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Recap ς ²ƘƛŎƘ ǘƘǊŜŜ ŎƻƳǇŀƴƛŜǎ ŎƻƴǘǊƻƭ фл҈ ƻŦ ǘƘŜ ¦YΩǎ ƴŀǘƛƻƴŀƭ ƴŜǿǎǇŀǇŜǊ ƳŀǊƪŜǘΚ
Discuss and Feedback

DATE AND TITLE ALL WRITTEN WORK

STARTER ACTIVITY



¢ƘŜ aŜŘƛŀ wŜŦƻǊƳ /ƻŀƭƛǘƛƻƴΩǎ ά²Ƙƻ hǿƴǎ ǘƘŜ ¦Y aŜŘƛŀΚέ 
2023 report stated there are άŘŀƴƎŜǊƻǳǎ ƭŜǾŜƭǎ ƻŦ 
ŎƻƴŎŜƴǘǊŀǘŜŘ ƳŜŘƛŀ ƻǿƴŜǊǎƘƛǇέ in the UK.

¢ƘŜ ǊŜǇƻǊǘ ŦƻǳƴŘ ǘƘŀǘ ǘƘǊŜŜ ŎƻƳǇŀƴƛŜǎ ŎƻƴǘǊƻƭ фл҈ ƻŦ ǘƘŜ ¦YΩǎ 
national newspaper market:

DMG Media - 42%
News UK - 33%
Reach PLC - 16%

Telegraph Media Group ς 5%
Guardian Media Group ς 2%

The Financial Times ς 2%

¢ƘŜ ǎŀƳŜ ǘƘǊŜŜ ǇǳōƭƛǎƘŜǊǎΩ ŀƭǎƻ ŎƻƴǘǊƻƭ ƻǾŜǊ пл҈ ƻŦ ǘƘŜ ŀǳŘƛŜƴŎŜ 
ǊŜŀŎƘ ƻŦ ǘƘŜ ¦YΩǎ ǘƻǇ рл ƻƴƭƛƴŜ ƴŜǿǎ ōǊŀƴŘǎΦ

NEWS OWNERSHIP : RECAP



1
Digital First - Most audiences now consuming news online (primarily via smartphones). News providers have 
adapted by developing apps, websites, and maintaining a presence on platforms like X and Facebook.

2
Short Form - As digital communication has evolved, short-form videos have risen in popularity on platforms like 
TikTok, Instagram Reels, and YouTube Shorts, thanks to quickly grabbing attention with bite-sized content.

3
Traditional Trust - Trust in traditional news has declined amid perceptions of bias and corporate influence. This 
shift has fuelled misinformation, as partisan outlets and social media amplify scepticism and fake news.

4
Social Media - Many people, especially younger audiences, access news content via social platforms like X and 
TikTok. These Big Tech giants are using algorithms to shape what their follows see, reinforcing biases.

5
Personalised Algorithms - Audiences encounter news incidentally through scrolling, guided by AI that tailor's 
content on behaviour. Industries use data to personalise feeds, improve targeting, and optimise engagement.

6
Participation - Digital has turned audiences into prosumers who actively shape news through shares etc. While 
older generations rely on traditional media, younger users engage via platforms like YouTube and X.

TRENDS & BEHAVIOURS : RECAP



FACTS
The Guardian



NEWS OWNERSHIP : GMG

ÅGuardian Media Group (GMG) is a British mass media company and one of 
the UK's leading media organizations.

Å GMG forms part of a UK news oligopoly, alongside: DMG Media (Daily Mail, The Mail on Sunday, 
Metro, I, MailOnline), News UK (The Times, The Sunday Times, The Sun), Reach PLC (Daily Mirror, 
Sunday Mirror, Daily Express, Sunday Express, Daily Star, Daily Record), Telegraph Media Group 
(The Daily Telegraph and The Sunday Telegraph), and The Financial Times (The Sunday Telegraph),

Å GMG owns Guardian News & Media, the publisher of the Guardian and Observer newspapers 
and theguardian.com (one of the most widely read English news websites in the world).

Å GMG is owned by the Scott Trust Limited, which ensures the financial and editorial 
independence of The Guardian. This unique ownership model ensures the organisation remains 
free from commercial or political influence.

Å GMG has managed to successfully adapt to the digital age, whilst maintaining its core values of; 
journalistic integrity, progressive investigative reporting, global public interest journalism, and a 
strong editorial stance on social justice, climate change, and human rights.

Å For 2024, GMG reported £275 million in total revenue (over half coming from digital sources).



Curran and Seaton believe that the media has a narrow business 
model and is mainly controlled by a small number of companies 
(Oligopoly). These companies are primarily driven by the logic of 

ǇǊƻŦƛǘ ŀƴŘ ǇƻǿŜǊέ

Is this the case with The Guardian?
Consider the oligopoly structure of UK press ownership

Curran and Seaton believe that media concentration limits or 
inhibits variety, creativity and quality, and more socially diverse 

patterns of ownership help create conditions for more varied and 
ŀŘǾŜƴǘǳǊƻǳǎ ƳŜŘƛŀ ǇǊƻŘǳŎǘƛƻƴǎέ

Is this the case with The Guardian?
Consider how certain newspapers push similar political agendas based on their ownership structure

THEORY
Choose one statement below and construct a short 

paragraph discussing it in relation to News

Although The Guardian is owned by the Scott Trust to uphold editorial 
independence, it still operates within a media landscape dominated by 

powerful conglomerates (Oligopolies). 5ŜǎǇƛǘŜ ƛǘǎ άŀƭǘŜǊƴŀǘƛǾŜέ ǎǘŀƴŎŜΣ ƛǘ Ƴǳǎǘ 
still compete for attention and engagement to raise revenue. The Guardian 
still adopts strategies like click driven headlines and subscriptions, showing 

how profit motives shape even trust based journalism.

¢ƘŜ DǳŀǊŘƛŀƴ ǎǘŀƴŘǎ ƻǳǘ ŦǊƻƳ ƳƻǊŜ ƳŀƛƴǎǘǊŜŀƳ ƴŜǿǎ ǇǊƻǾƛŘŜǊǎ ōŜŎŀǳǎŜ ƛǘΩǎ 
owned by the Scott Trust, which protects editorial independence over profit. 

This allows the paper to offer more diverse content (coverage of 
underrepresented social issues, social inequality etc.) in depth investigations, 
and progressive viewpoints, unlike profit driven outlets that often prioritise 
formulaic, revenue focused material. The Guardian supports the idea that 
alternative ownership can lead to greater editorial freedom and creativity.



Review these Guardian front covers -  Sum up their values/beliefs/political stance



NEWSPAPER FACTS (Industry/Ownership)

Å Type: British national broadsheet newspaper
Å Established: First published in 1821
Å Readership: Historically, aimed at educated, liberal middle class readers
Å Political Stance: Traditional Centre-Left
Å Political Party: Labour Party, but maintains editorial independence
Å Owner: Scott Trust Limited (Which owns Guardian Media Group)
Å Editor in Chief: Katharine Viner

AUDIENCE CATEGORISATION (Demographic Profile)

Å ¢ƘŜ DǳŀǊŘƛŀƴΩǎ ǘŀǊƎŜǘ ŀǳŘƛŜƴŎŜΣ according to NRS and ABC data, is 
predominantly ABC1, 25-34, are university educated, liberal, and politically 
engaged, with a centre-left stance.

Å It reaches an average monthly audience of 81m globally and 22.4m in the 
UK (includes digital and print, most accessing content via mobile devices).

Å Its readership skews slightly more male than female (especially in digital).
Å Ethnicity: Diverse, strong engagement from progressive communities.

FACTS



Gerbner believes that exposure to repeated patterns of 
representation over long periods of time can shape and influence 

the way in which people perceive the world around them 
(cultivating views and opinions)

Is this the case with The Guardian?
Consider how most audiences never change their choice of newspaper

Gerbner believes that cultivation reinforces mainstream values 
(dominant ideologies) and this exposure to persistent repetition 
has measurable effects on the perceptual of people/worlds by 

audience members

Is this the case with The Guardian?
Consider how newspapers are often used to push political agendas during periods of voting and elections

THEORY
Choose one statement below and construct a short 

paragraph discussing it in relation to News

As the Guardian is known for its progressive and liberal viewpoint, long term 
exposure to this type of reporting (focus on social justice, climate change, 

human rights etc.) Ŏŀƴ άŎǳƭǘƛǾŀǘŜέ ŀ ǿƻǊƭŘǾƛŜǿ ƛƴ ƛǘǎ ŀǳŘƛŜƴŎŜ ǘƘŀǘ ŀƭƛƎƴǎ ǿƛǘƘ 
¢ƘŜ DǳŀǊŘƛŀƴΩǎ ŜǘƘƻǎκƴŜǿǎ ŀƎŜƴŘŀΦ ¢Ƙƛǎ ǊŜǇŜŀǘŜŘ ǇŀǘǘŜǊƴ ƻŦ ǊŜǇǊŜǎŜƴǘŀǘƛƻƴ 

may influence readers to see certain issues as more urgent or morally 
significant, shaping their opinions and reinforcing ideological beliefs 

ŎƻƴǎƛǎǘŜƴǘ ǿƛǘƘ ¢ƘŜ DǳŀǊŘƛŀƴΩǎ ǾŀƭǳŜǎΦ

Through the repeated coverage of topics such as climate change concerns, 
activism, and social inequality, the Guardian cultivates a worldview that 

aligns with these dominant ideologies among its readership. Over time, this 
persistent exposure can shape how their readers perceive political and social 

issues, not just informing their opinions but embedding certain moral and 
ideological assumptions that they will take on as their own. As a result, 
readers may come to see these perspectives as common sense or widely 

accepted truths (demonstrating the measurable effects Gerbner describes).



PRODUCTION
The Guardian



TASK
The core factor of production (in any area of the media) is funding. There are now several 

different revenue models replacing the traditional model of sales from physical newspapers.

Can you name some?!



NEWS REVENUE MODELS

Donations

Voluntary contributions from 
readers to support the news 
provider, without requiring 

payment for access.

The Guardian (No1 model)

Advertising

Revenue generated by displaying 
adverts to readers, often based on 
site traffic and the demographic 

profiles of the consumer.

All news providers

Subscriptions

Readers pay a recurring fee 
(monthly or yearly) to access 

content, often including exclusive 
or premium material.

Most news providers

Paywalls

Restricts access to content unless 
the user pays a fee, blocking 

nonsubscribers from reading the 
providers articles.

Times. Financial Times

Freemium

Some content is free to access, but 
users must pay for full access or 

premium features (archives, 
special reports etc.).

Telegraph. Independent

Sponsorships: 

Companies pay to support specific 
content, sections, or series of a 

news outlet, often in exchange for 
brand visibility.

Most news providers



ÅIn the UK, The Guardian is the most 
prominent newspaper that uses a 
donations-based revenue model.

ÅIt invites readers to support its journalism through 
voluntary contributions (one off or reoccurring) 
without requiring them to pay for access (no 
paywall/freemium).

ÅLike many other UK news providers, The Guardian 
also engages with advertising, subscriptions 
(digital app access and ad-free reading benefits), 
and sponsorships (for specific journalism projects 
or series, clearly labelled to distinguish from 
editorial content).

ÅThe Guardian have 1.4m regular donators, which 
equivalates to 1 in 40 of their readers.

FUNDING - DONATIONS



RECAP

Citizen journalism is the act of ordinary people 
(the public, non journalists) gathering, reporting, 
and sharing news/information, often through 

digital platforms like social media or online blogs.

Citizen journalism (CJ) bypasses traditional media 
restrictions, offers real time updates, and reaches places 
ǿƘŜǊŜ ǇǊƻŦŜǎǎƛƻƴŀƭ ƧƻǳǊƴŀƭƛǎǘǎ ƻŦǘŜƴ ŎŀƴΩǘ ƎƻΦ /W ŀƭǎƻ 

brings more diverse, less biased perspectives, making it 
a valuable tool for covering current affairs as and when 

they happen (disasters, battle zones, protests etc.).

Despite concerns over accuracy, bias, and verification, 
The Guardian (alongside most other news providers in 

the UK) embraces Citizen Journalism.

PRODUCTION - CITIZEN JOURNALISM



CJ - SHARE YOUR STORY

https://manage.theguardian.com/help-centre/article/submit-an-idea-for-a-story

Using a secure online form on theguardian.com, readers (18+) can 
ǎǳōƳƛǘ ǎǘƻǊƛŜǎκƴŜǿǎ ƭŜŀŘǎ ǘƻ ǘƘŜ DǳŀǊŘƛŀƴΩǎ ŜŘƛǘƻǊƛŀƭ ǘŜŀƳΦ !ƴƻƴȅƳƻǳǎ 

submissions are allowed (personal data is deleted when no longer 
needed) and the form is encrypted, only accessible to Guardian staff. 

For specific campaigns (Russia/Ukraine, Isreal/Hamas conflicts) The 
Guardian has accepted stories, photos, or videos via Telegram. This 
process is handled by journalists monitoring the channel, who may 

follow up if more information is needed.

In June 2025, the Guardian launched Secure Messaging, a feature in its 
mobile app that provides end to end encrypted communication 

between users and journalists. This makes it safer to share sensitive 
stories or whistle-blowing material. The tool is open source and was 

developed in collaboration with the University of Cambridge.
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ά{ƘƛǊƪȅ believes that the conceptualisation of audiences as 
passive consumers of mass media content is no longer tenable in 

ǘƘŜ ŀƎŜ ƻŦ ǘƘŜ ƛƴǘŜǊƴŜǘέ

Is this the case with the News and The Guardian?

ά{ƘƛǊƪȅ ōŜƭƛŜǾŜǎ ǘƘŀǘ ƳŜŘƛŀ ŎƻƴǎǳƳŜǊǎ ƘŀǾŜ ōŜŎƻƳŜ ǇǊƻŘǳŎŜǊǎ 
ǿƘƻ ΨǎǇŜŀƪ ōŀŎƪ ǘƻΩ ǘƘŜ ƳŜŘƛŀ ƛƴ ǾŀǊƛƻǳǎ ǿŀȅǎΣ ŀǎ ǿŜƭƭ ŀǎ ŎǊŜŀǘƛƴƎ 

ŀƴŘ ǎƘŀǊƛƴƎ ŎƻƴǘŜƴǘ ǿƛǘƘ ƻƴŜ ŀƴƻǘƘŜǊΦ ΨtǊƻǎǳƳŜǊǎΩ Ґ 
consumer/producerέ

Is this the case with the News and The Guardian?

THEORY
Choose one theoretical statement below and construct a 

short paragraph discussing it in relation to CJ

The Guardian actively engages with citizen journalism and user generated 
content, reflecting a shift where readers participate in the creation and 
dissemination of the news. Through online connections, The Guardian 

ŜƳōǊŀŎŜǎ ŀƴ ƛƴǘŜǊŀŎǘƛǾŜ ƳƻŘŜƭ ǘƘŀǘ ŀƭƛƎƴǎ ǿƛǘƘ {ƘƛǊƪȅΩǎ ǘƘŜƻǊȅΦ wŀǘƘŜǊ ǘƘŀƴ 
acting as a traditional gatekeeper, it operates as part of a collaborative 
network where the public can contribute to the news agenda (thereby 
ŎƘŀƭƭŜƴƎƛƴƎ ǘƘŜ ƻǳǘŘŀǘŜŘ άǘƻǇ-Řƻǿƴ ƳƻŘŜƭέ ƻŦ Ƴŀǎǎ ŎƻƳƳǳƴƛŎŀǘƛƻƴ ŀƴŘ 
reaffirming the active role of the audience in shaping public narratives).

¢ƘŜ DǳŀǊŘƛŀƴ ǎǳǇǇƻǊǘǎ {ƘƛǊƪȅΩǎ ǘƘŜƻǊȅ ƻǊ ǇǊƻǎǳƳŜǊƛǎƳ ōȅ ŜƳōǊŀŎƛƴƎ ŎƛǘƛȊŜƴ 
journalism and digital interactivity with its readership. Rather than solely 
ōǊƻŀŘŎŀǎǘƛƴƎ ǘƻ ŀ ǇŀǎǎƛǾŜ ŀǳŘƛŜƴŎŜΣ ¢ƘŜ DǳŀǊŘƛŀƴ ŜƴŀōƭŜǎ ǊŜŀŘŜǊǎ ǘƻ άǎǇŜŀƪ 
ōŀŎƪέ Ǿƛŀ ŎƻƳƳŜƴǘǎ ƻƴ ǎƻŎƛŀƭ ƳŜŘƛŀ ǇƭŀǘŦƻǊƳǎ ŀƴŘ ǳǎƛƴƎ ƛǘǎ Ψ{ƘŀǊŜ ¸ƻǳǊ 
{ǘƻǊȅΩ ŦŜŀǘǳǊŜ ŦƻǊ ǎǳōƳƛǘǘƛƴƎ ǇŜǊǎƻƴŀƭ ǎǘƻǊƛŜǎ ŀƴŘ ŜȅŜǿƛǘƴŜǎǎ ŀŎŎƻǳƴǘǎΦ ¢Ƙƛǎ 

integration of citizen journalism blurs the line between consumer and 
ǇǊƻŘǳŎŜǊΣ ǎǳǇǇƻǊǘƛƴƎ {ƘƛǊƪȅΩǎ ƛŘŜŀ ǘƘŀǘ ƳƻŘŜǊƴ ŀǳŘƛŜƴŎŜǎ ŀǊŜ ƴƻ ƭƻƴƎŜǊ 

content to simply receive information but now co-create and distribute it.



NEWS PRODUCTION - FAKE NEWS

The Guardian takes a proactive approach to 
dealing with fake news and 

misinformation, combining editorial 
practices, transparency, and audience 

ŜŘǳŎŀǘƛƻƴΦ ¢ƘŜ DǳŀǊŘƛŀƴΧ

Å ΧƳŀƛƴǘŀƛƴǎ ǊƛƎƻǊƻǳǎ ŦŀŎǘ ŎƘŜŎƪƛƴƎ ǇǊƻŎŜǎǎŜǎ ŀƴŘ 
editorial oversight. 

Å ΧŦƻƭƭƻǿǎ ŀ ǎǘǊƛŎǘ ŎƻŘŜ ƻŦ ŜǘƘƛŎǎ ǘƻ ŜƴǎǳǊŜ ƛƴŦƻǊƳŀǘƛƻƴ 
is accurate, fair, and properly sourced.

Å ΧŎƭŜŀǊƭȅ ƭŀōŜƭǎ ǳƴǾŜǊƛŦƛŀōƭŜ ƛƴŦƻǊƳŀǘƛƻƴ ŀƴŘ ǘƘƛǊŘ-
party sources across its platforms.

Å ΧƛƴŎƭǳŘŜǎ ŀ ŎƻǊǊŜŎǘƛƻƴǎ ŀƴŘ ŎƭŀǊƛŦƛŎŀǘƛƻƴǎ ŎƻƭǳƳƴ ǘƘŀǘ 
openly addresses factual errors and updates.

Å ΧǇǊƻŘǳŎŜǎ ŎƻƴǘŜƴǘ ǘƻ ƘŜƭǇ ǊŜŀŘŜǊǎ ǎǇƻǘ ŦŀƪŜ ƴŜǿǎΣ 
understand how misinformation spreads, and think 
critically about digital media. 

The Guardian believes their approach (to the fake 
news and misinformation trend) reinforces its 

commitment to trustworthy journalism.



NEWS PRODUCTION - AI

AI is reshaping the news industry. While it offers benefits like efficiency 
(automating tasks) and accessibility (personalised content), challenges 
such as bias, transparency, and job displacement must be addressed.

The goal is for AI to enhance, not replace, human creativity.

During the 2023 Writers Guild of America strike (focusing on better pay 
and protections) The Guardian faced criticism for publishing articles that 

explored the use of AI in creative writing. This was seen as insensitive and 
ǳƴŘŜǊƳƛƴŜŘ ǘƘŜ ǿǊƛǘŜǊǎΩ ŘŜƳŀƴŘǎΣ ŜǎǇŜŎƛŀƭƭȅ ŀǎ !L ǿŀǎ ŀ ŎŜƴǘǊŀƭ ŎƻƴŎŜǊƴ 
of the strike. The outlet was also reported to have published content that 

appeared AI assisted/generated without clear disclosure, drawing 
accusations of violating journalistic transparency and ethics.

By legitimising AI during a strike on protecting creative human jobs from 
automation, The Guardian was viewed by critics as siding with corporate 
interests rather than supporting writers, leading to significant backlash.

https://www.telegraph.co.uk/business/2025/01/17/guardian-accused-undermining-strikes-using-ai-write-stories/
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The trend of bundling news with games, recipes, and lifestyle 
content (as seen in apps like Guardian Feast or the New York Times 
with hits like Wordle and Connections) mirrors a strategy that has 
ƘŜƭǇŜŘ ǘƘŜ b¸¢ ōŜŎƻƳŜ ǘƘŜ ǿƻǊƭŘΩǎ ƭŜŀŘƛƴƎ ƻƴƭƛƴŜ ƴŜǿǎ ōǊŀƴŘΦ 
This approach not only boosts user engagement but also builds 

habit and loyalty by offering more than just headlines.

This production model is very similar to how news was 
traditionally packaged in print (puzzles, food, fashion, travel, sport 

etc.). This blend caters to a wider audience and reflects the 
evolving nature of news consumption in the digital age.

NEWS PRODUCTION - BUNDLES



MARKETING
The Guardian



It has been clear for some time, that 
newspapers would need to significantly adjust 
to survive the digital age. A significant online 

presence is a must, and a focus on advertising, 
additional online offerings, and the need to 

custom content for the reader.

News marketing refers to a range of advertising 
and promotional methods leveraged across 
both traditional and digital news formats by 

news providers.

Marketing Strategies can includebuying display 
ads, classifieds, branded content articles, 

contests, free giveaways, event supplements, 
copy space, inserts, banners and more.

NEWS MARKETING



https://www.theguardian.com/media/2022/jul/20/guardian-media-group-records-strongest-financial-results-since-2008

GUARDIAN MARKETING - ONLINE
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ÅPersonalised emails based on user data (read stories, clicks, shares etc.) 
is an interesting angle on the marketing of news. It enables news 
providers/organisations to target audiences in more sophisticated 
ways, using cookies and algorithms to personalise content that is 
tailored to meet each readers needs and tastes. 

ÅThese emails are an example of the new ways content is marketed and 
supports what Pariser calls ϦƛƴǾƛǎƛōƭŜ ŀƭƎƻǊƛǘƘƳƛŎ ŜŘƛǘƛƴƎ ƻŦ ǘƘŜ ǿŜōέΦ

ÅIt is also an example of data economy, as the data it collects has value, 
and news providers can use it to target content and sell to advertisers.

Ψ.ǳǘ ƴƻƴŜ ƻŦ ǘƘƛǎ ǿƛƭƭ ōŜ ǇƻǎǎƛōƭŜ ǿƛǘƘƻǳǘ ǎǳǇǇƻǊǘ ŦǊƻƳ ǊŜŀŘŜǊǎ ƭƛƪŜ ȅƻǳΦ 
We have ensured that our reader-funded model suits everyone, so if you 

can only afford to give once then that's possible. If you are able to 
support monthly, then we have made that easy too. And you can cancel 

ŀǘ ŀƴȅ ǘƛƳŜΩ ς The Guardian
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