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	ABSTRACT

	Social networks have influenced the way information is consumed, but also how journalism adapts to new audiences and new ways of accessing information.  To find out how these social applications are used by the media, a questionnaire was prepared from a gender perspective, taking into account the structural inequality between men and women journalists. This survey was applied to media professionals in the Basque Country, differentiating between age groups, with special emphasis on the centennial and millennial generations.  The four most used social networks in Spain in 2020 were analyzed, as well as other applications and multimedia resources. The results of the more than 500 surveys show that the use of social networks is fully established in newsrooms. We found no special generational biases in the use of the main social tools. Women journalists are the ones who mostly use social networks and the most used are Twitter, Facebook, and Instagram to the detriment of others such as Telegram, LinkedIn, or different audiovisual resources. Knowledge and trust are the main reasons for the primacy of some over others. We recommend the media to specify the strategy in social networks, train professionals, and get initiatives of multimedia and transmedia journalistic interest towards new social networks such as Tik Tok or Twitch.
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	RESUMEN

	Las redes sociales han influido en la forma de consumir la información, pero también en la forma en la que el periodismo se adapta a nuevos públicos y a nuevas maneras de acceder a esa información.  Para conocer cómo se utilizan estas aplicaciones sociales en los medios, se confeccionó un cuestionario, desde la perspectiva de género, teniendo en cuenta la desigualdad estructural entre hombres y mujeres periodistas. Este sondeo se aplicó a los profesionales de los medios de comunicación del País Vasco diferenciando entre grupos de edades, haciendo especial hincapié en las generaciones Centennials y Millennials.  Se analizaron las cuatro redes sociales más utilizadas en España en 2020 además de otras aplicaciones y recursos multimedia. Los resultados de las más de 500 encuestas nos muestran un panorama donde el uso de las redes sociales está plenamente asentado en las redacciones. No encontramos especiales sesgos generacionales en el uso de las principales herramientas sociales. Las mujeres periodistas son las que emplean mayoritariamente las redes sociales y las más utilizadas son Twitter, Facebook e Instagram en detrimento de otras como Telegram, Linkedin o diferentes recursos audiovisuales. El conocimiento y la confianza son las principales causas de la primacía de unas sobre otras. Recomendamos a los medios de comunicación especificar la estrategia en redes sociales, formar a los profesionales y conseguir iniciativas de interés periodístico multimedia y transmedia hacia nuevas redes sociales como Tik Tok o Twitch.
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		Introduction



	 

	More than twenty years have passed since, in 1998, the last study that analyzed the journalistic profession in Euskadi from the media was carried out. The results of that research yielded data where just over half of the surveyed professionals had an email at their job (54.2%) and 22.7% had it at home (Cantalapiedra et al., 2000)

	 

	In these years, there have been changes not only in the profession of journalism (Verón and Sabés, 2008; Domingo & Paterson, 2011; Hermida, 2013; López et al, 2017) but also in how the audience consumes information, which has developed new customs and has more means and different ways to receive it (Ortega et al, 2015; Jiménez et al., 2018; Crusafon et al., 2020).

	 

	All these modifications have meant that different generations of journalists have to coexist and share the uses of new apps and social tools (Crucianelli, 2013; Castañeda, 2019). Furthermore, a multitude of research works reveals the impact of social networks as media where citizen participation is essential to disseminate journalistic content about important events (Campos Freire, 2008; Mendiguren et al, 2011; Sintes, 2012; Pérez Soler, 2017; Benaissa, 2018; Landeta et al., 2020) and where new participants have appeared, such as bots and audiovisual and streaming projects that are increasingly sophisticated. The leap from the media themselves to social networks has modified some aspects of the journalistic profession and has led to the need to continually adapt content to the different formats required by new media and, likewise, has favored the creation of new professional figures in the field of communication (Fuentes, 2012; Rodríguez Fernández, 2012; Meso et al, 2015; Ortega, 2017).

	 

	In the study that was cited at the beginning of this research, there was talk of a "male, young, with a degree in Information Sciences..." journalist (Cantalapiedra et al, 2000: 337). However, besides the digitization of the profession, the incorporation of women into this career is another of the most relevant events that have occurred in recent years (Rivero et al., 2015). The proportion of women journalists in the media has significantly increased in recent times (Ufarte, 2007). Since 2002 in Spain, "the percentage of female managers in general information newspapers and public and private television has increased exponentially" (Rivas de Roca, 2020: 88). Despite these encouraging data, the structural difference that exists between men and women in society (Menéndez, 2017; Gallego, 2019), is also manifested in the newsrooms of the media outlets. The systematic discrimination of women journalists operates at various levels (De Miguel et al., 2017) and the existence of differences and a glass ceiling for women as they advance up the professional ladder continues to be one of the consolidated barriers in the profession that should be extinguished (De Miguel et al., 2019).

	 

	As a consequence of this new situation, the need arises to carry out a more current study that covers a much broader vision and with a necessary gender perspective (Menéndez, 2007), of journalistic work. It is about exploring how this new facet of communication, dominated by the use of social networks, the recommendations of information companies on their use, and the benefits or risks Basque journalists perceive using them, affect the professionals of the Basque Country and, more specifically, men and women, centennials and millennials, journalists.

	 

	
		State of the art



	 

	The latest edition of the "Study on the use of social networks in Spain" prepared by The Social Media, highlights that, in 2020, 98% of the Spanish population between 16 and 65 years old uses social networks. This means that 29 million people use some of the most popular social platforms such as Facebook, Twitter, Instagram, or the WhatsApp messaging network. This study places special emphasis on the use of various social networks according to gender. In this way, it is the female population that, by 51%, exceeds their general use. Instagram and Facebook are used mostly by women, 54%, while other networks such as Twitter or LinkedIn are mostly male, 64% and 53% respectively. Furthermore, it is highlighted that women participate and interact more in all the networks of which they are part and better tolerate advertising both on Facebook and on Instagram and Snapchat.

	 

	This widespread use of social apps leads to a change in media consumption (Cortés, 2016). Most of the direct visits to the website of the media in Spain come through these social networks and buying through these apps is increasingly a reality, after the launch of new stores on Facebook and Instagram, and other functions that are already developed for social networks such as TikTok, Twitch, and Pinterest.

	 

	These social tools have also revolutionized the way of practicing the profession and have led to changes in journalistic routines and in the creation and adaptation of new content to different formats with different characteristics (Rauchfleisch et al., 2017) and new content verification systems (Brandtzaeg et al., 2015). Another characteristic of these social spaces is speed, which has also brought dangers when preparing and sharing information (Bruno, 2011), and difficulties in delimiting the border between personal and professional identity (Caro, 2016; García Borrego et al., 2018).

	 

	Today, professional practice implies, above all, a reassessment of the essential principles of journalism, but also constant updating, training, and bringing up-to-date. Increasingly complex technical competencies are required (Tejedor and Cervi, 2017), which are essential for the development of this profession (Peñafiel, 2015). Furthermore, the ability to connect with the audience of the media outlet is also fundamental (Marta et al., 2020), and with an increasingly young public with whom it is necessary to know how to create communities of dialogue and understanding (Herrera and Requejo, 2015). All these new circumstances cannot be seen except as an opportunity for the deeper development of the aforementioned values (Sánchez de la Nieta, 2013, Fuente et al., 2017).

	 

	Herrero (2014) highlights as a turning point in the adaptation of the profession to this panorama, two key events such as the 11M and 15M social movements where social apps are consolidated and lead a new way of making and distributing information. The author points out the unclear communication strategies and the incipient state of the media orientations on their use by professionals.

	 

	Varona and Sánchez, for their part, also denounce journalists’ underuse of many social networks such as Tuenti or LinkedIn in favor of other more used ones such as Twitter or Facebook. They highlight the ignorance of professionals and point out the need for training so that all the potentialities of social apps can be used in newsrooms (Varona, Sánchez, 2016).

	 

	On the other hand, Wu (2019) segregates American journalists by age and analyzes the professional uses of the networks. However, the age difference as a determinant of the distinction does not stand out so much, but rather the types of social networks that some groups and others prefer to use. While young journalists use Twitter, older professionals use Facebook and middle-aged journalists use Twitter and Facebook interchangeably. Wu highlights the new generational frontier of the 50s instead of the 30s, confirming that there is not much difference between the use of networks by young and middle-aged journalists. Significantly, the true inequality is between the use of these apps by journalists over 50 and young ones.

	 

	This distinction of generational groups is interesting considering that the promotional change that occurred in this decade has notably contributed to the increase in this generational gap. A gap that is already beginning to emerge as digital inequality within connected audiences in the digital world itself (Yamamoto et al., 2017). This is the transition from the millennial generation to the centennial. Moreover, the feminization of university studies in Journalism (De Miguel et al., 2019) and the need to join the work world, make female centennial and digital natives journalists fresh out of the faculties, join the media and share management and uses of the information. These journalists will have to deal with some of the major problems of the profession such as structural inequality, online harassment, and discrimination, as revealed in the latest reports presented by both the Madrid Press Association and the Platform in Defense of Freedom of Information in 2020. Hence, the inclusion of the gender variable in this research is essential.

	 

	On the other hand, the different conceptions of the term lead to define the centennial generation, also called generation Z (Dimock, 2019), iGen and Digital Natives (Prensky, 2001), Post Millennials or Centennial (Fundeu, 2018), as people that have been born from 1991 (Jain et al., 2014), from 1994 (Ortega and Vilanova, 2016), from 1995 (McCrindle, 2014 and Bencsik et al, 2016), from 1996 or 1997 (Duffet, 2017).

	 

	For the present study, the meaning of centennials will be taken as the one offered by McCrindle (2014) and Bencsik et al. (2016), and centennial journalists will be considered to be those born from 1995 to 2009. These are recently graduated young people who join the newsrooms of media outlets and who will have to share tasks and knowledge with journalists already established in their jobs, as are millennials.

	 

	This generation Z groups together people who were born with the development of the World Wide Web, with smartphones and tablets in their hands, and with massive use of social networks as a hallmark. In this way, they have more and more opportunities to participate in a multitude of cultural and social projects and to express their creativity. These great prospects also pose a challenge for this generation, who must know how to balance their real and "cybernetic" lives, as well as deal with the risk of technological addiction and other dangers related to privacy, harassment, and cybercrime (Ortega and Villanova, 2016).

	  

	The consideration of millennials also fluctuates from people born after 1977 (Kim et al., 2009), since 1980 (Bencsik et al., 2016), and even after 1981 and 1982 (Pendergast, 2010). For this study, millennials will be considered professionals born between 1977 and 1994.

	 

	This generation, for its part, has grown in parallel with the emergence of the internet and social networks. They browse fluently and use digital audio and video players daily; they use the digital images that they manipulate and send; and they also use their computers to create videos, multimedia presentations, music, and blogs (García, Portillo, and Benito, 2008). These people need to share their experiences and actively interact on social networks. However, this generation is very heterogeneous and there are more current millennials who even get to be confused with those of the centennial generations (Marín and Simancas, 2019).

	 

	
		Objective and hypotheses



	 

	This research is composed of 7 general variables that give us a global vision of journalistic activity in the Basque Country: perception of the practice of journalism, journalistic practices, changes in the profession and work organization, the relationship of the media and their audiences, use of social networks, the impact of social networks at work, and gender in the journalism profession.

	 

	We present the results of the surveys on the variables specifically related to the use of social networks and their impact on journalistic work. The main objective of this research is to analyze the use made by different generations of Basque journalists, generation Z and millennials, of the main communication tools and social networks in the exercise of their profession.

	 

	It will be analyzed whether there are differences in the criteria and use of these social platforms in consecutive generations of journalists working in different media. Likewise, it will be studied whether there are gender differences in the use of these media by information professionals.

	 

	It is based on the following descriptive hypotheses:

	H1. The difference between the centennial and the millennial generation is reflected in the use of social networks in the Basque media newsrooms. The use of tools such as Facebook or Twitter is associated with professionals of the millennial generation, while younger profiles of journalists are associated with platforms such as Instagram or YouTube.

	H2. Although the use of social networks by both men and women journalists is widespread, there are still gender differences in their use and in their conception of the benefits and risks they entail.

	H3. There is underuse of social networks as sources of information, which means that there is still mistrust and/or ignorance on the part of professionals about their use.

	 

	
		Methodology



	 

	To carry out this study, the survey was used as a research technique (De Rada, 2012). A questionnaire is a tool that allows asking a set of questions to collect structured information about a given sample, using the quantitative and aggregate treatment of the responses to be able to describe the population to which they belong and to statistically contrast relationships between measures of interest (Meneses, 2016). A CAWI (Computer Assisted Web Interview) questionnaire was prepared, consisting of 26 closed and anonymous questions that analyzed topics such as the use of social networks in the profession or changes in work organization, among others. The questions were mostly single-response multiple-choice, while 12 items were multiple-choice (Likert scale from 0 to 5 points). Likewise, for the preparation of the sample, we had the collaboration of the Euskal Kazetarien Elkartea/Basque Association of Journalists and the Kazetarien Euskal Elkargoa/Basque College of Journalists. The aim was to achieve a sufficiently representative pattern of 500 journalists who worked in the media, with a balance in terms of gender (50% men and women), historical territories (Araba, Bizkaia, and Gipuzkoa), and media outlets, trying that there were workers from the largest possible number of media outlets (press, radio, and television). 

	 

	According to the Basque Institute of Statistics, Eustat, in 2020, the people employed in the Autonomous Community of the Basque Country in the Information and Communication sector were 22,564. However, it must be taken into account that this sector also includes professionals that are not strictly media workers. The survey carried out for our study, consisting of 500 interviews, would give a margin of error of 4% with a trust level of the analysis of 95%, so we consider it sufficiently representative for the analysis.

	 

	To obtain the tracking list, we began with the Basque Government's Open Communication Guide, which includes the list of the persons responsible for the main areas of communication in the Basque media. Subsequently, and using the "snowball" technique, the list was completed. To conclude the study, the profiles of the professionals who appeared on the social networks of each media outlet were taken into account.

	 

	The fieldwork was carried out between April 12th and May 24th, 2020, and, in total, 522 journalists working in the Basque Country participated. The anonymous questionnaire questions were given by the research team, but they were delegated to the CPS Estudios de Mercado y Opinión company, which carried out the surveys with various methodologies, such as the self-administered through an online link, although they were also carried out by phone if the person to be surveyed preferred it. A Pretest was carried out to be able to analyze the reception of all the participants in the study. In all cases, it was notified that the information obtained was going to be used exclusively for research and not for commercial purposes. In this case, there was no ethics committee to validate the procedure. 

	 

	The work that was carried out was from the creation of a database with journalist contacts, a questionnaire scheduling in CPS' own online respondent platform, contact and information collection, creation of results database, recording, validation, and writing of field reports.

	 

	Four age parameters were established for analysis. Centennial journalists have been considered to be people born between 1995 and 2009; millennials those born between 1977 and 1994; Generation X (born between 1965 and 1980); and baby boomers (journalists over 60 years old). In this research, only the comparative results of centennials and millennials are shown. To check the validity of the convergent-type construct of this study, the correlations between several variables were analyzed.

	 

	The results that we present below collect the five specific variables of the analysis on the use of social networks, such as: the use of the main messaging tools and apps to practice journalism, the social networks used in daily work, audiovisual resources and blogs used, benefits in the use of social networks in journalism, and risks and threats derived from the use of these social platforms. 

	 

	
		Results



	 

	
	5.1.  Messaging tools and applications for journalism



	 

	Practically all Basque journalists, both centennials and millennials, almost always or quite a few times use the telephone (98.44% and 97.4%) and email (96.16% and 98%), becoming the most widely used tools in the newsrooms of the media outlets and, in the case of the latter, it is a channel that is gaining importance in daily life (Newman, 2020).

	 

	Another app that makes it possible to dynamize information quickly and with quality, and that constitutes a work tool and an unavoidable mechanism for interaction with users, is WhatsApp (Giraldo and Cardona, 2018), which also makes it possible to establish direct contacts with audiences (Palomino-González, 2019). As can be seen in chart 1, there are no major differences between the use of messaging tools such as WhatsApp by these age targets, since in both cases it is also possible to speak of a generalized use in 94.61% in the case of centennials and 91%, in the case of millennials.

	 

	Despite having technical advantages (Martín Granados, 2016) and innumerable options (Thorsen and Jackson, 2018), and ensuring privacy in their messages, through secret chats, encrypted messages, and personalized channels for the user, the use of Telegram by professionals is a minority. It aspires to be one of the preferred apps of the media due to its usefulness and to establish new journalistic production and dissemination practices (Sánchez and Martos, 2020). However, the centennial generation uses it in 11% of the cases (almost always or quite a few times), increasing its use to 23% in the age group between 27 and 44 years old. 

	

	 

	Chart 1- Messaging tools and apps for journalism

	Source: Self-made

	 

	While there are no significant differences disaggregated by gender in the use of the telephone, email, or WhatsApp (table 1), Telegram is predominantly female among centennials and male among the millennial generation, being used both occasionally and frequently in 44% of the cases.

	 

	Table 1. Use of the telephone, email, and messaging apps disaggregated by gender

	 

	
		
				 

				Centennials

				Millennials

		

		
				Never

				Occasionally

				Almost always/Quite often

				Never

				Occasionally

				Almost always/Quite often

		

		
				M

				W

				M

				W

				M

				W

				M

				W

				M

				W

				M

				W

		

		
				Telephone

				-

				-

				-

				3,13%

				100%

				96,88%

				1,03%

				-

				3,09%

				-

				94,85%

				100%

		

		
				Email

				-

				-

				4,55%

				3,13%

				95,45%

				96,88%

				-

				-

				2,06%

				-

				95,87%

				100%

		

		
				Whatsapp

				 

				 

				4,55%

				6,25%

				95,46%

				93,76%

				4,12%

				1,28%

				5,15%

				6,41%

				89,69%

				92,3%

		

		
				Telegram

				72,73%

				68,75%

				20,45%

				15,63%

				6,82%

				15,63%

				55,67%

				64,47%

				17,53%

				15,79%

				26,8%

				19,74%

		

	

	 

	 

	 

	
	.2  Social media used in daily work



	 

	This section contains the main opinions on the use of the four most used social networks for the exercise of the journalistic profession: Facebook, Twitter, Instagram, and LinkedIn, although some authors include YouTube among them (Benaissa, 2018).

	 

	We included in the study Facebook as a social network, Twitter as a microblogging network and service, and Instagram as a visual app par excellence with a predominance of images and videos. We also analyze LinkedIn as a social network based on networking strategies to work the network of contacts and generate notoriety (Alastruey, 2011).

	 

	LinkedIn is the first social network, of those analyzed, to appear on the digital scene in 2002, followed by Facebook in 2004, Twitter in 2005, and Instagram in 2010. All of them are fully installed in the media of the Basque Country (García and Marta-Lazo, 2017).

	 

	The questionnaire included questions about the main reasons for using these platforms and the difference between their personal and professional use. They also asked whether there is any kind of recommendation from the media about their use.

	 

	Even though there may be pressure from journalistic companies for their staff to extend their influence to the internet (Bossio and Sacco, 2017), 48% of journalists acknowledge that there is no type of demand from the news company about the use of social networks. Thus, 77% of professionals acknowledge that they make both personal and professional use of their profiles. Only 19% use them professionally and 10% of them personally. Although the use of social networks enables communication professionals to achieve recognition, reputation, and remuneration (Marauri et al., 2018), collisions between the interest in having and growing a personal profile and the possible damages that may be caused to the information company have not been appreciated among the surveyed journalists (Hanusch, 2018).

	 

	98% of the participants recognize that they do not make daily use of their social networks and the priority uses professionally speaking range from: getting ideas for new topics (64%), pressing opinions (44%), answering questions to users (31 %), correct errors (26%), and share additional information or background information (25%).

	 

	Several studies highlight the use of Twitter as a fundamental tool for journalism (Rodríguez and García, 2013; López Meri, 2015; Hernández-Fuentes and Monnier, 2020; Peña et al., 2021). As can be seen in chart 2, in this research the microblogging network also stands out as the most used social network, almost always or quite often, by the centennial generation (92.76%) to a greater extent than by millennials (82.65%). Its use also differs from a gender perspective (table 2) since it is used mostly by young women (96.88%) compared to 88.65% by men. Among millennials, there is not much gender difference in its use.

	 

	Facebook, with its greatest potential as a source of consultation and as a channel to reach an audience located in an orbit far removed from the paper edition or even the web (García de Torres et al., 2015), is a network used in 31.25% of the cases, being women journalists the ones who make more extensive use of it, especially in the millennial generation. Female journalists under 30 years of age use Facebook almost always or quite often in 37.51%, while male journalists use it in 25% of cases. However, the occasional use of it increases among men and decreases among female journalists.

	 

	

	 

	Chart 2. Most used social networks in journalism

	Source: Self-made

	 

	Instagram, a network that grows in its journalistic use (Rojas and Panal, 2017), also raises differences in its generational use, being centennial professionals those who use it to a lesser extent (31.25%) while millennials increase its use reaching 40%. Although the widespread use of this network by women, both centennials and millennials, is greater than the use made by men (41% and 33%), the fact that 40% of women, both centennials and millennials, never use Instagram in their journalistic assignment also stands out.

	 

	Lastly, LinkedIn becomes a relegated network for the exercise of journalism, where its use is restricted to 13.5% in the case of centennials who use it almost always or quite often, and to 11.6% in the case of millennials, with no major gender biases in its analysis. As a justification for this underuse is the belief that it is a tool exclusively for job search. There is also a great lack of knowledge of this support and of all its particularities that can be used for the profession (creation of discussion groups, applications, contacts...)

	 

	In general, the surveyed people use social media, but without knowing in-depth its specificities related to the profession. Its use is very superficial, more related to its personal use, and there is no clear awareness of the need to delve into these tools. 

	 

	According to the annual Digital News Report dossier presented by the Universidad de Navarra and the report "Top Digital Trends 2021" presented by the Advertising, Marketing, and Digital Communication Association in Spain, (IAB Spain, 2021) there are other "niche" platforms, such as Tik Tok and Twitch, which have become the absolute protagonists of youth consumption and will continue to grow to become key for journalism and advertising professionals.

	 

	In fact, the influence of a network like Tik Tok is increasingly important and it seems clear that journalism professionals will have to adapt to the logic of this platform (with its speed and virality) if they want to target a young target of the population that consumes media in different ways (Vazquez-Herrero et al., 2020).

	 

	For its part, the adaptation of the content and new formats to streaming platforms such as Twitch leads to reformulate how the profession is practiced. The feeling of enjoyment on the part of media users when using Twitch (Wulf et al., 2020) is viewed with envy by journalists who are forced to adapt content and formats to this new consumer audience.

	 

	The survey of this research also asked about the use of these new platforms and, although 65% of centennials and 28% of millennials have acknowledged having profiles on social networks such as Tik Tok or Twitch, none of the surveyed people makes use of them in the exercise of journalism.

	 

	Table 2. Use of social networks in journalism disaggregated by gender

	 

	
		
				 

				Centennials

				Millennials

		

		
				Never

				Occasionally

				Almost always/Quite often

				Never

				Occasionally

				Almost always/Quite often

		

		
				M

				W

				M

				W

				M

				W

				M

				W

				M

				W

				M

				W

		

		
				Twitter

				2,27%

				-

				9,09%

				3,38%

				88,64%

				96,88%

				3,09%

				5,13%

				11,34%

				14,10%

				84,54%

				80,76%

		

		
				Facebook

				31,82%

				34,38%

				43,18%

				28,13%

				25%

				37,51%

				17,53%

				17,95%

				29,90%

				30,77%

				50,52%

				51,29%

		

		
				Instagram

				25%

				40,63%

				45,45%

				21,88%

				29,54%

				37,5%

				38,14%

				41,03%

				23,71%

				14,10%

				36,08%

				44,87%

		

		
				LinkedIn

				61,36%

				53,13%

				27,27%

				31,25%

				11,37%

				15,63%

				58,76%

				57,14%

				29,90%

				29,87%

				10,31%

				12,98%

		

	

	 

	 

	 

	
	5.3. Audiovisual resources and blogs



	 

	Taking into account that many of the surveyed media professionals work in audiovisual or digital media, the use of resources such as images, videos, or blogs as reference elements is widespread. The media have abandoned their direct relationship with the audience (Noguera Vivo, 2016) to, among other issues, start designing content for other channels such as YouTube (Peer and Ksiazek, 2010) and promote the expansion of the journalist with a channel on that platform (Lorenz, 2018), in a desire to seek to connect and retain a young audience, the most present in this network (Bernal and Carvajal, 2020). In fact, for Spanish media publishers, YouTube is the second social network that has had the most impact on their activities and that can add more value to their businesses in the future (Campos Freire et al., 2016). 

	 

	

	 

	Chart 3. Use of audiovisual resources and blogs

	Source: Self-made

	 

	Despite this, the use of image repositories such as Flickr or Google Images for journalistic work by both Centennials and Millennials is very residual, not reaching 10% in any case. Something similar happens with YouTube. Although videos have become a priority for the media and social platforms such as Facebook, in Spain, few journalists take the initiative to take an active role in the main audiovisual broadcasting platform (Blanco and Palomo, 2019).

	 

	In the use of video hosting platforms such as YouTube or Vimeo, there are also no major differences between the use by Centennials (53.95%) or Millennials (55.36%). Male professionals under 30 years of age use these audiovisual platforms more than their female peers, who in 34% of cases never use these resources.

	 

	Although blogs are one of the most used resources for the creation of a personal brand and an online reputation (Singer, 2015; Marauri et al., 2018), the consultation of blogs by Basque professionals is not widespread either. Its use is restricted to 27.84% of the cases in Centennials and 28.26% in the case of Millennials. The greater use by women journalists stands out, who, almost always or quite often, use these resources more, both in the case of Centennials (37.5 compared to 18% of men) and Millennials, (44.8% compared to 11.65% of men).

	 


Table 3. Use of audiovisual resources and blogs disaggregated by gender

	 

	
		
				 

				Centennials

				Millennials

		

		
				Never

				Occasionally

				Almost always/Quite often

				Never

				Occasionally

				Almost always/Quite often

		

		
				M

				W

				M

				W

				M

				W

				M

				W

				M

				W

				M

				W

		

		
				Image repositories

				84,09%

				84,38%

				6,82%

				6,25%

				9,1%

				9,38%

				67,01%

				66,30%

				26,80%

				24,10%

				5,15%

				10.39%

		

		
				Video platforms

				13,64%

				34,38%

				31,82%

				28,13%

				44,54%

				37,51%

				16,49%

				15,38%

				27,84%

				30,77%

				55,67%

				53,84%

		

		
				Blogs

				31,82%

				40,63%

				50%

				21,88%

				18,18%

				37,5%

				43.93%

				18,64%

				43,36%

				38,72%

				11,65%

				44,87%

		

	

	 

	 

	 

	
	5.4. Benefits of using social media in journalism



	 

	The questionnaire has raised the benefits that the use of social media can have in the journalistic task. Five premises are considered, such as: finding new stories; promote the information; report faster; improve the relationship with the audience; and increase credibility.

	 

	Both Centennials and Millennials are 80% strongly or fairly in agreement that social platforms help find new stories, promote the information that is published, and distribute it more quickly. Both age targets also share the opinion that the relationship with the audience is improved with the use of these tools, in 70% the Centennials (strongly/fairly in agreement), and in 73% the millennial generation (strongly/fairly in agreement).

	 

	However, it is a low percentage (30% strongly/fairly in agreement) of both Centennials and Millennials who agree that the use of social media helps increase journalists’ credibility. In any case, the Centennials are the ones who have most emphatically supported these claims. In the case of Millennial female journalists, they are the ones who most support all these claims.

	 

	 


Table 4. Benefits of the use of social networks according to journalists disaggregated by gender

	 

	
		
				 

				Centennials

				Millennials

		

		
				Never

				Occasionally

				Almost always/Quite often

				Never

				Occasionally

				Almost always/Quite often

		

		
				M

				W

				M

				W

				M

				W

				M

				W

				M

				W

				M

				W

		

		
				Promote information

				2,27%

				6,45%

				11,36%

				9,68%

				79,55%

				74,19%

				2,1%

				6,76%

				42,11%

				12,16%

				29,47%

				79,73%

		

		
				Improve the relationship with the audience

				2,27%

				9,68%

				18,18%

				12,90%

				77,27%

				61,29%

				4,21%

				4,05%

				20%

				18,92%

				55,67%

				74,33%

		

		
				Increase journalists credibility

				15,91%

				35,48%

				38,64%

				12,90%

				31,82%

				29,03%

				21,05%

				28,38%

				32,11%

				29,73%

				29,47%

				29,73%

		

		
				Find new stories

				-

				-

				13,64%

				22,58%

				86,36%

				77,42%

				2,11%

				2,70%

				29,47%

				10,81%

				67,37%

				86,48%

		

		
				Report faster

				2,27%

				3,23%

				9,09%

				9,68%

				88,64%

				83,87%

				4,21%

				6,76%

				11,58%

				9,46%

				82,1%

				81,08%

		

	

	 

	 

	 

	
	5.5. Risks and threats of the use of social networks in journalism



	 

	When surveying the possible risks or threats posed by the use of social networks in the journalistic task (Fajardo, 2018), the four most widespread premises in the social imaginary about the journalistic profession have been considered: they represent the end of the traditional values of journalism (Enguix, 2019), threaten its quality (Yepes, 2021; Monpart et al., 2015), expose the journalist more to the public (Suárez and Álvarez, 2016), and sacrifice precision for speed (Martín Algarra et al., 2010).

	 

	Regarding the risk of loss of journalism values with the arrival of social apps, Centennials and Millennials agree with this statement by 39% (strongly or fairly agree), and Millennials by 40.89% (strongly or fairly agree). Both Centennial and Millennial female journalists are the ones who almost always or quite often agree with this premise (42% and 46% respectively). This contradicts research such as that of De Miguel (2019), where it is emphasized that women journalists do not perceive as much as men the qualitative and deontological decline of current journalism.

	 

	The premise that social networks are a threat to journalism is shared in similar percentages by both Centennials (58% strongly or fairly agree) and Millennials (59.65% strongly or fairly agree). However, it is women who are almost always or quite often in agreement with this threat.

	 

	The fact of seeing the professional more exposed to the public with the use of social networks is corroborated by both Centennials (64.73%, strongly or fairly agree) and Millennials (60.62%, strongly or fairly agree)

	 

	80% of both Centennials and Millennials strongly or fairly agree with the idea that with the use of social platforms, journalistic precision has been sacrificed for speed when publishing content. 

	 

	 


Table 5. Risks and threats of the use of social networks disaggregated by gender

	 

	
		
				 

				Centennials

				Millennials

		

		
				Never

				Occasionally

				Almost always/Quite often

				Never

				Occasionally

				Almost always/Quite often

		

		
				M

				W

				M

				W

				M

				W

				M

				W

				M

				W

				M

				W

		

		
				Ending traditional values of journalism

				36,36%

				37,48%

				27,27%

				20,35%

				36,54%

				41,94%

				29,47%

				22,97%

				31,58%

				28,38%

				35,78%

				45,94%

		

		
				Threats quality of journalism

				13,64%

				12,90%

				29,55%

				25,82%

				54,55%

				61,29%

				17,89%

				9,46%

				25,26%

				21,62%

				53,68%

				67,57%

		

		
				The journalist is more exposed to the public

				9,09%

				16,13%

				20,45%

				22,58%

				68,18%

				61,29%

				11,58%

				8,11%

				20%

				22,97%

				65,26%

				67,57%

		

		
				Sacrifice precision for speed

				2,27%

				6,45%

				13,64%

				19,35%

				81,82%

				74,2%

				4,21%

				4%

				17,89%

				14,86%

				75,79%

				82,43%

		

	

	 

	 

	 

	The opinion that these social apps will never end the traditional values of journalism is shared by 55% of Centennials, while, to a lesser extent, 41% of Millennials think the same.

	 

	In general, it is female journalists, both Centennials and Millennials, who consider social networks as a threat to the quality of journalism (67.43%) and as destroyers of its traditional values (44%) to a greater extent (almost always or quite often).

	 

	According to the study "Women Journalists in Spain 2020" by the Platform in Defense of Freedom of Expression, women journalists suffer more aggressively from online harassment and are humiliated both professionally and personally. They have to take protection measures by silencing or blocking users, which can justify the rejection of these platforms to carry out their work with quality and freedom.

	 

	
		Discussion and conclusions



	 

	The main objective of this research was to analyze the use made by different generations of Basque journalists, generation Z and Millennials, of the main communication tools and social networks in the exercise of their profession.

	 

	We conclude by noting that no major differences have been found in the use of these social apps by journalists of two generations such as Centennials and Millennials. Wu (2019) also reaches similar findings among American journalists. In general, the results indicate that the use of digital profiles is very widespread among the newsrooms of the media in the Basque Country. The use of more current networks cannot be associated with Centennial generations or pioneering social apps, such as Facebook, with Millennial generations because both make use of these tools. There seems to be no generational bias in the use of social networks associated with them. Facebook and Instagram are used mostly by Millennial journalists, while Twitter is used by Centennial journalists. Both in some cases and others, their tastes or journalistic interests are prioritized, and not generational interests. For all this, we cannot confirm our initial hypothesis. 

	 

	Another objective was to research whether there are differences in the criteria and use of these social platforms in consecutive generations of journalists working in different media. We have seen that men and women continue to use the classic tools to practice the profession such as the telephone, email, and, lately, the WhatsApp messaging app, recognized by many authors as a tool for journalistic use (Reid, 2016). The use of email is the majority among both the centennial generation, 96%, and millennials, 98%. In the handling of WhatsApp, there is some difference, its use prevailing among Centennials, 95%, more than among Millennials, 90%. However, Telegram or LinkedIn are two of the least used resources by professionals, their ignorance being the justification for their underuse. It would be necessary, on the part of the media, a clear networks strategy where the journalist contributes a true value to the information with a clear command of narrative languages and professional verification routines (Sánchez de la Nieta and Fuente, 2020).

	 

	The intention of this study was also to analyze whether there are gender differences in the use of these media by information professionals. These lines lead us to confirm our second hypothesis because there are clear gender differences in the use of social networks. Twitter, followed by Facebook or Instagram are the ones that predominate in newsrooms and are used mostly by women, both Centennials and Millennials. Twitter predominates among Centennial female journalists, Facebook among female Millennials, and Instagram among both Centennial and Millennial female journalists. Also, in the use of audiovisual and image banks, there are differences in use according to gender, with the use of these resources by male media professionals predominant. However, the consultation of blogs as a source of information is mainly carried out by female journalists.

	 

	The fact that women lead the use of these social systems does not by itself justify the end of invisibility, the use of non-sexist language, the incorporation of women as a source of information and protagonism, the inclusion of traditionally invisible topics, the detection of sexist images or content, attention to social problems that exist based on gender, and the exclusion of topics that perpetuate gender stereotypes. It will depend on the degree of commitment of these women journalists, men journalists, and the media to end inequalities. 

	 

	Female journalists are also the ones who see their profession most threatened by the presence of these social networks. Both female professionals of one generation and the other, see the traditional values of journalism challenged and believe that social networks do not favor the credibility and reputation of the journalistic profession. The gender gap is important in that aspect where female journalists are more exposed in networks and their content is more trivialized and questioned, as evidenced by the study carried out by the Closingap association in 2019 on the disparity of uses in these social media. Multiple research works also warn of harassment and misogyny suffered by women journalists on social networks (Mantilla, 2013; Rego, 2018; Albenga and Biscarrat, 2021).

	 

	The third hypothesis was formulated around the underuse of these elements due to mistrust or ignorance and both scenarios are confirmed. It has been proven that the networks help them, mainly, to be aware of the breaking news and keep track of what the rest of the media are telling. Most also use social networks to find ideas and approaches that are different and related to the issues they are working on. These results indicate that journalists use these tools especially to collect information and not so much as a journalistic source (Varona, Sánchez, 2016), to interview sources, or verify the information.

	 

	There are social tools that are underused due to ignorance such as LinkedIn, Telegram, or specific audiovisual platforms. Also, we have noticed little training in certain specific particularities within the social networks related to journalism (lists on Twitter, advanced searches, statistics in networks...) that would allow greater dominance and less suspicion in the exercise of the profession. It would be advisable to give highly specialized seminars aimed specifically at the journalistic use of these tools.

	 

	Social networks have changed the practice of journalism, and most of the people who work in the Basque Country believe that they have had a positive impact on their information work. Most highlight aspects such as that they have allowed them to better connect with their audiences, better promote their work, and be faster in telling stories. Despite this, the study also detects that there are informants who still consider social networks as a threat and clearly distrust them. In fact, one of the most common concerns is related to speed and that is that social networks lead them to sacrifice precision for speed. The fact that journalists make both personal and professional use of social networks may be related to this aspect. The loss of credibility is another concern that leads to distrust of these tools even though they have been established in the newsrooms of media outlets for a long time and are one more instrument of their daily work.

	 

	It is important to work on these deficiencies since youth strive to find news from reliable sources and based on objective facts (Alberto, 2018), and according to the 2017 World Economic Forum report, they are careful with the information they share on the Internet and try to spread reliable information and stop the increasing spread of so-called fake news.

	 

	It remains to be seen if the journalistic interests and of the professionals themselves are adapted and how to the new narratives of social networks such as Tik Tok (Alonso-López et. Al, 2021) or Twitch (Gutierrez Lozano and Cuartero, 2020), where there is a younger audience with other types of concerns. We have already pointed out in this study that 65% of the centennial generation and 28% of the millennial generation surveyed have acknowledged having profiles on these two new platforms. However, none of them make professional use of them and the content of the Basque media will have to be channeled and managed to these new apps. It also remains to be seen how the media fights against the high level of misinformation that exists in these types of new social resources.

	 

	
		Bibliography



	 

	Alastruey, R. (2011). El networking. Barcelona, UOC

	 

	Albenga, V. y Biscarrat, L. (2021). Aproximaciones feministas de la misoginia en redes sociales: una perspectiva francesa. Investigaciones feministas 12(1), pp. 57-66. https://doi.org/10.5209/infe.69088

	 

	Alberto Notario, C. (2018). La generación del Milenio y su papel en el futuro de la inteligencia y la seguridad. En Nota de Futuro 1/2018. http://intranet.bibliotecasgc.bage.es/intranet-tmpl/prog/ local_repository/documents/documents/20576_21824.pdf

	 

	Alonso, López, N.; Sidorenko, Bautista, P. y  Giacomelli, F. (2021). Beyond challenges and viral dance moves: TikTok as a vehicle for disinformation and fact-checking in Spain, Portugal, Brazil, and the USA. Anàlisi: Quaderns de Comunicació i Cultura, 64, 65-84. https://doi.org/10.5565/rev/analisi.3411

	 

	Benaissa Pedriza, S. (2018). Las redes sociales como fuente de información periodística en la prensa digital española (El País, El Mundo, La Vanguardia y ABC). index.comunicación, 8(3), 13-42

	 

	Bencsik, A., Horváth-Csikós, G., y Juhász, T. (2016). Y and Z Generations at workplaces. Journal of Competitiveness, 8(3), 90–106

	 

	Bernal, L., y Carvajal, M. (2020). Presencia, formatos y estrategia de producción de vídeos en YouTube: análisis de caso del diario 'El País'. Estudios sobre el Mensaje Periodístico, 26(1), 25-35.       https://doi.org/10.5209/esmp.67283

	 

	Blanco, S., y Palomo, B. (2019). Desencuentro de los periodistas con Youtube. El profesional de la información, 28(4). https://doi.org/10.3145/epi.2019.jul.11

	 

	Bossio, Diana and Sacco, Vittoria (2017). From ‘selfies’ to breaking tweets. Journalism practice, v. 11, n. 5, pp. 527-543. https://doi.org/10.1080/17512786.2016.117531

	 

	Brandtzaeg, P. B., Lüders, M., Spangenberg, J., Rath-Wiggins, L. and Følstad, A. (2015). Emerging journalistic verification practices concerning social media. Journalism Practice, 10(3), 323–342. https://doi.org/10.1080/17512786.2015.1020331

	 

	Bruno, N. (2011). Tweet First, Verify Later? How Real-Time Information Is Changing the Coverage of Worldwide Crisis Events. Oxford: Reuters Institute for the Study of Journalism

	 

	Campos Freire, F. (2008) Las redes sociales trastocan los modelos de los medios de comunicación tradicionales. Revista Latina de Comunicación Social, 63, 277-286. 10.4185/RLCS-63-2008-767-287-293

	 

	Campos Freire, F., Rúas-Araujo, J., López, X., y Martínez Fernández, V.A. (2016). Impacto de las redes sociales en el periodismo. El Profesional de la Información, 25(3), 449-457. https://doi.org/10.3145/epi.2016.may.15

	 

	Cantalapiedra, González, M. J.; Coca, García, C. y Bezunartea, Valencia, O. (2000). La situación profesional y laboral de los periodistas vascos. ZER: Revista de Estudios de Comunicación, 5(9). https://www.ehu.eus/ojs/index.php/Zer/article/view/17441

	 

	Caro Castaño, L. (2016) El discurso de la autopromoción y la autenticidad en las redes sociales: la marca personal y la microcelebridad en Área Abierta. Revista de comunicación audiovisual publicitaria 17 (3), 395-411. http://dx.doi.org/10.5209/ARAB.52438

	 

	Castañeda, M. C. (2019). La capacitación en el uso de las herramientas digitales en la práctica periodística. Sintaxis, (2), 47-60

	 

	Closingap (2019). Brecha digital de género. Informe 2019. https://closingap.com/actividad/brecha-digital/

	 

	Cortés, Campos, R. (2016). Consumo de medios noticiosos en redes sociales virtuales (RSV) entre estudiantes universitarios. Razón Y Palabra, 20(2_93), 483-496 https://www.revistarazonypalabra.org/index.php/ryp/article/view/31

	 

	Crucianelli, S. (2013). Herramientas digitales para periodistas. University of Texas. Knight Center for Journalism in the Americas.

	 

	Crusafon, C., Saavedra, C. G. y Murciano, M. (2020). Las redes sociales y las aplicaciones móviles en las estrategias de transformación digital de los medios de servicio público europeos.              Comunicació: Revista de Recerca i d’Anàlisi, 37(2), 33-54. https://doi.org/10.2436/20.3008.01.195

	 

	De Miguel, Pascual, Hanitzch, T., Parratt, S. (2017). Mujeres periodistas en España: análisis de las características sociodemográficas y de la brecha de género. El Profesional de la Información, 26, pp 497-506

	 

	De Miguel, Pascual, S Parratt, Fernández, Berganza and Conde, R. (2019). The perception of women journalists about their job. The gender variable in professional culture. Revista Latina de Comunicación Social, 74, pp. 1818 a 1833. http://www.revistalatinacs.org/074paper/1318/01en.html

	 

	De Rada, V. D. (2012). Ventajas e inconvenientes de la encuesta por Internet. Papers: revista de sociologia, 97(1), 193-223 http://dx.doi.org/10.5565/rev/papers/v97n1.71

	 

	Dimock, M. (2019). Defining generations: Where Millennials end and Generation Z begins. Pew Research Center. PRC. https://www.pewresearch.org/fact-tank/2019/01/17/where-millennials-end-and-generation-z-begins/

	 

	Domingo, D., and  Paterson, C.A. (Eds.) (2011). Making Online News: Newsroom Ethnographies in the Second Decade of Internet Journalism. New York: Peter Lang.

	 

	Duffett, R. G. (2017). Influence of social media marketing communications on young consumers' attitudes. Young Consumers, 18(1), 19–39. Duffett, R. G., & Wakeham Dr, M. (2016). Social media marketing communications effect

	 

	Enguix, S. (2019). Diez años de redes sociales y periodismo: riesgos y retos en el ecosistema informativo del s. XXI. Revista Dígitos, (5), 164-183

	 

	Fajardo Pascagaza, E. (2018). Las redes sociales como herramienta de apoyo a la labor periodística, Sphera Publica, 1 (18), 104-119

	 

	Foro Económico Mundial. (2017). Global Shapers Annual Survey 2017. Sharpers Survey 2017: http://www.shaperssurvey2017.org 

	 

	Fuente, C., Sánchez de la Nieta, M., Monfort, A. (2017). Independencia de los medios informativos, independencia de los periodistas, independencia de las redacciones. En BOIX PALOP, Andrés; MARTÍNEZ OTERO, Juan María and MONTIEL ROIG, Gonzalo. Regulación y control sobre contenidos audiovisuales en España. Pamplona: Aranzadi, 2017, pp.385-406.

	 

	Fuentes, M. (2012). La figura del community manager. In: MARTÍNEZPRIEGO, C. (coord.): Quiero ser community manager. ESIC, Madrid, pp. 97109.

	 

	Fundeu (2018). https://www.fundeu.es/consulta/centenial/

	 

	Gallego, J. (2019). Morir de éxito. El feminismo en la encrucijada. Paradigma, 22, pp 76-81

	 

	García, M., Marta-Lazo, C. (2017). Análisis de Twitter como fuente, recurso de interacción y medio de difusión para los periodistas vascos. Zer, vol 22, n42, pp 73-95 https://doi.org/10.1387/zer.17833 

	 

	Garcia, F., Portillo, J., Benito, M. (2008). Nativos digitales y modelos de aprendizaje. IV Simposio Pluridisciplinar sobre Diseño, Evaluación y Desarrollo de Contenidos Educativos Reutilizables.

	 

	García-Borrego, M., Batlle, P. F., y  Rojano, F. J. P. (2018). Límites en el uso profesional de las redes sociales: el perfil de los futuros periodistas. Revista Ibérica de Sistemas e Tecnologias de Informação, (E16), 94-107

	 

	García-de-Torres, E., Yezers’Ka, L., Rost, A., Calderín, M., Edo, C., Rojano, M., Said, E., Jerónimo, P., Arcila, C., Serrano, A., Badillo, J., & Corredoira, L. (2015). Uso de Twitter y Facebook por los medios iberoamericanos. El profesional de la información, 20(6), 611–620. https://doi.org/10.3145/epi.2011.nov.02

	 

	Giraldo, C., y Cardona, F.A. (2018). La influencia del Whatsapp en emisoras de radio analógicas. Anagramas Rumbos y Sentidos de la Comunicación, 16 (32), 111-127. https://doi.org/10.22395/angr.v16n32a7

	 

	Gutierrez, Lozano, J., Cuartero, A. (2020). El auge de Twitch: nuevas ofertas audiovisuales y cambios del consumo televisivo entre la audiencia juvenil. Ämbitos Revista Internacional de Comunicación, 50, 159-175

	 

	Hanusch, F. (2018). Political journalists corporate and personal identities on Twitter profile pages: A comparative analysis in four Westminster democracies. New Media & Society, 20(4), 1488–1505. https://doi.org/10.1177/1461444817698479

	 

	Hermida, A. (2013). #Journalism: Reconfiguring Journalism Research about Twitter, on Tweet at a Time. Digital Journalism, 1(3), 295-313. https://doi.org/10.1080/21670811.2013.808456

	 

	Hernández-Fuentes, A., & Monnier, A. (2020). Twitter as a Source of Information? Practices of Journalists Working for the French National Press. Journalism Practice, 1-18. https://doi.org/10.1080/17512786.2020.1824585

	 

	Herrera, S. y Requejo, J. L. (2015). Crear comunidad. La gran asignatura pendiente para los diarios en Twitter. Telos: Cuadernos de comunicación e innovación, 100, 108–119 https://telos.fundaciontelefonica.com/revista/

	 

	Herrero Curiel, E. (2014). Del 11M al 15 M. Periodistas y redes sociales en España. Uoc, Barcelona

	 

	IAB Spain Estudio anual de redes sociales 2020. . https://iabspain.es/presentacion-estudio-redes-sociales-2020/

	 

	IAB Spain Top Tendencias digitales 2021. https://iabspain.es/etiqueta/top-tendencias-digitales/

	 

	Jain, V., Vatsa, R.,y Jagani, K. (2014). Exploring generation Z's purchase behavior towards luxury apparel: A conceptual framework. Romanian Journal of Marketing, 2, 18.

	 

	Jiménez, A. G., Viñes, V. T. y Ruiz, Y. P. (2018). Consumo mediático de adolescentes y jóvenes. Noticias, contenidos audiovisuales y medición de audiencias. ICONO 14, Revista de comunicación y tecnologías emergentes, 16(1), 22-46

	 

	Kim, H., Knight, D. K., and Crutsinger, C. (2009). Generation Y employees' retail work experience: The mediating effect of job characteristics. Journal of Business Research, 62(5), 548–556.

	 

	Landeta, Bejarano, Z., Salamea, Limones, V., Montecé, Mosquera, F. (2020). Redes sociales y periodismo ciudadano. Journal of Science and Research. Revista Ciencia e Investigación, 5(1) pp149-164. https://zenodo.org/record/3599276#.YRqa0IgzbIU

	 

	López, García, X., Rodríguez, Vázquez, A. I. y Pereira, Fariña, X. (2017). Competencias tecnológicas y nuevos perfiles profesionales: desafíos del periodismo actual. Comunicar, 25(53), 81-90 https://doi.org/10.3916/C53-2017-08

	 

	López-Meri, Amparo (2015). El impacto de Twitter en el periodismo: un estado de la cuestión. Revista de la Asociación Española de Investigación de la Comunicación, 2, 34-41. http://repositori.uji.es/xmlui/handle/10234/165677

	 

	Lorenz, Taylor (2018). Personal branding is more powerful than ever. Nieman Lab. http://www.niemanlab.org/2018/12/personal-branding-is-more-powerful-than-ever

	 

	Mantilla, K. (2013). Gendertrolling: Misogyny adapts to new media. Feminist Studies, 39(2). Pp 563-570

	 

	Marauri, Castillo,  I.,  Cantalapiedra, González,  M J. y Álvarez-Fernández, C . (2018). Blog y Twitter, la combinación perfecta del comunicador digital: los casos de Escolar.net,  El comidista y Mi mesa cojea. El profesional de la información, 27(2), 349-358. https://doi.org/10.3145/epi.2018.mar.13

	 

	Marín, Dueñas, P.P., Simancas, González, E. (2019). Los universitarios millenials: uso de redes sociales y relación con las marcas. Ámbito, 46, pp92-107 https://doi.org/10.12795/Ambitos.2019.i46.06

	 

	Marta, Lazo, C., Rodríguez, Rodríguez, J.  M. y Peñalva, S.  (2020). Competencias  digitales  en  periodismo. Revisión sistemática de la literatura científica sobre nuevos perfiles profesionales del periodista. Revista Latina de Comunicación Social, 75,53-68.  https://www.doi.org/10.4185/RLCS-2020-1416

	 

	Marta, C.; Rodríguez, J. y Peñalva, S. (2020). Competencias digitales en periodismo. Revisión sistemática de la literatura científica sobre nuevos perfiles profesionales del periodista. Revista Latina de Comunicación Social, 75, pp. 53-68 https://doi.org/10.4185/RLCS-2020-1416

	 

	Martín, Algarra, M., Torregrosa, M. y Serrano-Puche, J. (2010). Un periodismo sin períodos: actualidad y tiempo en la era digital. XII Congreso de la Sociedad Española de Periodística (SEP). Valencia: Universidad Cardenal Herrera. https://dadun.unav.edu/bitstream/10171/16874/1/Un%20periodismo%20sin%20periodos.pdf

	 

	Martín Granados, I. (2016). Telegram, herramienta de comunicación política. Asociación de Comunicación Política (ACOP). https://compolitica.com/telegram-herramienta-decomunicacion-politica/.

	 

	Martínez-García, L. y Navarro Bosch, C. (2019). Características de los periodistas online españoles: consolidación de una profesión en un contexto de crisis económica. Revista Latina de Comunicación Social, 74, pp. 1014-1030 https://doi.org/10.4185/RLCS-2019-1369

	 

	McCrindle, M. (2014). The ABC of XYZ: Understanding the global generation. Sydney: UNSW Press

	 

	Mendiguren, Galdospín, T; Meso, Ayerdi, K y Pérez Dasilva, J (2011). El papel de las redes sociales en el proceso hacia una nueva arquitectura de los medios de comunicación social. La investigación en periodismo digital, pp. 432-444.

	 

	Menéndez Menéndez, M. I. (2007). Claves prácticas para la elaboración y revisión de textos periodísticos desde la perspectiva de género. En Plaza, J. y Delgado C. (Eds.). Género y Comunicación (pp. 149-168). Madrid: Fundamentos

	 

	Menéndez, Menéndez, M.I. (2017). Entre neomachismo y retrosexismo: antifeminismo en industrias culturales. Prisma Social, 2, pp 1-30

	 

	Meneses, J. (2016). El cuestionario. Universitat Oberta de Catalunya.  

	 

	Meso, Ayerdi, K.; Mendiguren, Galdospín, T. and Pérez Dasilva, J. Á. (2015). The role of the community manager in the marketing strategies of Spanish companies most active in social media. Estudios sobre mensaje periodístico, v. 21, n. 1, pp. 385-402 https://doi.org/10.5209/rev_ESMP.2015.v21.n1.49101

	 

	Mompart, J. L. G., Lozano, J. F. G., y Sampio, D. P. (2015). Los periodistas españoles y la pérdida de la calidad de la información: el juicio profesional. Comunicar: Revista científica iberoamericana de comunicación y educación, (45), 143-150

	 

	Newman, N. (2020). The resurgence and importance of email newsletters. En Newman, N, Fletcher, R., Schulz, A., Andi, S., y Nielsen, R.K. Digital News Report 2020. https://www.digitalnewsreport.org/survey/2020/the-resurgence-and-importance-of-email-newsletters/

	 

	Noguera Vivo, J.M. (2016). Metamedios y periodismo: revisión panorámica de los nuevos cibermedios. El profesional de la Información, 25, pp 341-350  https://doi.org/10.3145/epi.2016.may.03

	 

	Ortega Carrillo, J. A. (2017). La profesionalización del community manager: claves para una formación especializada de posgrado. Revista lasallista de investigación, v. 14, n. 1, pp. 217-232.  https://doi.org/10.22507/rli.v14n1a19

	 

	Ortega Cachón, I y Villanova, N. (2016). Generación Z: El último salto generacional. Atrevia, la consultora global de comunicación con espíritu latino. Business School Universidad de Deusto

	 

	Ortega, F; González Ispierto, B y Pérez Peláez, ME (2015) Audiencias en revolución, usos y consumos de las aplicaciones de los medios de comunicación en tabletas y teléfonos inteligentes. Revista Latina de Comunicación Social, 70, 627-651. http://www.revistalatinacs.org/070/paper/1063/33es.html

	 

	Palomino Gonzales, M. (2019). Mecanismos de selección y verificación de información brindada por ciudadanos a través del WhatsApp en la producción informativa de canales de noticias peruanos. Estudio de caso: RPP Noticias y Canal N. Comunicación, 40, 35-52. https://doi.org/10.18566/comunica.n40.a03

	 

	Peer, Limor and Ksiazek, Thomas (2010). YouTube and the challenge to journalism. Journalism studies, v. 12, n. 1, pp. 45-63. https://doi.org/10.1080/1461670X.2010.511951

	 

	Pendergast, D. (2010). Getting to know the Y generation Tourism and generation Y. In: Benckendorff, P., Moscardo, G., Pendergast, D., Eds., Tourism and Generation Y, CAB International, Cambridge, 85-97.

	 

	Peña Fernández, S., Pérez Dasilva, J. Á., Meso Ayerdi, K., & Larrondo Ureta, A. (2021). Social participation in the media: The dialogue of digital journalists with audiences. European Public and Social Innovation Review 6(1), 16-28

	 

	Peñafiel, Saiz, C. (2015). La comunicación transmedia en el campo del periodismo. Supervivencia en el ecosistema digital.  Telos cuadernos de comunicación e innovación La era digital: balance y tendencias. Fundación Telefónica, 100, pp.84-88

	 

	Pérez, Soler, S. (2017). Periodismo y redes sociales. Claves para la gestión de contenidos digitales. Barcelona, UOC

	 

	Prensky, M. (2001). Digital Natives, Digital Immigrants. Part 1.  On the Horizon. MCB University Press, 9 (5). https://www.marcprensky.com/writing/Prensky%20%20Digital%20Natives,%20Digital%20Immigrants%20-%20Part1.pdf

	 

	Raid, A. (2016, 16 de febrero). WhatsApp at 1 billion: How can journalists use the chat app for newsgathering?. First Draft. https://firstdraftnews.org/articles/whatsapp-at-1-billion-how-can-journalists-use-the-chat-app-for-newsgathering/

	 

	Rauchfleisch, A, Artho, X., Melag, J., Post, S. and Schrafer, M.S. (2017). How journalists verify user-generated content during terrorist crises. Analyzing Twitter communication during the Brussels attacks. https://doi.org/10.1177/2056305117717888

	 

	Rego, R. (2018). Changing Forms and Plataforms of Misogyny: Sexual Harassment of Woman Journalist on Twitter. Media Watch, 9 (3). pp437-446

	 

	Rivas de Roca, R. (2020). Ética periodística para una información con perspectiva de género, Revista Internacional de Investigación en Comunicación aDResearch ESIC. Nº 22, Vol 22, Monográfico especial, 82 a 97. https://doi.org/10.7263/adresic-022-04

	 

	Rivero, Santamarina D., Meso, Ayerdi, K. y Peña, Fernández, S.  (2015). La feminización de los estudios de Periodismo: análisis del caso español. Revista Latina de Comunicación Social, 70, pp. 566 a 583.
http://www.revistalatinacs.org/070/paper/1060/30es.html

	 

	Rodríguez Fernández, O. (2012). Conviértete en experto en “Social Media”. Community Manager. Madrid, Anaya.

	 

	Rodríguez, Rubial, Antonio y García, López, Javier (2013). Uso y funciones de Twitter en periodistas españoles. Estudios sobre el mensaje periodístico, 19, 963-969. https://doi.org/10.5209/rev_ESMP.2013.v19.42181

	 

	Rojas, J.L., y Panal, A. (2017). El uso de Instagram en los medios de comunicación deportivos. Análisis comparado de Bleacher Report, L’équipe y Marca. Ámbitos, 38, 1-19.

	 

	Sánchez, H., y Martos J. (2020). Telegram como herramienta para periodistas: Percepción y uso. Revista de Comunicación, 19(2), 245-261. https://doi.org/10.26441/RC19.2-2020-A14

	 

	Sánchez de la Nieta, Hernández, M. (2013). Rasgos distintivos del periodismo en el scenario informativo digital. Hacia una revitalización de los valores clásicos de verdad, objetividad, independencia y servicio público. Tesis doctoral Universidad Complutense, Madrid

	 

	Sánchez de la Nieta, Hernández, M., Fuente, Cobo, C. (2020). Periodismo vs desinformación: la función social del periodista professional en la era de las fake news y la posverdad. Sintaxis 1 (4). Pp 1-18

	 

	Singer, J.B. (2005). The political j-blogger: Normalizing a new media form to fit old norms and practices. Journalism 6(2):173-198. https://doi.org/10.1177/1464884905051009

	 

	Singer, J.B.; Tharp, M.P. and Haruta, A. (1999). Online Staffers: Superstars or Second-class Citizens? Newspaper Research Journal, 20, pp. 29-48.

	 

	Sintes, Olivella, M. (2012). Redes sociales, vías para el fortalecimiento de la prensa local. En: Casero Ripollés, A., Fernández Beltrán, F. J. y González Molina, S. (eds.) La prensa local ante el reto digital.

	 

	Suárez Villegas, J.C. y Cruz Álvarez, J. (2016). Los dilemas deontológicos del uso de las redes sociales como fuentes de información.  Análisis de la opinión de los periodistas de tres países. Revista Latina de Comunicación Social, 71, 66-84. http://www.revistalatinacs.org/071/paper/1084/04es.html

	 

	Tejedor Calvo, L Cervi (2017). Análisis de los estudios de Periodismo y Comunicación en las principales universidades del mundo. Competencias, objetivos y asignaturas. Revista Latina de Comunicación Social, 72, pp. 1.626 a 1.647. http://www.revistalatinacs.org/072paper/1238/88es.html

	 

	Thorsen, E., y Jackson, D. (2018). Seven Characteristics Defining Online News Formats. Digital Journalism, 6(7), 847-868. https://doi.org/10.1080/21670811.2018.1468722

	 

	Túñez, López, J.-M., Toural, Bran, C. y Cacheiro, Requeijo, S. (2018). Uso de bots y algoritmos para automatizar la redacción de noticias: Percepción y actitudes de los periodistas en España. El Profesional de la Información, 27(4), pp. 750-758. https://doi.org/10.3145/epi.2018.jul.04

	 

	Ufarte, Ruiz, M.J. (2007). Las mujeres en el seno de la profesión periodística. De la discriminación a la inserción. Ámbitos, 16. pp 409-421

	 

	Vázquez, Herrero, J., Negreira, Rey, M. C., and López, García, X. (2020). Let’s dance the news! How the news media are adapting to the logic of TikTok. Journalism, https://doi.org/10.1177/1464884920969092

	 

	Varona, Aramburu, D. y Sánchez, Muñoz, G. (2016). Las redes sociales como fuente de información periodística: Motivos para la desconfianza entre los periodistas españoles.  El Profesional de la Información vol25, nº5. https://doi.org/10.3145/epi.2016.sep.10

	 

	Verón Lassa, J. J. y Sabés Turmo, F. (2008). Las nuevas tecnologías en la formación del periodista: una necesidad real e inmediata. Anàlisi: quaderns de comunicació i cultura, (36), 105-114.

	 

	Wu, Y. (2019).  How Age Affects Journalists Adoption of Social Media as an Innovation, JournalismPractice, 13:5, 537557, https://doi.org/10.1080/17512786.2018.1511821

	 

	Wulf, T., Schneider, F. M., and Beckert, S. (2020). Watching players: An exploration of media enjoyment on Twitch. Games and culture, 15(3), 328-346. https://doi.org/10.1177/1555412018788161

	 

	Yamamoto, Masahiro; Nah, Seungahn and Chung, Deborah S. (2017). Conceptualizing Citizen Journalism: US News Editors’ Views. International Journal of Communication, 11: 684-700. https://doi.org/10.1177/1464884916686596

	 

	Yepes Jiménez, C. R. (2021). Cultura cívica, periodismo y redes sociales digitales: promesas, debilidades, transformaciones y retos. Tesis Doctoral, Universidad EAFIT https://repository.eafit.edu.co/handle/10784/29619

	 

	 

	 

	AUTHORS:

	 

	María Ganzabal Learreta

	María Ganzabal, Ph.D. since 1996, has been, since 2003, a professor both in the Department of Audiovisual Communication and, since 2009, in the Department of Journalism at the Universidad del País Vasco. After working in several Communication Agencies and the American magazine New Woman (New York), she has been the coordinator of the Communication Area of the Master of Feminist and Gender Studies at the Universidad del País Vasco and has taught in this postgraduate course since 2008. Her studies in multiple research teams have always been oriented towards digital journalism, social platforms, participatory journalism, audiences, and social issues besides those related to gender. Her articles on these aspects can be seen published in journals with a high impact index. 

	maria.ganzabal@ehu.eus

	ORCID ID: https://orcid.org/0000-0002-4231-402X

	Google Scholar: https://scholar.google.com/citations?user=57okVKcAAAAJ&hl=en

	 

	Koldobika Meso Ayerdi

	Currently, he is an associate professor at the Faculty of Social Sciences and Communication of the Universidad del País Vasco, where he teaches the subjects Cyberjournalistic Writing and Theoretical Bases and Research Methodology in Cyber-journalism, the latter in the Master of Social Research of the UPV/EHU. He has also taught subjects such as Media Models and Introduction to Internet Journalism (in the Virtual Campus). He is the author of several books on Internet journalism and has published more than forty articles on the subject in prestigious indexed journals. He is also the co-author of a manual on the subject of Cyberjournalistic Writing. Currently, he is the director of the Department of Journalism of the UPV-EHU and co-directs the project "Active audiences and viralization and transformation of journalistic messages" (CSO2015-64955-C4-4-R), funded by the National Plan of R+D+I, from the Ministry of Economy and Competitiveness, and by the European Regional Development Fund (ERDF). He is also a member of the consolidated research group Gureiker.

	koldo.meso@ehu.eus

	ORCID ID: http://orcid.org/0000-0002-0400-133X

	Google Scholar: https://scholar.google.es/citations?user=daFlEQIAAAAJ&hl=es&oi=ao

	 

	Jesús Ángel Pérez Dasilva

	Professor in the Department of Journalism of the Faculty of Social Sciences and Communication of the Universidad del País Vasco. He is a member of the Gureiker research group (group A of the Basque university system). He has participated in 20 research projects, being the chief researcher in 5 of them. He is the co-author of 46 scientific articles, 32 book chapters, and 70 contributions to national and international conferences. He has 3 six-year terms recognized by the CNEAI. His lines of research focus on the digital transformation of journalism. His latest works are related to the audience, interactivity, and social networks.

	jesusangel.perez@ehu.eus

	ORCID ID: http://orcid.org/0000-0002-3383-4859 

	Google Scholar: https://scholar.google.es/citations?user=NANienYAAAAJ&hl=es

	 

	Terese Mendiguren Galdospín

	Terese Mendiguren has a Ph.D. in Information Sciences from the Universidad del País Vasco and a BA in Audiovisual Communication. She teaches in the degree in Journalism at the UPV/EHU, in the Master in Multimedia Journalism at El Correo, and in the Master in Multimedia Communication at EITB. She is Vice Dean of Communication and External Relations of the Faculty of Social Sciences and Communication. As a researcher, she has participated in 15 research projects and has published around twenty articles in prestigious academic journals included in databases such as JCR or SCOPUS. She has also given conferences related to educational innovation or participatory journalism. She is currently a member of the project "News, networks, and users in the hybrid media system" funded by the Ministry of Economy and Competitiveness and the consolidated Gureiker research group. In her professional life, she has worked as an editor and program coordinator for ETB and Bilbovisión, the latter channel where she has also served as a reporter, broadcaster, and presenter for various entertainment and cultural spaces.

	tererse.mendiguren@eu.eus

	ORCID ID: http://orcid.org/0000-0003-3092-6608

	Google Scholar: https://scholar.google.es/citations?user=EeZ1X9MAAAAJ&hl=es&oi=ao


images/image.jpeg





images/image-1.jpeg





images/image.png





