded in three
groups by six coders, and in the second the 7th coder checked to ensure
reliability. The coding objects are objective content, and the reliability
measurement is not applicable. We randomly selected 100 out of a total of
18,792 coding objects from 87 media, 216 research questions, and found
no error items.Data analysis was realised by the use of Python code, and
visualisation by a JavaScript visual library of web front end: the realisation

of AntV G2 in the Visualization Library of Ali Ant Financial Services

1 As our report is on digital media, media organisations without digital platforms
were not included.
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Group.

The data collection phase of the study took nearly two weeks, from 5
July 2018 to 15 July 2018. The data coding phase occupied two months,
from 5 July 2018 to 1 September 2018. The data analysis phase took two
weeks, from 1 September 2018 to 15 September 2018. The three phases

overlapped and the whole project lasted a total of two and a half months.

The data collected and analysed mainly fell into four dimensions:
distribution technology, presenting technology, engagement technology and
monetisation technology. All questions and coding guidelines are provided

in the Appendix under Guidebook.

A. The major self-owned media platform is the website,

followed by the mobile application

The most popular platform used by the Hong Kong media is the
website, used by 100% of both legacy media and digital-native media. The
second most popular is the mobile application, used by 64.37%. Overall,
40% of the media remain print, while media using e-newspapers accounted
for 35.63% and e-newsletters 24.14%. The rest were used by under 10%:
television channels by 6.90%, STBs for, 5.75% and radio 3.45%.
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Platform Rate
Welbsite 100.00%
Mobile App 64.37%
Prinf 40.23%
e-paper 35.63%
e-newsletfter 24.14%
TV Channel 6.90%
Set Top Box 5.75%
Radio 3.45%

The TAM (technology application model) provides an explanation
for these results. It can be seen that users’ perception of the ease of use
of new technology is one of the most important factors in the media’s
choice of technology. For media organisations, websites offer mature
technology, have a low access threshold and are cost-controllable and easy
to maintain. They are relatively “easy-to-use” technologies for content
as well. According to the interview in Chapter 3, some heads of media
organisations admitted that it is very convenient to put print content
directly on to the Internet without making any changes. Some people
have criticised this approach, saying that they use the website only as an
electronic paper medium rather than a real digital platform (reference: part
of the business model). However,the advantages of using websites are clear
from the fact that 100% of the outlets examined used them.

Mobile applications were less popular than websites, with only 64.37%
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of media organisations using them as their own platforms. Apps require
more capital outlay and technical expertise to develop and maintain,
making them much less of an “easy-to use” channel. However, the high
popularity of smartphones in Hong Kong means there is huge revenue
potential in mobile applications, so it is not surprising that they occupy
second place in the usage rate of own platforms.

Although digital platforms are gaining momentum, there is still space
for legacy technology, especially print. The survey presented in, despite
the general decline in newspaper sales worldwide, 40.56% of Hong Kong
residents still use print newspapers to obtain information. In this respect,
the old and new media show a serious polarisation, with 75% of legacy
outlets using print and only 10.64% of the digital-native media doing so.
Interestingly, the e-paper, a form of digital newspaper , has a very similar
usage distribution to print media, with 70% of legacy media using it and
6.38% of digital-native (see below). The content and layout of most e-papers
are the same as the newspapers they come from, and for organisations
publishing print media, the marginal cost of making an e-paper is very low,
which makes it a common choice among legacy media.

According to Chapter 2, while more than 80% of Hong Kong citizens
use TV to obtain information, less than 10% of the media use TV as a
platform, and the reason is likely the cost, which makes the entry threshold

very high.

B. Linked third-party platforms are mainly social media,

and Facebook is popular

Hong Kong media not only use their own platforms, but also often
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link themselves up to third-party platforms. The average number of links
is 2.26, and they are dominated by western social media. Facebook is the
most popular, with a link rate of 85% among all the media studied. The
next most popular, though far behind, are Twitter and YouTube, each with a
link rate of about 30%. Some media are also linked to Google+, LinkedIn,
Tumblr and other western platforms. The two main mainland Chinese
third-party platforms are Weibo, linked up to 11.49% of the outlets studied,
and WeChat, linked to 6.90%, the two ranking 7th and 9th respectively.

Platform Rate
Facebook 85.06%
Twitter 32.18%
YouTulboe 29.89%
RSS 21.84%
Instagram 16.09%
Google+ 12.64%
Weibo 11.49%
LinkedIn 9.20%
WeChat 6.90%
Turmblr 2.30%

While the home pages of Hong Kong media regularly link up to third-

party platforms, the number of such platforms that they actually set up
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accounts on is much larger, and this shows that they are very selective
about the links they display on their web pages . Emerging media will tend
to show links to more third-party platforms than traditional media in order
to maximize their access to web traffic. Hong Kong Free Press has the
most, with 10 third-party platforms.

In addition to the links, all media examined had set up their own
Facebook pages, and regarded Facebook as the most important user
operation channel. Facebook’s near-monopoly on Hong Kong’s media
ecosystem suggests that Hong Kong outlets’ ability to use it to enhance
their operations has been recognised as a proven strategy to spread high-
quality content to a wider audience, but it also reflects a serious platform
dependency. The game of media and platform is a long-standing one,
embracing not only contention between commercial interests but also a
struggle for right of discourse. As social media became mainstream, the
legacy media first lost their advantage in content distribution, then lost
their advantage in agenda setting. Many media organisations are aware
of their reliance on social platforms, but they can’t ignore it because that
would put them at too great a disadvantage. This is not just the problem in
Hong Kong but a global phenomenon (Nielsen, 2012).

In the process of this platform game, the two types of news media
showed polarisation. For example, in 2016-2017, Facebook vigorously
promoted its “Instant Articles” technology, calling for news operators
to put content directly into the Facebook ecosystem rather than relying
on their own websites or mobile applications. Some media took up
the opportunity to take advantage of the increased traffic it promised,
while others chose to counterattack by maintaining independent identity

attributes. With Facebook later being plagued by fake news and privacy
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leaks, media practitioners need to think about this dependency and make a

sensible response.

C. In general, the legacy media’s management of digital

platforms outperforms that of the digital-native media

Legacy media performed better than digital-native media in mobile
application development and Search Engine Optimisation (SEO)?2, but in
other areas the two were very similar.

In the development of mobile applications, more legacy media use
Apple’s iOS system (77.50%) than Google’s Android (67.50%), while
digital-native media use both to exactly the same extent ( 46.81%). But in
general, the development rate of mobile applications by legacy media is
higher than the digital-native media. However, legacy media mostly use

print and digital print, but these are rarely used by digital-native outlets.

Android 67.50% 46.81%
YouTube 67.50% 87.23%

Twitter 57.50% 53.19%
Instagram 27.50% 36.17%

When it comes to SEO, the proportion of legacy media who have the
Sitelinks function (Google’s provision of direct links to sub-sites of the
main website) is significantly higher than that of digital-native media, at
80.00% and 53.19% respectively.

On the other two indicators (First Search Result and Optimized
Excerpt), there is little difference between the two types of media. In
Google search results, the proportion of legacy media and digital-native
media appearing in the first display is 89.36% and 85% respectively, and

the proportion of both in Optimized Excerpt is about 40%.

Index/Rate Overall Legacy Media Digv;‘igﬁve
First Search Result 87.36% 89.36% 85.00%
Optimized Excerpt 41.38% 42.55% 40.00%

Sitelinks 65.52% 53.19% 80.00%

Platform/Rate Legacy Media Digital-native Media
Website 100.00% 100.00%
Facebook 100.00% 100.00%
iOS /7.50% 46.81%
Print 75.00% 10.64%
e-Paper 70.00% 6.38%

2 SEO is the adaptation of a site’s information to the operational rules of a search

engine to improve its ranking in search results and drive online inquirers to it.
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Legacy media have a better digital platform performance according
to our data, but we should be careful how we interpret it. The operation
and optimisation of digital platforms are not only a matter of the choice of
media organisations themselves, but is influenced by the strength of their

funds, resources, talent, equipment and so on. In any case, this result has,
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to some extent, broken the conventional perception that ‘an argosy cannot
make a swift u-turn’. It also inspired us to think: Is the long history and
huge scale of Hong Kong traditional media a booster on their way to new
media, or a stumbling block? Can native digital media be able to take the

lead in the new media era?

A. Hong Kong media’s digital platform

front-end® technology is outdated.

The use of front-end technology on a website has an important
impact on user experience and in optimising searches. It is clear that Hong
Kong media hae not kept up with the development of this aspect of web
technology. Their use of new technologies is very low in single-page web
applications, load optimisation and screen auto-adaptation, all of which
influence the user’s reading experience on different devices and in different
network conditions. Their media traffic attraction and SEO also have a lot
of room for improvement. Wappalyzer was used to calculate the technical
stack of each type of media. It was found that 77% of all media still use
jQuery (released in 2006) as a front-end framework for their sites, and
only a few (9%) use newer technologies such as Angular, React and Vue.

In the aspect of web page rendering, more than 90% of web pages are still

3 Front end: The part of a software system that directly interacts with the user, such
as front end Web and app interfaces.
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rendered by Web1.0 servers, and less than 30% of web pages optimise the

lazy loading of images.

Ranking Tech Stack Rate
1 jQuery 77.01%
2 JQuery Migrate 25.29%
3 jQuery Ul 20.69%
4 Modernizr 17.24%
5 preftyPhoto 8.05%
6 FancyBox 6.90%
7 Moment js 4.60%
8 /eptfo 2.30%
9 Fingerprintjs 2.30%
10 Lightbox 2%

On a global scale, websites generally keep up with trends and
constantly update their front-end framework because there are many
advantages to doing so. The open source community is booming, and
the tool chain for development and design has become complete. The
prevalence of “full stack development” enables organisations to integrate
various technologies with higher efficiency, which theoretically lowers the
cost of adopting new technologies. Also, updating the front-end framework
not only improves user experience, but also increases media organisations’
production efficiency, reduces development and maintenance costs, and
offers great revenue potential.

Against this background, the overall backward technology of
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Hong Kong’s media organisations is a phenomenon worth pondering.
According to our interview in Chapter 3 and the survey in Chapter 4,
media organisations generally are unconvinced that the benefits promised
by the application of new technologies will materialise, and they have a
high awareness of capital risks. Many media leaders mentioned that the
application of new technologies will incur hidden costs, such as changes in
working procedures and improvements in personnel cognition. Technical
personnel are also often marginalised in the workplace and do not have
a dominant voice in the relevant decision-making processes in media
organisations.

In terms of social background, the low degree of technology applied
by media organisations is closely related to the information technology
environment of society as a whole. For example, the United States is the
global information technology talent centre and has sufficient reserves,
and the average salary of IT practitioners and the proportion of certified
professionals are the highest in the world (Global Knowledge, 2018),
which guarantees the sufficient talent entry of qualified personnel from
all walks of life. American society has a high degree of recognition and
respect for science and technology, and organisations generally have a
full understanding of the benefits they bring about. By contrast, there is
a shortage of scientific and technological personnel in all areas of life in
Hong Kong. Society is not well aware of the prospects for new technology,
and scientific and technological talents are not given much attention, so
that marginalisation is common. How to strengthen the penetration of new
technologies and take the lead in global competition is a serious challenge

facing Hong Kong as a whole, not just the media industry.
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B. New ways of presenting content have not been used
effectively, but the development of live video is one of the most

advanced in the world

Thanks to Hong Kong’s highly developed Internet infrastructure and
the popularity of high-speed 4G networks, 87.36 percent of media support
video content, with more than half supporting live video, very high figures
that make it a world leader. However, compared with the international
frontier trend, audio content, interactive content, data charts, information
charts and other presentation methods have not been effectively applied by
Hong Kong media. Only 10% of media have any audio, while 20% provide

interactive content and 40% provide data charts and information charts.

Table 5.7
Content/Media Legacy Media Digital-native Overall
Media
Stored/Uploaded Video 85.00 76.60 80.46
Live Video 47.50 55.32 51.72
Charts/Graphics 35.00 44.68 40.23
Audio 10.00 10.64 10.34
Inferactive 10.00 19.15 14.94
Content/Media Legocy Media Digitaknative Overall
Media
Stored/Uploaded Video 85.00 76.60 80.46
Live Video 47.50 55.32 51.72
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Charts/Graphics 35.00 44.68 40.23
Audio 10.00 10.64 10.34
Inferactive 10.00 19.15 14.94

Hong Kong’s leading place in Internet infrastructure is reflected in
its highly popular video content. According to a report released by the
International Telecommunication Union (ITU, 2017), Hong Kong’s ICT
Development Index ranks sixth in the world, surpassing the US and Japan,
giving a special advantage to the local media. But will they follow up
with the next raft of technology? With the planned further increases in
bandwidth, the application and popularisation of Augmented Reality and
Virtual Reality in content presentation is just around the corner. Time
will tell whether they will replace video and become the kings of the next
generation’s content field, but how they take off is also a weathervane of
whether Hong Kong can still maintain its leading position in the world.

In addition to video, data journalism has become a hot international
content form in recent years. In the past, media organisations quoted
data to supplement or support facts or opinions in news stories, but now
data has gradually taken a leading role in content, mainly presented in
visual forms such as information graphs and data graphs. More and more
international news conferences offer data journalism awards, and many
universities offer data journalism courses or majors. In Hong Kong, half of
the media organisations use data news as a content presentation method.
The University of Hong Kong, the Chinese University of Hong Kong, the
City University of Hong Kong and Hong Kong Baptist University all offer
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courses and specialities in data journalism, and this will infuse more fresh

blood into this field in the future.

C. The content display still bears the imprint of the paper age

The main type of content display on digital platforms, with a
utilisation rate of 65.00% among mainstream legacy media web pages, is
still the old grid format of newspapers; only 20% of them use web format
design. Digital-native media use web format design more commonly,
reaching 42%, but a similar proportion — 40.43% — still use the grid format.
From the aspect of the platform, most (79%) websites have responsive
designs, with single-column typesetting on the mobile side and three-

column typesetting on nearly half of the pages on the desktop side.

Catalogue Structure/Media | Legacy Media Digiltl?;-dni:ﬁve Overall
Section Based 65.00 40.43 51.72
Reguilar Grid 17.50 42.55 31.03
Column Based 15.00 12.77 13.79
Mansory Grid 2.50 4.26 3.45

Nested typesetting is a product of the print media era. Its main
characteristic is the division of the content into blocks of different sizes
and with distinct priorities, each block using different designs and nesting

different elements. In print media, nested typesetting is conducive to
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highlighting key points and dividing levels. However, its use on digital
platforms is not flexible enough and the visual effect is more complicated,
requiring extra processing to apply reactive design. Meanwhile, web format
typesetting weakens the concept of blocks and, though it uses a “grid”, it
is flat, modular, consistent in design style and can be combined at will to
divide content. The network format design is flexible and beautiful, and
can automatically apply reactive design. It is suitable for chart display, and
is very friendly to users of the digital platform. On the whole, grid format
typesetting is more suitable than masonry format typesetting on digital
platforms.

Many legacy media organisations produce print media and often
choose nested typesetting on their web pages due to inertia or in order to
maintain a unified style. However, in the digital-native media, where only
one-tenth of outlets use print, 40.43%, do their typesetting in grid format,
indicating that the typesetting concept still bears the imprint of the paper

media era.

A. User operation relies heavily on social media,

with narrow channels of interaction

As mentioned above, the Hong Kong media attach great importance to
social media links, with nearly 90% of links to Facebook. Other than social
media, Hong Kong media’s user interaction channels are outdated. Nearly
two thirds (63.22%) of media websites have a user comment function,

but other, newer, channels are much less used: only 5.75% of media
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have a blog platform, and even fewer (3.45%) have forums and online
chat functions. The internationally popular chatbot doesn’t exist in Hong
Kong media at all. These results show that both legacy media and digital-
native media seriously lack awareness of user interaction, and operational

management lags far behind world trends.

Ranking Interaction Channel Application rate
1 Post comments 63.22%
2 Media-run-blog 5.75%
3 Medio-run-forum 3.45%
4 Online chat 3.45%
5 Chat bot 0

In the age of printing, the main means for a media organisation to
interact with readers was by letters to the editor. These can be divided into
two main categories: the type that express opinions on topics published
in the newspaper, and those that participate in public debate (Wahl-Jorg
Ensen, 2007). Since the advent of the digital age, the news commentary
area of websites allows for both, but the difference from the print era lies in
the anonymity of the Internet, which means that the quality of commentary
cannot be guaranteed. Harlow’s (2015) research on US newspaper
websites found that the overall mood in the news commentary area was
relatively negative, and racial stereotypes were very common. This has led
to many media closing their comment areas; in the past two years, Reuters,
USA Today, Atlantic Monthly and others have done so, transplanting some

user interactions to social media. On their own platforms, they now use
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new facilities such as online chatting and chatbots for user interaction and
maintenance. These interactive methods allow more robust means of two-

way communication.

A. The business model is mainly advertising,

and payment channels show a diversified trend

The business model of Hong Kong media relies mainly on advertising,
which is used by 81.61% of all media. The main advertising forms are
static ads, which account for 91.55% of advertising, banner ads, which
account for 66.20%, and ads between paragraphs, accounting for 56.34%.
In contrast, new forms of advertising are much less common: embedded
ads account for just under 10% of ads, and interactive ads for just 5.63%.
Other revenue models account for less, with only 9 media outlets (10%)
offering online shopping and 22 offering paid content (25.29 %), with 16

media (18 %) accepting sponsorship.

Ad Type Rate

Static Ad 91.55%
Banner Ad 66.20%
Ad in Between parographs 56.34%
Splash Ad 22.54%
Sticky Ad 18.31%
Cover Ad 15.49%
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Splash Ad in Article Page 11.27%
Embedded Ad 9.86%
Inferactive Ad 5.63%

During interviews, many media executives pointed out that the
commercial model with advertising at its core had been greatly impacted
by digitisation, and is no longer as strong as before. This is in part a
result of the global economic situation, but also because users in the
information age have more choices. Media organisations are actively
exploring more feasible business models, such as e-commerce and paid
membership. However, advertising remains today the main way to realise

the monetisation of content.

B. There is a trend of diversification of payment channels,

but traditional channels have not yet exited

Payment channels used by Hong Kong media show a diversified trend.
More than 60% of digital-native media support online fee payment, more
than legacy media (50%). However, legacy media platforms have more
channels to pay through. Credit card and PayPal are the main methods of
payment, though some new payment methods, such as WeChat Pay and
Alipay, have been adopted by some outlets. It’s noteworthy that a third of

the media examined still use forms and cheques for payment.

Payment Rate
Credit Cards 52.00%
PayPal 50.00%
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Deposit Cards 38.00%
Forms & Cheques 34.00%
AliPay 6.00%
Stripe 2.00%
WeChat Pay 2.00%

Online payment and mobile payment have become the general trend
around the world, but they have been slow to infiltrate Hong Kong.
According to the “Alipay HK Smart Payment Popularization Index”,
released by the Hong Kong Productivity Council in July 2018, cash and the
local Octopus contactless stored-value card are still the most commonly
used payment methods for Hong Kong residents, with a penetration rate
close to 100%. This was followed by credit cards, EPS (Electronic Payment
Services, a direct payment system offered by a group of local banks) and
contactless smart cards. The penetration rates of mobile payment and
online payment are only 20% and 13% respectively. Most media content
payment is not done by face-to-face transaction but by long-distance
payment. Hong Kong’s relatively slow uptake of e-payments will inevitably
hamper payment operations and long-term future consumption patterns
because of low efficiency, and this will certainly limit the development of
new business models that rely on e-commerce and paid content.

The strict regulations in Hong Kong coupled with consumers’ concerns
about privacy have meant that Hong Kong’s approach to electronic
payment has gone through many detours. In September 2018, the Hong
Kong Monetary Authority launched its Faster Payment System (FPS),
which supports a two-currency inter-bank real-time transfer service and

can be used on computers and mobile platforms. Will this unusual step
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allow Hong Kong to overtake others at this juncture? Can this upgrading
boost the trend of media payment? It will take some time to answer these

questions.

In general, the Hong Kong news media have adopted new technologies
for distribution, presentation, engagement and monetisation. But in many
ways, there is still a wide divergence from international trends, leaving
much room for development. Legacy media and digital-native media
both have their own advantages and disadvantages, but the legacy media
perform better in some aspects.

First, in terms of news distribution technology, the Hong Kong media
are very mature. Websites, mobile apps and social media homepages have
high penetration. Relatively speaking, the legacy media have a better
budget and so use mobile platforms more. Digital-native media can try to
catch up by introducing open-source software, using free technology and
providing access to more potential media platforms through outsourcing
and other means. The legacy media also perform better when it comes to
SEO. Digital-native media should make more effort to optimise searches
and to precipitate high-quality content. Meanwhile, Facebook is an
important channel for media transmission and broadcast in Hong Kong,
and has a strong influence among users, which should attract investment
and strengthen active communication.

Second, in adopting new technology, the Hong Kong media are a little
behind international trends. Both types of media largely retain older front-

end technologies, and the application of new technology is insufficient.
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Cutting-edge methods used internationally for content presentation, audio,
engagement, charts and so on have not been effectively applied. Web page
layout is deeply characterised by print style, and friendlier typesetting
methods for mobile terminals such as phones and tablets have not been
widely applied. However, Hong Kong media’s development of live video
is outstanding, putting it at an advanced level in world terms. In the
future, investment in video and live should be kept up, and be increased
in the cases of audio, interactive and graphic content. Local media should
embrace frontier technology to follow international trends.

Third, in interactive technology, the Hong Kong media are seriously
behind. The development of web pages that allow for user interaction
is very slow. This mainly concerns the comment function, but media
providing more sophisticated facilities such as blogs, forums and online
chat are relatively few, and international frontier engagement technology
has almost no takers. The media actively operate their own social media
accounts, but they rarely interact directly with users on social networks.

Fourth, in monetisation technology, advertising is still the main
revenue stream of the Hong Kong media, mainly in the traditional form
of advertising, followed by online shopping. Although the proportion
using subscription mode has expanded, media payment methods are old-
fashioned, inconvenient and cumbersome. In the future, a wider range
of new online and mobile payment methods can be added to enhance the

transformation of the subscription mode.

(Author : Huang Qiongyao, PhD candidate, School of Communication,
HKBU; Tang Ruibin, Year 4 student majoring in Chinese Journalism,
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The study covers media organisations founded in Hong Kong that have
the ability to capture first-hand information and have at least one owned
digital platform and at least one third-party new media channel. “Owned
digital platforms” include websites, apps (mobile applications) and STBs
(set-top boxes). Third-party platforms include email, social networks (e.g.
Facebook), user-generated (UG) video sharing services (e.g. Youtube/
Vimeo), UG audio sharing services (e.g. Apple Podcasts). The media in

the study are in the public domain, and their content has news properties.
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Updates are available after July 2018.

Media included:

@ Initium Media—Digital-native network outlet. Headquartered in
Hong Kong, the editorial team is located in Taiwan, mainland
China, Hong Kong and Macau. Has its own website, app and
Facebook page.

@ HKO1 -

@ FactWire-Digital-native non-profit network outlet. Focuses
mainly on investigations, has its own editorial team, own bwesite
and FB page.

@ 100Most—Wednesday Report, in-depth coverage with short videos,
ability to interview and edit.

Media excluded:

@ Tseung Kwan Post-Launched by the New Democratic Alliance of
Hong Kong, only has Facebook page.

@ =373k — Only newspaper.

@ Sing Tao Daily-Only website.

@ Bloomberg Businessweek—Independent operation, but licenses
most of its content from parent company; most of its content is
translated from the parent company’s product.

@ 100% party outlets—Financed by a political party; they only
publish the content of a certain political party.

@ Merged (not split): Hold a consistent position for interviewing and

editing; the main media has vertical columns, such as science and

technology, diet, trends, finance, culture page — ezone, iMoney,
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PCM, JET

Criteria for whether multiple sub-brands/sub-sites of the same
company/group are split:
@ Split:
(O If the editorial team has been separated, then absolute split.
M c.g. Next Magazine. Apple Daily
(O If it is considered that the subjective purpose is to establish an
independent platform/brand:
M c.g2. Dotdotnews belongs to Wenwei Po, but the site tries
not to show this information.
@ Middle:
O Inkstone belongs to the SCMP group, but is positioned to show
Chinese news to Americans. It does not share content with the

SCMP’s main edition.

@ Not split:
(O The content is highly similar, including Chinese and English
translation, selections, anthologies.

M c.g. The series of Hong Kong Economic Journal: http://
www?2.hkej.com/landing/index http://www.ejinsight.com/
about-eji/ http://startupbeat.hkej.com/

O Supplements:
B =¥ (Apple Daily Supplement)
B Eat and Travel Weekly—Has the nature of a supplement
in reality)

(O Sub-channels:
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B WONDER-Has different positioning, video-based (only

has FB, seen as Apple’s sub-channel and does not split)

News media which use a network platform or mobile platform as the
first product, and digital platforms/third-party platforms as their main

content distribution channel/s.

Media included:

Co-planning done by website and traditional platform, distribution
times being approximately the same.

@ HKO01-Weekly and website

@ CITIZENS’ RADIO-Launched by network radio and FM platform
simultaneously

Network media brands which are independent of the parent company/
original brand

{100most) Magazine=> {TVMost, Inkstone, Abacus

Outlets whose media form existed before the information age as
their main business and their first platform, with the traditional platform
operating for a period of time before the launch of the website, and then
developing new platforms.

@ SCMP, Ming Pao, all the free newspapers, weeklies, magazines.
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24. dotdotnews

Media included: 25. Inkstone
26. Abacus
27. Localpress hk
1. HKO1
2. Stand news
3. Initium Media
4. Hong Kong Free Pess 1. aastocks
5. FactWire 2. Finet.hk
6. Hong Kong Citizen News 3. Allin Media Limited (Hong Kong Registered)
7. TVMost 4. Aimpact
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5. QUAMNET.COM 2.  Metro Daily
3. Headline Daily
4 Am730
1. Hong Kong Economic Times 5. Skypost
2. Hong Kong Commercial Daily 6. Ren Min Bao
3. Apple Daily 7. Wednesday Journal
4. Sing Tao Daily 8. HWERA b
5. Ming Pao 9. PassionTimes
6. Wen Wei Po 10. Berita Indonesia
7. Sing Pao
8. Epoch Times (HK)
9. TaKung Pao 1. Radio Television Hong Kong
10. Hong Kong Economic Journal
11. Oriental Daily News

1. Commercial Radio Hong Kong

Magazines (5)| 2. Metro Broadcasting Corporation Limited
1. Yazhou Zhoukan m

2. Haowai 1. Television Broadcasts Limited (TVB)
3. Next Magazine 2. Fantastic TV
4. The Mirror 3. ViuTV
5. Economic Digest Pay TV (2)
1. Cable TV

Newspapers-English (2 2. Now TV

1. South China Morning Post
2. China Daily - Asia Weekly Media not included:
Regional newspapers
Distributed throughout Hong Konqg (10 dp.stheadline.com—Does not meet the definition, only website

1. The Standard Tseung Kwan Post—Does not meet the definition, only website and FB
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Kl POP-Meets the definition, has website and FB
WE weekly—Does not meet the definition, only website and FB
SE#T#R —Does not meet the definition, only newspaper

T 5% 37 —Meets the definition, has website.

Chinese and English government newspapers/

gazettes

Hong Kong Government Gazette—Announcements only, can be

excluded

Licence only

Bloomberg Businessweek

Part of parent newspape
supplements, sub-columns

MPWeekly (Ming Pao)

SCMP Young Post (SCMP)

HFF 5 Eat and Travel Weekly (Next Digital Ltd.)

East Touch, iEast Week, iJET, iPCM (Sing Tao)

U-magazine, iMoney (Hong Kong Economic Times)

Oriental Sunday, weekendhk, newMonday, Fashion & Beauty (New

Media Group Limited), Economic Digest

Media which do not meet the definition

http://www.hkcna.hk/ (http://www.hkcna.hk/index.shtml)-Only
websites, FB pages cannot be displayed

Newspaper of the Hong Kong Professional Teachers’ Union
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Proletariat Political Institute—-MyRadio, Maddog.HK
People’s Radio Hong Kong, Hong Kong People Reporter—Stopped

broadcasting/publication

Confirmed Lis

HKO1, Stand news, Initium Media, FactWire, Hong Kong Citizen
News, TVMost, Bastillepost, Memehk, VJ Media, Hong Kong Free Press,
Post 852, SocREC, unwire.hk, OrangeNews, Quan Media, Lite News
Hong Kong, Truth Media Hong Kong (TMHK), HKG Pao, LinePost, Life
TV, Speakout, Silent Majority, Maxsourcemedia, dotdotnews, Inkstone,
Abacus, Localpress hk, Aastocks, Finet.hk, Allin Media Limited (Hong
Kong Registered), Aimpact, QUAMNET.COM, Hong Kong Economic
Times, Hong Kong Commercial Daily, Apple Daily, Sing Tao Daily, Ming
Pao, Wen Wei Pao, Sing Pao, Epoch Times (HK), Ta Kung Pao, Hong
Kong Economic Journal, Oriental Daily News, Yazhou Zhoukan, South
China Morning Post, China Daily (Hong Kong), The Standard, Metro
Daily, Headline Daily, Am730, Skypost, Ren Min Bao, Wednesday Journal,
F # 7R A I, Radio Television Hong Kong, Commercial Radio Hong
Kong, Metro Broadcasting Corporation Limited., Television Broadcasts
Limited (TVB), Fantastic TV, Viu TV, Cable TV, Now TV, Inkstone,
Abacus, PassionTimes, Berita Indonesia, Haowai, Next Magazine, The
Mirror, Economic Digest, Local Press, The Grandtimes, Harbour Times,
Open Magazine, CAPITAL (CAPITAL WEEKLY, Capital CEO +Capital
Entrepreneur, Finance Asia, Hong Kong Herald, Hong Kong Business
Magazine, D100, A1C1, Modia News, thinkhk, Citizens' Radio, singjai,
hkpeanut.com, Dynamix, Delight Media Hong Kong, iMag HK, inHK
Magazine (Total: 86)
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Media industry in Hong Kong is highly developed. Media
digitalization began since the introduction of the internet to the city. As
early as 1995, newspapers such as Wen Wei Po, Sing Tao Daily, South
China Morning Post, and The Standard already had their own websites..
With the innovation of digital technologies, recent years have witnessed
the rapid development of media industry in Hong Kong that mark the
digitalization and wide adoption of social media by traditional media and
emergence of digital-born, independent/alternative media. In this section,
we first review the background of digitalization of Hong Kong media. Then

we present an analysis of adoption of social media by Hong Kong media.

1 Chen Changfeng, Newspaper Industry in Hong Kong from https://read01.com/
DnjkOa.html
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Currently, there are mainly 22 newspapers in Hong Kong, including
5 free newspapers, 13 news magazines, 6 television stations, and 3 radio
stations.

In terms of print media, all of them have set up Facebook pages.
Except for the magazine 100Most, all print media have their websites (see
Table 1). All print newspapers and almost half of the news magazines
have their smartphone applications. News media in both mainland China
and Hong Kong are adopting three types of new media platforms for
digitalization. In mainland China, news media mainly adopt Weibo,
WeChat, and smartphone applications whereas in Hong Kong, with high
smartphone (88.6%) and Facebook (72%*) penetration rates, news media
adopt websites, Facebook, and smartphone applications.

Newspapers go farther than magazines in terms of digitalization. Nine
out of 19 newspapers, including paid newspapers (e.g., Ming Pao, South
China Morning Post, Hong Kong Economic Times, and Apple Daily)
as well as free newspapers (Headline Daily, am730, and Sky Post) have
websites, Facebook pages, Twitter accounts, YouTube accounts, Instagram

accounts, and smartphone applications.

2 News media in this report are organizations focus on content production and
distribution, which still operate by July 2018.Media platforms for fashion news and
lifestyle information, religious media, partisan media, and think tanks media are
excluded.

3 Based on a survey by Hong Kong Census and Statistics Department from June to
September, 2017.

4 Data from We Are Social (2016 Q4)
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Table 6.1. Digitalization of Hong Kong media (newspapers and magazines)
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Apple Daily is one of the first that adopts digital transformation.
In 2009, the newspaper introduced action news (i.e., animated coverage
of news stories) in Hong Kong and Taiwan. Users can watch animated
news from the newspaper on smartphones or computers. Although being
criticized by academia and the industry, action news has attracted lots of
users. Currently, 1.16 million users subscribe action news on YouTube.
The smartphone application of Apple Daily is also among the top in news
applications in Hong Kong.

For magazines, they mainly adopt websites and Facebook pages for
digitalization. Hong Kong Business Magazine, Ming Pao Weekly, and Next
Magazine are active on social media. Launched in 2013 as a print magazine
with a Facebook page, 100Most leads the trend with impressive records.
In 2015, TVMost and its Facebook page were established as satirical
media outlets for online videos, many of which are parodies of TVB (a
major local TV station)’s programming. TVMost’s website has over 0.2
billion visits. Facebook pages of 100Most and TVMost in total have over
1.2 million and 0.73 million “Likes”, respectively. In 2018, Most Kwai
Chung, the company that operates 100Most and TVMost successfully filed
for initial public offering (IPO). At the same time, 100Most announced
that it would cease its print edition and focused on online production and
operation.

Social media adoption has brought traditional media a significant
increase in readership. According to the Nielsen Media Index 2017 Year
End Report, comparing with 2016, the overall average readership of daily
newspapers rises 3.3%. Social media versions contributed 2% to this
growth. It also contributes almost 2% to magazine (including weekly and

monthly magazines) overall readership.
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Television and radio stations also show high digital convergence (see
table 6.2), among which Now TV, Radio Television Hong Kong (RTHK),
and Commercial Radio Hong Kong have websites, Facebook pages,
Twitter accounts, YouTube channels, Instagram accounts, and smartphone
application. Other television and radio stations also use 4 to 5 of the above-
mentioned digital channels. Facebook and YouTube are used by all the

news media.

Table 6.2 Digitalization of Hong Kong media (TV and radio stations)

Traditional Media

Television Rasio Stations
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As traditional media embracing digitalization, some digital-born media
emerged and became active from 2002. Staring as Facebook pages and
usually initiated by ex-practitioners of mainstream media, commentators,
politicians, and business men/women, digital-born media vary in their sizes
and coverage. Table 3-1 and table 3-2 show 44 digital-born media in Hong
Kong, including 24 news portals, 5 online newspapers, 7 online radios
stations, 2 online TV stations, 2 online magazines, 1 live news platform,
and 3 financial news portals.

Among the above 7 types of digital-born media, 5 types of them (online
news portals, online newspapers, online radio stations, online TV stations,
and online financial news portals) adopt a variety of online channels. For
instance, 6 out of 12 online news portals adopt 5 to 6 channels. Websites,
Facebook, and YouTube are mostly adopted platforms, followed by Twitter,
smartphone applications, and Instagram. 60% of online newspapers
adopt over 5 types of digital platforms. The mostly adopted platforms are
Facebook, Twitter, and YouTube. Similar to online newspapers, online
radios adopt in addition to websites and Facebook, Twitter and YouTube
are mostly favored platforms. 71.4% of the online radios have developed
their own smartphone applications. Other online radios reply on podcast-

like smartphone application to attract mobile phone users.
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Table 6.3.1 Digitalization of Hong Kong media

(online platforms, online newspapers, online radio stations)
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Online Plaiforms
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Table 6.3.2 Digitalization of Hong Kong media (online magazines, online TV, live

news portals, financial news portals)
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Some digital-born media also set foot in offline market. In addition
to expanding to various online channels, hkO1 (an online news media
launched on January 2016) launched hkO1 Weekly. Passion times, initiated
by localists in Hong Kong, not only manages a website, an online radio
station, and an online shop, but also prints newspapers. Expanding offline
market helps digital-born media to gain popularity, generate visits, and
increase profits.

Online TV and financial news portals adopt various kinds of social
media platforms, including Facebook, YouTube, and Instagram. Comparing
with previous types of digital-born media, live news portals and online

magazines usually adopt Facebook and YouTube (see Table 6.3.2).
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Next, this report focuses on social media adoption by Hong Kong
media. In summary, this report presents an analysis of 87 Hong Kong
media including traditional and digital-born media®. The findings suggest
that Facebook is the most frequently used social media platform. All the 87
Hong Kong media set up Facebook pages. Following Facebook is YouTube
(58 Hong Kong media), Twitter (39 Hong Kong media®), and Instagram (35
Hong Kong media).

5 They all belong to Most Kwai Chung. We combined 100Most and TVMost as one
new media. Therefore, we have 87 Hong Kong media.

6 Tai Kung Pao and Wen Wei Po share one Twitter account. Here we counted them
separately.
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Number of Media avaiable on the Plaforms
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Not only managing their official accounts on social media platforms,
these media also set up social media accounts for subchannels and specific
columns. For example, hkO1 manages 15 Facebook pages for specific
topics such as @views.hkO1, @hkO1.news, and @hkO1.hottopics. As
table 4 shows, all the 87 Hong Kong media have in total 390 social media
accounts, with 217 accounts on Facebook, 47 on Twitter, 80 on YouTube,
and 46 on Instagram. On average, every Hong Kong media has 4.48 social

media accounts.

Table 6.4 Number of Social Media Accounts for Hong Kong Media

Type of Social Media Number of Accounts sz;c;gcecgﬂrr‘r‘\:er
Youlube 80 0.92
Instagram 46 0.53
Twitter 47 0.54
Facebook 217 2.49
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Figure 6.1 Percentage of Hong Kong Media that Have Social Media Accounts
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B Media with one account

Facebook is the most frequently used social media platform. 64.4%
of Hong Kong media have only 1 Facebook page. 35.6% of them have
multiple pages. YouTube ranks the second with 55.2% of Hong Kong
media having only 1 YouTube account and 13.8% at least 2 accounts.
However, 33.3% of Hong Kong media do not have YouTube accounts. The
least adopted social media platform is Instagram. 59.8% of Hong Kong
media do not adopt the platform. Only 6.9% of them have more than 1

Instagram account.

2. 2018 Hot Topics on Hong Kong Social Media
(from April to June 2018)

Platforms and Media Analysi

Using data collected by uMiner®, a data collection and analysis tool

developed by uMax Data Technology Ltd., this report presents an analysis
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of hot topics, types of reports, and communication effectiveness based Top 10 Media on Facebook In Terms of Post Frequency

on data from 214 Facebook accounts, 47 Twitter accounts, 89 YouTube Top 10 in number of Posts on Facebook Top 10 in number of Posts on Twitter

accounts, and 46 Instagram accounts.
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From April to June, 2018, uMiner® collected 145,030 Facebook posts,

37,115 tweets, 8983 YouTube vidoes, and 2,960 Instagram posts from EROR TVB

Hong Kong media. South China Morning Post, hkO1, and Ming Pao are D100 EEER
' TVB 2R
among the top in terms of post frequency. SORES ——
Figures below illustrate post frequency of Hong Kong on different RACTIRS IR EEEAR
. . I . . EEEBER BERAW
social media platforms. Apple Daily is comparatively more active than §;%TEEE FRh~.
other media. Across four social media platforms, it is among Top 10 in EHEL TR
terms of post frequency. &% 852 H%
CEE unwire.hk

Except that digital-born media (i.e., hk 01) rank top in term of post 0 1,000 2000 0 500 1,000

frequency on Facebook, those rank first in terms of post frequency on —— No. of Video Posts No. of Posts

other kinds of social media platforms are all traditional media. In terms
of Twitter posts, both types of media have similar amounts of posts. On
other three types of social media platforms, we found that traditional media

outnumber digital-born media among the top 10 in terms of post frequency.
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Using uMiner®, we ranked social media posts from Hong Kong media
based on their average heat values’. Heat value considers communication
patterns of different social media and integrate different indicators (e.g.,
number of reads, number of likes, number of shares, number of emojis,
and number of clicks) to present a comprehensive evaluation of social
media posts and accounts. The higher the value, the hotter the content or
the accounts. As is shown in figures below, TVMost, Apple Daily, and
South China Morning Post are very active on three types of social media
platforms; their average heat values are all among the top 10. Factwire and
Hong Kong Economic Times are among the top 10 on two kinds of social
media platforms. Traditional media are relatively active on Instagram
and Facebook. Among top 10 media in terms of average heat values on
Instagram, 70% are traditional media, whereas on Facebook, 50% are
traditional media. Digital-born media are high in user engagement on
Twitter and YouTube. Digital-born media account for 70% of top 10 on

Twitter and 60% on YouTube.

7 Facebook heat value=number of comments + (number of likes + love + wow +
haha + sad + angry)/16+ number of shares/0.7; Twitter heat value=number of
likes+2*number of shares YouTube heat value = number of comments + number
of likes/2.865 + number of clicks/492.189; Instagram heat value= number of
comments+ number of likes/68.017+number of clicks/415.094. We used weighted
numbers. For example, the heat value is a weighted combination of the number
of comments, likes, and emotional reactions. For example, based on a random
sample of millions of posts, we selected the median 16 as a ratio to compare
the number of emotional reactions and the number of comments. That is, for
every comment there are 16 emotional reactions. This is reflected in heat value
when the weight number of emotional reactions is 1, the weight number for the
number of comments is 16. For every 0.7 post, there is 1 share. This is reflected in
the formula using 0.7 as a weighted number for the number of comments when
the number of shares is weighted as 1. The weighted numbers may change over
time. We used this methods for other social media platforms as well.
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Hot Posts Analysis Hot Posts Distribution on the Four Major Social Media Platforms

100 [ - [ ] Health B Commentaries
To evaluate activities of Hong Kong media on social media, this 80 M Sports W Hong Kong
[ Sci-Tech B International
report specifically analyzes top 100 posts on each of the four social media 60 H Local Politics Entertainment
. . ) B Advertisement China
platforms based on heat values in terms of their topics, post types, and 40 Profile Interviews [l Animal
. . : Media Promoti Non-anal
performance. We categorized the 400 posts into 14 different coverage types 20 B Media Promotion  ll Non-analysed

B Commentaries

based on their content, such as local politics, local society, mainland China,

. . ) YouTube Instagram Facebook — Twitter
Taiwan, and Macau, entertainment, and anecdotes. Generally speaking,

anecdotes are the most popular type of post on social media (98 posts in Coverage Types of Top 100 Posts on the Four Major Social Media Platforms
total, around 25% of all the posts). These posts include content such as
. . e . Categories | YouTube | Instagram | Facebook Twitter Total %
memes on Facebook, Tik Tok, and Twitter as well as utility information 9 9 3
. . . . . Non-Analyfi- o
and reports of social experiments by media. Following anecdotes is news cal 4 4 ! 0 0 5 1.3%
about mainland China, Taiwan, and Macau (72 posts in total, around 20% Animal 4 5 5 4 18 45%
of all the posts). These posts include interesting news, political news, and China 15 2 19 36 79 18.0%
news about the society. Local news ranks the third (13.3% of all the posts). Entertain-
7 15 5 8 35 8.8%
. ment
See figure below.
Politics 4 3 Q 13 29 7.3%
Overall Hot Posts Distribution Hong Kong 16 3 16 18 53 13.3%
Sci-Tech 1% ‘ o
Profile Interviews 2% ° Hof TOD\CS 12 57 24 5 98 24.5%
Health 1%
Hot Topics 24% Commentaries 18 0 0 6 24 6.0%
Sports 2% Media N
Media Promotion 3% Prornotion 7 . 0 W 10 5%
Local Politics 5% ——— China 18% ‘
Animal 4% Hong Kong 13% Proﬁ‘e 3 0 1 2 6 1.5%
. ) Inferviews
Advertisement 5% Entertainment 9%
Commentaries 6% Adverfisement 6 4 9 0 19 4.8%
- [0)
International 7% Norranalysed 036
Local Palitics 2 2 7 7 18 4.5%
Sci-lech 0 1 0 0 1 0.3%
Sporf 0 / 1 0 8 2.0%
Health 0 0 4 0 4 1.0%
Total 100 100 100 100 400 100.0%
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Analysis of individual social media platform (see figure xx) suggests
that, among top 100 posts on YouTube, 18 of them are categorized as
commentary/editorial content, followed by local news (16 posts), and
China news (15 posts). However, among top 10 posts, news about animals
and China each has three posts. These topics are popular on YouTube.

There is an overwhelming number of anecdotes on Instagram
(57 posts), accounting for almost half of all the posts, followed by
entertainment (15 posts). Only three posts are about local news. Among the
top 10 posts, there are 8 posts about anecdotes. For the other two posts, one
is about entertainment and another about animals.

On Facebook, anecdotes also receive much attention (24 posts, top
1 type of content), followed by China news (19 posts). Among the top 10
posts, there is a variety of topics, such as anecdotes (3 posts), animals,
China news, and advertisements.

On Twitter, China news ranks the first, with 36 posts in total, followed
by local news, which has 18 posts. Among the top 10 posts, still China

news ranks the first (6 posts), followed by local news (2 posts). See figure
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below.
Facebook Twitter Instagram YouTube
No 1 Hotf Post China China Hot Topic Animal
No.2 Hot Post Aninmal Int'l Hot Topic China
No.3 Hot Post Animal HongKong | Enferfainment | Enfertainment

No.4 Hot Post Hot Topic China Animal Enfertainment
No.5 Hot Post Hot Topic China Hot Topic Animal
No.6 Hot Post China China Hot Topic Infernatfional
No./ Hot Post Hot Topic China Hot Topic INnternatfional
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No.8 Hot Post HongKong Comgsemorf Hot Topic China
No.9 Hot Post Advertfisement China Hot Topic Animall
No.10 Hot Post Advertisement | HongKong Hot Topic Hot Topic

It is worth mentioning that on Facebook and Instagram, posts about
animals only account for a small number of posts (18 posts). However, this
type of posts always is among the top 10 posts and usually is among the
most popular 5 posts.

Overall, anecdotes are pretty popular on social media, no matter in
terms of frequency or heat ranking. There is a variety of types of and a
high number of China news but except Twitter, soft news usually is among
the top 10 posts in term of heat ranking. Relatively speaking, hard news
rarely is among the top 10 posts. On the contrary, on Twitter, all the top 10
tweet belong to hard news.

In term of topics, we manually coded the posts from the four social
media platforms and reported the mostly mentioned topics as hot topics. If
there was random content in the posts, we ignored these posts and excluded
them from analysis.

Out findings suggest that, on Facebook, hot topics about China are
mainly about successful emergency landing of an airplane of Sichuan
Airlines and allowing rainbow trout be labelled as salmon. On Twitter,
hot topics are mainly about Liu Xia being allowed to leave China. Hot
topics on entertainment are different across the four social media platforms
(Facebook: Nancy Sit Ka Yinson getting married; Instagram: Avenger 3
in theater; YouTube: Yoyo Chen and Vincent Wong Ho Shun separation;
Twitter: health condition of Jet Li deteriorating). Posts about international

news have a narrow focus on Malaysia election both on Facebook and
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Twitter. Regarding local news, hots posts reveal topics about discussion
on Cantonese as mother tongue (Facebook), Tang Lin-ling taking pictures
in court hearing (YouTube), and Now TV journalist being arrested when
interviewing 709 crackdown (Twitter).

A great variety of topics are revealed in hot posts of anecdotes.
Only salient topic emerges, which is Kim Jong Un impersonator arriving
at Singapore (Twitter). In terms of commentary/editorial posts, China-
US relations issues are salient on YouTube. Debates about land issues
(Facebook) and June 4 anniversary memorial events (Twitter) are mostly

discussed in posts about local politics. Posts about sports mainly are about

308 ~ 309

2018 World Cup. See table below.

Topics in Hot Posts

Topic Facebook Instagram YouTube Twitter
Animal \ \ \ \
Emergency o ‘
. Landing of \ \ iéégfom@
China Sichuan Airline
Fake Salmon \ \ \
Entertainment Nancy Sif's Son Screening of Separation of Jetf Li's health
Married Avengers 3 YoYo and Vincent | situation
. Malaysion
Infernatfional Election \ \
Cantonese Tang Linling in Now TV reporter
Hong Kong discussion \ court detfained
‘ Fake Kim Jung-un
Hot Topic \ \ \ in Singapore
Commentaries |\ \ Sino-US Relatfions |\
Profile
INnferviews \ \ \ \
Local Palitics Land Debate \ \ June 4ih ‘
commenmoration
Sci-Tech \ \ \ \
Sport \ World Cup 2018 |\ \
Health \ \ \ \
Hong Kong Digital Media Report 2018

In this report, we also analyze types of content, especially posts from
Instagram and Facebook, since on Twitter and YouTube, mainly people
post tweets and videos. Among top 100 posts, 67% of the posts are pictures
and 33% of them videos on Instagram. On Facebook, videos are the mostly
used type of content in hot posts, accounting for 70% of the posts, followed

by pictures (20%) and URLs (9%). See figure below.

Content Types of Instagram Posts

Types of Posts on Instagram Types of Hot Post on Facebook

Hyperlinks 9%

Video 33%

Still Images Video 71%
67%

Looking at these two platforms individually, we found that
effectiveness of videos on Facebook is higher than those on Instagram.
70% of the posts are videos in the top 100 posts. Also, among top 10 posts,

there are 9 video posts.
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Content Types of Facebook Top 10 Posts To more specifically understand influence of types of content, we

! Video expanded our analysis to all the posts from Facebook and Instagram from
2 \/?deo April to June, 2018. We found that from many posts on Facebook, although
j z:z:z URLSs (98,665 posts) account for more than three times of posts using
5 Video videos (26,702 posts), average heat values of videos are obviously higher.
6 Video This finding is consistent with previous analyses. In addition, posts that
! Video include pictures (17,880 posts) have a relatively higher value of 90. On
8 Piéture Instagram, pictures (1,523 posts) have an average heat value of 128.9,
190 \\;:ZZZ which is higher than those of videos (80.4, 1,437 posts). This finding is

also consistent with the analysis of top 100 hot posts.

On Instagram, pictures account for 70% of top 10 posts. It should be Content Types and Heat Values of Posts on Facebook (April to June 2018)

noted that among the 7 posts, all of them are from TVMost. The rest of the

no. of Posts Average Hot Post Value
three posts are from Oriental Daily. Indeed, the popularity of the media 120.000 140
would influence their posts’ popularity. Therefore, it is not sure whether 100,000 ¢+ 98,665 120
pictures are the best type of content on Instagram. 80,000 100
80
60,000
60
Content Types of Instagram Top 10 Posts 40,000 40
1 Picture 20,000 20
2 Picture 0 0
Link Video  Picture Status Blog Activities
3 Picture
4 Video Content Types and Heat Values of Posts on Instagram (April to June 2018)
5 Picture no. of Posts Average Hot Post Value
6 Video 1,540 128.9 140
7 Picture 1,523 120
8 Picture 1,500 100
80.4 80
Q Pict
icture 1,460
10 Video 60
1,437
1,420 40
20
1,380 ¢ ° © 0
Picture Video
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In terms of media performance, the best performer is TVMost, which Media YouTube | Instagram | Facebook | Twitter Total
has 110 posts out of the 400 posts from the 4 platforms, accounting for AR 25 0 29 40 87
27.5% of all the posts. TVMost also has most hot posts on Instagram and P T=E 0 0 . 0 1
Facebook. Following TVMost is South China Morning Post, which has AmT730 0 0 5 0 5
87 posts (21.75%) of all the posts and is among the top in hot posts on R 0 0 5 0 6
B
YouTube and Twitter. Hong Kong Free Press (31 posts, 7.8%) and Apple =ma 3 0 4 0 E
Jy=his =T
Daily (30 posts, 7.5%) rank the third and the forth in terms of media .
y o g TN 2 0 0 o | 2
performance. See table below. EREESRAT - 0 0 0 -
B0 UNF
Viu TV 2 0 0 0 2
_ BEEERERER
Media YouTube | Instagram | Facebook Twitter Total AT 0 0 10 0 10
S
5701 > 0 ! 0 6 Inkstone 0 0 0 5 5
&
B IR 0 0 0 20 20 Berita Indonesia ( Ef]
Hong Kong Free 2 4 0 0 0 4
0 0 0 31 31 -
PI’eSS %gjzﬁ_;@ O O 1 O 1
FactWire 0 0 1 0 1 D100 5 0 0 0 6
ELER 10 72 28 0 110 Unwire.hk 0 0 1 0 1
RS ’ ° ° ° ’ B 3 0 0 0 3
/
9oz 5 10 ° ° ° ™ EEREH M 0 0 0 : 1
R 1 0 0 0 1
BB 0 0 2 0 2 Meanwhile, among 100 top posts from YouTube, Facebook, and
FRLERE 1 0 4 0 5 Twitter, Hong Kong media compete for attention. Those that belong to top
EREW 16 0 11 3 30 100 posts account for 21% of all the social media accounts set up Hong
ESH® 0 0 2 0 2 Kong media. However, on Instagram, only two Hong Kong media (Oriental
EES 1 0 0 0 1 Daily and TVMost) have hot posts, even though there are 35 media with 46
el =k 1 28 1 0 30 accounts on this platform. See table below.
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YouTube Instagram Facebook Twitter

Media with
accounts

58 35 87 39

Media appear
in Top 100 Hot 17 (29.3%) | 2 (5.7%) 16 (18.4%) | 6 (15.4%)
Posts

On ranking, South China Morning Post is the winner. Among top 10
posts for each of the four social media platforms, the newspaper has 15
posts (37.5%), mostly from posts on Facebook (5 posts) and YouTube (9
posts). Following South China Morning Post is TVMost, accounting for
12 posts (30%), mostly from Instagram (7 posts). Initium Media wins on

Twitter. Out of the top 10 tweets, it has 5 posts.

Facebook | Twitter Instagram YouTube
1 FERHR | WER ERER FIEF
2 | MERW | MEFW ERER FIER
3 | EER#HR | HKFP EBER FEFR
4 | BELBR | WEE K77 A% FIER
5 | mER®R | WEEK ERER FIEF
6 | BERH | HKFP RJ7B# FERR
7 | BB | WEE EBER FEFR
8 | BRAW | WER EBER AR
9 | BB/ | Inkstone ErER FIEF
10 | ECER | ERAR RITE#H ErER
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Overall, South China Morning Post and TVMost compete neck by
neck. As a traditional media, South China Morning Post performs well
on YouTube, Facebook, and Twitter. The newspaper sets up in total 12
accounts on the four social media platforms and is among the top in
numbers of social media accounts. Relatively speaking, as a digital-
born media, TVMost only adopts three platforms (YouTube, Instagram,
and Facebook) and has in total 5 account. However, it has an impressive
performance. Comparing average heat value of posts from April to June in
2018, it is easy to find that TVMost has excellent performance. However,

South China Morning Post only ranks fifth on Facebook and Twitter.

Date Topics Format | Categories Media
Top 10 Hot Posts on Facebook
BERXH L IE
1 | 2018/5/18 19:30 &
/5/ A A B = s FHERR
2 | 2018/5/28 17:20 HARLRFERE =2 ELY)] FERR
3 | 2018/5/30 09:00 BT& RAERE =7 ELY)| MERR
BHHHE (AHFAK , o
4 | 2018/4/12 21:48 =7 E= L&
/4/ R R i FiLBH
By \ A=
5 | 2018/5/28 12:15 %M R IR R =2 BT FITER R
FONE
6 | 2018/5/29 09:00 RNERPEEE -2 FAEY MESR
CERREFAETED
7 | 2018/5/3 22:22 FRFAFESH | ® Eoh ELER
[
KRBT HESF . .
8 | 2018/4/16 12:39 ; 3
/4 BRI S Ao RE | BRER
S BR 48 A SR B N N
9 | 2018/5/31 22:04 3;;3 RE SRR -2 BEE ELER
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Date Topics Format | Categories Media
3 | 2018/4/27 12:37 Ziﬁt%ﬁéﬁ%& 3 iEha R A FLBER
4 | 2018/5/7 2042 | IVHINSHRIE o BY | ®5A%
5 | 2018/5/4 13:22 ’;fﬁ*w’\*j‘ g mEm | w=wes
6 | 2018/5/12 12:30 | UG AAA: % #E | FHAR
7 | 2018/6/9 15:53 g;tSApp T8 gp i =nEg
8 | 2018/6/7 22:04 AERSEES Eilas g E B/
9 | 2018/6/7 19:16 ?,f;g;ﬁ B omm BE | ERER
10 | 2018/6/16 18223 | EEFAFEMN % 3 F7 A 4R
Top 10 Hot Posts on Youtube
1| 2018/4/24 17:20 iiﬁgﬁﬁ B g BY | HEDR
2 | 2018/4/13 22:45 Eii’jﬁfﬁ% B i MEDR
3| 2018/6/11 20:30 ggﬁ BEA | o o e
4 | 2018/5/29 16:45 ??%EE%?{EW -2 R FAERW
5 |2018/5/24 11:18 g’gjﬁgﬁﬁﬂ 2 EE7)] FAER R
6 | 2018/5/29 15:20 gf@i*ﬁ”@ wr | EE | gEH
7 | 2018/6/23 22:00 if?%f AR g @ | mEewH

Date Topics Format | Categories Media
10 | 2018/6/26 19:00 (Ih2EERE = B FELER
)
Top 10 Hot Posts on Twitter
BRI 512 ¢
1| 2018/5/7 1030 ;{E?ﬂgg% e | omm | mes
= CIRSER==:5
BE2R P KR
3 [} 2 e
2 | 2018/6/19 17:35 ﬁiﬁg%?ﬁ% e Gl DR
Y AIR1EZ X A
i
Now TV 2 &R
B TT709 KO .
3 | 2018/5/16 14:13 | S Pk e BE HKFP
IR
R B B AT A B
4 | 2018/6/14 15:00 TEEBREEE | EHE FAE IH R
Bl
ERIT) 512 #
5 | aovassiso0 | ZUNIDER D wme | wm | wesm
)= A =R
6 | 2018/5/10 11:08 ZEERSEH P AR HKFP
M2
7 | 2018/5/4 13:00 ii'i;; i'ég}a W | RE | s
= 2= 2k e /N
5 |20ne/e/21 1733 |G TP | me | e | e
- JIb
9 | 2018/5/15 20:33 FEAER pEF FEY Inkstone
10 | 2018/5/5 20:21 ERFEE R B S ERHE®R
Top 10 Hot Posts on Instagram
ECp S STk
1| 2018/6/2 21:14 j*“‘%j@ﬂ R = BT ERER
2 | 2018/5/3 18:13 B4 FReE =l ENGE ERER
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Date Topics Format | Categories Media
8 | 2018/6/6 18:29 ggiﬁg%m =2 FRER FAERR
o | 2018/5/15 10:57 iiﬁgfm B g By | mESE
10 | 2018/6/11 15:04 if?gﬁ; 2 B FLBER

Embracing the internet and adopting and developing social media for
content distribution has become a common practice of Hong Kong media.
This report first reviews the background of digitalization of Hong Kong
media and suggests that different types of media adopt different forms
of online content. Through an analysis of 87 Hong Kong media and their
adoption of online platforms (websites, smartphone application, and social
media accounts), it suggests that newspapers and magazines usually adopt
websites, Facebook, and smartphone applications whereas the digitalization
of radios and TV stations adopt Facebook and YouTube. For digital-born
media such as news portals, online newspapers, online radios, online TV,
and financial news portals adopt various kinds of online platforms, usually
more than 5 platforms. Live news service and online magazines adopt a
small number of platforms, usually focusing on Facebook and YouTube.

Specifically, this report presents an analysis on how Hong Kong media
adopt social media. For the four major social media platforms (Facebook,
YouTube, Twitter, and Instagram), Facebook is the most popular platform

on which all the 87 Hong Kong media set up their own pages or accounts,
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followed by YouTube, Twitter, and Instagram. This finding is consistent
with the popularity of the four platforms in Hong Kong®. Hong Kong
media leverage the huge user bases of the social media platforms, which
facilitates information communication and social interactions between the
media and their users.

Traditional media make more investment to social media adoption
than digital-born media. 27.2% of the traditional media and 20.5% digital-
born media have their accounts across all the four major social media
platforms. Taking posts from April to June in 2018 as an example, for
those that rank as top 10 media in terms of posting frequency, except that
on Twitter traditional media and digital-born media have similar amount of
posts, traditional media relatively have more posts than digital-born media
on other three social media platforms.

In terms of average heat values, TVMost receives the highest scores
on Facebook and Instagram. Initium Media claims the territory on Twitter.
South China Morning Post performs the best on YouTube. From top 10
Hong Kong media in average heat values, there are more traditional media
(70%) than digital-born media (30%) on Instagram whereas on Twitter,
digital-born media (70%) outnumber traditional media (30%). This might

suggest that traditional media can leverage more resources to offer pictures

8 From He Jingtao, Winter for print newspaper? Statistics from Hong Kong
Census and Statistics Department show that young people believe that
online meida are more influential than paid newspapers, from https://www.
hkO1.com/%E7%AA4%BE%ES%IC %83%ES%F6%BONES%E1%OE/S51842/%ET7%BA%
Q9%ESBAA%I2%ES%AF%I2%ES%B86%BAC-%ET%BE5%B1EE%AB%EEWEBHIF%I5-
%ES%BI%BA%EBWBCHISWBEA%BAKBAWESWBC %87 %ET%BOW%B2%ESHAAKRI2%ES%BD
%B1%EQ%IFW%BFBES%BAW%IBIES%EBWIDIES%IA4%BEWEB%B2%BBWESHAC%B1%ET %
AB%A0
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and videos. However, digital-born media are good at crafting short content,
which help them to gain more user engagement, such as likes and shares.

The analysis of top 100 posts reveals common content, topics,
and coverage issues. The findings suggest that soft news, especially
anecdotes, would more likely to gain more user engagement. Except social
experiments conducted by the media and online programs, many anecdotes
are originated from the internet and reported by the media. Reporting what
is hot on social media has become an important topic in Hong Kong media.
In addition to anecdotes, China news also involves lots of soft news. This
type of news is quite popular, ranking the second in all the posts.

Hard news receives less exposure on social media. This is reflected
not only the small number of posts among the top 100 posts but also the
top 10 posts, especially on Instagram. On Facebook and YouTube, there is
a variety of content. However on Twitter, hard news is very popular and
ranks high in number of likes and shares.

South China Morning Post and TVMost excel in media performance.
These two media have high numbers of hot posts. South China Morning
Post set up accounts on all the four social media platforms, among the top
in number of accounts (12 accounts in total). It has great performance on
YouTube, Facebook, and Twitter. The newspaper mainly posts videos. It
is possible that the newspaper have abundant resources to discover social
media platforms and is adapting the social media ecology for content
distribution.

As a digital-born media, TVMost only has five social media accounts
in total on three platforms (YouTube, Instagram, and Facebook) but it has
an excellent performance. Similarly, TVMost post mostly videos, a content

type that is popular on YouTube and Instagram, which may contribute
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to its success. Also, based on the content strategy focusing on reporting
anecdotes, TVMost attracts lots of users.

Visual content receives most attention. On Facebook, videos are most
effective, followed by pictures. On the contrary, URLs are not effective,
with very low heat values with only 9 posts.

Ironically, traditional media that have an impressive performance
also are competing for exposure using videos. For example, a majority of
content from South China Morning Post are videos. This also helps the
newspaper to win on YouTube. This suggests that, on social media, both
types of media need to adapt to norms of the social media and engage their
users using videos and pictures. Text-based posts may find it difficult to
gain much attention, except on Twitter. That the URLs do not contribute
much to user engagement suggests that it would be difficult for media to
direct their users to their own websites from social media posts including
URLs.

In summary, this report presents a comprehensive analysis
on digitalization and social media adoption by Hong Kong media.
Digitalization of Hong Kong media is reflected not only in adoption of
online platforms but also in adaptation of content formats considering the
distinctive features of social media. That soft news receives more attention
than hard news would lead us to reflect on communication patterns and
effectiveness of distribution of different types of news on social media

platforms as well as user consumption habits and preferences

(Angus Cheong, Chair of Asia-Pacific Internet Research Alliance,
Chief Consultant of uMax Data Technology Limited; Amy Lee, Data and
Insights Manager of uMax Data Technology Limited; Caroline Huang,

Research Consultant of uMax Data Technology Limited)
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During our research, we found that Hong Kong news media managers
are worried that investing in new computer knowledge technology will not
create enough return. This is partly because they see the Hong Kong media
market as relatively small, but another reason for their caution in taking on
artificial intelligence and machine learning is that they haven’t yet grasped
the benefit of adopting these new techniques.

For an open society and democratic progress, quality information is
crucial, and in fact the application of artificial intelligence can help the
news media tackle several problems that need to be solved urgently. In
the Internet age, the public face a huge amount of information, which
often causes confusion. People often do not have the ability to ascertain
the authenticity of information and are even unaware of the need to do
so. This is one of the reasons for the rapid and large-scale dissemination
of fake news and disinformation, which has led to decreased trust in the

media. It is necessary at this time for the news media to assume social

and professional responsibility by quickly and effectively identifying
information, determining its origins, and becoming a source of verification
that the public can rely on. Artificial intelligence and machine learning can
support these procedures, providing the means to ensure high-quality news
content, thereby enhancing the credibility of the news media.

It is true that, while some news media around the world have begun to
use artificial intelligence technology in the production of news content, the
human role in generating meaningful and in-depth news reports cannot be
replaced by artificial intelligence. Even for data processing we still need
experienced editors and reporters. It is possible to write an article through
a robot, but so far such work has only focused on simple stories, such as
financial information, weather forecasts, and so on. However, artificial
intelligence has in fact found a number of roles in the industry already. For
one thing, it can greatly reduce duplication and redundancy of journalistic
work and improve newsroom efficiency. For investigative reporting,
artificial intelligence can crunch complex data much faster than humans,
considerably shortening reporting time. It also has a contribution to make
to content distribution, where it can be used to customise services by using
different algorithms for different users, more effectively gluing readers
to the product, and, more importantly, providing information directly
relevant to individuals and communities, helping personal decision-making
and stimulating public discussion. In these ways, the new knowledge
technologies can facilitate public access to accurate information, which
is an essential element of democratic processes, in which the media has
always been an important stakeholder.

While the term artificial intelligence dates back to the 1950s, and

has acquired several different definitions, there is a general consensus
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now around the nature of Al as the theory and development of computer
systems able to perform tasks normally requiring human intelligence.
Today, the increasing presence of automated technologies is already
changing journalism. The news media in Europe and the United States
are making widespread use of artificial intelligence to take on repetitive
tasks and reduce labour intensity in the searching news sources for content
production. Computation is in fact assisting journalists in all phases of
news production—in the collection, organisation and analysis of data, in
producing news content automatically, and as a personal assistant—as well
as in the dissemination of news and communication with the audience.

According to a survey by the Reuters Institute for the Study of Journalism,

Machine Natural lan- Digital personal | Natural lan-
Learning and guage genero- | assistant (nat- guage process-
Natfural Lan- fion ural language ing
Al Technology| guage Process- | Knowledge understanding, | Personalised
Used iNng fo mine big | grophs fext-fo-speech); | news feed rec-
data Machine learn- | ommendation
ing Opfimised
workflow
ProPublica The Washing- Google home New York Times
Google News fon Post voice-based Readerscope
Lab Heliograf, news distribu- Toutico
Documenting (Tencent) fion Google
Hate News DreamWriter The weather Facebook
Examples INdex Channel News feed
BBC News Juic- | Yahoo! Mix reali-
er Wordsmith fy-based news
The Associatfion | New York Times report
Press Editor
RADAR

about 75 percent of news outlets are already using Al in some form.

The following table summarizes the multiple functions of artificial

intelligence in the overall news process.

News Gather- Content Pro- Content Distri- Engaging Audi-
ing > cessing-> bution > ence
Finding stories Automatic Opfimising Audience feed-
fhrough docu- journalism for media reach, pack - fracking
menfing and financial news/ | publishing user reaction
data mining sporfts news/ confentin new | on social me-
weather/crisis forms, such dia, answering
Curatfing the reports as through questions with
abundance Augment voice-enabled chatbot, mod-
Description of dafa, data journalism by devices, or the erafing reader
mining for suggesting use of Aug- comments
investigative content, fact mented Real- Personalised
journalism checking, ity and Mixed news app - giv-
moderating Reality in the iNg audience
fake news newsroom more special-
ised, custom-
ized contfent

The next section explores examples of the application of artificial
intelligence in the first two columns of the table, news gathering and
content processing. Much of this area is still in the trial stages.

Background news searching. Juicier is a news aggregation and
content extraction tool used by the BBC newsroom to output all the stories
from the RSS feeds of 850 media outlets worldwide. Once it has done
that, it removes stories from the BBC itself and then categorises and tags
the remaining stories according to the source news organisation, location,
people involved, events, and so on. In this way, a reporter who is writing
a news story can quickly search for relevant background news from many
websites in the world through this tool.

Fact checking. For editors, verifying journalists’ reporting is a very
important part of content processing in the newsroom. Through artificial
intelligence, it is possible to simplify and speed up the process of checking
source information. The New York Times use the news content extraction

tool Editor to tag the key words in all articles through artificial intelligence
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technology. When editors want to search for related information, they only
need to provide categories such as events, people or places, and the system
will provide all the relevant information, making the verification steps
simpler, faster and more accurate.

Tracing online trending. Artificial technology can do search jobs that
would otherwise require complex manual operations, such as identifying
the top trending news stories on social media. It can even predict which
stories or topics will become hot issues online. The Associated Press (AP)
has developed a content analytics tool called NewsWhip, which gathers
news from all the news agency’s competitors on all social media platforms.
It analyses how these competitors interact with their audiences on social
media, how much their audiences are engaged, and who the important
social media influencers are in the news transmission path.

Generating story ideas. By analysing the big data that editors and
journalists can’t handle in their daily work, artificial intelligence tools can
discover patterns or spot unusual phenomena that can provide news rooms
with story ideas that may be worth investigating. BuzzFeed developed an
algorithm to analyse publicly available flight route data, and found that
some flight patterns were strange, not going directly from starting point
to destination. After an in-depth investigation, reporters discovered that
the government was using spy planes to monitor what was going on down
below. Reuters also has a similar tool called Lynx Insight that streamlines
human-computer cooperation in a “cybernetic” newsroom. It uses artificial
intelligence to process massive amounts of data and identifies patterns
and spots odd phenomena, passing on these observations with suggestions
as to how to use then. Editors then determine whether the findings are

newsworthy.

Content management. User-generated content, such as comments
and forum discussions, provides more sources of information and enhances
the bond between the media and the audience. However, managing the
hate speech that often emerges through this facility is one of the biggest
problems the news media are facing today. Many news organisations form
a special team to manage and filter online messages, but it is impossible in
practice to monitor every single message. Artificial intelligence can help
reduce the burden by managing comments with keyword and “semantic
sentiment” analysis. The New York Times currently uses the Perspective
tool, which uses machine learning to “score” the effect of a comment on
a discussion and spot abusive contributions. It can then provide feedback
so that the audience can choose which comments they want to see based
on their preferences. This is an attempt to reduce costs through artificial
intelligence to improve the quality of online discussions.

Automatic news writing. Many news media have begun to use
artificial intelligence to write news, also known as "robot journalism".
Examples include the Washington Post’s Heliograf, Yahoo!’s Wordsmith
and the AP’s Reporters and Data and Robots (RADAR). These machine
automated writing tools focus on sports, finance and weather forecasts
because these news items follow a format and usually only need specifics
updating. For most reporters, this kind of journalism is equivalent to
repeated labour, a task they’re glad to see the back of. Through the use of
technology, the speed of news updates is increased, while journalists and
editors are released to engage in more in-depth work.

Data visualisation. In the digital age, infographics with linked
relevant information allow the news media to present rich and complex

data to the audience in a more comprehensible and meaningful way. Users
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only need press a key to get the information they want, whether it’s about
finance, politics or entertainment. At present, there is a lot of open-source
freeware available to the news media for data visualisation. Among them,
Reuters Connect, which is jointly launched by Reuters and technology
companies, is specially targeted at the news media.

Robot anchor. Human power is still needed to process news content
for today’s robot news presenters, but the goal of scientists is to use
artificial intelligence to enable robots to host live programmes alongside
humans. Al allows robot anchors to quickly process and analyse large
amounts of data, and eventually they will be able to talk to guests from all
over the world in different languages, and of course work 24 hours a day
non-stop.

The following section looks at examples of the adoption of artificial
intelligence in the second pair of columns in Table 1, content distribution
and engaging the audience. This area of usage has been extensive and is
relatively mature.

Customised content. Just as Facebook provides individual newsfeeds,
news organisations also have personalised services for their audiences.
Based on users’ past browsing history, geographic location, gender, time
spent on websites each day and the number of times they comment on these
websites, personalised content can be delivered to individuals. Newsroom
Al, a tool developed by a British company, provides a service that allows
news outlets to do this. It has claimed that after a ten-months trial with
a number of news media, Newsroom Al led to users spending four times
longer on the page. It also allowed the news media to get data on how long
users stay on pages.

Human-machine dialogue. Chatbots allow users to interact with their

news media through chat rooms, messages and other channels. Quartz’s
audience can use its BotStudio via Facebook Messenger to address news-
related questions about such matters as time, location or people, and the
app will provide relevant news items identified as being of interest. The
Guardian also has its own chatbot on Messenger. With the news feed
scheduled through a human-machine dialogue, reporters write the news
briefing for the next day and push it out. When the user enters "Headline",
the five most popular news stories of the day will arrive on the user's
mobile phone app.

It can thus be seen that Al is a big deal for journalism and news
information—possibly as important as such other major developments we
have seen in the last 20 years as online platforms, digital tools and social
media. Al may well transform the journalism profession, but the special
factor is that its effect will be to enhance, rather than replace, the work
of journalists. Artificial Intelligence will still need human input. Skilled
journalists will be required to double check and interpret results. And while
AI will increase the amount of content produced, it will not necessarily
improve its quality — journalists will still be needed for news judgement.

Based on the trends noted above, we believe that Hong Kong’s news
media can use artificial intelligence for the following functions.

- To track breaking news and enhance traditional manual search
methods;

- To discover social media trending topics and improve the capability
of agenda setting;

- To assist in news verification and detect fake news;

- To produce data visualisations to help readers understand complex

information;
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- To customise user content and increase audience engagement;

- To provide chatbots to enhance interactive functions.

Since the advent of computers, journalists have been early adopters
of every new development in digital communication technology. That
has given the public far greater and much cheaper access to news and
information, as well as extensive opportunities for journalists to do
different kinds of journalism, but it has also allowed abuse to seep into
the channels of communication. Our goal is to improve the credibility of
the news through algorithms, data procession and social science methods.
Now, with the development of artificial intelligence, using human-
computer interaction and technology to improve the quality and quantity
of reporting means journalists can re-establish themselves as trusted
sources of information in the eyes of the public and improve the audience’s
perceptions of the media. These developments require journalists and
editors who know how to process data, analyse data and discover from the
vast array of information what topics are worth covering.

As we note above, in our survey we found that Hong Kong news media
were not very keen on machine learning technology, and one factor was
that they did not have the resources to provide suitable training for their
journalists. It must be pointed out that the use of these new types of tools
does not mean negating the traditional news process. Current journalists
are already well versed in established methods, so they only have to learn
to master some of the basic skills needed to use various types of open
source data-processing software. The news products will still follow the
original standards, but their new capacity will allow them to expand and
improve the process of news editing.

To train their existing reporters and editors, the Hong Kong media can

strengthen cooperation with communication specialists at local universities.
Hong Kong Baptist University’s School of Communication has opened
the territory’s first degree course that combines journalism and computer
science. Its goal is to deliver talented graduates who are prepared not only
to adapt to future developments in media technology but also to provide
specialist training for current media personnel. Meanwhile, in newsrooms
themselves, management can consciously strengthen cooperation between
technical staff, editors and journalists to produce more in-depth and
audience-related content by combining their respective strengths.

We cannot talk about the improvement of the quality of journalism and
the healthy operation of the news media in isolation from the audience. A
society can only support the production of high-quality content if it has a
sufficiently media-literate citizenry, because only when people understand
the importance of the media are they willing to pay for excellent
products. The promotion of media literacy requires the intervention of the
government. Through systematic education starting from primary school
level, people will be taught to develop the ability to judge the authenticity
of information. Our universities, as public institutions, also have a
responsibility to educate the public in this area, and at this crucial point in
digital development, should cooperate with the media to raise awareness.

Some media managers in our survey raised real concerns, such as
worries about privacy breaches arising from data collection and processing.
In fact, the problems that arise from artificial intelligence are far more
extensive than this. For example, the use of algorithms in the production of
content is far too much based on click rates and the bias of the algorithm
design itself rather than the quality of the content. This results in an unfair

information flow, and it’s unclear how much humans can trust the machine
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at present. Ethical issues cannot be ignored in the process of applying
artificial intelligence to journalism.

With all the controversy surrounding the development and use
of artificial intelligence, it is very important to enhance the public’s
understanding of this technology and increase the transparency of its use.
At this point, the public must rely on journalists and the news media to
understand how the technology is being harnessed and what problems may
arise. Technology has always been neutral, and the key is in how it’s used.
It has the potential to create all kinds of false information in the future, and
if we don’t act now, it could cause the public to lose all confidence in the
news media and even put pressure on the democratic processes of society.
At the same time, technology can be an extraordinary tool to empower
citizens, including journalists and others working in the news media.

From the perspective of the development of the news industry,
news outlets that can achieve sustainable development are not those that
use technology to replace journalists in order to reduce costs, but that
draft in technology to help editors and reporters to perform better and
more efficiently to improve the quality of news products. Although the
development and application of artificial intelligence will inevitably have
an impact on all aspects of the news process—newsroom structure, human
resources allocation and content production —the professional standards of
the news, as well as the demand for excellent journalists and editors, will
not change. The ultimate goal is to produce high quality news related to the
audience and to society.

This report has tried to examine the development of artificial
intelligence technology and how it can be used by the Hong Kong media in

the digital age. There are difficulties but also, of course, opportunities, and

we hope our colleagues in the industry will adopt some of our suggestions
and take on the responsibility of strengthening their products to support the

future development of our society.

(Rose L W Lugqiu, Assistant Professor, Department of Journalism,
School of Communication, HKBU; Wang Xiaohui, Research Assistant

Professor, Department of Journalism, School of Communication, HKBU)
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