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Abstract

Personalised News in the World of Internet
- Exploring solutions for a tailored news experience

by Amine Balta

The landscape of news consumption has drastically changed, and so has the ex-
pectations. It is no longer about sitting at the breakfast table and reading the physical
newspaper, the reader expects a well working digital solution. Studies are showing
that loyalty to one specific news brand is low and that the younger generations are
getting their news from many different sources and outlets. One way to build a
habit and increase loyalty to one specific news publisher is through personalising
the experience for every user. This study aimed to investigate the landscape of per-
sonalisation on the Internet and how it can be adapted to the experience of reading
news on the phone. A literature study was conducted to gather information. It
later resulted in a user research with the help of human-centred design and the de-
sign thinking process. The user research included a survey and in-depth interviews.
A mixed-method was applied as both quantitative and qualitative questions were
asked during the investigation. Based on previous research, a hi-fi prototype was
designed. What was found was that news consumers expect to get informative and
relevant news. However, the attitude towards personalisation was carefully positive
with some hesitations and fears. Results suggested that people are afraid of the filter
bubble and do not want to risk missing important news. Building a habit that later
evolves to a commitment from users can be done in multiple ways. Implementing
user-friendly push notifications was found to be one of them. The results of the inter-
views also gave some insight into attitudes towards push notifications. The results
suggested that the users had a strong expectation of transparency which played a
massive role in the design process. Which resulted in an including and open design
were the user is in control of the content they consume.

Keywords: personalisation, customisation, user experience, tailored news, per-
sonalised news, customisable news
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Sammanfattning

Personalisering av nyheter - hur närmar man sig en skräddarsydd upplevelse i
nyhetsbranschen?

av Amine Balta

Hur man konsumerar nyheter har drastiskt förändrats de senaste åren. Med det
har även förväntningarna på nyheter förändrats. Man sitter inte längre vid frukost-
bordet och läser en stor papperstidning, man förväntar sig en välfungerande digital
tjänst istället. Lojaliteten till ett specifikt nyhetsbolag har minskat bland användarna
och man ser att man får sina nyheter från många olika källor. Ett sätt att bygga
en vana och därmed öka lojaliteten till ett specifik nyhetsbolag är genom att an-
passa nyhetsupplevelsen för varje enskild användare. Syftet för denna studie var
att undersöka personalisering överlag på Internet men specifikt ur nyhetsaspekt för
att sedan se hur upplevelsen att läsa nyheter kan anpassas. Först gjordes en litter-
aturstudie som ämnade att samla information och reda ut begrepp. Sedan genom-
fördes användarundersökningar, vilket inkluderade en enkät samt djupintervjuer.
En blandad metodik tillämpades då både kvantitativa och kvalitativa frågor ställdes
under undersökningen. Baserat på all information som samlats under de tidigare
stegen kunde en design process genomföras som resulterade i en hi-fi prototyp. Det
kunde konstateras att konsumenter av nyheter förväntar sig att få informativa och
relevanta nyheter. Inställningen till personalisering var försiktigt positiv med nå-
gra tveksamheter och rädslor. Resultaten antydde att rädslorna grundade sig i att
deltagarna inte ville missa viktiga nyheter och att inte hamna i en filterbubbla där
deras verklighet förvrids. Att implementera användarvänliga och anpassade push-
meddelanden samt ge användaren kontrollen över sitt flöde kan hjälpa till att bygga
en vana som senare utvecklas till förtroende. Resultaten från undersökningarna
visade att användarna hade en stark förväntan på öppenhet, vilket senare spelade
stor roll i designprocessen. Detta resulterade senare i en inkluderande och öppen
design där användaren kontrollerar innehållet de konsumerar samtidigt som det är
personligt format för just dom.

Nyckelord: personalisering, anpassning, användarvänlighet, anpassat innehåll,
personaliserade nyheter, anpassade nyheter
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Preface
This thesis was made as a user experience project, because of that, the traditional
IMRAD (Introduction, Methods, Results, and Discussion) structure was not ideal.
From the start, the objective suggested that learnings along the way would play a
massive role in the direction of the work. The project was an iterative process, and
the learnings from every phase pointed the process to the direction of the next phase.
Therefore, the IMRAD structure was modified slightly to fit the project. All of the
parts are still included, but in a different order and sometimes mixed.

Chapter 1 - Introduction This chapter is an overview of where the problem areas of
the newspaper industry lie and suggestions to why personalisation could be
needed are stated. The company that was studied and its problem profile are
also introduced.

Chapter 2 - Method This is were the methodologies and the type of research is de-
scribed, and how the collection of the data took place. Further, the tools that
are used and the reasoning behind the methods are explained.

Chapter 3 - Background and Theoretical framework This chapter takes a deep dive
into personalisation, and presents the different terminologies and how other
fields and news outlets have incorporated personalisation. Including studies
in different aspects of news consumption. It is followed by some basic infor-
mation about the design process adopted in this project. This chapter was the
foundation to determine the path of the project.

Chapter 4 - Identification of core problems This chapter presents the results from
the user research and highlights the problem areas. Takeaways from both the
survey and in-depth interviews are presented here. The current state of the
news application is also included.

Chapter 5 - Design Based on the learnings from the previous phases, the design and
prototype were formed. Under this chapter, the prototype is presented.

Chapter 6 - Discussions Some discussions about the results and how they act in the
context of the literature study previously made. The method is reflected upon,
and the limitations are brought up.

Chapter 7 - Conclusions The closing remarks are made and further work on this
project is discussed.
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Chapter 1

Introduction

The primary purpose of any news outlet is to follow and report on the current de-
velopments around the world. To publish reports of news has been done in various
ways throughout history. Since freedom of the press act was established in Sweden
in 1766, the concept of a daily newspaper has been a fact. Before computers and the
Internet, the physical newspaper was the way news was consumed. The shift, when
the psychical paper became a website and on to a phone application, has been dras-
tic and fast. The way news is consumed has changed, and the extensive access to the
Internet has revolutionised the availability of different sources and news feeds. In
Sweden, 84% between the ages of 9-79 had access to media via a smartphone in 2018
[1].

The newspaper industry has been slow in adjusting and has had trouble in know-
ing what the next step is. However, the goal is apparent: delivery of quality content
and financial viability. It is not easy to change the concept of news, as it has been
the same way for a long time. When the addition of an Internet-based newspaper
made its way, the concept just about stayed the same - a linear format of today’s
news with the more important news at the top. Nonetheless, the demands and ex-
pectations of the public are changing. According to a study made in 2019 in Sweden,
while there are still people that do have a paper subscription the people that have
a digital subscription have recently become the majority. Furthermore, the majority
of the consumption of news, either free or by subscription, is on the Internet. At
the same time, regardless of the medium, the daily newspapers are losing readers to
other kinds of news outlets [2].

The ultimate goal for any newspaper based online is to earn enough money to
be able to continue and make a profit, although their business and revenue model
has not changed as much as the consumption has. The revenue is accumulated from
paying subscribers and advertisers. To make money from advertisement the plat-
form must be able to drive traffic. An Oxford study made in 2018 found that the
driver of consumption of news and the increase in time spent on any news site is
based on the relevancy, when something is highly connected to or affect a person’s
private life or members close to them [3]. The traditional one-way mass communi-
cation is not especially personal. However, the shift to a personalised experience on
the Internet, in general, is already a fact. It is no secret that Google has been doing
it for a long time in their search engine [4]. Also, Facebook, Instagram and Twitter
have incorporated it in their feeds for quite some time [5] [6] [7]. The investment on
personalisation has been made to have the user spend more time on the platform.
Because as stated before, the relevance increases when the content is in some way
personal.

The newspapers that were born on the Internet have more of an advantage. Their
reader’s expectations started on the Internet with all that it entails. When it comes to
the news publishers with a legacy, the customer base is somewhat different. When



Chapter 1. Introduction 2

looking at the most prominent newspaper publisher in the county of Västerbotten,
which is Västerbottens-Kuriren, they have a legacy of over a hundred years. The
premises are different for them as they have been around a long time as a physical
newspaper, and have also established their online presence a while ago. The conse-
quence of that is the difficulty of change. To know at which end to start and where to
begin the personalisation experience on the different platforms. As mentioned, the
user range is very broad, from someone that has been reading the news from when
it was only offered in paper form, to a juvenile who has never seen a world without
the Internet. To please that entire spectrum of users is no easy challenge and the
expectations to what the news should deliver can vary.

Further, alongside the shift to a more personalised experience overall on the web
it is clear that a change in the newspaper industry is at hand. Another aspect is
the long-lasting relationship that news publishers strive to have with the users. The
amount of ways to reach and get reached by news has increased, which has made
the competition for readers’ attention all the more critical. Therefore, to offer a good
user experience is just as important as offering good content. Thus, it is of great
value for the newspaper industry to think about and implement personalisation.
New solutions are already entering the market slowly by different news publishers,
and they all have different approaches. To choose the approach that best fits the
user requires a strong knowledge of what the user is expecting from the service they
are using. To start personalising the experience is different depending on how the
users interact with the service. Which begs the question, what is the best start for a
newspaper?

1.1 Objective

This thesis aimed to investigate and provide a starting point for personalising the
experience of consuming news on a mobile application. To analyse the landscape of
tailored content and later examine a way to apply it to the news experience, this will
be divided into two main parts.

Research In the reserach the main focus was to investigate different research studies
around personalisation and to further investigate solutions and ideas already
applied. Along with exploring the advantages and disadvantages of tailored
content based on previously made research and experiments.

The design process Based on the findings in the literature and research study, to try
and establish a design proposal for an existing application. The design process
went through phases that included user research, defining problem areas and
later on developing a prototype.

The objective of this project is to collect learnings from different solutions and
research previously made to establish a proposal and a starting strategy for person-
alised and customised news.

1.1.1 Purpose

The purpose of this project was to analyse ways to use personalisation or tailored
content in the news industry. The aim was to present a design proposal that in-
corporates a personalised and customisable experience to the user, that could give a
valuable experience and create a relationship and loyalty with the user. The ultimate
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goal was to increase the relevance of the news experience to every user, which is yet
to be tested and proven.

1.1.2 Limitations

Although this thesis will provide a design proposal based on the findings in the
research, some limitations to keep in mind have been defined.

Environment of results The results in this work will be limited to not only the news-
paper industry but also one specific news brand. Research from different in-
dustries will be taken into consideration and will be applied to the demands
and wishes of one specific news publisher. Therefore, there will not be general
results out of context.

Testing of design Due to time limitations and lack of resources, the final design
proposal will not be user-tested. The results of this work will discuss how
personalisation can be applied, but not validate if the ideas that surface have
the effect intended.

Implementation The results in this thesis will not be implemented into a digital
environment within the time period of this project. Therefore, they can not be
examined as finished products. Further, the solutions in this work also depend
on changes in the workflow of the editorial staff of a newspaper, not only the
technical implementation.

1.2 Västerbottens-Kuriren

Västerbottens-Kuriren is a daily newspaper, with place of publication in a small
Swedish city called Umeå. The area they cover is roughly all of Västerbotten, with
some geographical exceptions within the county. The keywords that they work by
and strive for are, openness, democracy, and the freedom of speech. VK was founded
over a hundred years ago. Hence they have a great legacy that they cherish. Along-
side the legacy, they are in the middle of their digital transformation, they strive to
turn their traditional publishing house into a full functioning multimedia organisa-
tion. They launched their first website in 1997, and the first version of their mobile
application was published in 2014. VK still print and deliver physical newspapers
six days a week. In recent years they have scaled up their development operations
team, it is a section of the company, named VK Media Next.

VK Media Next is their innovation and development hub, where they provide all
the digital products, services, and platforms for the whole media group. Recently,
they added the service of delivering broadband to customers so that customers can
buy Internet access as well.

1.2.1 Case study

In recent years, VK has been considering the idea of offering a personalised experi-
ence to their users and customers. As of today, they only have very few elements
of personalisation on their website and application. They have had the main goal
of creating content from the very beginning, but they have now realised that creating
the experience is just as important. They have made extensive efforts to shift some
focus on creating a better user experience across their services and work every day
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to increase and improve the overall user experience. They are moving forward and
trying to be up-to-date, part of that is changing the mindset from desktop-first to
mobile-first.

Another considerable problem they face is that the majority of the content the
journalists and authors push out every day does not reach the reader. It is mainly
because the content is graded with a general news value, that decides the general
relevance of the news article. The value and other algorithmic non-personal factors
is what decides the placement of an article in the feed. The consequence of that is
making it nearly impossible for individual readers with unique interests to read or
even see some of the news with smaller general news value that would be relevant to
them. It could, for example, be minor news in smaller cities, that have little interest
to anyone but those few living in that specific place.

In today’s society people are increasingly sceptical of the media. Therefore, VK
takes its job very seriously, and works on their credibility for the sake of democracy.
They make it a priority to be the primary trustworthy source catering to the local
needs. Personalising and hence increasing the relevance for each customer is of great
importance to keep strengthening their position as one of the leading companies in
the business.
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Chapter 2

Method

The method for this user experience project was, divided into two main parts. First
was the gathering of information, where the landscape of personalisation was ex-
plored in different aspects and angles. The second part was the design process,
which in turn was divided into the user research part and the design part. Here,
both the design thinking process (DI) and the human-centred design (HCD) are com-
bined to gain a user-friendly solution. The design process theory is described further
in Chapter 3. A visualised version of the process of this project is show in Figure 2.1.

2.1 Literature study

An extensive literature study was conducted, the study aimed at finding information
regarding how personalisation could be implemented to a news service. In order to
get an understanding of the online newsroom, a gathering of information took place.
Also, to establish how personalisation has been applied throughout Internet services
and how the news publishers have incorporated it. Because of that, the focus was
broad at the beginning. There were many aspects to personalisation and therefore,
it was an important part to gather the information from many different angles. The
first focus was on sorting out the different terminologies.

Further, an understanding of what makes people read the news, what part rel-
evance plays, and what recent studies say about personalisation was investigated.
One aspect was to also investigate the younger generation’s attitude in particular.
Different ways to personalised experiences as well as a brief analysis of the most
popular news applications took place.

The research was conducted by studying material from of books, articles and
past studies. These were found using Google, Google Scholar, the online and phys-
ical library of Umeå University and thorough investigation of the news application
market. The sources ranged from studies and research to articles and blog posts from
major companies. Due to the limited research on the field of personalisation on news
applications, there were some references to sources that were not peer-reviewed.
However, no source is taken as the absolute truth, and everything presented was
critically chosen and weighed against other sources.

2.2 User research

The work started with a literature study and the resulting findings led to the next
step of validating the findings with consumers and real users of VK. The plan was to
gather information and data in order to better understand the user and their expecta-
tions. As part of the design thinking method, it was an important step to empathise
with the users and focus on a problem that can be outlined [8]. Furthermore, in
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the human-centred design process, this stage is at the inspiration phase so the main
focus was to not rush to a result, but rather take time to understand the user [9].
Therefore, a series of steps were taken to try and understand and empathise with
the users. Further explanations of these two processes are described in Chapter 3,
Section 3.7. It was important to understand how the VK application was being used.
HCD provided several methods on how to gather data. The selected method was in-
terviews with users to get a deepened understanding and more insight. The survey
was conducted as a starting point of indication of the thoughts and attitudes of the
masses towards personalisation. The result of the survey was used to help with the
in-depth interview questions regarding personalisation in the news. See Appendix
A to read the full survey and interview and transcripts.

2.2.1 Survey

A questionnaire was conducted to get quantitative data on how people read the
news today, to gather a statistical overview of how the general population consume
news and what they are expecting. Further, how the general knowledge and atti-
tudes are regarding personalisation on the Internet and in the news. This survey
was made in preparation for the in-depth interviews, to get an overview and broad
understanding of the users. However, the survey questions were not limited to only
quantitative closed questions, it also included open-ended qualitative questions to
give further insight into expectations and opinions. The target group of this survey
was anyone who consumes news online and therefore, it was spread on the Inter-
net in various ways. An important part was to gather as many answers as possible,
and from different groups of people, at all ages and backgrounds. The survey was
created using Google Forms and can be found in full in Appendix A.

When the process of the survey started, a first draft was created. This draft was
later tested on a small test group (n=3) to ensure the quality of the questions and
also the quality of the data received. The test group submitted feedback, the data
was analysed and a new revised version of the survey was constructed and sent out
to a new test group (n=4). The purpose of these two pilot testing rounds were to
ensure the quality of the questions, that they were understandable and that the data
received was useful and analysable.

The quality of the questions was of utter importance so that the participants
would understand the questions as their answers would be such an important in-
sight into how to continue the work. That is why the creation of the survey was an
iterative process. Considering that the survey took place online, there was no room
for follow up questions or to be able to see body language or facial expressions.
Therefore, the questions needed to be clear and to open up a train of thought when
answering. To not prime the answers, leading questions where avoided. Questions,
such as "Do you think personalisation in news is a good thing?" were not accepted. In-
stead, they would be formed as "What are your thoughts on personalisation in news?".

The aim was to understand and gather insight, not for the participants to design
anything. Therefore, the focus was to ask about their feelings and expectations to-
wards news. Questions about how they act and what they do on news sites were
not asked either. Instead, questions, such as, "What are your expectations of a news-
paper application/website?" were asked. This form of questioning was executed with
human-centred design and the design thinking process in mind and gathering infor-
mation that could give insight into the expectations and needs of the users.

The survey started with a brief explanation of what the topics of this work were.
The participants were not to understand the details of the work, only the main topic
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to keep them from being biased. The target group was everyone that consume news
in any capacity and form. Hence it was important to explain what the purpose of
the study was and what personalisation in news is. The survey was divided into
four parts. The first part was only questioning about the participant, and the sec-
ond section was about their news consummation and where they primarily read the
news. The third part was about personalisation. Here the survey offered a brief ex-
planation of what personalisation on the Internet entails, and some examples were
offered of what personalisation could be. The fourth part was about the participant’s
expectations of news and if they were content with the current state of news.

2.2.2 In-depth user interviews

The answers from the survey were analysed and could point out the area of focus for
the interviews, which was push notifications. The purpose of the interviews was to
get a more in-depth insight, to have the opportunity to learn more about the users.
The interviews took place over the phone, and were recorded using QuickTime us-
ing macOS. At the start of the interview they were informed that they had the right
to end the interview at any time and that everything they said was submitted anony-
mously.

Interviewing is a method used be able to identify the problem so that the solution
is designed truly with the user in mind. In DT it is called gaining empathy for the
user [8]. HCD has a method sheet for the interviews and to ensure that this project
followed an ethical standard, that guide was used 3.7. To come up with the questions
for the interviews, inspiration and leanings were found in both DT, HCD and a user
interview guide written by UX designer Patrick Thornton [8] [9] [10].

At this stage, the target group was narrowed down. Only participants that use
the VK application were interviewed. Before the interview, they were asked to al-
low all push notifications in the VK news application at least one full day before the
scheduled interview. It was essential to understand what the user’s intentions are
and see what is not working for them. To be able to gain usable data, the purpose
was not to ask the users to design a new solution instead, it was an opportunity to
understand the user’s intentions. A similar approach to the qualitative questions
was used in the interviews as in the previous survey, although, at the interviews,
there was more room for follow-up questions and clarifications. It was still neces-
sary to not ask leading questions, to not prime the users into answering in a certain
way. As this was an opportunity to understand the users at this stage in the de-
sign process, and what they are trying to say, open-ended questions were used as
they usually give widespread answers. The focus was to understand the mindset
the users have towards push notifications and personalisation. There was also some
weight put on what the expectations and general attitudes were, and to understand
the user’s experience of the push notifications from the VK application.

2.3 Design process

The next phase of the HCD and DI process are the explore, ideation and prototype
phase. At the very start of the design process, the results of the previous phases were
analysed, and the current state of the VK application was examined thoroughly.

In the HCD process, this phase was about making sense of the data collected and
seeing design opportunities. It was about generating ideas and building prototypes
of those ideas. It is a process that can go through infinite amounts of iterations
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[9]. The same goes for the DI process, which is about generating a vast amount of
creative ideas. In the beginning it was important to have freedom to brainstorm
as much as possible. Later, prioritised ideas were built to interactive prototypes as
quickly as possible, with not much effort, in order to see which parts of the idea
would work and would be feasible [8]. HCD had some recommendations on how
to generate ideas and building prototypes. The aim was to reach a hi-fi prototype at
the end of the project.

2.3.1 Brainstorming

At this stage in the process, all the results from the user research had been gathered
and evaluated. The takeaways and findings in the VK applications were studied as
well. All of the above was taken into consideration in the following brainstorming
session. As the main goal was to improve and add on to an already existing appli-
cation, the brainstorming session was limited. However, to not limit creativity, all
ideas were encouraged. HCD provides some general brainstorming rules which in-
cludes guidelines such as deferring judgement, encouraging every idea, building on
other ideas, staying focused on the topic and going for quantity [9]. The brainstorm-
ing session for this project was about an hour long, and the brainstorming question
was “How can a personal experience be incorporated into the VK application?”. During
the 60 minutes, every idea was written down on a post-it note and pinned up on a
wall. After the session, every idea was examined.

2.3.2 Lo-fi prototyping

The aim was to explore the ideas gathered in the brainstorming session, and they
were sketched out using pen and paper. One of the benefits of creating lo-fi proto-
types is efficiency. Because of the low demand for quality, it was easy to draw many
ideas and see what works and what does not. Lo-fi prototyping is the first step to
start visualising the solutions [11]. In the DI process, this is the prototype phase
and in HCD it is called ideation phase [8] [9]. Both talk about simplicity as well as
the function of testing the ideas that surfaced in the brainstorming phase. To create
the lo-fi prototypes, they were drawn with pen on paper and later transferred into
an interface design toolkit called Sketch App. Drawing it on the computer made
it possible to start visualising the lo-fi and examine how it could look as a finished
product. At this stage, no attention was paid to the aesthetic look. The main focus
was the usability.

2.3.3 Hi-fi prototyping

In order to further explore and visualise the ideas, a high-fi prototype was designed.
The benefits of creating hi-fi prototypes are the realistic looks it gives and how it
visualises the ideas. The hi-fi prototype is normally, unlike the lo-fi prototype, click-
able, gives responses to users actions and has the graphical elements that the fin-
ished product would have as well [11]. The toolkit that was used was Figma, which
is what VK themselves uses. Figma is an online browser-based interface design ap-
plication. The benefit of using Figma was that the VK design system is available as
building blocks of design in there. Because of that, it made it easy to access compo-
nents and styles, such as the fonts and colours they use.



Chapter 2. Method 9

Literature study User research Design process

Survey

Interviews

Brainstorming

Lo-fi

Hi-fi

FIGURE 2.1: A visualised version of the process and method in this
project.
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Chapter 3

Background and Theoretical
framework

This chapter dives deep into terminologies and explanations of concepts surround-
ing personalisation on the Internet, news publishers and studies made around that.
Further, an investigation of other companies’ solutions and ideas within the frame-
work of news outlets and other services over the Internet are described. Different
design theories applied in this work are also explained.

3.1 Morals and ethics

When it comes to news, the publishers have a form of social responsibility, and a
duty to enlighten and educate the reader. Even when the user has chosen not to
read news about a specific topic, there are still some cases of social responsibility
where the readers need to hear the information, for instance in case of natural dis-
asters. In some ways, personalisation can be intrusive and feel uncomfortable if the
application or website knows too much about the user without disclosing how they
received the information.

A report from 2019 shows that the fear of feeling watched online and concerns
about the big corporations like Facebook and Google are increasing every year [2].
The report shows that 45% of Internet users in Sweden are feeling observed and
46% are worried that big corporations, such as Google and Facebook, are violating
their integrity. Between 2015 and 2019, this number has increased by 17%. The most
worried groups of people are households with younger children and people of high-
income. There is also a slight difference between men and women, where men are
more worried about the violation of their integrity. Furthermore, the group that is
the least worried about big corporations observing them are the younger genera-
tions, due to being very aware that they leave traces everywhere online. However,
this is the group that feels the most observed in general. The study also found that
25% feel unsafe when leaving data in cloud storage. In this case, the younger gener-
ation feels more safe about it than the older ones according to the same study [2].

3.2 Personalisation versus Customisation

More often than not, personalisation and customisation are used synonymously, but
there are some differences between the two. The main goal with both of them is,
however, the same; to give tailored content or services to the user. The Nielsen
Norman Group states that the definition of personalisation is “Personalization is done
by the system being used” [12]. The algorithm of the system uses different types of data
or information about the user to give a personalised experience. The data is based
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on how the user has previously interacted with the service. In some cases, it can
also include how the user has interacted with third-party websites. An example of a
company that collects data of its users is Facebook. They show content and ads based
on previous engagement from the user, such as whom the user interacts with, past
searches or clicks, to name a few [13]. The advantage of this is that the user is served
a personalised experience without any active efforts from the user itself. It could
be an email from an email list but with content tailored to the specific profile. For
example, only including female clothing or only including certain vacation spots, all
based on previous interactions. The customer might have only shopped women’s
clothes or only clicked on links within a specific geographical range. According
to Nielsen Norman Group, there are two types of personalisation, role-based and
individualised.

Role-based is grouping users with something in common, such as sex, age or
position, something easily defined and tangible. Grouping users together is the al-
ternative to using every single user’s personal interaction history, rather taking out
characteristics and offering content accordingly. It could, for instance, be how the
video-sharing site YouTube recommends shorter clips to users that are visiting from
a mobile application and longer videos to users that are visiting from a web browser
[14]. Another example of role-based personalisation is the home page of the TripAd-
visor application, which is where they give suggestions based on the location of the
user, as seen to the right in Figure 3.1.

The individualised type would be that the system knows every single person
and can cater to their needs based on how they have interacted with the service in
the past. An example of this is how YouTube constructs their recommendations tab.
While they do adapt to the customisation type that is described further down, by
making the users subscribe to the channels they want, they also use an algorithm
to detect what the users are interested in. The first thing a user finds when brows-
ing the YouTube website or application is the recommendations that are tailored for
them individually. What the feed users are met by is a consequence of previous in-
teractions, videos that are related to what they have watched before [14]. Another
example of this is shown in Figure 3.1. Spotify constructs playlists to people with
recommended songs they have not listened to before, based on what they have lis-
tened to prior. The user is not given the control to change the settings of what is
recommended in these playlists.

As for customisation, the definition is “Customization is done by the user.” [12],
Nielsen Norman Group states. Customisation is what one could call the old way.
It is almost expected from the users that the service has some kind of customisa-
tion options. Here the responsibility is put on the user to tailor the content to their
needs. It could be an onboarding process where the user sets up their account and
is asked some questions about their preferences, or it could be incorporated in the
services at all times, the user can choose content to hide or show at any time. It can
also include choices about the look and feel aspects such as changing style, colour,
or how information is organised or displayed. Customisation allows the user to be
in full control of what they see, but it also demands more interaction time. Further-
more, this type of customisation is based on the intelligence of humans and with the
assumptions that the user knows best what they want, unlike the personalisation
where it is based on the artificial intelligence and the assumptions that the system
can figure out what the user wants [12]. An example of the customisation approach
can be viewed in Figure 3.2 were the user can choose which notifications they want
or create their news feed based on topics they choose.
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FIGURE 3.1: A screenshot of Spotify’s individualised personalisa-
tion to the left, where they create a playlist of songs recommend to
each user based on previously played songs. And TripAdvisor’s role-
based personalisation to the right, where they suggest places located

nearby. Source: Spotify, 2019 [15], and TripAdvisor, 2019 [16].

3.3 Personalisation on the Internet

Personalisation on the Internet is a system driven process that tailors the content to
the specific user while using analytics, cookies and heat maps to name a few exam-
ples. Personalised content can include recommendations, emails, any type of feed,
advertisements, thumbnails, home page and custom push notifications. There are
countless opportunities for businesses to tailor content, whether the user customises
it or the system personalises it.

The information that is collected about the user to personalise content or services
can be categorised into two categories, explicit and implicit data. Explicit data is data
that the user has left behind from actions on purpose, for instance, when they signed
up with their personal information, participated in forms or logged in to a service.
The implicit data is the data that is left behind by the user without meaning to. It is
usually derived from analysis and data mining. It includes location, clicks, purchase
history, items that are placed or removed in shopping carts, wish-listed items and so
forth [17].

3.3.1 Solutions from other businesses

When it comes to tailored content, many companies have implemented different
strategies and ideas. There is, of course, the Google search engine and Facebook
news feed that have been mentioned earlier [5] [4]. They tailor content based on
the wide spectrum of data their users leave behind, which can be described as both
role-based and individualised personalisation.

The New York Times (USA) has a tab called ’Recommendations’ where they col-
lect articles that they think might be of interest to a logged in user, based on their
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reading history. The recommendations range from not showing content that has al-
ready been read, to recommending new content that might interest the reader. They
collect data of history and location according to their website [18] [19]. They also
state that the weekly newsletter is personalised using machine learning [20], an ex-
ample of an individualised personalisation strategy.

Some mobile news applications have the option of custom push notifications,
using the customisation strategy. The Guardian (UK) and Expressen (Sweden) are
two examples. On the left in Figure 3.2 is the Expressen news application, which
emphasises transparency in showing an indicator of how many notifications the user
will get in a day. Aftonbladet (Sweden) has implemented a view in their application
called ’Mina Nyheter’ (’My News’), which is shown to the right in Figure 3.2. They
require the user to log in with either a paying or free account, which allows them
to follow specific topics and customise a personal news feed. BBC News (UK) has
also implemented the function to follow topics. However, in their application, the
user is not required to log in. Here any user has access to the tab ’My news’ and can
instantly choose topics to follow that will be added to the top menu.

FIGURE 3.2: To the left is the Expressen application asking how to
customise the push notifications. On the right is the first page of the
’My news’-tab in the Aftonbladet application. Both are examples of
customisation. Source: Expressen 2019 [21], and Aftonbladet, 2019

[22].

In 2017 The Guardian experimented with an application called LabRdr, as they
wanted to solve the limitations of reading the news while the user is commuting
to work as well as making the content more relevant for their readers. For their
users, while commuting, it is common to have little to no internet connection. Also,
the content of the mobile applications are usually organised by the editorial staff,
where the news feed is mostly the same for everyone. They wanted to deliver offline,
personalised news at a time of day that suited the user. The content was mapped to
the interests of the user. While the application was used, it learned more about the
user’s interests. It gave alerts once or twice a day according to the user’s set up.
The user would enter their times of morning or evening commute to or from work,
and prior to every departure the application had downloaded a package of articles
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customised for the user’s preferences. The package length was also tailored to the
duration of the commute, meaning the application had made sure the user had time
to read them all. This application was only an experiment for personalised news
and was removed when the experiment was finished [23]. The results have not been
published at the time of writing. It seems that the unit behind this project at the
Guardian has ceased to exist.

Netflix is a company that puts a lot of weight on a personalised experience. Be-
yond the recommendations they offer every user - they also personalise the poster
of each title, which is also a take on individualised personalisation. They dropped
the idea of finding that one and only great poster to a title that is displayed to all
the members, one size does not fit all in their perspective. Instead, they shifted to
customise the poster according to the preferences of the user, highlighting aspects
relevant to them. Netflix wanted to tackle the relevancy of new and unfamiliar titles
for people, how to pique the interest of a given user to a title they have never heard of
essentially. Their take is that the poster for the title is supposed to resonate with the
user’s interests. It could highlight a specific actor the user recognises, show a dra-
matic scene, or show the car chase that captures the nature of the movie. They base
the poster the user would see on what the user has watched in the past. If someone
has watched a lot of romantic movies, the recommendations for a new movie would
highlight a romantic scene in the poster. If someone has seen several films with a
specific actor, then a scene with that actor would be shown for any movie this actor
has played in, that are recommended to the user. [24].

Yet another approach was made by P3 News (Sweden), who made a Facebook
Messenger chatbot as a news service. The idea was to reach young people where
they are located on the Internet. A study made in 2019 showed that amongst In-
ternet users aged between 16-35, 81% used Facebook Messenger. It was also found
that the regular Facebook use was declining [2]. Still, the social media that had the
most reach with regards to news was Facebook, with 25% of all the news consump-
tion in Sweden. Although, amongst people aged between 15-24 years, that number
was 43% [1]. P3 wanted to take advantage of that Internet presence after seeing
other news channels all over the world implementing similar solutions. They imple-
mented a personal news bot, in which their users were asked about their preferences
and could choose what topics to be notified of, as seen in Figure 3.3. The tone of the
service was more friendly and informal, suiting the target audience. After the setup,
the user started receiving news directly into their inbox. However, being in public
service, they also sent out news alerts that the editorial staff thought were important
even if the category of the alert was not in the user’s preferences. The service was
interactive, in which the user can write back to it as seen to the right in Figure 3.3.
In the scenario demonstrated, the user sends "Select new categories" and the chatbot
responds with an action, in this case, category choices. It gives the feeling of having
a conversation [25].
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FIGURE 3.3: The process of setting up the P3 chatbot and then receiv-
ing the first news. Source: P3 Nyheter on Messenger, 2019 [26]

3.4 Relevance

As the main goal is to create relevance for the user both personalisation and cus-
tomisation are the journey to that goal. A start to determine relevance is to ask; what
do people care about? While people care about many things, most of all, things that
affect them or someone close to them. According to the dictionary, relevance is de-
fined as "The degree to which something is related or useful to what is happening or being
talked about" [27]. Meaning something that has a point in the matter or is concerning
the current subject. Nevertheless, there are other layers of the word. Relevance is in
direct relation to the individual. What is relevant to every single user? A basic ex-
ample could be that something is relevant to the user based on geographical reasons,
for example, one might be more interested in a happening that is occurring in their
hometown rather than anywhere else. However, it can also be more complicated
than that. There are significant limitations while studying this subject, understand-
ing the complexity in peoples’ reality and the choices they make in the media they
consume is challenging. The methodologies are often survey or interview-based,
which is not an exact science, although they can give some perspectives and a broad
understanding of how people think.

A study about relevance of content was conducted in mid-2018 in Oxford. They
discuss the issues of how to determine the reasons behind choices. They mention
that it is not easy to determine what makes the audience choose the type of con-
tent they do. Moreover, is clicking on something equal to interest or can it be ex-
plained by the pure curiosity of a dramatic title? As the study mentions, major news
is usually covered multiple days all across every platform, further, when there are
big news events every news outlet posts about it multiple times a day. There is a
high-quantity media climate today, making it hard to know where peoples’ genuine
interests lie. The reason for not clicking on a given headline could be that they al-
ready read the story elsewhere or the day before because it has been covered all over.
Contrarily, more soft stories, such as entertainment news are often unique to a given
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news channel and are more likely to be new to the reader. That reason could explain
why these stories are more likely to show up on the ’most read’ page, according to
the same recent study [3].

The Oxford study used factor analysis to determine what makes something rele-
vant. Factor analysis is to describe the covariance of multiple variables statistically,
they used that in combination with interviews with participants, to get a more clear
view of peoples’ behaviours and motives. They found that people have a hard time
describing what makes them read a story or not. The decision is often based on intu-
ition. They found some reasons as to why something could be relevant, the first one
being personal relevance. This is as stated, something that has a potential impact on
the user’s life or people close to them. Content that is of interest to someone close to
them can also be included in personal relevance. The other aspect is local relevance,
the participants of the Oxford study showed little interest in local news stories from
other parts of the country. The study’s focus was about preferences for the content
strictly, not visual elements or brands. However, some participants expressed bias or
distaste towards specific news brand, stating that it could determine whether they
choose to read it or not, depending on their preconceptions of the news brand [3].

3.4.1 News consumption in Sweden

The annual report from Reuters Institute on Digital News, who have investigated
38 countries in 2019, showed that in general there is little to no change in the in-
crease of paying for news. The trends show that people are not willing to pay for
news they are currently getting for free. The most significant growth is seen in the
Scandinavian countries [28]. Namely, Sweden and Norway, where the online media
house Schibsted reach 79% of the customers in Norway and 82% of the customers
in Sweden [29]. The proportion that is paying for news is 34% in Norway and 27%
in Sweden, compared to the average 11% and 16% for the USA, according to the
Reuters study. Although the turnover is high, people tend to end their subscription
after a promotion period ends [28]. According to that report, the Nordic countries
show potential in the growth of paying customers, keeping in mind them being rich
countries with a history of trusting the media. Their research also suggests that cus-
tomers desire multiple brands, meaning they crave more than one news outlet, but
people still only subscribe to one. They showed that 49% of the people that are in-
terested in news consumed more than four different publications. Furthermore, TV
and online news are still the top sources of news consumption in Sweden, but social
media as a source for news has dropped from 43% in 2016 to 30% in 2019, which
means that it shows trends of decreasing. Facebook is still the number one outlet for
receiving news on social media, but there is growth in both Instagram and YouTube.
They also found that the device that is most commonly used for consuming news is
the smartphone, with 70% [28].

3.4.2 Younger generation’s news expectations

A study was made on people from Generation Z (those aged 18-24) and Genera-
tion Y, also called millennials (those aged 25-34) in 2019 by tracking their news be-
haviour and later followed up with in-depth interviews. Young people are reliant
to their phones, and this study confirmed that and showed that both generations
spend a significant amount of time on their phones. They are very much used to
and regularly exposed to on-demand and personalised media. They found that 69%
of their participants access their news from the phone, and a vast majority has their
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first interaction with news in the morning through the phone. The majority of the
above age 35 has their first interaction with news in the morning via the television.
What was also found is that Generation Z is more likely to prioritise a social me-
dia application, while the older generation would more likely go to a specific news
application. Here it is also found that Facebook and Instagram are the two most pop-
ular applications. They are also more inclined to visit news aggregators, indicating
that the news brand is not essential and the convenience is more appealing to them.
Specific news brands are less appealing to the younger crowd, and it was shown that
young people have very little tolerance for applications that do not provide a good
experience while engaging with it. They also found that Facebook is used more by
Generation Y, while Generation Z favoured Instagram and Twitter. However, the in-
depth interviews showed that even though the younger generation spend so much
time on socials, they do not see it as an appropriate place for news. The report points
out that it is essential to understand the expectations of the younger audience to be
able to engage on these platforms in a way that will reach thm. Furthermore, they
found that no news application within the top 25 of applications most used, while
Instagram was on all phones that were tested. The in-depth interview’s conducted
later in this study showed that the participants had problems with the overall neg-
ative attitude that they feel the news have, and that they do not give much space to
the problems of their generation, such as climate change. Moreover, they expressed
that they are more drawn to content that is visual and easier to consume, rather than
a long text. The overall conclusion of this study was that both generations have
very little loyalty to specific news brands. They do not want to work hard for news,
and they crave entertaining, authentic and meaningful news. The conclusion further
states that it is of great importance for news publishers to understand how to reach
these generations on third-party platforms [30].

3.4.3 News publishers born on the Internet

Earlier it was mentioned that news publishers have had a hard time adjusting to the
new age, with the Internet and smartphones. The uniform tabloid format worked
just fine on paper, but it does a poor job filling the potential of the digital format.
This is currently the fundamental challenge the news publishers face. The big pub-
lishing houses usually have a long-standing legacy, and it might not be easy to scrap
everything and start fresh. The solution probably requires a whole new concept,
which leaves the heavy legacy publishers behind as they are slow at adjusting.

Omni is a Swedish news aggregator that offer their services on an application,
and through a web site, their business model is to summarise what other newspa-
pers write and gather the links to each of the news sites that have reported on the
topic. They start the news article with a summary of the topic, which is written by
the editorial staff and then it proceeds to link selected articles about the matter. It
is not uncommon that they provide links to news sites with different perspectives,
and also to sites with background stories such as Wikipedia. The project started in
the basement of Schibsteds offices. They had asked the readers what a news service
should be like, and what problems they see with current solutions. Based on the
findings, they developed Omni [31]. Their goal is to make the site as relevant as
possible, and if a user is logged in, they can follow specific topics, whether it is a
specific person or theme and choose when and how frequent to get push notifica-
tions regarding that topic. They are also able to set their own news mix. Meaning
that they can adjust the feed to suit what they are most interested in [32].
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In 2005 a person by the name of Jonah Peretti helped found a website called The
Huffington Post, a news and political commentary site. A year later he proceeded
to found a website called Buzzfeed. Huffington Post was founded with the idea of
being an unfiltered, liberal blog styled platform. The original idea was to have blog-
gers write articles, and the content would be a mix of national news and personal
blog posts. The writers were reported to be unpaid and consisted of 100 000 peo-
ple until the point of ending their contribution programme in 2018 [33]. Now it is
more of a traditional news website with journalists and top news at the front page.
Buzzfeed has a different approach. It is driven by content that is easy to share and
has the characteristics to go viral. Their vision is to be more of a cross-platform net-
work. They produce original content in both text and video format and have more of
an umbrella style company, where they have multiple sections for different subjects
such as entertainment, food or news [34].

A news aggregator by Google has a similar approach to news as Omni in some
ways. It gathers news from different sources into one application. It differs though
because they do not have journalists or editorial staff that writes summaries. They
collect the news in the feed entirely based on the user’s Google account profile.
When the user first downloads the application they are met with a ’log in’ button
and when they log in Google retrieves data from that Google account and evaluates
what types of news to put in the feed. They have three distinct ways to build the
experience of reading news on their application. These three ways are the top news
that is not personalised in any way but are important stories being covered at the
moment, news that is personalised for the user and thirdly, deep context and differ-
ent perspectives which offer non-personalised general news from a broad range of
different topics [35].

3.5 The filter bubble

The filter bubble, or echo chamber as it sometimes is called, has been a highly dis-
cussed topic the past years. Filtering of information is common, and in some cases,
an unavoidable phenomenon.

"Your filter bubble is kind of your own personal, unique universe of
information that you live in online. And what is in your filter bubble
depends on who you are, and it depends on what you do. But the
thing is that you don’t decide what gets in. And more importantly,
you do not actually see what gets edited out."

Eli Pariser, TED talk 2011 [36].

Every day people receive information that is filtered. According to Eli Pariser,
who coined the term "filter bubble", personalisation is an exchange between the ser-
vices and the users. Users give data, and the service produces filtering [37]. He
means that the results of these filter bubbles that are created around each user are
somewhat problematic; people only receive information that to them is familiar and
reinforce their own beliefs. Past behaviours and interests will determine what they
are to be exposed to in the future, not leaving much room for new ideas and no
challenging of old ones. Pariser compares it to the traditional unpersonalised news,
where the editors and journalists are keeping up and writing about current events
and strive to be as representative as possible of all news of the day. When the reader
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reads the newspaper, they get an even overall picture, or when the reader is skip-
ping, they at least know that they have skipped some headlines or sections. Alter-
natively, they might have read the very surface and at least know what they have
missed. In the filter bubble of the Internet, the user is entirely clueless about what
there is outside of the whole picture, and there are no comparisons in the content,
he states [37]. The issue here is not only the filtering of information but also the ex-
tensive knowledge the different platforms have of every single user. Pariser means,
the result could be that the media shapes the user. It becomes a circle where at first,
the users are shaping their media to reflect their views, which leads on to the media
shaping the user. A self-fulfilling prophecy.

The filter bubble goes beyond trying to get to know the user. It is about learn-
ing what the user wants. Facebook is trying to go beyond the obvious, beyond the
apparent signals, not only what the users click on but also what about that specific
piece of content they like. The motivations behind the actions, that is when deep
learning plays a massive role [13]. Furthermore, when the system can start learning
the motivations behind the engagements is when the machine can start predicting
behaviours and in turn, shift and change the user’s mind, which puts them further
into the filter bubble.

It is not only the algorithms that are at fault, but the users are also essentially
putting themselves in the bubble, by subscribing or following like-minded accounts.
This is what creates the echo chamber of information and content. There is also a dis-
cussion about polarisation and the division of people. People of different opinions
and beliefs live in different media worlds, and these worlds are rarely overlapping
in information, making it harder to understand the other point of views on the other
end of the spectrum [38]. This has shown tendencies of online polarisation, and in
turn, makes it harder for people to have a conversation and even come to a con-
clusion to agree to disagree. The theory is that people are not exposed to the same
information and therefore, can not understand each other [38].

However, studies are showing the complete opposite as well. A paper from 2013
that wanted to investigate if recommendations contribute to the division online, ac-
tually found that people who use the recommendations tab in a music streaming
service have more in common after using the recommendation service than before
using it. This is due to the increased diversity and mixed recommendations, so
users were more likely to make purchases on similar songs or albums, helping users
branch into new genres. People also bought more which increased the overall pur-
chase rate making it more likely that two people bought the same thing. Thus, the
findings entailed that personalisation helped increase the commonality with other
users [39].

Furthermore, a study made by researchers from Facebook wanted to investi-
gate whether their users were exposed to overlapping perspectives. They wanted
to use large amounts of data to compare the ideological diversity that is shared on
Facebook with what is shared by people’s friend list, and then compare it to sto-
ries shared on peoples feed by algorithmic forces. They proceeded to observe what
the users chose to consume, keeping in mind what they had been exposed to. They
evaluated 10.3 million active users and classified them into three categories, which
were: conservatives, liberal and neutral. They also categorised different kinds of
news, hard news for national news, politics or affairs and soft news for sports, enter-
tainment or travel. The information flow is based on who the user’s friends are and
what they share. But if the users acquired information that was from random users,
they found that liberal individuals had 45% of the content that was cross-cutting to
their beliefs and 40% for the conservatives [40].
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Furthermore, they found that liberals were less connected to people who share
information from the other side. The information flow does not only depend on
what their friends share but by the news feed ranking algorithm and also what they
click on and choose to read. The algorithm selects what to rank based on whom the
users interact with. Because people tend to interact with like-minded people, this
is what is shown in the feed. They found that the algorithm is slightly reducing
the content that is cross-cutting, but more so by what the users chose to click on.
People tend to click on stories that reinforce their current beliefs. The conclusions
they found is that the main driver of the filter bubble is the users themselves. They
are the main reason for the limitation in opinion challenging information flow based
on whom they connect and interact with. Not by what the algorithm decided to
show on behalf of the user. Furthermore, they also suggest that by browsing social
media, they are at least exposed to some cross-cutting viewpoints [40].

Additionally, another research group at Stanford University found that in four
out of nine measures, the young adults showed a decline in polarisation, while the
older age groups experienced an increase. They found that having access to the
Internet slowed the growth of polarisation, and could therefore not be proven that
the Internet and social media are the primary driver of polarisation [41].

3.6 Push notifications

There are many ways to display a notification, it can be within a website, on the lock
screen of a phone or tablet or it could be on the computer to name a few. Push no-
tifications on the phone are an informational alert to the user about something that
might be of interest, they are not usually triggered by the user’s activity and can
be delivered while the user is away from the application. According to the Nielsen
Norman Group, a mobile push notification that induces relevant information can en-
courage users to engage with the application. Nevertheless, a poorly implemented
one can achieve the opposite [42].

A report from Accengage made in 2018 on over 50 billion push notifications
showed that 43.9% of iOS users had allowed push notifications on their phone and
the same number is 91.1% for Android users. The report explains that this is a result
of the differences between how Android and iOS handle the consent of push noti-
fications. In iOS, the applications are required to ask the users if they are allowed
to send notifications. On Android, it is already turned on, and the user has to turn
them off. They also found that the sector that had the largest allowance rate was the
finance sector with 72.3%, followed by travel with 70.2% and then e-commerce with
68%. The Accengage report also found, in comparison to their earlier work, that the
iOS click rate show trends in going up. While the Android click rate shows the op-
posite, they are still considered high for Android. It is because of the little icon at the
top status bar on the screen that reminds the user of the notification. Notifications
do not show up at a status bar in iOS as they do on Android. They also found a
peak in reaction rate, where between 10 pm and 12 am had the most reaction rate.
Further, the reaction rate increased by 20% with emojis included, 25% with rich for-
mats, four times the reaction rate if the notification is personalised and three times if
the notification used advanced targeting. By conducting A/B tests on time adjusted
notifications, they found that the reaction rate improved when the user received a
notification at a specific time. Through predictive algorithms, the notifications were
sent at different times during the day, which gave an improvident of reaction rate by
40% [43].
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A study published by Columbia Journalism Review (CJR) in late 2018 regard-
ing push notifications in the newsroom had some inputs from a New York Times
employee. He said that they had changed their approach to push notifications. "It
deserves to have all of the intention and critical thinking that the front page does, that the
home page does" said Eric Bishop, assistant editor for mobile at The New York Times to
CJR in their study [44]. The first part of the study was the gathering of quantitative
data. During two weeks, they monitored 30 news outlet’s push notifications. Even
if the application offered different alternatives for push notifications, in this study,
they enabled all. The data collected was, therefore, not a representation of what ev-
ery user of each application receives in a week, rather what the maximum could be.
The collected data were compared with a similar study they made the year before.
One key finding was that the weekly average across all the news applications had
increased with 16%. The weekly average of sending out push notifications was 26
per application per week, the study states. Eight of the publishers they studied sent
out ten or more notifications in one single day. They also found that the news outlet
that sent out the most push notification was The Wall Street Journal with an average
of 71,5 per week. The year before they had an average of 16 notifications per week,
this is mainly because a new feature where the user can choose what channels they
want push notifications from, for example, sports, politics or technology. Although
they do have an increase in push notifications in the category breaking news, which
was the only channel they had the year before. Meaning the users who only have
the breaking news channel enabled still received more push notifications. The CJR
study showed this trend for other news outlets as well, and the study names the
change in attitude towards push notifications as one of the reasons for the increase.
They are stating that the notion that push notifications only are a platform for break-
ing news was slowly becoming outdated and is instead seen as a way to promote
journalism and to build brand loyalty. The news outlets have started to plan more
for the pushes and The New York Times, whose weekly average increased with 58%
compared to the year before, have developed a schedule of when and how to push
out notifications. The Wall Street Journal explained in the CJR report that the de-
fence for the increased pushes is that because the user has the option of picking the
categories they want to read about, they have given a clear signal of interest mean-
ing they have a higher tolerance for the pushes. That is why TWSJ feel comfortable
sending a high volume of pushes in each category [44].

The study also looked into which news outlets used rich pushes, meaning pushes
that contain emojis, audio, video or pictures. The findings were that only 12 news
outlets used them continuously. The lack of use is partly explained by the unaware-
ness amongst, mainly iOS, users in the possibilities of push notifications or the disin-
terest in using any other functionalities other than viewing the alert. The many func-
tions are hidden behind the long-press function without indications. There are, for
instance, options of expanding notifications, viewing pictures or videos, responding
within the notifications, and so on. This makes valuable development time useless
if the user does not make use of these functions. Erik Bishop of The New York Times
stated in the report that even their testing showed that rich notifications have higher
engagement, despite that they do not use them. He mentions the reason behind
that is that they have not found an efficient workflow, he also questions the value of
using a small image and what effect that gives, thirdly that pictures are often used
more than once on different news. For example, many news publishers write about
the American president multiple times a day, the same image of the politician in
different news stories within a day makes the image repetitive [44].

A past study from 2016 found that people who have notifications turned on are
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more likely to visit the application daily rather than people that do not. They had
conducted the study on 420 people who were asked to download an application (ei-
ther CNN, BuzzFeed News or E!) and half of them had the notification turned on
while the other half had them turned off. They monitored the application usage for
two weeks. It showed that 27% of users who had the notifications enabled visited
the application daily while the same number was 12% for the users who did not have
notifications enabled. To later see if the participants had acquired new knowledge
due to news alerts, they asked their participants about the current news. The peo-
ple who had received notifications from CNN answered the questions correctly at a
higher rate than people who had them turned off. There was, however, no difference
of the news knowledge between the people who had BuzzFeed News as their appli-
cation, they answered the same despite having notifications enabled or not. Which
could be an indicator that the way notifications are formulated can have en effect
on the knowledge retained. There was 58% who swiped on a notification to open it,
and there where 32.4% who said they did not like certain things about the content
in the notification. When asked about what they did not like, people often said that
they did not like the frequency and the untailored content [45].

3.6.1 Designing push notifications

There are some recommendations on how to design push notifications. The Nielsen
Norman Group (NNG) have five rules that they recommend designers following.
They state that an application should not at the first launch ask the user to allow
push notifications. In iOS, the applications are required to, at some point, ask if
they are allowed to send push notifications if they want to send them. They mean
that the application has yet to gain trust from the user. Thus it is unlikely they will
give consent to send alerts. The essence is that the applications should offer the user
some value before asking, and make it clear what they are gaining from receiving
notifications [42].

Another point NNG have is to give insight to what types of notifications the user
will receive, not only the generic iOS message "We would like to send you notifica-
tions", providing no context or insight. This can work for some obvious instances
like messaging applications, where the user can make a good guess of what types
of notifications they will receive. If an application is clear with the type of notifi-
cations they want to send, it can increase their trustworthiness and the perceived
transparency the application and the user share, according to NNG. The third rec-
ommendation they have is not to send repeating notifications. They compare it to
ringing the doorbell multiple times at a friends house. They state that repeated no-
tifications can appear sloppy and unprofessional and leave a negative impact on the
users. Instead of repeating notifications, applications should, per their recommen-
dations, send fewer but meaningful alerts. They state that if five notifications need
to be sent, they should be combined. An example of this is how Instagram send out
notifications about people who have liked a user’s posted picture. They sometimes
send out "x, x, and x others have liked your photo" instead of a notification for each
and everyone who has liked it. Another tip NNG gives is to never share irrelevant
content. They argue that any notification is an interruption and should be treated as
such. They point out that when it is irrelevant, it leaves an annoying feeling, to send
a notification on every small thing should be avoided. It is not enough to justify that
by the argument that they can turn off the notifications. The last tip they provide
is to not make it difficult to turn off notifications for the users. It is deceptive and
makes the users feel like they can not trust the company [42].
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3.6.2 News publishers and pushes

There has been a change recently in the attitude towards push notifications. When
looking at different news publishers, there is a clear difference in how they choose
to treat the platform. Google News, as seen in the middle to the left in Figure 3.4
have the option of changing the amount of received pushes. There is no indication
of what the actual amount is but the user can choose between "Few", "Standard" and
"Many". They also have a different approach to the categories. The Google News
application has more flexible alternatives such as "Breaking News", "News in your
region", "Chosen content", meaning the user will not get push notifications about one
specific topic rather it can be anything. They focus on the relevancy rather than the
user choosing their interests themselves. The New York Times has a more traditional
approach, where they have categories with specific subjects, which is demonstrated
in the same figure. Dagens Nyheter also showed in the same figure in the middle to
the right, has a mixed approach it seems. They have a few subject categories such as,
"Culture" and "Economy" and also choices like "Editorials choice" and "Right now".
This is the most usual, and traditional just as seen in Expressen in Figure 3.2 earlier.
The Guardian only has a few options, and the user can choose to get breaking news,
a morning briefing, UK election news or specific football team.

FIGURE 3.4: A selection of current views when changing the push
notifications preferences on various news applications. From the left;
New York Times, Google News, Dagens Nyheter and The Guardian.
Source: New York Times, 2019 [46], Google News, 2019 [47], Dagens

Nyheter, 2019 [48], and The Guardian, 2019 [49]

There are also differences in how a push is formulated between the different
news applications. Some applications choose to send out pushes with information
enough to grasp the context, like a preamble. They treat the pushes like quick up-
dates about something and the reader can choose to read more, but it is not necessary
if they only like the quick update. These applications have an attitude of pushes be-
ing their own platform. One example of this is found to the left in Figure 3.5, which
are pushes sent from New Your Times a random day, they send out long sentences
with context. Expressen is an example of the opposite, where they tend to send sen-
sational notifications trying to attract the reader to read more. They usually have
upper case lettering at the beginning, name dropping and dramatic tone. Random
Expressen pushes can be viewed in the same figure in the middle. The Guardian is
a mix between the two, they do not have as much text like the New York Times, but
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they do not have as much sensation in the tone as Expressen. The reader can grasp
the news without clicking the article, but it is still needed to read the articles at times
because of the occasional vague formulation.

FIGURE 3.5: A pick of push notifications from three different news
applications, screenshots taken at a random point in time. From the
left; New Your Times, Expressen and The Guardian. Source: New
York Times, 2019 [46], Expressen, 2019 [21] and The Guardian, 2019

[49]

3.7 Design theory

When looking at the newspaper industry and its needs, this work took a more
design-friendly approach with the users in focus. Good design is not about what
looks good, it is about meeting the needs of the users, whatever they might be. De-
sign starts with research, learning what is expected and what is needed. It can be
measured in many ways, but the main goal is a satisfactory experience, one size does
not fit all here. It is essential to always stay grounded of what the endpoint is and
not lose the users on the way. This work aimed to keep the users in focus and did
this by applying both design thinking and human-centred design.

3.7.1 Design thinking (DT)

Design thinking is an ideology of approaching problems with users in the centre, and
using an iterative process. According to the Nielsen Norman Group, it is a hands-on
and user-centric approach to solve a problem. It is methodical and strategic with
clear sub-segments. Design thinking was coined by David Kelley, founder of IDEO,
and Tim Brown, chair of IDEO, in the 1990’s.

The Nielsen Norman group explain design thinking as a mindset and the divi-
sion of phases are a guide that is graphically explained further in Figure 3.6. The
process follows a flow consisting of understanding, exploring and materialising.
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Within these three stages, there are six subcategories, which are empathising, defin-
ing, ideation, prototyping, testing and implementation. It is not to be seen as a
strictly linear process; it is a dynamic process. Each phase is meant to be visited
numerous times with new, improved outcomes. It is expected for the designer to
return to the first stages after the initial prototypes because, with design, the project
comes to life when the first lo-fi’s and hi-fi’s are created. At that point in the process,
it is beneficial to go back to the research again [8].

Empathise This is the part where the designer gets to know the users, what they
do, think and feel. Gaining empathy can be done in several ways, but it is
to speak to the users, map their behaviour, observe, understand the wants and
motivations essentially. The goal here is to gather as much information and ob-
servations as possible. To get the designer to understand and truly empathise
with the users.

Define To define the problems, here the designer needs to collect the findings in the
research and see where the problem lies. Pointing out the needs of the user
and then beginning to see the opportunities for improvements or innovations.

Ideate Brainstorm is the main focus here, and it is the time to think of every possible
idea. Here the idea is that whatever comes to mind, however crazy or impossi-
ble it seems it is to be written down. Ideas that deal with the impossible needs
of the users found in the defining part. The point is to have freedom, mixing
ideas or building on different ideas. After the brainstorming, the focus and
ideas need to be narrowed down again to continue to the next phase.

Prototype Here, some of the ideas found in the previous phase are sketched up, and
it is about understanding what parts of the ideas work or does not work. The
designer starts to compare the effect with the practicability. The task for the
designer is to make the ideas into tangible products while still being simplified
versions.

Test At this stage, it is encouraged to test the prototype on the users and get feed-
back. Some basic questions are: does the prototype improve something or is it
achieving the goal of the users. Testing continues during the entire process.

Implement Phase for implementing the product. The designer needs to make sure
that the result is touching the lives of the users. Also that the vision has been
put to effect. "The success of design thinking lies in its ability to transform an aspect
of the end user’s life. This sixth step — implement — is crucial." [8]
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Empathize Define Ideate Prototype Test Implement

Understand Explore Materialize

FIGURE 3.6: Shows the different phases of the design thinking pro-
cess.

Source: Nielsen Norman Group [8]

3.7.2 Human-Centered design (HCD)

Human-centred design is a framework that focuses on the human perspective on
all stages of the process — consisting of three main stages that include inspiration,
ideation and implementation. It is a similar approach to the design process as design
thinking. This study relied on IDEO’s HCD model [9]. IDEO’s HCD model includes
guidelines and ideas of execution at every step. It offers specific tasks at every phase
and the three stages are taken in turn. However, this too is a dynamic process that the
designer iterates multiple times, similar to the design thinking process. IDEO offers
multiple techniques to every phase of the process, as mentioned, they do not see it as
one size fit all, they see that every design project is different and have different ways
of gathering information and designing. It is supposed to generate a user-oriented
implementation. The process is a curve that diverges and converges with ideas, and
at the end, it should have converged to one single product as explained in Figure 3.7
[9].

Inspiration This phase is about learning from the people that the designer is design-
ing for. This can be done with various methods, for instance, interviews with
users, interviews with experts or ’the five whys’ to name a few. The point is
to map out the problem, and the designer must fully empathise with the users
and the context for the designer to be able to design for them.

Ideation This phase is when the research has been conducted, and the designer can
start with the ideas that fit the problem description. The ideation can be done
with workshops where they brainstorm and come up with different ideas, sto-
ryboards, simple frameworks, to name a few.

Implementation The designer is be well-informed and all the research and ideas
have become one single product. Every design decision that has been made on
the final project can be explained and backed up with the research.
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FIGURE 3.7: The curve of the human-centred design process. Source:
IDEO [9]

3.7.3 Combining the two

This work strives to combine the two methods and have them both in mind while
working with the project. Because they are complementary, some of the phases over-
lap each other. The big difference is the mindsets they have. Design thinking is a
process with a focus on creating services that are used by people; it maps out the
needs and aims to fulfil them. HCD is more of a framework that can be applied
around DT to ensure that the users are in focus during the process. IDEO’s HCD
spotlight relevancy and strives to be beneficial over time. How this can be combined
is showed in Figure 3.8. The methods that were used from the processes in this
project are described in depth in Chapter 2.
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FIGURE 3.8: The combination of both the design thinking and
human-centred design process. Source: Cole Hoover [50].
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Chapter 4

Identification of core problems

After the literature study, the survey was created and sent out, after that the in-depth
interviews were conducted. This chapter presents the results from the user research
and identifies the current state of the VK application to try and grasp the problem
areas of the design. Further, it proceeds to map out the best design solutions for a
more personalised and customised application based on the user experience.

4.1 Results from the survey

The survey was posted online on the social media platforms Facebook and LinkedIn,
making the participants widespread. All the answers are found in Appendix A. It
was open for answers for one week, after that it was closed and the answers were
analysed. The survey had 62 respondents, and the majority were between the ages
of 21-25, followed by 26-45 year olds. The distribution between male and female
was 61.3% male and 38.7% female. The majority, 58.1%, were working and, 41.9%
were students. The respondents were almost entirely residing in Sweden, and the
most used devices for consuming news were mobile phone and computer. When
asked about how often they consume news, 86.2% answered multiple times a day
or once a day. When asked about how they primarily consume news the majority
of the answers were through a newspaper website, followed by newspaper applica-
tion (25.4%) and go via social media to an article (25.4%). When the question about
whether they feel that personalisation can be useful in the news they were asked to
answer between one to ten, where one was not at all and ten was very useful. The
majority answered seven, and the distribution was mostly between five and ten.
Further, when asked if they would read the news more if it were tailored to them,
the slight majority said no, at 54.2%. A graphical version of the answers is found in
Appendix A.

People were asked if they had a news subscription, and if they did, they were
asked to state to which site. They were later asked "If I told you to go to a news site
right now, which one would it be?". The result showed that the considerable major-
ity did not name the newspaper they had a subscription to. Further, when asked
if they would change anything on the current design of newspapers, the partici-
pants showed tendencies of dismissal toward the newspaper site they had stated to
subscribe to or visit. A concrete example of that was that many people mentioned
Aftonbladet as their first source of information or news, and later when asked if
they would change about the current design of news, some participants complained
about the ads and clickbait even though they choose that site above all else.

To the question of "What are your expectations of a newspaper application/website?"
the answers included a variance of angles. However, many answers were similar.
For instance, the expectations of objectivity, to be easy and convenient to access, to
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be clear and to be relevant. One respondent answered the following, which is a
representation of what many, in different words, answered.

“Give me up-to-date and factual information in a well-packaged way.” Female,
46-65.

When asked what they thought about personalisation in news, the answers showed
a lot of contradicting thoughts. The notion of balance was brought up quite a lot,
where people felt that it could be a good thing, but there could not only be news that
people want to read. The general fear was that personalised news might make them
miss out on important news. The fear of the filter bubble and getting a skewed view
of reality is also seen throughout the answers. Some mentioned technology getting
into the wrong hands as well. The answers also included thoughts about the danger
in censorship and not being in control of what they consume.

“A little bit of both. Good as it can make me more well informed because it
is about the kind of thing I am interested in. Bad as it increases the risk of
confirmation bias.” Male, 21-25.

Some people saw it from a different angle, where they said that personalisation
could spike the interest to educate themselves about the surrounding world, how it
could expose people to topics that they would not usually read by their initiative.
Further, it was also mentioned that it could improve the reach of local news.

The overall answers of the questions were mixed; after ten answers, they started
to get repetitive. Most people wrote that they would be open to the possibility of
personalised news, but they would want to be ensured that they would never miss
the important news. There was also an overwhelming response who mentioned that
it was vital that they had insight into what was personalised and what the newspa-
pers based it on. A person mentioned that they read the news to get an overall
picture of the current events and to get as many perspectives as possible, and that is
an important role media has and needs to continue having.

4.2 Results from user interviews

Four people were interviewed. Two male and two female, they were all between
ages 24-30. All transcripts from the interviews are found in Appendix B. Two of
them were working, and two of them were students at the university level. When
asked how they consume news, the answers were ranging from visiting via websites
to even the occasional physical newspaper. One person stated that the primary way
they consume news was through the push notifications from a news application, and
whenever the push was interesting enough, she would go and read the article. There
were some differences in the attitude towards enabling push notifications from any
application. Further, they all showed some reluctance to receiving too much of them.
They all described that they first want to trust the applications before deciding if
they would have the pushes enabled or not. Only one participant described that
they would rather have them on at first and then turn them off if she noticed it was
too much. On the question "What is the purpose of a push notification" they all had
similar beliefs. It was described as a message or alert that needs to reach the user
without the user actively seeking out the information. The word "important" was
used a few times throughout the interviews. The mention of relevance and interest
was also brought out, in the context that pushed content should have a relevance to
them as consumers.
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“In general, I think there are too much push notifications, you almost forget the
important ones, and it becomes excessive.” Female, 24.

When the participants were asked about how they had experienced the push
notifications, all of them mentioned the amount. They all felt that it was too much,
and it was mentioned that they were a bit confusing. One participant described that
the headings of the pushes were a bit unclear. Another felt that some of the pushes
did not include the location the articles regarded. Someone also talked about the
uppercase letters at the beginning of almost every push, and they described it as
confusing. As mentioned, the topic of relevance came up, and the participants all
declared that the pushes were mostly irrelevant to them. A few of the participants
talked about how the lack of relevancy of the pushes changed their attitude towards
future pushes. Because of the repetitive situation of receiving pushes that were of no
interest, the result became not to read them at all and to swipe them away instantly.
There was also talk about the annoyance and irrational feeling of the phone vibrating
or making sounds when it was not for a reason they felt was big enough.

4.3 Current state of push notifications on the VK application

In the VK application they have a section called Settings, under there is a subsection
called Push notifications, as shown in Figure 4.1. That is were push settings are located
in the application, the user clicks the hamburger menu to reach them. If it is the first
time the user clicks on the push settings or if the user has enabled all pushes from
VK the view in the middle appears. When they have enabled them the view to
the right appears, here the user can choose to receive pushes about News, or specific
categories. The different categories consist of: Sports, Entertainment, Culture, Business
and something called My VK.

As stated before, VK covers big parts of Västerbotten so the user can also choose
if they want notifications when articles about a specific location are published. "My
VK" is, on the other hand, a collection of topics the user has chosen to follow. As
demonstrated in Figure 4.2, under every article, there are tags of different subjects
regarding that specific article, and these tags are for the user to follow if they want.
They can choose if they want to receive push notifications, notice via email or receive
a collective mail of all the articles including that tag on Sunday’s. Then when the
user clicks the bell icon, all the articles under the specific subject they chose to follow
lay under the follow tab.

At the time of writing, the editorial staff is in charge of push notifications, and
it is done manually. They have a detailed protocol they follow, where it is declared
who is in charge of every category. The general attitude VK has is that push notifi-
cations are their opportunity to knock the readers on the shoulder to tell them about
something important. They want the readers to have them activated and to have a
good experience. The purpose is to make the readers feel updated and for them to
know that they do not miss something important. As stated, they have some prin-
ciples they follow, and they have between two to three people that are in charge of
every category. The person that is ranked highest on-site decides if the push goes
out or not. In the protocol, the rules of what goes out as a push for every category is
described in detail. They also have a template of how the pushes should be phrased.
They want the push to be able to stand alone, so the title needs to be able to ex-
plain the subject without leaning on a picture or a preamble, as they do not want
the reader to feel deceived. The pushes are always phrased with one or two entry
words in capital letters followed by a colon, to let the reader know what subject it
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FIGURE 4.1: To the left is when the user clicks on the menu in the
VK application and at the bottom of the screen finds push notification
settings, in the middle the application is asking for permission to send
notifications and to the right is the different categories for the set-up

of pushes.

FIGURE 4.2: To the left is at the bottom of an article in the VK applica-
tion where the different tags are listed, in the middle is a case scenario
of choosing the tag Festivaler and to the right is the section were the

user can see all the articles involving the tag.

regards. An example is "RIGHT KNOW: Fire in apartment house". They also follow
some recommendations where they rather not push put news at night if it is not
major.
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Chapter 5

Design

Based on the findings in the earlier stages, a creative design process took place, and
this chapter presents the ideas and sketches as well as the finalised hi-fi prototype.

5.1 Results from brainstorming session

The brainstorming took about 60 minutes to conclude, every idea was written on a
post-it note. The main focus was push notifications and how they could be more
customisable and personalised. Some ideas of how to improve the "follow"-tab sur-
faced. The main ideas that the post-it notes included were “tailored send times, ad-
vanced targeting, personalised content in pushes and push using rich format.” Other ideas
that sparked was to have the user tailor their content into a news feed, which mul-
tiple news applications have implemented. To be able to show the train of thought,
some sketches were drawn on paper during the session.

5.2 Lo-fi prototype

The following are different wireframes that were created during the early stages of
the design process. Several ideas surfaced, the ones presented are the best ones or
the ones that later inspired other ideas in the process. The frames in Figure 5.1 show
the early sketches of the redesign of the application.

Menu The idea with the menu from the very start was to have a more clear way to
reach certain functionalities of the applications, for instance, the personalised
news feed. The original VK application had, as shown in Figure 4.1, the push
settings in the hamburger menu. Further, the subjects articles and tags that
the user followed were accessed when the bell icon was clicked. Additionally,
some other external links were accessed when the user clicked on the user icon.
In the lo-fi, the hamburger menu, the bell icon and the user icon were removed
and a menu bar was added at the bottom of the screen to have everything
gathered in one place only.

Feed As shown in Figure 4.2 all the articles that contain the tags with subjects the
user has started to follow ended up under the bell icon. In the lo-fi, they ended
up under the feed category. The idea was that the user would easily be able to
read everything that is new from the subjects they had chosen to follow.

Push settings To the right in Figure 5.1 are four frames of early ideas. Different
ideas were explored during the sketching phase, the first one shown is that the
user can choose only to receive the most important news, the news only from
their city, the editorial pick or receive every push that would be sent out. The
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idea of removing static subjects was explored because the user might not need
a fixed category to receive pushes from rather follow news that would be of
interest despite category would be an easier way for them to receive relevant
pushes. Other options such as only receiving pushes from subjects the user
follows, only receiving the most important pushes from those subjects or only
receiving pushes at a certain time were also explored. The option of letting
the user have control over the number of pushes they want in a day was also
sketched out and explored.

FIGURE 5.1: The early lo-fi sketches of the redesign of the VK applica-
tion. Shown in the four frames to the left are some wireframes of how
the front page, feed, category and account pages can be designed. The

four frames to the left are different approaches for push settings.

A drawing in Sketch App was drawn up. Here the concepts that were explored
in the drawings with pen and paper were visualised. The idea of having the location
of the user came to life here as well as shown in Figure 5.2 at the front page. The
idea was that the user is spared to navigate to the local pages, their current location
would already be set. Although, the user would still be able to change the location.
Under the feed tab, the design just about stayed the same as the original application.
Although in this version, the idea was that the feed would be more like the standard
news feed.
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VÄSTERBOTTENS-KURIREN
VÄLJ ORT

FLÖDE

Sortera efter ämne

Kronologiskt Efter ämne Sparade artiklar

KATEGORIER

Sök…

Sök efter artiklar Sök efter ämnen 

Sport

Ekonomi

Kultur

Nöje

FIGURE 5.2: A sketch demonstrating the new ideas of the VK appli-
cation with the new bottom navigation bar illustrated. To the left is
the front page, in the middle is the page where the feed of the articles

from the user’s subject list and to the right is the category page.

KONTO

Namn Namn

Logga ut

Intsällningar för push

PUSHINSTÄLLNINGAR

Bestäm mängd pushar

Slå på pushar

Bara det viktigaste

Bara från ämnen jag följer

Skicka pushar en viss tid

FIGURE 5.3: A sketch visualising the account section in the lo-fi proto-
type. To the left is the section were the user can view their profile and
to the left is when they have entered the push notifications settings.

5.3 Hi-fi prototype

Since the prototype aimed at looking realistic, many efforts went into the visual de-
sign. Almost no graphical design decisions were made, as VK has a fixed graphical
profile. Fonts, colours and logotypes are examples of such elements that could be
used from their design system. The layout and usability were changed to fit the
personalisation and customisation aspect and ideas, to be able to visualise the pro-
totype as realistically as possible. The hi-fi is presented in the order of the new menu
to be able to showcase every new functionality. However, all user scenarios are not
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designed and illustrated as the main parts of this work were about the customisa-
tion and personalisation. In Figure 5.4 the front page with the standard newsfeed is
demonstrated. The result of the bottom navigation bar is illustrated in all finalised
hi-fi layouts. The logotypes were, as mentioned, retrieved from the VK graphical
library. Below the VK logotype, the button where the user can press to change the lo-
cation is placed. The idea here was to implement role-based personalisation, where
the application reads information about the user’s geographical location and applies
the feed to fit that. When the user clicks on the location button, the view to the right
in Figure 5.4 appears. Here the user is given the option to let the application always
base of the user’s location or let the user manually choose a location. If the user
manually chooses a location, that location is fixed until it is changed. In the origi-
nal application, the different locations could be found when clicking on "Local" in
the hamburger menu as seen in Figure 4.1 and then later, the user could choose a
location and scroll that feed.

FIGURE 5.4: The finalised front page hi-fi is on the left and the layout
on the right is when the user has clicked on the location button under

the logotype at the top.

In Figure 5.5 the hi-fi of the feed is demonstrated in two ways, the feed is viewed
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in chronological order as a standard. The articles that would show up are articles
that contain tags of the subjects the user has chosen to follow. There was an option
to switch to grouping the articles after what subject they regard, showing the articles
under every subject. All the articles under each subject would be what was posted
with that tag on that specific day. To the right in Figure 5.5, the difference between
these are illustrated. The articles that are shown in chronological order would be
displayed as the standard news feed, and however, when they would be grouped
after subject, they are shown as small thumbnails. If the "Saved articles" button was
pressed, the articles they have saved in the past would appear in a list with small
thumbnails as well. In the original VK application, the only way to find the subjects
or tags the user follows was under the "Following" tab, as shown in Figure 4.1. Up
in the right corner in Figure 5.5 there is a plus sign, this is to indicate to the user
that they can add to or change their feed. When the user clicks on the plus icon, the
interface in Figure 5.6 appears.

FIGURE 5.5: The finalised hi-fi of the feed. To the left is when the
user is in chronological-mode and to the right is when the articles are

order after subject.

The initial idea was to remove the tags or subjects the users can follow, and only
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base the decision to notify in the priority of the news and the amount of notifications
the user allows. However, after conducting the user research, observing the VK
application and talking to the people at the offices the conclusion that they had value
was made. In the layout in Figure 5.6, different subjects are listed, and the user can
see based on if the heart is filled or not if they follow that specific subject. The list
at the top shows all the tags the user is currently following. A search bar was also
designed to be able to find something of interest easily. In Figure 5.6, a scenario is
displayed, where a user is following different subjects and is trying to search for
something.

FIGURE 5.6: Three views of what a subjects page could look like with
the new design. To the left is the user’s subjects and in the middle

and right is if a user would search for a subject.

Next icon in the navigation bar is the category page, in Figure 5.7 is a layout of the
design illustrated. It looks very similar to the original design, although some slight
changes have been made. Some parts are what used to be under the hamburger
menu. The push settings and some other links were moved to the account part of
the application. The search bar was slightly changed as well, and the user can choose
between searching for articles or subjects. What is demonstrated in this scenario as if
a user would search for articles, where a feed would appear with articles connected
to the searched word.
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FIGURE 5.7: The page where the categories are collected is on the far
left. The following images demonstrate a scenario when clicking on

the search bar.

What follows is the account page, where the user is supposed to be able to man-
age their settings and other businesses. The links showcased in the design in Figure
5.8 are links that the VK application already has on other places, some in the ham-
burger menu and some under the user icon. The ones that were moved to this loca-
tion were the ones that made sense to have here. Settings for push notifications were
also moved to this page. When the user would click on the settings for push notifi-
cations, and they happen not to have the notifications enabled in the system settings
of the phone, a pop up would appear. This would tell the user that the application is
best used when notifications are enabled. If they press "Turn on notifications" they
were redirected to the settings page. Once on the settings page, the user would be
met with some options for their push notifications. There would first be a tool to
decide how many push notification they would like to receive in a day. They could
also choose to receive very few to every push that VK sends out. What they are sent
would depend on what they have enabled further down. There was also an option
to only receive the news that the editorial staff deems most important. Receiving
news that is individualised based on what the user usually reads and saves was
also included, along with the option of managing the pushes from the subjects they
follow.
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FIGURE 5.8: The finalised layout of the account page is illustrated on
the left. In the middle is a pop up of when the user has clicked on the
notifications setting, which only appears when the system settings on
the phone have disallowed notifications. On the right is the view of

the push notifications settings.

To the right in Figure 5.9 is what pops up if the user sets specific times when
to receive push notifications. If the user would choose to enable this function the
idea is that all the pushes they would receive during the time they are not to receive
them are put in a queue and sent out at a time they have approved for them. On
the right in the same figure is the pop up of all the subjects the user is following.
The idea is that the user has control over the pushes they receive. This option was
already implemented on the original application, however, in this redesign, it was
listed collectively, and the user can edit them in the push settings.
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FIGURE 5.9: To the left is the hi-fi layout of the pop up for when the
user wants to set push notifications to a specific time and on the right
is when the user wants to manage the push settings for the subjects

they follow.
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Chapter 6

Discussions

The following chapter aims to elaborate on the earlier findings, connect the objec-
tive, theory and method to the results and discuss the value of the results. Because
of the complicated landscape of personalisation and tailored content, it was quite
challenging to apply a traditional method to a user experience project. To make the
process of the discussions as coherent as possible they were parted into sections.

6.1 Survey

When the data was analysed, some presumptions were made. For instance, brand
loyalty was a rare sight amongst the respondents as also shown in the Generation
Z and Y study [30]. Even people that had a paying subscription to a newspaper
did not state the newspaper they were subscribed to as the one they want to visit
at firsthand. When they were asked if they would change anything about the cur-
rent design of newspapers, there were a significant amount of people that expressed
negative feelings towards the site they had stated as their first choice. Based on the
literature study in Chapter 3 and the survey, it was clear that the younger genera-
tions did not feel a sense of loyalty to one specific news brand. The misconception
that the younger generations do not read the news was refuted. The results show
that they do read the news, but not in the same way as older generations have before.
It is to be noted that the survey from the beginning presumed that the participants
read the news. However, the question of “How often do you read news?” had an alter-
native of “More rarely”, which no person that answered the survey chose. Therefore,
it can be assumed that all the participants consume news in some capacity. As stated,
the vast majority answered that they read or consume news once every day or more,
indicating people of all ages (up to 65), and even younger generations consume a lot
of news. The results further showed support to the study mentioned in Section 3.4.2
[30], that all people (not only younger generations according to the results from the
survey) consumed news through their phones. Which further strengthens the argu-
ment of mobile-first thinking in the news landscape.

The habit of consuming news was there, but the band between the newspaper
companies and the younger users was, however, not there. The Oxford study in
Section 3.4 [3] showed that relevancy is the most crucial part of making the users
stay on the platform and building habits and loyalty to the customers can be crucial
to ensure the future of news publishers. As stated in Section 3.4, personalisation
is the journey to relevancy, and to create habits is a way to attract users to build a
band and a sense of loyalty to a specific news brand. As the 2016 study in Section
3.6 found [45], users that have push notifications turned on are more likely to visit
the application on a daily basis. Push notifications are a way to promote brand
loyalty and can be used to build habits, and as previously mentioned in the CJR
report, push notifications that have some tailored content has a high response rate
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[44]. After the survey was concluded, and the data were analysed together with
the research previously made, personalised or customised push notifications and
the tailored experience of the newsfeed became the narrowed focus. Based on the
survey and the results in Chapter 3, it was clear that the habit of news consumption
was, contrary to many beliefs, still there amongst younger people. It could indicate
that the problem is not to get people to read the news, according to the results found,
they already do. The problem could, however, be to get them to read specific news
publishers news.

Regarding the personalisation questions, it was clear that people did not under-
stand what personalisation was. The fear of the filter bubble was noticeable. Balance
and transparency were brought up quite a lot. The risk of the filter bubble should
not be ignored when analysing the answers. However, as mentioned in Section 3.5,
it is not the algorithms that are to be blamed entirely. People tend to put themselves
into the filter bubble by following and liking content that speak to their own beliefs,
which can be the reason for the online polarisation [38]. However, as also mentioned
in Section 3.5, personalisation can be the reason for diversity as well [39] [40]. Ac-
cording to the study about the recommendations tab in a music streaming service,
the people who used it also increased the diversity and overlapping of music with
other users [39]. A music streaming service is different from a newspaper as the
newspaper serves a higher social responsibility. However, it is not to be ignored
entirely as the results still could show relevant indications of how personalisation
could be used. There could, of course, be a difference in the attitude towards mu-
sic than to news. To miss a great new song could pass but to miss huge important
news might not. This is where the respondents in the survey showed a miscon-
ception or bias against personalisation. The fear seemed to lie in what Eli Pariser
(Section 3.5) says about the content that gets edited out and the unawareness of it
being edited out [37]. Personalisation could never be implemented in such a way
to a newspaper, even if the news or recommended news were tailored to a specific
person, they would still be informed about the big news. Some respondents showed
an understanding of this and instead highlighted the positive effect of it. One par-
ticipant mentioned that they might get reached by news content they usually would
not read. Which is one of the main goals of personalising news, to give readers con-
tent that they would not usually get reached by because it would be so far down in
the standard feed. As mentioned in the early sections of this paper, VK produces
a lot of articles every day, but due to the lower news value, many of them are not
prioritised. A personalising solution could make a difference.

6.1.1 Limitations of the survey

Even though the survey went through testing before sending it out, a mistake was
not to include TV as an alternative in the question about how they access news.
Although, there was an option to write an answer if their answer was not listed.
However, what was noticed was that many people do consume news through the
TV. Therefore, it should have been a choice in the answers. Because it was not listed,
people who might consume news from the TV did not think about it when answer-
ing as the alternative was not there. On the other side, if they did not think about it,
they might not consume news from the TV enough to be relevant.

As mentioned in the section above, misunderstanding of questions occurred. The
difference in how each respondent interprets the question is out of the designer’s
control. In this specific case, the survey only gave the minimal necessary background
information for the user to understand the questions, to not prime the respondents.
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For example, it was explained what personalisation is but not in detail what this
study aimed to do. While the aim of this was to get honest answers, both positive
and negative, it could also have caused that they responded with different under-
standings of the questions. This is hard to avoid when sending out a survey online.
Unlike a personal meeting, the designer can not be there and explain to every single
participant to the point of understanding.

As this survey was both quantitative and qualitative, the qualitative answers
could be challenging to analyse, as the full spectrum of emotions and tone is not
reflected well in text form. There was also a wide variety of similar answers just
worded differently, which can be difficult to summarise. On the bright side, the
similarity showed some clear trends and, helped when gathering and summarising
the answers.

6.2 In-depth user interviews

The interviews showed that news consumers are cautiously positive to the idea of
personalised news along with some hesitations. As shown in the survey, the hesita-
tion was based on fear of losing control. The control to consume whatever they feel
like, and it seems as the cluster of irrelevant news is something that they want to get
rid of, on their terms. The fear of the bubble and the filtered out parts that Eli Pariser
talks about [37] are shown to be the reason for the hesitation. Although the partici-
pants knew the aim of the study, they still interpreted personalisation as something
that would take away their freedom to consume whatever they like. It is indicated,
based both on the survey and the interviews, that the expectation and demand for
transparency and clearness are high. Those demands and expectations could point
to the risk of over-personalising the newsfeeds and making it hard for users to un-
derstand what is personalised and what is not. The interviews also showed some
negative feelings regarding personalised news. The concerns were about missing
the important news and narrowing their perspective. Again, this is not what the
idea of personalisation in news services is about. However, it was of great value to
hear the fears and concerns to be able to design an honest and transparent solution.
For these concerns there are several different sides, as the study about online polar-
isation at Stanford pointed out, people of different beliefs already live in different
media worlds by their own account [41]. Meaning people already seek information
that strengthens their world view with or without algorithms [40], and the Stanford
study found that people with access to the internet actually slowed the growth of
polarisation. This can be compared to the music streaming study that showed the
diversity in music when the user had recommendations enabled [39].

The interviewees were, as mentioned in Chapter 2, told to enable all push noti-
fications in every category in the VK application prior to the interviews. Something
to make clear is that this test is not how a typical user is supposed to use the VK
application. Figure 4.1 shows what it looks like when all categories are enabled in
the VK application. However, it could still be common for users to have them all en-
abled as that is the default setting, and the users are not encouraged to change that.
Also keeping in mind that this test did not include the "Mitt VK" category, as this
feature is unpredictable and the amount of pushes is only regulated by the number
of tags the user follows. This means there is no ceiling for the number of pushes one
can receive. That can mean that, if a user follows one hundred tags, and at a given
day one hundred articles including that tag are published with pushes, they would
receive them all.
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Keeping in mind that this is not the optimal way to use the VK push notifications,
they all talked about the volume of pushes. Because they had enabled every push,
one would think that some of the pushes would be of interest because they got them
all. However, all of the participants in the interviews said that they found a minimal
amount to be of interest. The lack of interesting notifications could be explained by
that the few interesting ones are drowned in the mass, or simply by the reasoning
of the selection of participants for these interviews. The ones chosen might not like
pushes in general, although they all showed a positive response when asked about
their general attitude toward pushes. That attitude can indicate that pushes as a
concept is not something terrible, but the right use is of utter importance. This is also
mentioned in the findings of the CJR report mentioned in Section 3.6 [44], that the
concept of pushes and the defence for increasing the amount is due to the shifting
of attitudes regarding push notifications as platform. They go on to state that the
user is given the options to pick the categories they want and are therefore more
tolerant to push notifications. The interviews showed no sign of that tolerance. It is
to be noted that one participant called a week later, after enabling only the "News"
category in the VK application and was only receiving pushes within that category.
They had complaints about how widespread it was, that some of the pushes they
would receive were not relevant for being under the general "News" category.

As mentioned, the importance of the push is talked about in every interview to
different extents. The overall attitude seems to be that that the pushes need to be
important not to be annoying, something NNG also pointed out in their recommen-
dations for designing push notifications [42]. Relevance was also a subject brought
up by the participants in the survey. For something to be important to someone is
deeply connected to relevance. Thus the desire is collectively to feel that the news are
relevant to them. This angle was found in both the survey and the study mentioned
about relevance [3]. When something is of importance, it is likely very relevant. The
participants mentioned several times that they would like important pushes, as also
mentioned in Section 3.4 in the Oxford study [3], people have a hard time describing
what makes them read a story or not. Therefore, it is critical to identify what is of
relevance to each user or user group to be able to provide meaningful push notifi-
cations that does not annoy them. To send out a one size fits all push is not going
to satisfy everybody. Like Netflix’s approach to their posters [24], where they tossed
the idea of finding a poster on every title for all the subscribers and instead have
multiple posters that show up for different users. The purpose of this is to make the
same title appealing to everyone, however, with push notifications, it is more of a
question of which pushes to send instead of phrasing them differently depending
on the user.

6.2.1 Limitations with interviews

Even though it is valuable to hear a user’s perspective on specific questions and
aspects of the design, there are some limitations to interviewing. As it takes more
resources to conduct a significant amount of interviews they are not an indication
of what the majority thinks, but instead it is a way to get an overview of some is-
sues and concerns. For this method to give more accurate findings, more interviews
should be conducted. Many of the risks with the interviews have to do with the
kind of questions asked, and can be prevented by conscious forming of the ques-
tions, as discussed further in this chapter. Still, some of the risks are very hard to
avoid as they have to do with human nature, and are outside the control of the in-
terviewer. Interviews can be misleading due to people often tend to say what they
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think they will do rather than what they actually will do. That could be avoided
by not asking questions that made the participants guess how they would act in a
future or mocked-up situation. The weaknesses of the human memory were sought
to be avoided by not asking questions that required the user to remember actions
from more than a day ago. Other limitations would be that the participants could
try telling the interviewer what they think the interviewer wants to hear, rather than
what is the truth. These risks were considered beforehand when writing the ques-
tions and also during the interviews. The interviewer made an effort to not interrupt
the participant and let them speak freely. To avoid any misunderstandings, they
were given limited details about the study and the reasons behind the data collec-
tion. Only the essential minimum of information was given to the participants in
advance, and questions about the full purpose of the interview were answered first
afterwards. The information the participants were told in advance was to enable
all push notifications a few days prior to the interview. This method of minimal
information was aimed to provided honest and detailed answers.

As mentioned above, it should be taken into consideration that the interviews
are not representative of the mass population, and that was not the intention of this
investigation. When conducting interviews with a few people and using only that
as user research can be misleading for the study. It does not provide a broad base for
a user research process. In this case, it was used as a complement to the survey and
to strengthen and deepen the understanding and empathy of the users.

6.3 Designing for the users

An essential step in the design process that is one of the main focuses in both the DI
and HCD frameworks is understanding the user. Even though the research had re-
sulted in a deepened understanding of the users, firstly consumers of news and later
users of the VK application specifically. The challenge of designing or re-designing
the application was difficult. Along the way, many suggestions and ideas had oc-
curred on how to better the push notifications and how to personalise the application
further. Understanding the user, not only what they want but mainly what they ex-
pect and how they use the application had been established. Nevertheless, to take
the step and genuinely understand the users was a big focus throughout the entire
process. One of the main challenges was that the VK application was lacking a user-
friendly menu. To be able to reach the vision of the personalised push notifications
and to adapt the Nielsen Norman Group recommendations of how to design push
notifications, some changes to the application had to be made. The NNG recom-
mendations that are used are found in Section 3.6.1 [42]. The design is made to be
as transparent to the users as possible, and it is made clear what type of notifica-
tions that are sent to keep the users in total control. NNG’s recommendations about
encouraging the users and being clear about what they get when enabling the push
was taken into consideration, as well as the research from Accengage [43], that a
minority of iOS users have them enabled. Further, the participants attitude towards
push notifications and how they rather have them turned off at first resulted in a
design that encouraged users to enable push notifications and to set the preferences
that best suits their needs while explaining what every option means and keeping
an open dialogue.

As NNG mention, an irrelevant notification can leave a feeling of annoyance with
the user. What is and what is not relevant is, as discussed, very personal. Therefore,
the concept of customisation was introduced to the design. The decisions to have
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the location fixed in the onboarding of the application was made to help the user
feel welcomed and make the standard newsfeed instantly more relevant — this is
called role-based personalisation. However, to maintain the feeling of control, the
options to change to any other location they desire is available in the header of the
feed at any time. As mentioned earlier, relevance is subjective for everyone. To
have the application set to the user’s actual or preferred location creates relevance to
that specific user, as the Oxford study also found [3]. When they enter the applica-
tion, they are met by news that by default should, due to location, have some effect
on them and can, therefore, attract a sense of importance. Again, the interviews
strongly indicated the significance of importance. Hence, the given control over the
users’ own feed is something that is an attempt to create relevance.

Further, creating a more accessible way to edit the subjects the user can follow
and the easy way to search for new ones is a step to make the application more
customisable. As mentioned in Section 3.2, this type of customisation costs more
interactions from the user [12]. However, the results are that the user gains feeling
of control over the service. One could, on the other hand, argue that users sometimes
do not know what they want. Considering the control and clarity the users have in
this case, the advantages outweigh the disadvantages.

The user is not only in control of which categories of news to be notified of but
also the volume. Full transparency is applied. The decision about giving users con-
trol over the amount was made as a consequence from the complaints in the inter-
views. This is also an attempt to minimise the feeling of annoyance the user can feel
if they receive more than they would want to. Further, the decision of removing the
notifications of every specific category was made. It is challenging to control noti-
fications from something called "News" or "Sport", as they and the other are broad
categories. Too broad to be able to put every user that likes sport under one category
and send every sports push to them. Therefore, the static categories were removed,
and the user can select pushes from a predefined but still larger set of subject tags,
to ensure further that the user receives relevant pushes. As the interviews showed,
the users were all interested in "important" news, to be able to choose what is im-
portant was the main reason for the removal of those subjects. It should be noted,
that at the time of writing, VK has an issue with having a too large and too granular
model of concepts the user can follow. Changing this is required in order to create a
meaningful and manageable set of concepts.

As the interviews showed, just a small amount of the pushes they received were
interesting, and to fix this, the new design gives the user control to choose both
the content and volume aspect of the notifications more carefully. Individualised
personalisation was also included, where the application sends pushes based on
previous interactions. The purpose is that there is a value to receiving pushes about
things that the user has shown interest in through previous interactions. This option
also allows for further AI-based personalisation with learning algorithms. As stated,
what raises importance is personal. On the other hand, based on the findings about
fear of filter bubbles, there is still a benefit to trust the editorial staff in what someone
"should" read. Therefore, the option of receiving pushes that the editorial staff wants
the user to read is included.

6.4 Closing discussions

Throughout this work, valuable insights into the landscape of news publishers and
personalisation have been gained. The concept of personalisation deeply changes
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the user experience, and therefore, the DI and HCD processes have given a great
foundation to understand the user truly, and to keep the user in focus and to design
what is needed and not only what is wanted. The nature of these processes is to
work in a non-linear way. To iterate every step of the process made the quality of
every step higher and ensured a better outcome. To adapt and combine both DI and
HCD gave a broader thinking spectrum as inspiration could be drawn from differ-
ent sources. IDEO’s HCD process gave guidance and concrete suggestions to how
to conduct every step while the DI process from the NNG contributed a thinking
method to always keep in mind. However, to truly ensure the quality of the design
in the last step, there is a need for more iterations of the design. It is essential to test
and validate the concept, in order to ensure the finished product will be successful.
Still, to reach the current point, every design decision was made with caution and
with research in mind. Because of that, the design solution can be viewed as a rec-
ommendation on how to implement a personalised and customisable application.
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Chapter 7

Conclusions

This research aimed to provide a design proposal to a newspaper application based
on previous research and user research made on personalisation, customisation and
news consumption. The underlying purpose was to increase the relevance of news,
regain loyalty from news consumers using personalisation as a way to reach that.
Due to time limitations, the aim was not to test if those effects were reached. The
work led to the development of a design proposal of personalised and customisable
news application. A literature study and user research led the road to the design
proposal. By conducting the literature study, survey and interviews some insights
in personalisation in news could be reached. The theoretical framework gave an
understanding of what personalisation is and how it can be designed. The user re-
search showed that users have negative feelings towards the news climate today in
the context of execution and design. The expectations are somewhat not met, there
are indications that more is expected. Based on the knowledge gathered about other
services on the Internet and the investigation of other news publishers applications,
there is a change in how information is consumed amongst Internet users. News
consumers, both young and old, have turned to social media for updates on world
events. What was found is that a big part of the social services online are person-
alised in some capacity, which leads to that the younger generations are, in general,
expecting a personalised experience. On the other side, there is a fear of exclusion of
important news and the unknown factors of filtering. In the user research that was
conducted, the participants expressed their concerns about filtered content. Upon
further investigation, the fear seemed to originate in the impression that it would
create a filter bubble and a skewed perception. The research resulted in choosing
personalised push notifications and the newsfeed as the design subject, as this was
found to be a good way to increase relevance and build a habit.

It was found that geographical relevance was a big part for the user to feel im-
portance, which led to the design choice to include a redirection to the user’s specific
location at first launch. To have the user customise their own feed was also a step to
further ensure that the user consumes the news they want to, as fear of missing news
was a big concern found in the user research. The strategy for the push notifications
landed in a mixed-method, the traditional fixed categories were removed, but the
specific tags the user could follow were kept. The user now had more options to
choose the amount and combine it with either tag, the editorial recommendations
or based on their own interactions with the application. This came with an explana-
tory text briefing the user of what to expect. The takeaways in the research resulted
in a design that was as transparent as possible, where the user was given increased
control over the push notifications they receive regarding both subject and amount.
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7.1 Future work

As this project did not include user testing due to time and resource limitations, that
is the natural next step for this work. This project does not end at this thesis, instead,
this is part of a three-year investment into introducing personalisation to VK’s news
service. VK will therefore also continue to do research and conduct testing to further
find the best design solutions to their push notifications and subject tags. The subject
tags and concepts for users to follow is a project they will focus on this year as, like
this thesis also found, it is closely related to success in customisation and personal-
isation. A further step is as stated to conduct user testing on the design proposal.
The testing has to be done to be able to investigate if it will reach the wished effect
of more loyal users, and users consuming a broader range of articles and if users
enable the notifications after the new design. It could be done with A/B testing to
find out which methods would work best.

Another point to be made is that VK is working on a business intelligence plat-
form to be able to analyse and harvest the behavioural data of their users on their
site. Unfortunately, due to time limitations, data about how many people have push
notifications enabled on their application and how many users follow different sub-
jects could not be delivered for the purposes of this thesis work. Though we got
to see a brief status on the follow tags, the data needs further analysis in order to
draw conclusions about trends and possibly be able to identify patterns or user pro-
files. That is why they were not brought up in the report. To gather this kind of
data would be crucial to investigate the usage of push notifications further. Another
aspect that was not brought up in the results but that plays a role in personalisation
is artificial intelligence. To further develop personalisation, a strategy for using AI
needs to be applied. Due to the expressed concerns of the users found in the survey
and interview results, the concept of AI is to be carefully executed in the newspaper
industry as VK has a big social responsibility to deliver news that has a purpose.
People need to feel safe with the news publishers and that they can trust them to de-
liver all the important news in an unbiased and transparent manner. As people are
expressing fears towards personalisation, transparency is of utter importance when
implementing different solutions. The research also found that the way the pushes
are phrased has an impact, there might be some value to continue the research and
to investigate from that angle as well.
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Appendix A

Survey

How old are you? 
👶

Quick questions about you 

⎔ 15-20
⎔ 21-25
⎔ 26-45
⎔ 46-65
⎔ 66+

⎕ Phone
⎕ Tablet
⎕ Computer
⎕ Physical paper
⎕ Radio

Sex?

What do you primarily do?

City? 
🌍

Answer

⎔ Female
⎔ Male
⎔ Non-binary

⎔ Working
⎔ Student
⎔ Retired

Answer

How often do you consume news?

⎔ More than once a day
⎔ Once a day
⎔ Every other day
⎔ Once a week
⎔ More rarely

Read news 
📱

How do you access news?

Do you have a subscription to any newspaper site?

⎔ Yes
⎔ No

If yes on previous question, which one?

Answer

If yes on previous question, which one?

How du you primarily consume news?

⎔ Newspaper website
⎔ Newspaper application
⎔ Go via social media to article
⎔ Just social media
⎔ Through Google/Bing/yahoo search
⎔ Email newsletter
⎔ Podcasts

1(2)

Personalized news 
🗞Survey

Answer

If I told you to go to a news site right now, 
which one would it be?
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Do you think that you are exposed to 
personalization? 

Personalization 

Personalized news 
🗞

⎔ Yes
⎔ No

Do you feel that personalization
can be useful in news?

Do you think you would read the news more 
if it was tailored to you and your interests?

What are your thoughts on personalization 
in news?
Answer

⎔ Yes
⎔ No

Answer

Expectations

What are your expectations of a 
newspaper application/website?

Would you change anything about the 
current design of news?

⎔ Yes
⎔ No

If yes on previous question, how?

Answer

Any other thoughts? Ideas and suggestions 
are more than welcome!

Not at all Very much

Answer

1(2)
Survey



Appendix A. Survey 56

How old are you? 
👶

Quick questions about you 

Sex?

What do you primarily do?

City? 
🌍

How often do you consume news?

Read news 
📱

How do you access news?

Do you have a subscription to any newspaper site?

1(7)

Personalized news 
🗞

58,1 %

27,4 %

12,9 %

15-20

26-45
46-65
66+

21-25

48,45 %

37,75 %
4,8 %

More rarely

Once a day
Once a week

More than once a day

61,3 %

38,7 % Non-binary

Male
Female

58,1 %

41,9 % Retired

Student
Working

64,4 %

35,6 %
Yes
No

0

10

20

30

40

50

Aberdeen Stockholm

2 (3,2%)

21 (33,8%)

Umeå

27 (43,5%)

Östersund

5 (8,1%)

Other*

5 (8,1%)

* Gothenburg, Karlstad, Linköping, Lund, Inverness, London, Orlando 

Phone 58 (98,3%)

Computer 46 (78%)

20 40 600

Radio 17 (28,8%)

TV

Tablet 6 (10,2%)

1 (1.7%)

9 (15,3%)

Podcast

Answers
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If yes on previous question, which one?

Do you think that you are exposed 
to personalization? 

Do you feel that personalization can be 
useful in news? 

Do you think you would read the news more 
if it was tailored to you and your interests?

Personalized news 
🗞Answers

0

1

2

3

4

5

6

7

8

Dagens industri Dagens Nyheter

5 (20%)

4 (16%)

Östersunds-Posten

2 (8%)

Västerbottens-Kuriren

5 (20%)

Svenska Dagbladet

2 (8%)

Other*

8 (32%)

How do you primarily consume news?

* Aktuell hållbarhet, Ny teknik, Bohuslänningen, Norran, Aftonbladet, Courier international, Medium, Nättidning 

2(7)

40,7 %

25,4 %

25,4 %
25,4 %

Email newsletter

Newspaper application
Go via social media to article
Just social media

Newspaper website

Through Google/Bing/Yahoo search
Podcasts

If I told you to go to a news site right now, 
which one would it be?

0

5

10

15

20

1

5 (8,5%)

2 (3,4%)

2

5 (8,5%) 5 (8,5%) 5 (8,5%)
4 (6,8%)

3

16 (27,1%)

4

8 (13,6%) 8 (13,6%)

1 (1,7%)

5 6 7 8 9 10

0

2

4

6

8

10

12

14

16

Aftonbladet Dagens Nyheter

15 (24%)

13 (21%)

Omni

10 (16%)

SVT Nyheter

9 (15%)

VK VK

4 (6%)

2 (3%)

VK

2 (3%)

Other*

7 (11%)

* Reddit, The economist, https://news.ycombinator.com, CNN, Expressen, Feber, The Guardian 

93,2 %

No
Yes

54,2 %

45,8 % Yes
No

Personalization 
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What are your thoughts on personalization in news?

Personalized news 
🗞Answers

3(7)

"To some extent, you might spend more time on news but feel like you risk 
getting a skewed view of reality. Extreme example, but kind of 
notifications/updates on murder because you usually read about it so you 
would get the idea that crime has increased but that may not be the case 
but it is what you mostly read about. Then you can start to question how 
the brain would feel about focusing on different areas if you started to 
spend more time on the news. Listened to a podcast where they 
mentioned that maybe you should not read news all the time, for example, 
those who are easily worried and take in news a bit too much might not 
dare not move out in the evenings etc. Aware yes, but may not get updates 
on everything."

”It feels like it can help me feel relevance.”

"Could improve the format of news quite a lot! But it has to be a balance 
between regular news and tailored news, or else important news might not 
reach everyone."

"I usually turn to news sites that already have the type of news I am 
looking for, without any personalization. But I am still positive about 
personification but am a little scared that news that I normally do not 
partake of is missed even if it is something I might want to read."

"Good, but at the same time, important news must be pushed out to 
everyone whether they want to or not."

”Think it is necessary to capture the reader.”

"It's good and helpful for news organisations to target interested readers, 
but it can make the consumer get stuck in their bubble."

"Might be good because of more interesting news but at the same time I 
do not want to miss other important news."

"Can be dangerous as it could become very one-sided. Becomes a 
distorted picture of reality."

"Good, but there are still news that is not directly in my interest that is 
important to consume."

"I am pro personalized news but I feel that the current state of 
personalization is ineffective. Instead of personalizing for important topics 
and relevant news, media aims for pseudo journalistic articles with the 
sole intention of driving traffic."

"It might make it more interesting, but also increase the risk of missing 
important news."

"It's good, but it can be drawn to not inform people about news that are 
important. For example, one that interests in reading only tech and 
entertainment might miss news about a political agenda happening in the 
proximity of the reader that is important to be aware of."

”That is a dangerous tool that should be regulated. Differentiating between 
sports and real news is of course a useful personalization, but the more 
"filter bubble" -like personalizations that can occur will be a root cause of 
many more problems online than we have today if we are not careful. The 
attention economy perspective on this is rather useful. Although, I would also 
argue that much of the personalization comes implicitly from social media, 
and that it is not impossible to create healthy personalization in news.”

”Useless for actual news, quite useful for entertainment news.”

”I think it might get dangerous pretty quickly. If someone with ill intents 
gets their hands on an algorithm of these sorts, it'll turn into censorship 
quickly. But I guess the intention of a newspaper is to earn money, so in 
that case, it might be good. A personalized selection of articles would 
probably attract more visits to the site.”

”Dislike it, reading news to know "everything that happens" is not just what 
I'm interested in.”

”It could be a good thing in a few instances. Emergencies in my local area 
could be prioritized in my "news feed" which could increase the likelihood 
of me reading it. But it could also be the exact opposite, I can miss 
important news because my feed has sorted out news about that kind of 
issues based on me not reading about them often enough. Which will then 
cause me to miss some important news. I think it would be useful to have 
personalized news to a certain extent. If you only read news that is tailored 
to your interests you will be caught in a loop of just those subjects and 
over-consume news about just these things and because I think it's good 
to be exposed to news about topics that would normally not be in your own 
category of interests. This kind of personalization would work perfectly for 
niche subjects that don't have a lot of posts about it, for broader subjects 
there will be a massive amount of posts from various sources even within 
the same news outlet and you will get the same information multiple times 
though if done right it might come with multiple angles and perspectives. 
Location-based news could also be very useful on a day to day basis, at 
least for me since I personally don't read local news that often.”

”I’m afraid my world view would be too narrow, that my newsfeed would 
become a small bubble.”

”I want personalization, like local news or stuff about my interests. But I 
want some random news too, just to keep updated.”

”I think it's great to get information and news based on one's interests. 
That should promote the individual's interest in educating him/herself 
about things and what is happening in the world. But it also scares me to 
think about how some major happenings and crises could be filtered out 
from some peoples feed.”

”A little both. Good as it can get me more well informed because it's about 
the kind of thing I'm interested in. Bad as it increases the risk of 
"confirmation bias".

”Good, at the same time if the purpose is to educate yourself and also see 
news you may not be directly interested in but still want. I don't really know 
how such a feature would be implemented.”

”It narrows your perspective.”

”It can be too much.”

"It is good if you are fully aware that personalization occurs and if it is my 
choice. Therefore I would not want a site to personalize my news without 
me having been clearly asked for it and clearly see how it is personalized. 
For example, I wouldn't want a site to track me / use cookies to 
personalize my news, but I would really like if it asked "do you want to see 
more sports news" or "less trump news" (please) and I could say yes or 
no."

"In some ways, it makes interesting news more accessible. At the same 
time news is not always entertainment and therefore the risk of missing 
important news is increased and only seeing news that re-enforces already 
present views of the world increase, both of which I find generally 
negative."

"Useful for ensuring the content I am interested in is delivered to me, but 
targeted news means you never get the full picture."

"Sounds extremely dangerous. Very serious events that can go unnoticed if 
some groups do not see specific news..."

"I avoid regular news sites because it has a lot of negative impact on me. If 
it was more tailored to me I would use them more. That is if it is more 
positive news and less tragedies and disasters..."
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What are your thoughts on personalization in 
news?

What are your expectations of a newspaper 
application/website?

Personalized news 
🗞Answers

4(7)

"They should be adapted to what is not happening to me."

"Helps with the news orientation based on interest, HOWEVER, high risk of 
losing important social perspectives. Risk of strengthening existing 
interests only at the expense of developing others; you become 
comfortable..."

"I think it could be dangerous. Only getting news about what you already 
belive in."

"I think it can increase one's interest in news, making people more aware 
of what's going on around them. At the same time, I feel that it could pose 
a threat to news diversity and exposure to out of the ordinary topics. We 
need smart algorithms here, smart from more than one perspective."

"I think it is dangerous, filters bubbles, only confirms your worldview, 
subjectivity, you are not exposed to anything that challenges, etc. Above all  
from a democratic perspective, trump 2016 for example, Brexit and more."

"Effective and risky."

"When it comes to news, unlike ads, it should broaden our perspectives 
and therefore not only target me and the things I already like."

"My first thought is a big no, but then when I start thinking more about it I 
would say yes to some extent. I do believe it is important to see a big mix 
of news from different perspectives and different areas. It would be a very 
scary world if the news would become extremely personalized and 
everyone would live in their little bubble. But I also believe that local news 
and things like sports could be filtered down to what one is interested in."

"Too much can be a threat to my objectivity, I don't want too much 
confirmation bias in my news."

"Good!”

"It might put me in an echo chamber of news, skewing my perception of 
reality since I might get a limited number of perspectives. I might also 
translate an influx of a certain topic into a bigger deal then it actally is, 
since my perception is based on the quantity of articles in a subject that 
does not translate to its importance."

"Too much bias."

"I would like to get the news that is most appropriate. I don't wanna be 
bombarded with terrorist news. But I also don't wanna be bombarded with 
Zlatan news. So a mix of everything the one "should" know about the world 
and "fun happenings"

"Negative. Feels like missing out."

”Don’t like it.”

"Dangerous and useful at the same time. When it comes to important 
topics such as politics, environmental issues or economy, confirmation 
bias seems like a huge risk with personalisation. People need to be 
informed of various perspectives and not get their own opinions of the 
world confirmed. Newspapers have a big responsibility in educating the 
general public - and can't allow the readers to fully select which news that 
fits. However, it might be useful in certain areas of interests that areas 
aren't political or of "public interest", for example, if I love football I might 
want more news about my team but not the other teams. Personalisation 
could also be useful in other aspects than _which_ news are presented to 
me. For example, when and how during the day."

"Crazy, news is about the world, who can edit and personalize that?"

"Good, might get people to read more news. However, the downside could 
be that some important news are not going to reach people that do not 
find interest in that topic."

"Yes and no. I search for news to find out what happens in the world, 
whatever it may be. I don’t want just some news I want all news. But yes 
sometimes there might be times it is nice to have it personalised if there 
are some topics I wish to follow extra close for example."

"While it could certainly be useful in some aspects, a tailored news feed 
runs the risk of isolating the individual, potentially leading to a misguided 
or skewed perception of the world."

"Very positive as long as the flow does not get too narrow, I read news to 
get a comprehensive picture of what is happening and as many different 
perspectives as possible. And I think that it is still a very important mission 
that the media has for people not only to get news or information based on 
an opinion they already have."

"Stop in train traffic - why? Hear that something has happened in 
Bulgaria -what and why. So current relevant news."

"To be informed of today's events."

"I expect to receive relevant and current news, not some reposts 
from a month ago."

"An easy flow of credible and interesting information."

"It should be clear, easy to read an article. Easy to get the latest 
news, be able to filter by city and such."

"My expectations are that I will be able to access reliable sources."

"Objective information."

"Easy to understand."

"To be informed."

"Having good and relevant news."

"To never prioritize being the first to display news, but being the 
one that display only true, fact-checked news."

"Structured, non-messy, non-clickbait headers."

"Up-to-date, trustworthy and relevant."

Expectations
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What are your expectations of a newspaper 
application/website?

Personalized news 
🗞Answers

5(7)

"To feed me important and uncensored news about what is 
happening in the world."

"User-friendly, easy access, non-misleading headings."

"User-friendly design with less clickbait."

"None. They are too messy, cost too much and are built on 
sensational journalism."

"A mix of news; local, national, international, but also a mix of 
news that are "heavy" and news that are easy and fast to digest."

"Easy to read and serious."

"To be the most objective they can."

"Give me mixed news."

"Relevant content, I should understand and be able to trust what is 
written"

"To give me relevant news. The main thing that makes me want to 
leave a newspaper site is the tons of ads I'm greeted with, and 
tabloid journalism."

"That they deliver high-quality relevant news without political 
agendas."

"Easy to navigate, easy to return to the feed, sources and 
suggested further reading."

"Clarity of design. Not too plotly."

"To be factual."

"Impartial, factual news. No or VERY clear sponsored content."

"Balanced debate from both sides, clear editorial guidelines."

"Easy to navigate. Search fields, categories, etc."

"In today's difficult-to-navigate media noise, it is important to me 
that the daily newspapers stand for objectivity with content that is 
clearly fact-based."

"Easy to navigate."

"Easy to navigate, objective, fact-based. Guided by my interests. 
As little advertising as possible."

"That it will be engaging, objective and reliable."

"Objective and to the point unless clearly stated otherwise."

"Easy to use, editorial news, high level on objective, up-to-date 
reporting, live feel."

"None really."

"Quick, easy to find, you get what the headline says you will get"

"Objective."

"Appealing, intuitive."

"Available articles for everyone."

"That I find out what's going on."

"Give me up-to-date and factual information in a well-packaged 
way."

"The heading should not be misleading. And it should be 
transparent about its political stance."

"I choose to read SVT (sometimes the Guardian) since I believe 
they write their reports with least party taking. I want news to be 
well written and as truthful as possible."

"To bring different perspectives to a story if those exist."

"That the news is correct."

"Less fucking click baits, bad headlines can make me change 
news site."

"To get the most important news."

"Hate clickbait - I want the headline to have a true recap of the 
article. I also want news to be free of charge."

"Relevant, important and new information/news."

"Quick, updated with many new articles between my visits, credible and 
well written while text and image feel right in time, modern layout and a 
good user experience overall. I don't want it to be a replica of a paper 
magazine but the app should feel like a new better way to consume news 
(besides using my phone instead of scrolling through a physical 
newspaper)."

"Free of charge or convenient payment methods that do not 
require a monthly subscription. High-quality journalism. If there is 
a need for ads, do not mask them as articles or headlines."

"Deliver high-quality journalism with different perspectives. Easy to 
navigate and read."

"Latest news about everything, in the world, in my country and if 
anything should be personalized, the city."
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Would you change anything about the current design of news?

Personalized news 
🗞Answers

6(7)

"Less advertising. Aftonbladet's pop up casino ads that take over 
the entire screen when you are inside the app. DI's website with all 
the damn banners is so horrible that I sometimes leave the page 
even though I wanted to read more. Long commercials before a 
news video. Check a news page for quick info on what's 
happening. So better ad placement right now PLEASE!"

"Remove the damn ads."

"Id like to be able to tailor my news feed, I'm for example not 
interested in what the sustainability expert Louise thinks about 
how long egg lasts. (Hint Aftonbladet)"

"Hard to say, but often news pages are poorly designed as there is 
too much happening on the pages. Would like a more 
straightforward flow, like feber.se."

"By making it more minimalist, it gets easily messy with all text."

"Away with advertising."

"Less biased. Less focus on targeting specific consumers and 
more focus on getting 'the truth' out there."

"Some websites such as Aftonbladet have a little too much ads 
and things that stand out."

"Less advertising."

"Listen to news, go fast and can do it at the same time as others."

"Less clutter and startling headlines, more factual."

"More fact-checking, stop spreading click-bait articles."

"Less articles about which celebrity used what weight-loss 
method and more articles about things that are actually 
important."

"Less focus on horrors and less clickbait. Articles without news value with 
headlines that have nothing to do with the text are a waste of everyone's 
time."

"Short punchline content Twitter has the most 
consumable news as it is 280 characters."

"In the case of Aftonbladet and Expressen, all of it. All the news that is 
formulated shamelessly to get clicks."

"Less ads, less tabloid journalism."

"Reducing the bias stand."

"Less clickbait (not a design flaw, just how media nowadays work), a more 
straight forward user-friendly design with less clutter on their sites. My 
biggest turnoff is the way they clutter their site with bad ads placed in 
stupid locations. Ads are usually required to keep the site running, and I 
have no problem with that, its the way the design of the fields of ads. The 
placement of ads for news is horrendous and this was not a problem with 
the physical newspaper. They also need to adjust the banner ads to look 
better in terms of how the rest of the site looks."

"Stop click baiting with misleading headings and content."

"I would like it to be more laid back, a place which encourages me to look 
for articles rather than shovelling them in my face."

"More facts less focus on getting clicks and spreading ads."

"Less sensational news, more news that has a broader 
perspective."

"A layout that feels less cluttered. And also - what does the newspaper 
want to catch my eye? Often the ads are the flashy and moving parts of a 
news website, I hate that. The news should be the thing that the eyes go to 
first."

”Less non-news.”

"Sensational news is basically never valuable, so I'd minimize that. Also, 
the incentives for how news outlets portrait and prioritize news based on 
economical models built on ads is not at all healthy. Ad-free is preferable, 
and sometimes I move away from sites that contain lots of ads."

"Less ads, less fluff pieces and more informative news."

"There is a tendency for weekly / evening journalism, I understand that the 
width must be there in order to stand against the competition. However, I 
would like to see a clearer "marking" of such elements, so that the "real/
important" news does not disappear"

"It would be cool to see more interactive news. I feel like immersion is 
something that is not explored sufficiently in the news domain."

"Remove all the shit articles such as Magdalena 35 years from Norrbotten 
fished up a 90 kg pike! When I take time to read the news I want stuff that 
actually has some importance. If there is none do not bloat my feed. (One 
reason why I unfollowed p3 news on Instagram)"

"It would have been nice with shorter versions of articles, something 
between notifications and whole articles."

"Have the “most Important” news at the top. And not “most 
clicked” etc."

"Get rid of articles that are not news or/and gossip."

"Remove adds."

"Less click-bait and "playful" headlines. Enable me to see relevant articles 
from different perspectives of a topic if I want to learn more. Better fact 
check of debate and leader articles. Be transparent what are facts and 
what is the writer's opinion."

64,4 %

36,6 % No
Yes
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Any other thoughts? Ideas and suggestions are more than welcome!

Personalized news 
🗞Answers

7(7)

"I like pages that have bulleted list like "while you slept" that highlights the most important. Less 
articles about 5: 2 diets"

"Maybe to make the design a little more custom for mobile."

"An easy way to see which "category" the news belongs to I think would help the user. Maybe the 
category can be used for personalization as well?"

"For example, you can put interesting articles in a reading list where, after scrolling through the feed, 
you could go back and read."

"News should be taken more seriously because it is the only way to be informed about important stuff. 
Entertainment news is more like information since everything almost always is based on assumptions. 
Fact-checking and being able to be credible when writing an article is something I think should have 
more weight in the future of news."

"I want a professional feel. And I would like a depth coverage which is rather neutral, rather than picking 
an angle. I want to build my own opinion rather than the journalist taking sides."

"I want a professional feel. And I would like an in-depth coverage which is rather neutral, rather than 
picking an angle. I want to build my own opinion rather than the journalist taking sides."

"...quite tired of the click bait-stuff, so tired that I stopped clicking."

"Maybe one standard default mode but also to be able (if one wishes) to change the buildup of the site 
like widgets, decide where I want everything to be and what I wish to show next to my flow and in my 
flow."
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Appendix B

Interviews

1(2)

Interviewer: What would you say your primary way of reading news is?
Person 1: Manually browse to news pages.
Interviewer: Do you have a news app on your phone?
Person 1: No, I have not.
Interviewer: When downloading new applications, do you usually allow push notifications?
Person 1: No I usually turn them off.
Interviewer: What do you feel about push notifications in general?
Person 1: Push notifications can be very effective and useful if only relevant push notifications are 
coming, but the risk is that it becomes excessive and you only get lots of vibrations and notifications on 
the phone. Which bothers me, so you wish you had a greater impact on what it is that reaches you and 
not.
Interviewer: What is the purpose of a push notification for you?
Person 1: It is to inform me about something important, depends on what app it is, but the important 
things. Important information to reach me. That is exactly why I do not think it should be overused to 
send out less important things. It should be consistent and just send out the most important things.
Interviewer: Can you tell us a little about what online personalisation is to you?
Person 1: It is a lot of targeted advertising to me, you do not encounter as much personalisation that I 
think fulfils a purpose to the extent it could do. Often it is that you get advertising that is directed to you. 
Or now when I think about it, the recommendations on YouTube are effective. So recommendations on 
streaming services like youtube and stuff I think have succeeded with personalisation so it enhances my 
experience. But then it is very targeted advertising, I think it is detrimental to my experience.
Interviewer: Would it make your experience as bad if the advertising was not targeted?
Person 1: Well, advertising is always disruptive. But it is even more disturbing when they think it is 
directed at me and feeds me with things.
Interviewer: What do you say when I say personalised news?
Person 1: I think it can be very good, as long as you do it right. There are news that everyone must be 
reached by, then there is some news that only some users will be interested in and that is probably the 
news you want to sort between. So you can control what you want to read amongst news that do not 
have high news value. I might not care very much about the best recipe for a carbonara, I might be more 
interested in reading about sports for example.
Interviewer: You say important news, what's that for you?
Person 1: News that has a high news value, information that is important for people to read. There are 
articles about TV series, they have no news value. It is not important information, it is just that they want 
to write about something. It is more of the traditional news that I think is important news. If I am not 
reached by the news that Djurgården won the Swedish championship, it will not change my worldview in 
any way. But it can do that if I do not know that a major disease is spreading in Umeå.
Interviewer: Can you tell us a little about your experience reading news at VK.
Person 1: I don't have much experience. But I noticed that when I clicked on some of the notifications, 
most of them were behind a paywall. So it was a little disturbing that even as a non-subscriber you got a 
push for news that couldn't be read. And it is understandable because you want to encourage people to 
subscribe, but I think you can do it in a different way without disturbing users. I do not read much local 
news in general.
Interviewer: What is your view on push notifications from a news perspective?
Person 1: I think it is good, as long as you get it down to a reasonable number of push notifications so 
you do not get spammed and it becomes excessive. As long as you hold on and are careful about what 
you send out, it feels instinctively like news is one of the best platforms for utilizing push notifications. I 
have a positive view of it in general.
Interviewer: How was your experience now that you got pushes from VK?
Person 1: Very big amount, again when there are so many, and that most articles are behind a paywall 
combined with the amount made me a little discouraged to click into the article and caused an 
annoyance when it vibrated on the phone.
Interviewer: Okay there were many but…
Person 1: Yes there were a lot, the push notification when they released the artist to a festival is an 
example of a really good push notification, it was very interesting to me. That is what I want to be 
reached by.

Interview 
🎙

Person 1
Male, aged 30. Is a student at university level.
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2(2)

Interviewer: How relevant were the pushers to you?
Person 1: Not super relevant I would say, it was everything from ice warning on roads to some knife 
attack in Malmö. It is so far away from me, I don't care. I do not have a driving license or live in Malmö. It 
was mixed, it feels like there is no structure whatsoever in what they send out. It feels like everything is 
being sent out, and then you, as a user, have to decide what you want to click on, which feels like the 
wrong way to handle it.
Interviewer: If we remove you, how relevant do you think they were to the public?
Person 1: Not super relevant, it is quite objective how you look at news and what you think is good news. 
But I do not think there was so much news that needed to be pushed out. I am referring to the fact that it 
might be better to send out pushes that you actually feel is major news.
Interviewer: Generally speaking, did you become interested in reading the article when the push 
came?
Person 1: Yes to some, but not too many. Again, the one about the festival got me interested. The 
majority I was not curious about. That is what is powerful when using notifications correctly, I would not 
have seen the news about the festival if I had not received the notification so it encourages me if it is the 
right news.
Interviewer: Was there anything else that was interesting and you had not sought out the information 
yourself otherwise?
Person 1: No, not if I am to be completely honest. But then maybe a more personalised solution is 
needed.
Interviewer: From the push notices you received, did it feel like you got enough information without 
going into the article itself?
Person 1: Yes I think I got it and it's good.
Interviewer: If I say personalised pushes, how do you feel?
Person 1: It would have been good, but above all personalisation in the selection of pushes can be 
extremely effective. I would really appreciate that every push was something that interested me. That 
would be perfect.
Interviewer: General comments about the day with the pushers?
Person 1: Maybe you can set when to get pushes, now I got some in the middle of the night or very early 
in the morning. It is a very large span.

Interview 
🎙

Person 1



Appendix B. Interviews 65

1(1)Interview 
🎙

Person 2
Male, aged 30. Is a student at university level.

Interviewer: What is your primary way of reading news?
Person 2: Sometimes I'm on Dagens Nyheter, on the web not on the application. What you read on 
Facebook, Instagram and Reddit. On Reddit, it is more international news.
Interviewer: Do you have any news app installed?
Person 2: No, except Reddit.
Interviewer: Do you allow push notifications?
Person 2: If I install something new, it depends on how much they will send. As VK has been now, I would 
have turned it off immediately or tried to reduce it. But I usually have most of them on, Facebook I have 
switched off a long time ago. But everything that gives a lot of push notifications gets too annoying. But 
if they are just noted on my screen it does not matter to me. It is more sound or vibration that bothers 
me.
Interviewer: Can you tell us what personalisation online is for you?
Person 2: User-tailored content, in some way it is spying on individuals to understand what they like and 
saving of information about what individuals like. The purpose is to adapt content that someone thinks 
would be of interest to me.
Interviewer: What do you think about personalised news?
Person 2: It will be the same thing, something that an algorithm thinks I want to read. Some news has a 
higher value than others and then I will not see them I guess.
Interviewer: What is your experience with VK?
Person 2: When I hear that something has happened, I usually go in and see if there is something. But I 
am often met by a paywall, but I go in sometimes. Especially when I am bored. It is a lot of advertising 
and the journalism i have not comment about.
Interviewer: What is your view on push notifications?
Person 2: Good if used properly, a way that does not annoy me. It has to be restrained if it is something I 
am genuinely interested in and should respond to so it is good. A good type of push note is that I get a 
note when someone writes to me. They want to contact me and I should do something about it. But VK 
for the past 24 hours was not been good. It ends with me automatically swiping off all the notifications 
from that app, had I just gotten notifications on things I care about had it been better.
Interviewer: How do you view push notifications from a news aspect?
Person 2: Then it is good, a bomb is released here I want to know of course. Should I get a push 
notification then it should be quite big of an event. Otherwise, I do not care.
Interviewer: Do you see the purpose of having push notifications in news apps?
Person 2: Absolutely, it's a great way to reach people. Otherwise, it could have been several days before I 
find out.
Interviewer: What is the general attitude news should have towards push notices? Should it just be 
breaking news or more like a communication with users?
Person 2: Everything that happens should be pushed, and it is a bit of a loose attitude to pushes in my 
opinion. For my part, it is better that they only push bigger stuff, it becomes like they call the wolf too 
much and then it is nothing. Sure there are people who are super interested in everything but I'm not one 
of them. What touches me directly I want to know, all that is relevant. Otherwise, I don't care.
Interviewer: How were the pushes from VK for you?
Person 2: Probably got about 20 during one day, and there were two of them I actually cared about. It is 
too much, if you had left the cellphone for an hour then you have 5-10 pushes, well then it is just to swipe 
everything away.
Interviewer: How relevant were the pushes you received?
Person 2: Maybe 10%.
Interviewer: How relevant in general?
Person 2: As I said, I think some may think it is nice. But then it is that I have all the notifications enabled, 
and that is not the right way to do it. So I would have been able to turn off certain categories and then 
maybe I would just have had the stuff I actually care about and then maybe it would have been more 
relevant. But having all categories on is very stressful.
Interviewer: If I say personalised push notifications?
Person 2: After all, it would be that I would get something that I might be interested in, in my case, it 
would have been just big news. It would have been really good. Because even though I can choose 
which parts of VK I want to receive push notices, it is not certain that the parts I have chosen have 
something relevant to say in a push notification. So it would have definitely increased the chance for me 
to get something relevant. I do not like when it is addressed by name, I already know that you are spying 
on me. If they were set on certain times during the day I might experance a little fear of missing out, it 
then loses the purpose of the notifications. If I get pushes between eight and four and then something 
happens in the evening and I miss it.
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1(2)Interview 
🎙

Person 3
Female, is aged 24. Currently works in marketing.

Interviewer: What is your primary way of reading news?
Person 3: It is mainly through the phone applications. And if it is specific news then I google and I find 
articles via the internet and it can be via tablet, mobile or computer. Very rarely physical magazines, but it 
happens. I also consume news via newsletters by mail, where I get suggestions on various articles.
Interviewer: Do you have any kind of news application installed on your phone?
Person 3: Yes, Aftonbladet. Not the best, I can add that I rarely use it.
Interviewer: When you download a new application on your phone, do you have the habit of allowing 
notifications?
Person 3: No, I download an application and first I check how it works. If it is a new application I check 
how it works and if it is worth it and feel that I would like notifications. Then I manually click it through 
settings. One side note, during the football World Cup, I enabled notifications on Aftonbladet because I 
wanted to be updated on what happened.
Interviewer: So if I understood correctly, when you get the little pop-up you always press no first and 
then when you use the application for a while and feel that you want to get notifications, you switch 
them on manually via settings?
Person 3: Yes exactly, manually via the settings on the iPhone or inside the application in question.
Interviewer: Do you have push notifications on any new application, in your case Aftonbladet?
Person 3: No. I became annoyed, I think you should be a little selective when reading your news. You do 
not need to be constantly updated with every robbery and every crime that happens. I do not feel that it 
is relevant to be that up-to-date or that I do not get any benefit from it. If I could wish, I would have 
chosen push notifications from an application that only generates relevant news that everyone should 
know, such as, "This party won the parliamentary election" or similar general facts that everyone in this 
country must be reached by. I would have liked that.
Interviewer: Can you tell us a little about what personalisation on the internet is for you?
Person 3: Purely spontaneous, I think about customised ads. I see a garment on a clothing site and then 
I get the same garment recommended for me in other places on the internet. I also notice when I search 
on Google and if I click on an article that is a little lower down in the search results then it is higher up 
the next time I search for it.
Interviewer: What do you think when I say personalised news?
Person 3: If I read a lot about a specific crime or policy, only such news will appear to me.
Interviewer: How do you feel about it?
Person 3: It feels like it might skew my perception of to world in the wrong direction. That I would 
suddenly believe that crimes have increased by 3000% because I received push notifications every time 
it happens. I do not think you get a good overall picture.
Interviewer: Can you tell us about your experience reading news at VK
Person 3: It is unclear which items are behind a paywall. It feels like a waste of time to click into an 
article that I still can not read because it was not clear that it was behind a paywall. I would have liked to 
see a mark that it is not open to everyone.
Interviewer: What is your view on push notices in general?
Person 3: I think they are a little disturbing, or disturbing might be the wrong word. But I think they 
disturb my attention. If I sit at work and my cell phone starts to light up, then it takes my attention from 
my job. So sometimes I have "Do not disturb" mode on the phone. But otherwise, I think they are good, 
mostly the relevant ones where I get a text message or similar are the best. Less is more for me.
Interviewer: What is the purpose of a push notification for you?
Person 3: It is to mark here and now and attract attention. And then when Instagram says that a friend 
has liked your picture or an evening magazine article.
Interviewer: How do you view push notifications for news purposes?
Person 3: I am split there. Less is more, I think what is relevant can be pushed. You do not need to know 
everything that is published directly. I do not appreciate it that much.
Interviewer: What is the general attitude that news should have to push notifications? Should it just be 
breaking news or more a communication with the users?
Person 3: I am more traditional and conservative, but as a marketer, the purpose is to be relevant and 
that it is a constant struggle to get the reader's attention. And that news pages want it as much as an e-
commerce site. I understand the purpose of it but as a normal person, I do not like it.
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2(2)Interview 
🎙

Person 3

Interviewer: How were the pushes from VK for you?
Person 3: It is the thing with that I get push notifications even though I am not a paying member leading 
to items I do not have access to, I understand they want to sell a subscription to me it but it is not the 
right way. I often thought, why did I get this notice when it was a closed article. There they should have 
written in the notifcation that it was a closed article. To more clearly communicate it. Then there was 
some news where it was not stated what location it was about. I think that is relevant anyway. For 
example, "Right now: Police in large drug raids because of recent noticed overdoses" and I had no idea 
where it was all about. Sometimes it says “Umeå: *then the news*”  but sometimes it was not clear at all. 
A little unclear push notifications. But there were some relevant things that I wanted to read, I was 
curious about, for example, the raid article.
Interviewer: How relevant were the pushes for you during the past day?
Person 3: I got a blissful mix, very mixed. Some stuff I had chosen to get and some stuff I could have 
lived without. For example, I have stated that my current location is in Stockholm when received the "Fire 
in Umeå" notification when it is so easy to track where I am.
Interviewer: How relevant were they in general?
Person 3: They are not personified, so they were very general. But as I said when you did not know the 
areas that the pushers were about, it got weird.
Interviewer: Were you interested in reading the article when the push came?
Person 3: A little mixed, maybe two of them had my interest. The rest I was not interesting at all.
Interviewer: If I say this, personalised push notifications. How do you feel about that?
Person 3: If I had been more in the app and clicked around and they had gotten more data about what I 
rather read about like the articles about the drug raid rather than residential houses in umeå, then maybe 
I would have gotten other notifications.
Interviewer: Do you have any other comments?
Person 3: I think I have got everything I wanted to say. I would have appreciated a little less push, but if 
they had noticed what is more relevant to me they might have been less. I would have turned off the 
notices if it were not for the investigation.
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2(2)Interview 
🎙

Person 3

Interviewer : How were the pushes from VK for you?
Person 4: They have that first word in big letters, first the notification I got I thought there was something 
serious that had happened. Then I realised that they were used to categorise the pushers and that is 
really good.
Interviewer: What did you think about the amount of pushes?
Person 4: It was generally not all interesting to read.
Interviewer: The next question is, how relevant were the pushers to you?
Person 4: They were not that relevant to me.
Interviewer: How relevant were they generally?
Person 4: Generally speaking, I think I am such a person who does not want too much notifications. And 
now I never tried to go in and change it myself. But if you had gone into the app and changed it, I think 
that only important news should come in the push, stuff that affects everyone. For example, I received a 
notice that the Travel Center should close, it is not important news that must be pushed out.
Interviewer: Did it feel like you got interested in reading an article when you got a push?
Person 4: I think I went into one. But no more.
Interviewer: If I say personalising push notifications?
Person 4: I would have liked that, for instance, for them to know my behaviour and how I respond to 
notices, and based on that, they send notifications. But still, I think that there should be a general 
boundary where news is so important that everyone must be reached by it. And then no filter does 
matter even though I have not shown interest in the subject before. Then if I want more than that, it 
should be able to adapt to my needs.
Interviewer: Do you have any general comments?
Person 4: One time I clicked on an notification and then there was no article.
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2(2)Interview 
🎙

Person 3

Interviewer : How were the pushes from VK for you?
Person 4: They have that first word in big letters, first the notification I got I thought there was something 
serious that had happened. Then I realised that they were used to categorise the pushers and that is 
really good.
Interviewer: What did you think about the amount of pushes?
Person 4: It was generally not all interesting to read.
Interviewer: The next question is, how relevant were the pushers to you?
Person 4: They were not that relevant to me.
Interviewer: How relevant were they generally?
Person 4: Generally speaking, I think I am such a person who does not want too much notifications. And 
now I never tried to go in and change it myself. But if you had gone into the app and changed it, I think 
that only important news should come in the push, stuff that affects everyone. For example, I received a 
notice that the Travel Center should close, it is not important news that must be pushed out.
Interviewer: Did it feel like you got interested in reading an article when you got a push?
Person 4: I think I went into one. But no more.
Interviewer: If I say personalising push notifications?
Person 4: I would have liked that, for instance, for them to know my behaviour and how I respond to 
notices, and based on that, they send notifications. But still, I think that there should be a general 
boundary where news is so important that everyone must be reached by it. And then no filter does 
matter even though I have not shown interest in the subject before. Then if I want more than that, it 
should be able to adapt to my needs.
Interviewer: Do you have any general comments?
Person 4: One time I clicked on an notification and then there was no article.


	Abstract
	Sammanfattning
	Acknowledgements
	Preface
	Introduction
	Objective
	Purpose
	Limitations

	Västerbottens-Kuriren
	Case study


	Method
	Literature study
	User research
	Survey
	In-depth user interviews

	Design process
	Brainstorming
	Lo-fi prototyping
	Hi-fi prototyping


	Background and Theoretical framework
	Morals and ethics
	Personalisation versus Customisation
	Personalisation on the Internet
	Solutions from other businesses

	Relevance
	News consumption in Sweden
	Younger generation's news expectations
	News publishers born on the Internet

	The filter bubble
	Push notifications
	Designing push notifications
	News publishers and pushes

	Design theory
	Design thinking (DT)
	Human-Centered design (HCD)
	Combining the two


	Identification of core problems
	Results from the survey
	Results from user interviews
	Current state of push notifications on the VK application

	Design
	Results from brainstorming session
	Lo-fi prototype
	Hi-fi prototype

	Discussions
	Survey
	Limitations of the survey

	In-depth user interviews
	Limitations with interviews

	Designing for the users
	Closing discussions

	Conclusions
	Future work

	Bibliography
	Survey
	Interviews



