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Abstract 
The newspaper industry has clearly been affected thoroughly by digitalization, and as a result 

has adapted its traditional practices to accommodate for the numerous possibilities this change 

presents. The printed paper is becoming less viable each day, while its online counterpart 

continues to gain recognition. In this thesis, we conduct a case study in order to examine a 

large-scale local newspaper company which has gone from analog to digital and beyond over 

the course of what is only a fraction of its lifetime. Qualitative interviews are conducted as part 

of the case study, providing us with valuable insight into both how the organization works and 

makes decisions as well as the perspectives of individuals. The results are analyzed through 

applying a theoretical framework, building on previous research regarding digitalization and 

convergence. The study reveals that post-digitalization technological practices and investment 

decisions are heavily influenced by a pre-digitalization mindset on many organizational levels, 

leading to a utilization of new technological services in a manner which leaves much to be 

desired. Still, the organization competes very well on their market as the printed issue is able to 

carry its own weight and more. However, sales decline rapidly, and uncertainty combined 

with excitement clouds the future as the organization are eager to utilize new technology, yet 

remain divided in opinion on what strategy to adopt when taking on new challenges in an ever 

more digital context. This hints of many changes to come, with the most intriguing one being 

what has been identified as a possible change to the very identity of the company. 
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1.    Introduction 
The newspaper industry is not what it used to be. The once analog media has evolved and 

converted into digital form, as have other content that we used to be able to hold in our hands in 

tangible form, such as the morning paper. 
With the emergence of digital technology we have seen what scholars refer to as a 

digitalization, where entire organizations experience changes in their core identity as digital 

elements take over after analog ones. With the digitalization of analog media the expectations of 

media consumers have also changed, as they now want access to news and information in variety 

of forms around the clock (Quinn 2004). This, combined with the desire of media to reach as 

wide an audience as possible, has brought on the phenomena known as convergence in the 

journalism industry (Quinn 2004). 
To be able to meet a new digital reality, newspapers of today have to exist on and distribute 

content through new channels and platforms (Erdal 2009). Separate industries which previously 

offered associated media through devices, storage units and transmission formats which were all 

unique for each service can now distribute their media over different types of networks using 

multiple devices (Tilson & Lyytinen et al 2010) which inevitably has implications on both 

consumers and producers of journalistic content. 
Mobile services and social networking are changing how companies interact with their 

customers (Tilson & Lyytinen et al 2010) and consumer expectations have changed along with 

the development of the new technology which enables it (Vossen & Hagemann 2007), resulting 

in an altered producer-consumer relationship in terms of who has the power and legitimacy to 

provide content for the masses (Rennie 2007). These changes can be seen as digital newspapers 

are now incorporating blog portals, using social media services such as Facebook or Twitter as 

distribution channels and enabling their readers to comment on articles published in digital 

media. 
Media convergence and converged journalism are subjects thoroughly studied by media 

scholars as they have examined the effects of convergence in terms of journalistic quality (Huang 

& Rademakers et al 2004), the emergence of groups either pro or against convergence within the 

journalistic profession (Robinson 2010) or cross-media news production from an institutional 

and cultural perspective (Erdal 2009). 
However we argue for the transfer of focus towards a perspective where technology and 

digitalization are central points of the convergence concept, and the effects digital convergence 

has on the organization and its practices, both digital and journalistic. The perspective must also 

incorporate how the new digital reality changes how the organization makes strategical decisions 

and what effects these decisions have on employees, users and the market. 

The purpose of this thesis is to investigate how digitalization and digital convergence affects 

common practice and the work situation for employees as newspaper companies utilize new 

digital artifacts, platforms and channels in the publishing process. Therefore, the thesis is guided 

by the following research question: How is the process of digitalization and digital convergence 
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affecting newspapers in terms of production, distribution, journalistic quality and organizational 

characteristics? 

Thus, we conduct a case study at Lambda (fictionalized name), a local newspaper with 

extensive experience in traditional printed media, who now find themselves in a new and 

significantly different reality as the old ways of distributing and the printed edition fail to reach 

the levels they used to. While new possibilities arise through the on-going development of 

information technology and as consumer expectations and behaviour changes, Lambda seeks out 

new digital channels, platforms and practices for distribution of their content. For this 

organization, it is an exciting time as well as a time for concern and doubt, as the old ways are 

changing and uncertainty overshadows the future. 

We strive towards ultimately being able to contribute to the field of practice by generating 

insights on how newspapers are affected by digitalization and digital convergence. Our findings 

and conclusions also make an overall contribution to the field of Information Systems (IS) 

research. More specifically we contribute to the sub-domains of research on digitalization and 

digital convergence which are still largely unexplored in the IS field as there are only a few 

previous studies in real organizational contexts where these concepts have been applied.  

1.2 Limitations of the study 

This study has adopted an Informatics perspective, through which we have looked at how this 

specific organization has been affected by and use technology. As the framework of the study was 

loosely based on media research, yet did not use this type of research, this indicates a clear 

division of what the study incorporated. This was intentional, as a certain separation and 

limitation of the study must be performed due to limited time and resources. 
Some more specific items which the study did not include are the fact that we have not 

incorporated end-users nor executives in our study, as users might have contributed with a 

different perspective and more insight, whereas executives could have provided the contrasting 

managerial perspective. 
Moreover, the study lacks any form of quantitative data gathering method, which could 

perhaps been applied if users were to be studied. Such data could have provided material which 

would have provided valuable insight into how users think and act, and thereby given the study a 

broader perspective. 
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2. Related research 

When investigating the effects of digitalization and convergence in the media industry, aspects of 

both IS and media research must be considered. In the following sections we thereby present a 

review of the extant research on digitalization (2.1) and convergence (2.2) from both of these 

fields. 

2.1 Digitalization 

The concept of digitalization is central to this report, and to explain it, we must first separate it 

from a related concept; digitizing. Digitizing simply refers to the process of turning analogue 

information into digital form (Tilson & Lyytinen et al 2010). Digitalization however, incorporates 

much more. It concerns itself with things from a broader perspective; how the digitizing of 

analogue elements causes change on a social, institutional and organizational level (Tilson & 

Lyytinen et al 2010). 
The phenomenon of digitalization has been analysed and discussed throughout by many, 

perhaps most famously by Ciborra (1993). His research provides a broad yet deep insight into 

how digitalization affects organizations, which is a solid foundation which we will build upon 

using more specific research. 
Ciborra states that much early digitalization of tasks which had previously been performed by 

humans simply sought to automate the process, and nothing more. Digitalizing something which 

was previously performed by an employee allowed an organization to save money since the 

human resource was not necessary any longer, and due to the technological restrictions during 

early digitalization this was all of what the organizations sought to have the systems perform 

(1993). 
However, Ciborra and others noticed that as technological advances were made, organizations 

began to transition into a different view of the purpose and possibilities of these new digitalized 

systems. The systems no longer only aspired to imitate a previously human task, and instead 

began to develop into way more complex and ample entities. This new view allowed systems to 

develop into something much larger than the system itself by having the ability to analyze and 

use data in new creative ways previously impossible due to limitations of analog data (Ciborra 

1993; Weill & Broadbent 1998). 
Tilson & Lyytinen et. al. (2010) adopts the expression “digitizing of the cow paths” when 

explaining this early transition from analogue to digital. With this they are referring to the 

simplicity of early analogue systems, suggesting the metaphor of cow paths, and how these began 

to be digitalized. At this early stage, the reasoning behind digitalization of these mundane tasks, 

such as taking inventory or handling salaries, was efficiency and economy. 
As information becomes digital it also assumes a unified form which means that it can 

theoretically be processed by the same technologies and thereby allowing for the removal of the 

tight couplings between information types and their storage, transmission and processing 

technologies (Tilson & Lyytinen et al 2010). 
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The result of the technical process of digitizing is not only information in new forms, but it 

also affects service models and industrial organizations that were once shaped around analogue 

products or services (Tilson & Lyytinen et al 2010), leading to new forms of social connections 

and cognitive models. Digitalization is thereby defined as the socio-technical process of applying 

digitizing techniques to broader social and institutional contexts that render digital technologies 

infrastructural (Tilson & Lyytinen et al 2010). 
This new way of using technology emerged due to a changed view on technology, which came 

with the digitalization of previously analogue tasks, systems and appliances. These new systems 

also began to form their host organizations, and vice versa, which brought the emergence of what 

is referred to as Digital Infrastructures. 
Digital Infrastructures is a concept describing the relations and hierarchy of systems, services 

and other digital elements on a large scale. We apply this concept on the organization itself in 

order to better understand how their services relate to each other and to more clearly see the 

bigger picture when it comes to the organizations technological investments and how they fit in. 
Digital Infrastructures are much like other common infrastructures such as electrical grids or 

water supplies, only with the core of the concept being Information Technology rather than 

something else. The definition of Digital Infrastructures hence becomes “the basic information 

technologies and organizational structures, along with the related services and facilities 

necessary for an enterprise or industry to function” (Tilson & Lyytinen et al. 2010). A 

perspective of technology and non-technical elements, such as social or organizational, as 

inseparable should be adopted to fully understand Digital Infrastructures (Hanseth & Lundberg 

2001). 
Hanseth and Lyytinen (2010) state that some of the most basic attributes of Digital 

Infrastructures are heterogeneity and their socio-technical nature. What more sets them apart 

from traditional analogue infrastructures is that they are generally shared openly over various 

groups or individuals, are flexible and scalable, lack well-defined boundaries and are therefore 

unhindered in their dynamic and continuous evolution and branching (Hanseth & Lyytinen 

2010; Tilson & Lyytinen et al. 2010). 

2.2 Convergence 

No matter where you apply convergence, it always refers to the same general concept; the 

coming together of two or more elements, fields or areas. This means that several fields, 

previously separate from each other, begin to merge together and new areas are formed where 

they overlap. The attributes of the combined fields create this new area with unique properties 

where new ideas, services and functionality may flourish. 
Still, scholars seem to struggle with a unanimous definition of convergence, resulting in an 

array of definitions as it often refers to wide-ranging effects and processes (Tilson & Lyytinen et 

al 2010; Quinn 2004). The word itself simply refers to the coming together of at least two things 

(Wikipedia) and is used in a wide range of industries and disciplines and can describe 

technological, industrial, cultural and social changes depending on who is using it and in what 
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context it is applied (Jenkins 2006). Although a notion hard to define, convergence is believed to 

have a transforming effect equal to the Renaissance, on our culture (Jenkins 2001). 

2.2.1 Media Convergence 
As our research concerns the digitalization of a newspaper, theories concerning the area of 

media convergence are of outermost interest and importance. Although the concept of 

convergence in the media industry does not seem to be settled as some scholars define media 

convergence as the combining of several different products in to one (Griffiths & Light 2008) 

and others as the flow of content across multiple media platforms, the cooperation between 

multiple media industries and migratory behaviour of media audiences in search of information 

(Jenkins 2006). It is also seen as a way to deliver news in a new and different way, to expand a 

franchise, to protect market positioning and as means of survival in the media industry (Quinn 

2004). 
The theory of media convergence is further theorized and practiced by Kolodzy, who provides 

a model for describing media convergence (2006). 

 

 

 

Figure 1. Media convergence as an ongoing process in which content, technology, 

audience, and industries intersect (Kolodzy 2006 , p. 5). 

As inspiration for this model, stands the research of Jenkins who identified the fields of 

audience, industry, content and technology as vital for understanding the phenomena of media 

convergence (Jenkins 2001). 
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2.2.2 Digital Convergence 
As we switch focus towards looking at the online news media phenomenon with digitalization as 

the initiator of and key factor in convergence, we identify one of the main areas of interest and 

core components of this paper; Digital Convergence. 
Digital Convergence really began to take form as computers made their way into the homes of 

the public alongside the emergence of the global network we know as the Internet. Digital 

devices received a new set of properties as they now had to be able to communicate, store and 

process many types of information (Tilson & Lyytinen et. al 2010). Since this early development, 

we have seen the emergence of countless devices and services both as results of and as initiators 

of convergence. This technological development has in cooperation with market deregulation 

and managerial creativity (Yoffie 1997) brought us into an era where previously simple digital 

artifacts have become terminals for video, gaming, music and other media (Ojanperä 2006). 

With this rapid technological development and the changing needs and preferences of 

consumers, application fields are overlapping, blurring once clear distinctions between separate 

industries and combining technology, content and services (Kim & Lee et al 2005). 
It is argued that the concept of convergence consists of several layers (Ojanperä 2006; Tilson 

& Lyytinen et al 2010) describing different stages of convergence where devices, networks and 

services are affected. 
Device convergence is described as the fusing together of previously separated devices and 

thereby forming new artifacts (Tilson & Lyytinen et al 2010). An example of this can be seen in 

where the combination of a Global positioning system (GPS), a digital camera and the mobile 

phone forms the smart-phone. 
Following this is the convergence of networks, describing the incorporation of separate 

networks into one converged network (Kim & Lee et al 2005). This can be seen in the seemingly 

seamless transit between Wireless local area (WLAN) connections and mobile 3G connections as 

mobile phones move from one point to another without losing Internet connectivity. 
As the above stated fields have converged, digital platforms are able to combine previously 

separated services, absorbing them and offering them as a new product (Dailey et al 2003). This 

service convergence is evident in cable-TV providers who offer bundles with access to not only a 

wide selection of TV-channels, but also Internet access and digital video rental. 
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2.3 Theoretical Framework 

In order make logical sense of the data collected in this thesis we have adopted a theoretical 

framework for analysing our data consisting of a model describing the impact of digitalization on 

organisations (2.3.1) and a model that will enable us to concretise instances of digital 

convergence (2.3.2). 

2.3.1 Organizational impact of digitalization 
To show the level of impact that digitalization have had on Lambda‟s organisation, we have 

adopted to a model which describes how the use of new technology changes different layers 

within the organization 

Figure 2 - To what extent digitalization can cause tension and changes in various 

layers of the organization. As shown, changes occur early in the shallow material 

layer, while changes on the identity level are much more difficult to bring out.  

 
Below follows an explanation and description of how the four layers of this model apply to our 

specific case. 

 
1. Material - This shallowest of layers consists of things which can be used. In this case such 

things as e. g artifacts, systems or services. 
2. Cognitive - This layer concerns itself with things such as how people think about the 

devices they use and how they think about common practices they perform. 
3. Organizational - This layer represents roles and activities within an organization, the 

units or sections they are divided into and thereby the hierarchy. 
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4. Identity - This deepest layer refers to the general perception of a company, how the 

individuals within it collectively prescribe certain attributes and properties to an 

organization, which in turn makes up its image. 

 
As described in Figure 1, the model consists of four organizational layers that can be effected 

by digitalization over time. Material, as the shallowest layer, is easiest to effect and changes in 

this layer can be seen rather soon after new technology is brought in to the organization. 
As effects are seen gradually on one layer after the other; Identity, as the deepest layer, is 

hardest to effect and the layer that takes the longest time to change (Yoo & Lyytinen et. al. 2010; 

Henfridsson & Yoo et. al. 2009). 
This model is applicable in the context of this thesis as our purpose includes bringing the 

effects of digitalization to light, effects described by Yoo & Lyytinen et. al. as major influences 

both in the model and in the study, and can cause change throughout the layers even when only 

applied on the most shallow one (Yoo & Lyytinen et. al. 2010; Henfridsson & Yoo et. al. 2009). 
We will utilize this model in order to better understand and describe how specific elements 

and occurrences have had an impact beyond their estimated magnitude due to the cascading 

nature of this model. Eventually, the model will be used on a larger scale as we look at some of 

the major influences as results of digitalization, and how these have affected the organization 

from the perspective this model provides. 

2.3.2 An adapted model of convergence 

As previous research in the IS area does not provide any form of model or template satisfactory 

for conceptualizing digital convergence in context, we look into the area of media research in 

order to find a framework that can explain and display the concept of convergence in an 

accessible and explanatory manner. The model is based on Kolodzy‟s model of media 

convergence (see Figure 1) which she uses to describe how fields that were previously separated 

are converging in the context of the media industry. This model will be adapted in slightly 

altered forms in this thesis as we do study convergence but from a digital, rather than media, 

perspective. 

 



10 

 

Figure 3 - Our model of digital convergence, depicted here in a state of moderate 

convergence between all four of the fields. Notice the areas where several fields 

overlap in the Venn diagram; this is where the effects of convergence are found.  

 

These modified theories and models, forming the theoretical framework, serve the purpose of 

filling a gap in research which existed due to a lack in previous research in this specific type of 

case and context. The perspective and approach we adopt is unique enough to not find previous 

informatics or media research in similar cases to be aptly applicable in our scenario. 

Therefore, these two previous theories and models have been modified and combined into a 

unique framework which will suit this specific case, while also contributing to the saturation of 

the gap which we have identified in the type of theories and research which this area of interest 

requires. 

3. Research methodology 

In order to answer the research question at hand, we will be conducting a case study, consisting 

of several semi-structured interviews at the local newspaper Lambda. 
Hartman describes interactive induction as a modern way of conducting qualitative research 

in relation to the more traditional analytical induction. The method does not prescribe a linear 

process but rather an iterative mode of operation where research findings should continuously 

control and alter the research question. This allows for the forming of theoretical ideas 

throughout the whole data collection process of what is to be considered interesting and worth 

digging deeper into, and what is not (2004). 
By these guidelines we have initially formulated a research question which stood as base for 

themes and questions that we focused on in our first interviews. The results from these initial 

interviews were then analyzed and areas which seemed interesting for our research became the 

basis for new interviews. 
Through this alternate way of planning, data collection and analyzing, we as researchers have 

been able to control the process during this investigation. It has allowed us to focus upon the 



11 

 

important discoveries instead of locking us into a static research question which would have 

been the case using analytical deduction (Hartman 2004). 
We have chosen this approach, or combination of methods, because it most aptly suits the 

academic field in which our study takes place, the object of study we will be looking at as well as 

the research question we seek to answer. Studying the the way this organization exists, changes 

and what it is made up of is best done by studying and probing the object within its natural 

context (Mason 2002). 
Choosing a purely qualitative approach to our case study is logical as we realize this type of 

object does not provide much in the way of quantitative data, and most quantitative data which 

can be gathered from it will likely be irrelevant to both our academic field and the type of 

question we are looking at. The purpose and thought behind the qualitative interviews is 

therefore to study further provide us with the general information we want about how the 

organization functions and makes decisions, how it has evolved and how it is thinking ahead, but 

also individual experiences and thoughts as these cognitive aspects are also important to 

consider as the resident social reality can be derived from this (Mason 2002). 
3.1 Case Study 

We see the use of a case study as well fitted to this investigation as it circles around ongoing 

changes of a relatively large company. The choice of adopting the method is grounded in it being 

described as particularly applicable on evaluations, where the object of study is very complex 

(Backman 2008) and where the events of interest are contemporary (Yin 2009),  
 

The practice of case studies is described as direct observations of events and interviews with 

people involved in those events (Yin 2009). This leads us into looking methodically yet 

dynamically at the object of our research in order to delv deep into its organizational structures 

and practices. Through observing the actions of Lambda and conducting interviews with 

employees at the company data will be provided and analyzed in order for us to come to 

conclusions regarding the research question at hand.  

3.2 Qualitative interviews 

For our research we will be conducting qualitative interviews as one of our main sources of data 

collection. This method is described as a relatively informal and interactional exchange of 

dialogue where the researcher has a number of themes, topics or issues which they wish to cover. 

The researcher should not be bound to a sequenced script but rather aim for a flexible structure 

which allows the interview to develop unexpected themes. This approach will take into account, 

and even focus on, the fact that people can be viewed as a source of data. (Mason 2002). 
This approach seeks to both gain valuable inside information on how the organization works 

and how decisions are made, but also to reveal cognitive aspects and opinions of interviewees in 

order to gain an understanding of the general perception the employees have of the organization 

and its practices. 



12 

 

3.3 Interviewees 

The selection of our interviewees is based in attempting to find a good variation of professions 

which can help provide the data needed for answering the research question at hand. We have 

therefore focused our selection on those individuals who have a say in and partake in the 

production and distribution of content, those who have control over the digital channels used for 

this distribution and the ones with insight into sales and marketing. Furthermore, we have 

strived for a gender and age variation which properly reflects the variation found in the 

organization as a whole. With this, the best conditions for a relevant and informative sample of 

employees are met, which is most likely to in turn result in relevant data. 

The informants in this study will remain anonymous, and therefore be referred to by an 

abbreviation of their fictional role titles. 

 

 

Culture Journalist – (CJ) 

Employed at Lambda for the majority of his long career. Works with many kinds of journalism, 

mainly cultural. Can provide information about the history and development of the company 

over a large timespan. 

 

Sports Journalist – (SJ) 

Employed since approximately 35 years back, works as a sports journalist. Can provide specific 

information about practices at the sports section, where a different type of journalism often takes 

place. 

 

Education Journalist – (EJ) 

Has been a journalist for 20 years, and employed at Lambda for 10 of these years. Can give an 

account of what it is to be an ordinary journalist at Lambda. 

 

Interactive Media – (IM) 

Has worked at Lambda since the early 00‟s, performing an array of tasks. Now has a role which 

involves social media, audience integration and Tablet PC:s. Can provide much of the type of 

information needed regarding services, channels and beyond. 

 

Web Developer – (WD) 

Has a role as responsible for web development in a broader sense than simply implementation, 

but also works with actual development for the web. Can provide an account of how decisions 

regarding online services are made, as well as a look into the challenges of web developing. 

 

Marketing – (M) 

Has worked at Lambda for a relatively short period of time in the field of marketing, not only as 

a salesperson but also at a higher level. 
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Multifaceted Entertainment – (ME) 

Educated in the practice of multi-journalism, can act both as a journalist and editor for any 

medium and content. Is active in the entertainment department with various assignments both 

journalistic and decision-making related. 

 

Role Approximate age Gender Abbreviation 

Culture Journalist 60 Male CJ 

Sports Journalist 50 Male SJ 

Education Journalist 45 Female EJ 

Interactive Media 35 Male IM 

Web Developer 30 Male WD 

Marketing 25 Female M 

Multifaceted Entertainment 20 Female ME 
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4. Results 

The results section will first present a basic outline of our object of research; the organization 

that is Lambda. After this short introduction to the organization, the report will proceed into the 

main part where collected data is presented and highlight specific passages with statements from 

our informants. 

4.1 Research site 

The object of our investigation is Lambda news, a regional newspaper with traditions in printed 

media going back to the beginning of the 20th century. It has since provided the local population 

with a daily printed newspaper which has been produced, distributed and sold using traditional 

techniques. 

 

Figure 4. depicting the development at Lambda news as it has gone from publishing solely in 

printed media to multi-channel publishing. 

 
The use of technology and the targets for heavy investments has under the main part of its 

lifetime circled around analog tools for writing and printing until the deregulation of the TV and 

radio markets made it look for new possibilities, forming affiliated companies for the two new 

markets. 
Lambda started their own website in the late nineties and used it mainly for parallel 

publishing, digitizing the text and pictures used for the printed newspaper in order to make it 

available for readers through the use of web browsers. The investment in online-publishing is 

described by our informants as quite a success as they quickly became a very popular online 

newspaper. 
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As they ventured further into the digital realm, a social networking service was also 

incorporated into the organization and a platform for blogging was developed, allowing readers 

to write about articles published on the Lambda news website or whichever topic they desire. 
During later years, Lambda has also made efforts towards creating a presence on social media 

services such as Facebook and Twitter, where they are able to both distribute and gather content 

in new ways. 

4.2 Aspects of digitalization at Lambda news 

The drastic changes which Lambda has undergone over the course of more than a century are 

many, and appear to culminate in the relatively recent digitalization of the newspaper. 

Digitalization has brought pervading change all the way from company management to the daily 

work of the journalists. We have attempted to capture this change on all levels, analyzing and 

contemplating on its effects from an informatics perspective. 

4.2.1 The changing newsroom 

Of those employees interviewed, the ones with more years of experience in the field of 

journalism where obviously also the ones who had noted the major changes that came with a 

digitalized workplace. The early steps of digitalization meant the conversion of analog artifacts 

into digital, and some of our informants speak of the transition from such industrial-era artifacts 

as typewriters into new technology in the form of computers and the new possibilities it brought 

with it. 

 
“Well, the everyday digital reality so to speak, is the big change. We used to have 

typewriters, now we have computers and that is a great revolution, as it is certainly much 

easier to write a text in the way we are doing it today. I mean, it is possible to edit text much 

faster.” (CJ) 

 
The view of digital artifacts as work-enabling tools seem to be generally positive amongst our 

informants as they describe how it has made their work easier in terms of producing articles and 

gathering the information needed to produce them. Although the initial transition towards 

digital artifacts is described as somewhat cumbersome with inflexible, heavy and elusive 

technology. Still, the journalists appear to have adopted to the fact that artifacts have gotten 

smaller and more intuitive, resulting in a view of technology as an important resource for our 

informants. 

 
“It helps alot! [technology] It has made us reporters so much more effective now. Writing is 

faster, the retrieval of facts is above all much faster, to retrieve information. [...] The 

technology is fantastic!” (CJ) 
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Interviews with journalists who have more recently been employed describe the use of 

technological artifacts as something completely natural. Those who joined the company after it 

had passed its analog and early digitized era emphasize that as they were not present during the 

time of typewriters, the use of digital tools is the practice that they are used to and the way that 

they were educated. 

 
“There is nothing strange about it for me, partly as i am an educated multi-journalist, or 

what to call it, and i have also had internships on all units of the newspaper, so there is nothing 

curious for me but i do know that there are many that calls the web [web development 

department] and tells them to publish stuff when they actually could do it themselves, that want 

a photographer to follow them even though it is just some head shot that they could have 

taken.” (ME) 

 
Even if the digitalized workplace seems to deduce somewhat different attitudes amongst our 

informants, one mutual and positive aspect of the use of digital technology in the news room 

seems to be its ability to ease the process of finding information, thereby making their work both 

more efficient and effective. 

4.2.2 Digitally enabled distribution 

The newspaper has traditionally been distributed from printing presses and then through 

resellers or directly to the homes of subscribers. Through our interviews we have found that even 

if this distribution method has been utilized for a very long time, it seems to have become 

somewhat financially problematic in this case. 

 
“[...]  Well the case is that the printed newspaper [distributed] in this town carries the costs 

of the printed newspapers we are distributing outside of the city. It costs more than 15 SEK 

[average price of one issue] to get the newspaper to [a town 360 kilometers away], and there is 

not even one advert from that town. We usually say that [distributing] after [a community 30 

kilometers away], after that it‟s just losses.” (SJ) 

 
With this form of distribution, where costs are in direct relation to distance, it is not difficult 

to imagine why Lambda saw new possibilities in new digital means of getting content to their 

readers. 
We learn from several interviews that the digitalization of the newspaper and the introduction 

of a digital version of it online relied heavily on the widespread online access of the community 

in which it was present. Sweden were early adopters in providing both personal computers at 

home and at work, as well as providing high-capacity broadband connections to a large amount 

of its inhabitants. Informants speak of the wave of home-PC:s which were made available to the 

public at a reasonable price during the late nineties, combined with the large nationwide 

investments into broadband infrastructure around the same period. These new possibilities 
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initiated a migration of the public onto the digital arena, allowing Lambda and other companies 

to also become present in this domain. 

 
“[...] there is usually talk about this home-PC „boom‟ that occurred in the nineties. It was 

then that people in reality could have computers at home, that‟s when it all started for real. 

1995 was a little bit early, at that time there were computers at the workplace and at school 

and there were not that many that used it. [...] people wanted to use the Internet and here in 

this town, the Internet was very widespread as the broadband network developed very early.” 

(WD) 

 
However, from what we have gathered, it was not only the possibility for Lambda to exist in 

this domain that initiated the venture into it. Rather, it was the simple fact that their customers 

were now present in this new digital domain that sparked Lambda:s interest and actually made it 

viable to invest into this effort. Many of the interviewees state that Lambda:s vision, when 

venturing into unexplored territory, has always been to follow the customer and make a presence 

where their customers are or where they think they will be in a near future. 

 
“Nah, but its more about the addition of more channels for us to publish in. After all, its all 

about us being present where our readers are [...] Or rather where our readers want to be. So 

if they want to be on the internet, we have to be on the internet.” (WD) 

 
As this citation and several other state, the general view is not that the digitalization of the 

newspaper was a transition from one media to another, as we initially viewed it. Rather, 

management as well as employees see it as an additional channel to publish in, not a 

replacement or a new main channel. 
This early adoption of a digital news channel, with the new and unique medium which it 

provided, allowed Lambda to begin competing with news media which they could previously not 

contest with, such as televised news and radio. TV and radio, with the unique attributes of their 

media, were able to provide a continuous flow of news throughout the course of the day, while 

the traditional newspaper could only deliver news to the customer once each day. The online 

news portal significantly altered this state of affairs, providing a way for the traditional news 

media to also deliver advertisement continuously through their website. This thoroughly 

changed the situation on the advertisement market and provided Lambda with an array of new 

and exciting marketing and organizational options and possibilities to work with. 

 
“[...] it is in order to be able to meet the competition with the radio that has recurring 

transmissions. If you rewind the tape ten years back, the newspaper arrived in the morning 

and then there was nothing else until the next morning. But with the help of the web we were 

able to challenge TV and their evening news. [...] We were then able to compete with event-

news in another way.” (IM) 
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In its infancy, the organization appears to have experienced some uncertainty as to how they 

should and could utilize these new and still evolving marketing possibilities and competitive 

conditions. Early models and approaches revolved around what interviewees refer to as „parallel 

publication‟ between the printed edition and the web, where the practice involved simply 

publishing the content from the newspaper on the web with none or minor modifications. As 

management and decision makers became more experienced and comfortable with these new 

online practices, the model developed more towards a state where the web acted as a „light‟ 

version of the „premium‟ product which the printed newspaper is seen as. In practice, this meant 

that the web only included condensed, simplified versions of articles from the printed paper, as 

well as teasers with the purpose of promoting the printed full-version of an article. Throughout 

the digital years, this model has been slightly altered and experimented with, yet still remains 

fundamentally similar to the initial concept. 

4.2.3 Adopting new business models 

Informants speak of limited profitability when it comes to publishing news articles online. 

Readers do not have to pay in order to get access to digital content on the website, which is an 

approach that can hardly be seen as unique in any way as it seems to be adopted by a majority of 

online newspapers. Even though this can be seen as common conduct in the media industry, one 

of the reporters interviewed convey that a mistake was made in the early stages of digitalization. 

 
“My personal opinion is that the management of all newspapers, in the infancy of the 

Internet, made a strategic mistake when they did not realize the importance of the web and 

web-based newspapers. That is why they said; bah, that can be for free.” (CJ) 

 
Interviews with employees at the newspaper convey the apprehension of standing with one 

leg in a innovative and digital world while the other stands on a firm foundation of traditional 

printed-media. It appears to be an accepted fact by our informants that the printed newspaper is 

still the main product and has the responsibility of carrying the other services economically. 

 
“Well, paper-Lambda is the great profit-maker. Over the last couple of years, we have been 

one of the most profitable newspapers in relation to issues printed. Lambda was profitable 

even during the economic recession.” (SJ) 

 
One of the employees with insight into the advertising and marketing unit also claims that 

customers who choose Lambda as a advertising channel prefer the printed newspaper rather 

than advertising on Lambda‟s website. The informant describes the regional market and its 

customers as somewhat immature when it comes to online marketing as they often choose 

traditional media, a channel that they from experience know can provide results. In other words, 

they play it safe. 
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“The thing is that the local market is pretty immature when it comes to web and digital 

media, that‟s just the way it is. It‟s quite unfortunate as it is not a new medium, but they are so 

used to the newspaper working so well [for advertising] that they rather choose to go for the 

newspaper if it‟s a customer with a budget which doesn‟t allow for multiple medias.” (M) 

 
Analysis of this business strategy and the related online advertisement model reveals that its 

effects have nestled and embedded themselves into several parts of the organization. The 

influence of the strategy and the advertisement appears to change many things within the 

organization. It seems to be effecting the design and usability of the website, a topic that will be 

discussed later in this thesis, but perhaps most importantly it affects the core of this and any 

other newspaper company; the journalism. 

4.2.4 Click-journalism 

While the printed newspaper is responsible for the majority of the income, informants express 

concern towards a new form of journalism which is emerging in online news production, a mode 

of operation that pushes for abridged and simplified articles on the web in order to lure readers 

into purchasing the printed newspaper if they want to get the whole story. In doing this, articles 

on the web become shorter versions of those published in print and do not provide equally as 

rich and in-depth content. 

 
“Well the web tends to attract more readers than the newspaper [the printed edition] as it is 

lighter reading, it‟s more of a hunt for clicks. You do of course spread a certain information too 

but it‟s... Heavier in the newspaper so to say.” (SJ) 

 
As the underlying business model for online revenue appears to rely heavily on the fact that 

readers on Lambda‟s website are subjected to advertisement, and as Lambda gets paid for each 

time a specific advert is shown to a reader, keeping track of the amount of clicks articles attract 

becomes ever more important. 

 
“[...] we summarize every month what has gone well this month, [article popularity] why did 

we have that much traffic in the sport section? Well, because it is exciting when [local hockey 

team] are dropped from division one, that‟s easy! But then you see to each week and check 

what has gone well the week before [...] and every day we check what has gone well yesterday 

and then every hour we keep track of how much traffic we had this hour. Is it a good hour or a 

bad hour? Today for example will have bad traffic around lunch-time because of the nice 

weather outside.” (WD) 

 
As this data becomes available, Lambda are able to see trends in what kind of content attracts 

the most attention. Our informants convey that articles which might not be seen as qualitative, 
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well-grounded or as one of our informants ever so frankly puts it; are not rocket science, is the 

kind of content which is prioritized on the website. 
Informants further speak of “hot-topic” articles being prioritized on the website, which are a 

lighter form of news, generally involving an amusing event or incidents which speaks to the 

public. 

 
“Event-news, they go on top! [popular articles] They really deliver! Although they might just 

be paragraphs in the printed-paper, completely different stuff succeeds online. [...] that is also 

something that is noticed, a really good scoop on paper does not succeed on the web. It‟s 

different audiences after all.” (IM) 

 
This phenomenon is central to this report, and to the field in general, which has led us to coin 

the phrase click-journalism, based on our informants unanimous notion of the kind of articles 

and the style of writing that is published online due to the current advertisement model, in 

combination with the complexity involved in describing the practice in shorthand definitely 

requiring a concise and descriptive phrasing which we find in the term click-journalism. 
Perhaps the most interesting topic which arises from click-journalism and the type of articles 

which the web deals with is the changed sense and notion of quality in articles compared to 

articles in the printed paper. 

 
“I think that, which I also see as a problem, the paper-based newspaper becomes a product 

for the intellectual. This would not be a problem if it was seen to that the web has an equivalent 

function, that it provides content which is enlightening.” (EJ) 

 
There are of course individuals within the organization who have spent the majority of their 

career as traditional journalists; producing for and providing content to the printed paper 

exclusively until the web came along. Although they do not give notion of being sceptical towards 

technology used in online publishing, they rather appear more worried about the effects of click-

journalism. 

 
“Well, that‟s something we have discussed. There is a risk that the web is controlled by clicks, 

that risk exists. Although we have begun to notice that the readers will not settle with that kind 

of information, they want heavier material as well. [...] the web will apparently probably 

consist of pretty swift news. That‟s where this is going, and the printed paper is in-depth right 

now. I don‟t know, but the discussion about click-journalism is present.” (EJ) 

 
As traditional journalists tend to adopt a cautious mindset towards the type of content the 

web generates, the modern journalists, who often grew up using the web and were employed 

after the introduction of an online news portal, seem to have a more open-minded and accepting 
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attitude towards click-journalism. They also seem to agree with it being short and facile, while 

they stress the notion of different channels requiring different ways of writing. 

 
“[...] you still have to adapt to the channel. You read the printed paper to get quality, and 

event-news are on the web, there is more focus on that [on the web], it‟s not for the long 

reading sessions.” (IM) 

 
However, we see a general positivity among traditional journalists that states their belief in 

the possibility of change when it comes to web journalism. They find that the largest obstacle 

when it comes to publishing qualitative, investigative, in-depth articles online are economics, 

rather than purely technical obstacles related to changed practices and methods. 

 
“It [qualitative journalism] is not [threatened] as much by the new media as it is by the 

economists. I mean, you could.. in-depth journalism can be published on the web or wherever, 

it‟s just a matter of having the time to do it, and time equals resources which are getting ever 

fewer.” (SJ) 

 
This shows that the business model involved seems to be affecting the articles that are 

published online but as informants tell us, it is also affecting the design and layout of the 

website. 

4.2.5 Design for non-usability 

As Lambda have begun publishing their content online, new information appears to have 

become available as Lambda are able to track the amount of readers that visit their website and 

also see what articles, feeds or videoclips that are most read or watched. Through our informants 

we found that they have recently gone to the extent of developing an internal digital information 

system which shows what elements of the website are receiving the most user-clicks with only a 

few minutes delay, resulting in an almost instant feedback of what is hot and what is not in real-

time. This information seems to be a main influence of how Lambda‟s website looks, what kind 

of articles are published there and where these articles are to be positioned on the web page. 

 
“[...] the one in red is hottest then comes orange, then it‟s green, then it‟s dark-blue I think or 

light-blue and then dark-blue. [...] Then you can see that this orange one attracts more traffic 

than this other one but then again that one has been on top almost all day, that news article, 

which means that we can‟t keep having it on top, we rather aim for rebuilding the site instead, 

tidying it up so that something happens every time you visit.” (IM) 

 
The latter part of this citation tells us another important story about the new digitalized 

journalism; constant updates. The general vision amongst our informants concerning the online 

paper is that every time a customer visits the site, there should be new material for them to 
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browse through. In asking why this was seen as important, one of the employees stated that in 

making sure the customer always finds something new to read will entice them to return to the 

site more than once each day, and thereby generate more income through advertisement. 
Since the advertisement on Lambdas website revolves around, and hence is paid for on a per 

click basis, the main objective for the online news seems to always strive to increase the amounts 

of clicks. As our informants tell us, this purpose reflects itself well in the layout of the actual 

website. 

 
“We keep track of how the traffic flows, that is really important as we are dependent on the 

traffic. Almost the only business model that exists on the web is advertisment-view per page-

view. The more page views the more money we make so we are based on driving traffic. That is 

a boring fact, we cannot make a nice looking website, we cannot make a simple website, we 

have to do a website that is a little complex and based on many clicks” (IM) 

 
These effects of the business model also seem to incite the employees of the web development 

department; 
 

“[...] it‟s a problem because the business model is stupid. We‟ll build as bad sites as possible 

so that people have to click as much as possible, that‟s the only way to make money.” (WD) 

4.3 Aspects of digital convergence at Lambda news 

Digitalization and the converging of different areas affected by this digitalization has presented 

Lambda with an array of new ways to distribute content, conduct business and expand into new 

territories. The website has definitely been the first and most important step, and acts as a 

foundation for further expansion through online digital services. We see a plethora of new, 

mainly online, services emerging on the market every year, and Lambda continues their curious 

strategic vision as they look to explore many of these new possibilities. 
The main services, as products of digital convergence, we have identified as central to the 

strategic intent of Lambda are Facebook, Twitter and the blog platform. The obvious pattern 

which is identifiable here is the social feature; each one of these services is centered around 

social interactions between users and between user and producer. We will proceed to take a look 

at how convergence has enabled the use of these services in Lambda‟s case, and how in turn 

Lambda has decided to utilize the functionality which these services provide. 

4.3.1 Working with new channels 

As mentioned, the website is still the main focus when it comes to digital services, since it acts as 

the framework upon which other services are built or at least relate. In our research we have 

found evidence of a convergence of services as Lambda are now incorporating new digital 

channels and platforms for content distribution and information gathering and user interaction. 
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4.3.2 Facebook 

Nowadays, Facebook is such a well-known and widely used service that it requires no further 

introduction than the fact that it is the single largest and most used online social network today. 

Facebook has been around for a long time, yet only recently have we seen companies begin to 

really utilize the potential of this social network. 
What brought along the possibility and desire to use Facebook at Lambda was, as with much 

of their strategic decisions, the fact that the users were displaying an interest in and were 

emigrating towards the online social region. Again we look back on statements concerning 

Lambdas general strategy, which have often been centered around a mentality of being present 

where the users are currently present or where trending indicate they are going to be present 

within a foreseeable future. 

 
“Where the users are, we must be as well. We can‟t decide where they are gonna be, they will 

decide that for themselves. Then it‟s all about us being along for the ride right away. We see, 

for example, that Facebook is a.. people are on Facebook a lot, and they are on Facebook 

instead of being on Lambda‟s website. We are also noticing that other platforms are losing 

viewers to new digital platforms.” (WD) 

 
This notion of being present where the readers are appears to be a shared opinion amongst 

our informants. They have simply noticed the fact that users are present on Facebook, and one of 

our informants states this through the fact that Facebook is becoming a part of our everyday 

lives. 

 
“It‟s probably because so darn many people are on there, and it‟s such an everyday thing for 

us to check Facebook that we don‟t even think about it, so it‟s probably important to integrate..” 

(ME) 

 
These realizations enticed Lambda to start their own Facebook page, which at first lacked a 

clear purpose and strategy. Informants even tell us that still to this day, a clear strategy has not 

been formed. However, resources have been allocated to defining and applying such a strategy 

and the plan is to have a fully functional and fruitful utilization of Facebook within a reasonable 

yet undefined timeframe. 
Our studies of Lambda‟s Facebook page shows that the strategy seems to imply simply the 

posting of selected lead paragraphs which link to articles on Lambda‟s website, as well as 

allowing users to comment and “Like” these articles. There is one main channel for the standard 

web news, as well as local pages for the surrounding municipalities which have their own 

sections on the website. When asking our informants about this approach we found that they do 

confirm that this social media platform is currently used mainly as a way to direct traffic to 

Lambda‟s website. 
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“Facebook is more of a social media, so it would be better if could try to be a little more 

social with the visitors on Facebook rather than just trying to get them to enter and read our 

articles on Facebook” (WD) 

 
We also found that they do not approve of it as a strategy that works in the long run, and that 

it seems to be a lack of resources, interest and commitment which has prevented change. 

 
“There is a difference in how you want to use them and how you can practically use them 

[social media services]. There has to be a commitment, an interest, in order for social media to 

work. You cannot force anyone and make it successful and there we have a problem. Not 

everyone is interested in it and not everyone wants to do it.”  (IM) 

 
Lambda also makes use of Facebook‟s functionality in another important way; gathering and 

receiving news tips for articles. This is not a corporate-enforced policy or practice, but rather just 

an encouraged way of utilizing the medium. Journalists use Facebook to get an idea of news 

which may be up-and-coming. This is achieved by regularly checking the personal Facebook wall 

or interactions of friends, which have often been strategically added as friends to expand the 

information arsenal. The information is then used, sometimes with permission from the person 

and sometimes without, in order to substantiate or create articles. 

 
“I think Facebook is the single source [comparing social media services] that have given the 

most exclusive news [...] I have a friend relation to a big amount of actors in my field, with 

strategic reasons you could say.” (ME) 

 
One informant mentions a case where Lambda used their Facebook page, in relation to the 

recent tragic events in Japan, to request information or eye-witness statements from people who 

were on-site in Japan. The request was then left unchecked for a day, and when someone finally 

checked it they realized there had been a response right after the request which had not been 

noticed and thereby was not discovered in time and ended up being unused. Since then, our 

informant states, Lambda have been using mail notifications for Facebook responses. 

 
“A couple of months ago we posed the question [regarding information from Japan] during 

the afternoon, and an hour later someone had answered that they had relatives there and on 

what phone number they could be reached. Nobody had checked it [the response], and I came 

in the day after and there I see it, there we have it, they responded yesterday already. It‟s stuff 

like that, if we throw the question out there you have to follow it up.” (IM) 

4.3.3 Twitter 

Twitter, another social online service which has emerged and gained popularity over the recent 

years, has not gone by unnoticed by Lambda. 
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We have identified two major ways in which Twitter is used within the organization. First we 

have the usage of Twitter as a publication channel reflecting both the main web news as well as 

the more localized news for surrounding municipalities, much in the same way as Facebook, 

where a constant yet restricted flow of news is provided and of course can be followed 

automatically by users using the fundamental functionality and interface of Twitter. Secondly, 

we have found a practice of collecting material via Twitter feeds. This second phenomenon can 

itself occur in three different ways; either through a journalist simply checking relevant Twitter 

feeds, through a journalist posting a request for certain information on Twitter or through a 

journalist using Twitter to automatically monitor certain keywords which are of interest to their 

field. 

 
“I keep track on my flow, I have set up monitoring of all locations in our region. As soon as 

these regions are mentioned [on Twitter], I get notified via RSS. ” (IM) 

 
This last, and perhaps most interesting and innovative method, is only utilized by one of our 

informants, who is not currently working as a journalist. In other words, this innovative method 

of gathering material has not yet caught on among the journalists as many of them are still 

getting comfortable with using Twitter at all. 
From a convergence perspective, Twitter usage looks a lot like the common practice on 

Facebook. We identify many similar patterns and practices between the two, such as selective 

publication of articles, collection of material and localizations of the main service for 

surrounding municipalities. 

4.3.4 The blog platform 

The blog-portal of Lambda is another strategic move made throughout their venture on the web. 

This investment however, differs significantly from the previously mentioned Facebook and 

Twitter efforts. The blogs are available to anyone, and are created by individuals. The perhaps 

most interesting and unique feature about Lambda‟s blog portal is that it invites politicians to 

create their own blogs to communicate their opinions and ideas through. This appears to have 

been a very successful initiative, as many top politicians of the region currently have a blog on 

Lambda and update it frequently. The purpose of this investment was to create a win-win 

scenario, where Lambda could get more traffic to the website while keeping track of what is said 

and discussed in the area, this while bloggers would gain better regional exposure through 

Lambda‟s blog portal in comparison to other ones. 

 
“It drives traffic, it provides cash-flow, we get better control of what is written about us [on 

the blog portal], we keep better track of it easier. If you are going to start blogging, well you 

can start on Blogger, Wordpress, you could place yourself where the heck you‟d want. On your 

own domain. It is easier for us to keep track of what is written if you blog with us, which is 

very good for us, we pick up quite a few news, we keep track of the politicians.” (IM) 
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The better regional exposure which Lambda provides is due to the linking of the blog to a 

local geographical location. That is; bloggers can decide to link their blog to a specific location, 

such as their hometown or workplace, making it possible for readers to find blogs of the 

appropriate context. 
Informants also speak of the Lambda blog portal being a gateway for the older, otherwise 

scarcely blogging, generation into the world of blogs. This, according to an informant, is achieved 

due to the fact that users trust and respect Lambda and what they represent enough to let them 

aid them in their first step into the blog world. 

 
“I think it has a lot to do with a strong brand, people trust Lambda. It‟s like we‟ve got their 

back during the initial stages” (WD) 

 
The blog portal also serves as a sort of monument and tribute to democracy, explains one of 

our informants. Since they allow anyone, part from those conflicting with policy, to blog on 

Lambda, it conveys the message to users that their opinions can matter just as much as that of a 

top politician. This further helps legitimate Lambda in terms of openness and equality. Even 

further, since the blog portal allows politicians and other individuals with any political opinions, 

again with respect to the policy, it adds to the view of Lambda as politically unbiased and 

neutral, which of course is ever so important for a newspaper. 

 
“...show that here you can partake in discussions in the same way and be seen just as much 

as a top level politician. When he publishes something you can publish as well and be seen just 

as much” (WD) 

 
The blogs are also intertwined with the general online news articles. Articles reference to 

blogs which have published a post about that specific article, and vice versa blogs will reference 

to one or more specific news articles. This in turn does of course generate more traffic and more 

exposure for both Lambda and the bloggers. 
This leads us into a review of the economic effects the blog portal has, which in turn leads us 

into how the overlying strategic model weighs in on the investment that is the blog portal. The 

previously mentioned referral between the blogs and the news articles will, similar to Facebook, 

generate traffic to the website as references from the blogs to the news articles forward users 

there. 
Advertisement on the blogs is very limited, with only one actual advert on each blog at any 

one time. This of course makes the revenue from blogs limited, however, an informant states 

that the purpose of the blogs is not necessarily to generate revenue directly, instead rather to 

better the image of Lambda and to convey and important message to the customers. 
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“Through the blogs we actually.. we actually only have one advertising space there, and 

we‟re been thinking about removing it all together because the blogs are more.. the investment 

into the blog portal is more about showing that everyone can participate, everyone can 

participate on Lambda[„s website].” (WD) 

4.3.5 Effects on the producer-consumer relationship 

The historical relation between journalist and reader is by our informants described as distanced 

as producer and consumer had few ways of direct communication with each other. Through our 

interviews and observations we find that the incorporation of new technologies and services 

appears to have changed this process, transitioning it towards a more relational and interactive 

nature. 

 
“I think that the gap has diminished. Because then, then it was kind of; we and them, but 

that is not the case today. I notice that I get notably more reactions, I get notably more calls, I 

get notably more scoops.” (CJ) 

 
We have also found that through giving readers the possibility to comment on articles, 

reporters sometimes get potential material for new articles, although the biggest difference in 

tips from the public post-digitalization is according to our informants the fact that they mostly 

get sent to the reporter via electronic mail rather than being conveyed in a phone call. 
According to one of our informants, the commenting feature of the website has also affected 

the way that articles are written. 

 
“It tends to become.. journalism becomes more and more personal. That old hard-headed 

von oben-view, so to say, it doesn‟t exist anymore.”  (SJ) 

 
As mentioned earlier in this thesis, some of the employees at Lambda make use of social 

media services and blogs in order to accumulate information for articles with seemingly good 

results, which is another typical example of effects on the producer-consumer relationship. 

4.3.6 The strive for early adoption 

As described earlier, revenues for Lambda seem heavily reliant on the printed newspaper. 

According to our informants, this is leading to a somewhat insecure situation where the future of 

the company and its practice is unclear as they notice a decline in paper issue sales. Yet even in 

uncertainty, they are excited about the future and do not hesitate to speculate about how it might 

look. 

 
“We believe that it will become more digital, of course, in some way. That just the way it is. 

We notice the decline of the printed newspaper, as for every other newspaper in Sweden and in 

the whole world for that part. So it is just a matter of figuring out what to do.” (WD) 
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Most of the employees interviewed are confident in that the printed newspaper will continue 

to be their main product for a foreseeable future, although they also find it might need to 

undergo some changes in order to be successful. 

 
“I think that it still is an appreciated product [the printed newspaper] and that it will live on 

if we can offer say a sunday paper which we do not have now, and that you should be able to 

choose when you want to get your newspaper [...]” (M) 

 
Other informants see technology as a possible solution to the problems which Lambda stand 

before, where the up and coming Tablet PCs such as Apple iPad receive praise and are the focus 

of much attention as it is described as the new digital artifact that might make an impact on the 

newspaper industry. 

 
“If you look to where the money is, you will find it in the [printed] newspaper. But who 

knows? Development moves pretty fast now. The tablet PC did not even exist one, one and half 

years ago but there are thirty to forty different tablet PCs today.” (WD) 

 
The fact that the printed newspaper is the main source of income and acts as at least a mental 

backbone is ever evident, yet the interview sessions also give notion of movements within the 

company which are continuously attempting to find new digital possibilities and solutions for 

revenue and content distribution. As previously described, the strategy seems to heavily rely on 

being present where the readers are and this strategy is evidently deeply rooted in the mind-set 

when new practices are searched for. 

 
“We emerged rapidly on the web, and we are pretty big [on the web] today. So if we can be 

the first with something good for Tablet PCs, we might become pretty big there as well. It‟s all 

about being there from the start, but it‟s hard to know what to do.” (WD) 

 
As can be understood by the citations above, there seems to be a great deal of excitement and 

curiosity at Lambda regarding the Tablet PC and the importance of being early arrivals and 

adopters on this yet relatively unexploited and unexplored market. 
However, there appears to be technical aspects of the current Tablet PC developer 

frameworks and platforms which are not satisfactory and could prove an issue when it comes to 

the actual development and implementation of the solution. One of our informants describes one 

aspect of this difficulty when developing a Tablet PC service with very fragmented developer 

standards; 

 
“The best would be if the manufacturers on Android could unite, Motorola, HTC, like all of 

them. Let‟s sit down and make up our minds about screen sizes, let‟s go with this, so that they 
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stick together and consolidate in order for us to have something to build according to. But 

everything sprawl. We cannot create three different versions, damn it.” (IM) 

 
Expressions of concern were also heard regarding the actual production of newspapers in 

formats adapted to these new artifacts. 

 
“Yeah, you have to produce.. the production becomes so darn tricky. If you look at [---], they 

have made [---] magazine, and you can see it takes a month for them to create one issue of it. 

And it takes about 30 editors who sit down and work with it, to edit it, so it takes copious 

amounts of resources” (WD) 

 
Nevertheless, the vision of Lambda is still to produce a fully functional Tablet PC-solution and 

have it operational by this summer, with reservations for the possibility that it might not actually 

be finished until fall this year. This will not by any means be a final version of the software, but 

rather an early simple solution in order to allow readers more possibilities during the summer 

period when many Swedish residents spend their vacation elsewhere than home. 

 
“But at least to be able to provide people who have a Tablet PC with the possibility of 

accessing the newspaper during the summer instead of redirecting the newspaper subscription 

to the archipelago [notorious destination for domestic summer vacationing]” (IM) 

 
From a convergence perspective, the Tablet PC revolves around device convergence, as it is a 

combination of previously separate artifacts into a device with new attributes and properties. 

How convergence might affect, or be an effect of, this application which will eventually be 

released on the Tablet PC is still uncertain as the planning is still in its early stages. 
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5. Discussion 

This report sought to identify and analyze in what ways digitalization and digital convergence 

have affected the newspaper company. Through application of our theoretical frameworks this 

analysis will be performed, followed by a discussion and presentation of our perception of the 

outcome. 

5.1 Digitalization 

Is order to describe how digitalization have changed the way Lambda distributes their content 

and how journalists conduct their work, we begin by describing the traditional process of 

newspaper distribution. 

 

Figure 5. Describing the distribution of printed newspapers 

 

This model does not fully describe the whole process of traditional newspaper distribution, nor is 

it meant to, our aim is rather to convey the highly linear process and the lack of interaction 

between producer and consumer in this way of content distributing. The process of distributing 

printed news is, as described in our results section, a costly affair for Lambda as costs for 

transportation make profit harder to accumulate. Although this way of distributing is still 

adopted by Lambda, utilized side by side to the digitalized approach described below. 
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Figure 6. Digital distribution of content and accumulation of information . 

 

The model above seeks to explain how we see Lambda:s use of digital channels when distributing 

content and getting feedback on articles and information for possible scoops. 

The journalist produces articles which the web editor reviews and adopts if it seems suitable 

for the web. The content is then adapted to shorter versions of the original article and distributed 

to the website or other digital services, as articles, posts or tweets where it is then consumed by 

users through digital artifacts as computers, or smart-phones. 
As users assimilate content through the digital channels that allows it, they interact with the 

material by writing blog posts regarding the content or reacting on it by commenting, 

recommending, liking or retweeting it. Through this process, the users spreads Lambda:s 

content further, as other users see the results of their interactions and in their turn spreading it 

even further, thereby creating a type of snowballing effect. 
Our study has also shown that the employees of Lambda uses the digital channels in order to 

get information for articles, thereby utilizing the feedback and reactions of users in order to 

produce more content. 
This rendering of information-flows within the digital infrastructures of Lambda, states that 

the process of distributing content seems to have fundamentally changed through digitalization 

and convergence. Not only has the channels for distributing multiplied as previously external 

services has converged with the existing infrastructure, we also see a major change in the way 
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readers acquires information as they continuously make use of new digital artifacts in order to 

read the articles that Lambda provides. 
We have also noticed how the roles of journalists and readers are changing. Journalists are 

adapting to new ways of working where they utilize the digital channels in order to get 

information that can be adapted and refined to news articles. The readers, in turn, seem to have 

transformed from passive consumers of content to active contributors, adding to the value of the 

journalistic material. 
As shown in this section, Lambda has fundamentally changed the way it distributes content 

due to the digitalization of its organization. The emergence of multiple new digital channels for 

this purpose could be argued to be the most important, as they are enablers of not just 

dissemination of information but also for interaction between users and journalists. The fact that 

these digital services have been incorporated into Lambda‟s digital infrastructure as a result of 

digital convergence is argued in the section below. 

5.2 Digital convergence 

A plethora of new services have emerged when Lambda decided to start incorporating Facebook, 

Twitter and blogs into their business. As shown (see Figure 6) these new channels have radically 

altered the way distribution of content works as more ways of delivering it to the customer are 

available. Gathering of material has also received new practices as journalists now find material 

in the same channels and services they publish it in. 
We argue for the relation of these new practices and the concept of digital convergence, as 

converged devices and converged networks gives users the ability to receive information, a 

service convergence can be seen in the context of Lambda. With their website as their main 

platform, they have seemingly incorporated other, once external, services into one converged 

service for content distribution (see Figure 7). 

Figure 7. Lambda is incorporating other digital services with their website  
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Incorporating these services has also made it possible for the consumers, or users, to be 

involved. Users can interact with each other and the organization through social media or they 

can contribute content through their opinions on blogs. They have many more alternatives for 

how they wish to receive news in the various services and devices available to them. 

 

 

 

 

 

 

 

 

 

 

Figure 8. Journalists and users do not interact directly, but rather through the 

content of Lambdas converged digital  service. 

5.3 The impact of digitalization 

To be able to theorize the effects of digitalization and digital convergence we have utilized the 

model of digitalization impact (see 2.3.1) in order to analyze our data and present our arguments 

and conclusions based on these. 

Figure 9. Describing the level of impact that digitalization has on an organization  
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When applying this model on the research object at hand, we strive to highlight the impact of 

digitalization at Lambda. Through this analysis, we can identify patters and begin to draw 

conclusions on a larger scale. Numbers in the sections below represents a level of impact in the 

model (see Figure 9). 

 
1. Digitizing the cowpaths 

Changes in the material layer brought forth by digitalization turned out to be quite evident in the 

case of Lambda. Our study has shown that the employees have embraced and adapted to new 

digital artifacts and that the tools of the trade have changed with technological development as 

typewriters are replaced by computers and tape recorders by digital recording devices. 
Through digitalization, they have also begun distributing their content online and thereby 

providing readers with articles in digital format rather than in traditional printed media. The 

initial strategy was parallel publishing, which in practice meant that they published digital copies 

of articles from the printed newspaper. 
At the current stage, most if not all employees have embraced and are diligently utilizing 

technology to make themselves and their work both more efficient and effective. This layer is 

where early digitalization had great impact, and we will be able to identify and analyze cascading 

effects from this layer all the way through the other layers 

 
2. New ways of thinking about technology 

Although the initial process of adapting to new digital tools was described as a somewhat 

cumbersome transition by the more experienced employees of Lambda, they now seem to have 

the common notion of technology as a facilitator in their work, making them more efficient in 

the accumulation of information, content production and content distributing. The younger 

informants described themselves as being natural inhabitants in a digitalized world, meaning 

that as they were used to the technology before they started working at Lambda, they never saw 

the use of technology as problematic but rather as a natural part of their work. 
An example of variation in cognitive process is seen in the way journalists in our study uses 

Twitter. Interviews show that they are encouraged to use Twitter in order to gather information 

and stay up to date on topics. However, they are not forced to use it, which provides a perfect 

arena for studying cognitive processes related to the use of this still relatively new technological 

practice. We see a wide variety in how much journalists accept or utilize this technology, 

implying a variation in how and what these individuals think of it. 
One thing which becomes obvious is that one cannot force cognitive change, e. g by trying to 

force a new policy or new practice on the employees. Rather, the more effective way is to simply 

plant the idea in the minds of employees, then simply nurture it and allow it to evolve into real 

change as enough accept and incorporate the concept into their daily work. 
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3. New organizational roles 

The most evident change in the organizational layer of Lambda could quite possibly be the 

emergence of a web development department after the digitalization caused online news to 

become an integral part of the company. This introduction of new technology has most certainly 

had a huge impact on the organizational layer, transforming professions which had remained 

basically the same for decades as well as creating new roles. 
We can now see new roles and practices in journalistic work, as they produce a different kind 

of content and gather material for it in new ways. New and innovative roles related to the web 

and social media have also emerged recently, showing that change on this layer is constantly 

occurring. 
In our study, our youngest informant mentions that she was trained in the practice of multi-

journalism, i. e producing for and publication in multiple medias, as part of her journalistic 

education. We identify a trend here, and deduce from it that multi-journalism will be the 

prominent type of expertise in future journalists. What this means is that a change is bound to 

come at some point in the future, when the role of the multi-journalist becomes the standard. 

 
4. On the verge of an identity change 

Our research indicates that this might be Lambda‟s present situation as the organization has 

undergone substantial alteration due to digitalization. This has occurred through such changes 

as digital distribution through the web site and digital services, the emergence of convergence 

journalists who use new digital channels in order to accumulate information and possible 

scoops, as well as the investment into their own social networking site and the blog platform. 

With these ventures, it could be argued that Lambda might be tipping over towards 

fundamentally changing the organizational identity, that it can no longer be seen as the 

traditional newspaper company that it once was, as it is now providing a plethora of services for 

their customers other then the printed newspaper.  

Still, we note a variation in how employees perceive the company identity. Though most if not 

all employees gives the notion of being positive towards technology and digitalization, many of 

them still seem negatively postured towards leaving the printed newspaper as it is their greatest 

revenue source and a medium for qualitative journalism. So even if there are currents of change 

moving within the company, the self concept is still mainly the one belonging to a company that 

publishes printed newspapers. 

 

5. The birth of a new company? 

Based on our interviews we have found that some employees of Lambda are concerned about 

the diminishing quality of news articles online, and that there are also those who see great 

possibilities in the new digital artifacts and services that have emerged and been incorporated 

into Lambda‟s news service. We have also learned that costs for distributing printed news are 

high as they have to be physically transported.  
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Much of our data points towards a great deal of enthusiasm and hope towards the Tablet PC. 

Informants express a great deal of excitement for what type of products which could emerge for 

this platform. This device also seems to be up-and-coming now, being relatively new on the 

market but gaining ground rapidly. 

Lambda are currently working on a Tablet PC-solution, but lack a clear goal and strategy as to 

what type of product to ultimately deliver. Their current strategy only covers the coming 

summer, as this is the time frame in which they will attempt to deliver an initial and simple 

solution with the purpose of providing readers with a way to read the paper at their 

summerhouse without forwarding their subscription there. 

We identify the Tablet PC platform becoming available to the organization as a result of 

device convergence between the Laptop PC and the Smartphone. What is interesting about this 

convergence is that it creates a device, the Tablet PC, which has attributes aptly suited for 

providing a great news experience for the customer or user. 

The attributes which we have identified, with their respective application areas, are; 

 

 Page-size screen to display both scanned physical papers and web pages and services 

 Metaphorical and intuitive feeling of flipping pages in a physical paper or scrolling on 

websites 

 Ability to display multiple media such as video and images in high resolution 

 User interactivity, even in the traditional paper 

 Unprecedented mobility to screen-size ratio 

 High mobility with WiFi, 3G and more storage than the average smartphone 

 

This in mind, we see great potential in a solution for Tablet PC:s. The challenge, as one of our 

informants mentioned, is to design a unique service. We agree strongly with this, as the market 

currently provides many solutions which simply are scanned versions of the newspaper. This 

type of practice would simply be to go back to the old ways of parallel publishing between two 

mediums. 

With all this in mind, we argue that the emergence of this new device, and the service which 

Lambda could provide through it, is a possibility for change through a new and extremely 

exciting type on convergence; between the physical newspaper and the online news service. 

Such a convergence could merge the paper edition with the online news portal, forming a new 

and combined product which could have the potential to revolutionize the market. We argue that 

as our informant mentioned, it has to be a unique and well-developed product rather than 

parallel publishing as the latter already exists on the market. 

The potential and possibilities of such a Tablet PC-solution are many and wide. Still, we see 

the possibility of even further impact of a successful Tablet PC-solution, on the most 

fundamental level of the organization; the identity. 

We argue for the possibility of the Tablet PC as the initiator of and conduit for a grand change 

in the identity layer of the organization, which we have previously identified as on the verge of 
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changing its identity. We believe that the union between the paper and the web, embodied in the 

Tablet PC, could also unite employees in a unanimous cognitive perception of the company 

identity, which is the final step towards ultimately changing the identity of an organization. 

6. Conclusions 

This thesis has addressed the following research question: How is the process of digitalization 

and digital convergence affecting newspapers in terms of production, distribution, journalistic 

quality and organizational characteristics? In order to answer this research question, we 

conducted a case study at a local newspaper company. Seven employees were interviewed in 

combination with our observations of the organization and its practices in general. 
The case study shows how Lambda has experienced digitalization and adapted to the new 

practices that it has brought with it, but it also shows how the company lingers to the traditional 

printed newspaper as a stable and trustworthy source of income and a medium for in-depth 

journalism. We have argued for the emergence of a new kind of journalism that seems to have 

entered the stage as online news articles have become short teasers that aim to lure readers into 

buying the printed newspaper. 
We have identified an emerging strive for control of what content is most likely to generate a 

high amount of clicks on the website. As the newspaper has become a digital service, data has 

been made available which enables the company to track visitor reading preferences. Through 

our case study we have found that this has severe implications on what kind of content is 

published and how it is written. Our case study has also shown how this phenomenon of click-

journalism has had negative effects on the design and layout of the newspaper website. 
This thesis further shows how digital convergence has allowed for the company to utilize new 

digital services and artifacts in distributing content in new ways as they have utilized social 

media services and smartphone applications as channels for spreading news content. As our 

interviews have shown, the channels go two ways, as some journalists at the company use them 

as way of gathering information for articles as well. 
All these previously mentioned factors have contributed to changes throughout the 

organization and its individuals, attributing it new properties and initiating further changes in 

the minds of employees. As a result of this change in cognition in the individuals of the company, 

we notice that the identity of the organization is next in line for a fundamental change. 
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7. Recommendation for further research 
The concepts of digitalization and digital convergence are new and upcoming in the field of IS 

research. Although quite frequently used in theoretical articles and reports or in highly technical 

studies, examples where these theories are used to explain and understand practical cases are 

hard to find. We therefore also consider this to be a contribution to this field of research as it 

shows how the concepts of digitalization and digital convergence could be utilized in studying a 

real organization, and how that study might be applied to a broader interrelated industry. 
Our vision is that this specific case as well as the approach we have used could translate into a 

broader sense, where it could be applied on a homogeneous group of medium-sized local 

newspapers in the same situation as our case object. Thereby, it could very well come to be a 

glimpse into the coming trends of digital newspaper companies on a much grander scale. 
 

For further research, we suggest adopting and utilizing the framework and general 

perspective which we have presented in continued cases of a related context. In addition to this, 

the framework can be applied on theoretical studies within the related fields, either as the main 

framework or as a theory on specific elements. 
We further hope to have provided the newspaper company, which stood as our object of 

study, with more insight into how digitalization and digital convergence have effected their 

company and the way they conduct their work. Our concrete examples of where they should turn 

their focus and what lies on the horizon could prove an important piece of information as they 

take on new challenges in their digital ventures. Perhaps this paper could serve as a basis for 

decision making and further research within the organization 
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It is not our place as scholars to speculate about the future. With this in mind, we would still 

like to thank you, the reader, and present you with this final speculative statement constructed to 

entice the mind and promote further pondering of the subject matter; 
Perhaps the change discussed is exactly what this uncertain bunch of early adopters needs in 

order to solve their identity crisis and emerge as the ones taking the first step into what could be 

the next era of the digital newspaper industry? 
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