SOCIAL
MEDIA
A HANDBOOK FOR JOURNALISTS

v2.0

2

"Swedish Radio will work with diversity within its
programming. By being methodical with your
research on social media, you can instead seek out
contact with people who reflect our multi-faceted
society and create journalism with many faces,
experiences and perspectives, rather than narrow,
loud-voiced and privileged groups."

– From the section on RESEARCHING
IN GROUPS (page 178)

4

PROJECT MANAGERS
Christian Gillinger
Helena Sahlén

PROJECT GROUP/WRITERS
Per Palmqvist 		
Joakim Johansson
Nicklas Malmberg
Yasmine El Rafie

@tummyboy
@joakimJ
@7direkt
@YasmineSR

Assistant writers
Anna Wesslau
Josefin Sandstedt
Robert Jacobsson
Silvija Tolomanoska

BOOK PRODUCTION
Johan Ljungström
Lars Molin
Nina Bäckström
Art Director
Stefan Viterstedt
The entire manual is also available in digital format at
t.sr.se/srhandbook
This handbook was translated into English in collaboration with the
EBU Academy
Published by Swedish Radio
ISBN 978-91-979598-5-8

5

CONTENTS
INTRODUCTION
This is how Swedish Radio
works with social media
The media groups
Digital development editors
Superusers
The editorial teams help each other
PREPARATIONS
What do we want to achieve with our
presence on social media?
Which social platforms should we use?
How do we organise our work in the
editorial team?
What tools and expertise do we need?
What are our objectives and how do we
measure them?
Recruit the right people
Start to build a network
Choose when you want to be most active
Create accounts
Write a clear presentation
Personal account or editorial account?
Use Swedish Radio’s own images
Network
Challenges
It takes time
Don’t under-measure
Don’t over-measure
Think of security
Legal issues
How to refer to social media during a
broadcast
Consider the user agreement for new
services
Remember to protect your sources!
Further reading

11
12
12
12
12
13
15
16
16
18
19
19
22
23
23
24
24
26
28
29
32
32
32
33
33
34
34
34
35
35

DIALOGUE
The 360 model
The contract with the visitors
How often should we post content?
How often should we talk to our visitors?
What should our posts be about?
What tone should we use?
How should comments work and how
strictly should we moderate them?
Three important points for good dialogue
Pitfalls to avoid
On anonymous comments
Credit and thank
When things get rough
Check list for crisis management:
Challenges
Choosing not to have an opinion
Think about how you retweet
Think about who you follow or like
Recognising trolls
Blocking trolls and other disruptive
influences
Make clear decisions regarding dead
accounts
Threats and cyberstalking
Legal issues
When does the YGL apply?
Legal responsibility for comments
Naming someone on social media
Further reading
The importance of dialogue
Community building:
A fictional example of crisis management

37
41
43
44
45
47
47
49
50
56
58
59
61
62
69
69
70
71
72
74
75
75
76
76
77
77
77
77
78
78

SHARING
Creating social objects
Good material is the foundation
Create a social object
What makes a good image on social
media?
Be creative
Be quick
Be personal
Challenges
Set the agenda
Use a number of different channels
Establish and own your hashtag
Recruit ambassadors
Help each other
Legal issues
Copyright
When does the YGL apply?
Programme rules on social media
Naming someone on social media
Further reading
General
Packaging
Images/visual storytelling
Virality

86
87
89
91
96
109
109
112
113
113
113
114
115
117
118
118
119
120
121
121
121
122
122
122

RESEARCH

124

Protecting your sources
Legal issues
Using copyright-protected material
Source protection
Further reading
General
Clusters/communities
Source protection
Verification
Learning more about somebody

PRIVATE USE OF SOCIAL MEDIA
Challenges

GLOSSARY

183
186
186
187
188
188
188
188
188
189

190
191

193

News research and routine coverage
125
Get to know the services
129
Be social
139
User-generated material and investigative
journalism
140
Doing research in groups
160
Challenges
169
Source criticism
169
Evaluate social media “storms”
180

7

PREFACE
Swedish Radio is a public service company, which means that the audience
must always come first. We work on their behalf, and our ambition is to be
the country's most important media company and its leading cultural creator.
This doesn't involve merely creating radio content that fulfils the audience's
needs and expectations, but also giving the audience the opportunity to
participate in and affect that content.
In a media world which is rapidly changing, where competition – and
even how media content is consumed – are changing more quickly than ever,
our relationship with the audience is central. Social media are in many ways
a key to that relationship. Through social media we can reach the audience
in new ways, but above all we can create stronger involvement in the topics
we discuss and the content we create.
The first edition of this manual clearly fulfilled a need and has been important in constructing knowledge about how editorial teams can and should
work with social media. It also became an important catalyst for a more
profound change within Swedish Radio – a change that had already begun
but which was given power and impetus by the manual.
It is now explicitly stated in our company strategy that social media is
one of the three foundations upon which the company stands, together with
terrestrial radio and our own digital platforms. Today, an action plan for
social media forms part of all commissions for programmes and channels;
openness is one of the company's core values; and one of the strategic goals
of the company is to meet the audience where they choose to be present.
And that is increasingly on social media, which have become a hub for modern media consumption for ever greater numbers of people. In the majority of

age groups, more people receive information via social media on an average
day than listen to the radio.
In summary, there are four reasons for our employees to be good at social
media.
•
•
•
•

They
They
They
They

are an effective tool for doing better journalism
make the audience more co-creative and participative
strengthen the brand and increase knowledge of what we do
disseminate content and encourage more people to listen

The social media manual is an important tool for building knowledge about
how we best achieve this – and for creating understanding of the fact that
there are no easy and fast recipes for success. Working with social media
means investing in relationships. Handled correctly, this can create audience
confidence. And what can be more important than investing in that?

Cilla Benkö
Director General, Swedish Radio
@CillaBenko
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INTRODUCTION
In spring 2013, we published the first edition of this manual, and we are
happy that so many people have used and benefited from it, even outside
Swedish Radio. A great deal has happened since then, both in terms of the
development of social media and our knowledge about how to use them as a
journalist. Large parts of this book have therefore been completely rewritten,
revised or updated.
We have also seen the role of a journalist on social media becoming more
professional. For Swedish Radio, this means that the editorial team's presence
on social media doesn't merely act as a support to Swedish Radio's activities
on radio (FM) and the internet. What was previously often regarded as a minor
task for the web editor, primarily with a view to driving traffic to the main
website, today constitutes a completely separate part of the editorial team's
daily activities. Many editorial teams within Swedish Radio today undertake
journalism in which the specific features of the social platforms are taken into
account. Facebook, Twitter, Instagram and comments sections all have their
own logic and you have to learn the tone and content that works best in each
case for the editorial team to be successful.
For example, if you work with a niche channel, a programme with a very
specific audience or a linguistic minority, social media give you the opportunity
to become a hub in a community or network. The people who speak your editorial team's language are perhaps geographically far apart but come together in
groups and forums on social media.
Swedish Radio's activities are today based on three foundations: FM, digital
and social. This means that every editorial team should develop a comprehensive strategy for each of these foundations, where journalism through social
media constitutes a separate part of the editorial team's work; one comparable
with radio broadcasting and publication on websites and in mobile apps. This
manual provides guidance for such work and is divided into four sections:
•
•
•
•

Preparations
Dialogue
Research
Sharing
11

The manual also contains a section about the private use of social media. We
have consciously chosen to put the platforms in their own separate section,
because we know that this content will date more quickly than the more
basic principles the manual contains. With that disclaimer, we still want to
share tips and approaches that are valid when this manual goes to press. At
the end of the book you will find a glossary that explains any tricky concepts
used in the manual. We hope that you find this manual useful!

THIS IS HOW SWEDISH RADIO
WORKS WITH SOCIAL MEDIA
Swedish Radio’s work with social media takes place as close to the publication as possible. We work in a decentralised manner, and the primary responsibility – as for our other journalism – lies with one of our many managing
editors. The everyday work is carried out by reporters, producers and sometimes social media editors. Martin Jönsson, Swedish Radio’s digital director,
is ultimately responsible for the strategy.

The social media group
Swedish Radio’s department for Digital Media has a group of development
editors with specialist skills within the area of social media journalism. Their
tasks cover training, coaching, knowledge acquisition and method development. During major events, such as Musikhjälpen, P3 Guld and election
campaigns, the group’s members are involved for direct collaboration on
social media work.

Digital development editors
The Digital Media department also has digital development editors responsible for method development for the internet and to an extent also for social
media for channels and regions.

Superusers
The social media group is also responsible for the annual training and skills
development of a network of superusers across the entire company. This
takes place primarily through the large superuser training sessions which
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can also be watched later on the intranet. The goal is for each editorial team
to have its own superuser with cutting-edge skills who can in turn develop
journalism within their unit and train their colleagues. The superusers are
also the specialist group’s representatives in the company as a whole and it
is they to whom normal users should turn initially. All managers also receive
a full day training session regarding the managerial role in relation to social
media.

The editorial teams help each other
In a large company like Swedish Radio, there is strength and great p
 otential
in an effective network in which editorial teams of different types can learn
from each other and exploit each other’s resources and knowledge. For this
reason it’s important to remember to cultivate internal relationships; for
example when you want to work with crowdsourcing (with collaborations
across channel and editorial team boundaries) or in your editorial team’s
development work. Another editorial team may have made more progress,
built up its own network and written manuals, strategy documents and
action plans which you can copy, benefit from and be inspired by, Your
basic philosophy should be that you will receive as much as you invest in
exchanges with others.

Palmira Koukkari Mbenga,
P3 Nyheter.
Photograph: Arash Mokhtari/
Swedish Radio
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PREPARATIONS
Just like with any journalistic work, it is important to create structure when
working with social media. Every editorial team at Swedish Radio should
therefore have an action plan for social media. On the left you can see an
example.
The action plan can fit on an A4 page, but can also be more exhaustive.
This is what you start from when creating your everyday editorial routines.
Raka rör i P4 is a fictional programme, but the action plan could easily be
real. The editorial team's superuser is the person who is primarily responsible
for ensuring that the programme managers have the right tools and the right
expertise for setting and evaluating objectives and understanding statistics.
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Your editorial team should revise the action plan every year. To do this you work
from the five questions which you can also see in the action plan for Raka rör i
P4:
1.
2.
3.
4.
5.

What we want to achieve with our presence on social media?
Which social platforms should we use?
How do we organise our work with social media in the editorial team?
What tools and which expertise do we need to achieve what we want to?
What are our objectives and how do we measure them?

It's important that the entire editorial team is involved in working with social
media, even if one, two or three people are primarily responsible (for example
the news/editorial manager and the superuser). An editorial team doesn't have
only one telephone that one person answers, but several. In the same way,
presence on social media is an editorial tool that affects the entire editorial team. More pairs of eyes and ears see and hear more. And just as a news
team's daily tasks include checking the municipal news and ringing the police
press officer, monitoring and use of the social channels should be part of the
editorial team's everyday work.

What do we want to achieve with our presence on
social media?
The action plan must be based on the needs of the editorial team and what
you want to achieve from your presence on one or more platforms. Do you
want to create discussion and debate, generate new ideas or initiate a major
investigation? Do you want feedback on your journalism?
All work with social media is ultimately about the dialogue with the
audience. This is the key to both successful research and sharing of your own
material. Dialogue requires you to answer and contribute to the conversation –
more about this in the Dialogue chapter.

Which social platforms should we use?
The editorial team's needs also control the choice of platform/platforms. For an
editorial team that needs to be quick, Twitter can be best; for one that needs to
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build relationships, Facebook may be better, and for an editorial team with
a younger target group and well-known presenter profiles, Instagram is often
the right choice. Many editorial teams now combine a number of different
platforms, but concentrate on just one or two of them. You can certainly be
active on several social media platforms simultaneously, but remember that
resources must be sufficient to interact with the audience. An inactive account merely creates irritation. Automatic publication is used by many news
teams and can fulfil the same function as an RSS feed. But remember that it
doesn’t replace personal presence, because such messages often give an impersonal impression and can be perceived as spam. If you have an automatic
Twitter stream, you should still keep an eye on whether anyone is trying to
talk to the account. For example, on Twitter you can link an alert function to
the editorial team’s email address.

View from Visby, via
@P4Gotland's Twitter
account. Photograph:
Henrik Wallenius/Swedish
Radio
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New services come and go, so knowledge about them is perishable. You
should therefore keep abreast of developments so that you don’t end up on
the back foot when new platforms grow and even overtake those which are
already established.

How do we organise our work in the editorial team?
One or a few people should have primary responsibility for your presence on
social media:
•
•

•

•

A manager (news, programme or editorial manager) has the overall
responsibility, and delegates...
… to the person(s) carrying out the practical work. There is often a
resource appointed for this within the editorial team. This function
can have different names in different editorial teams: social media
editor, audience editor, dialogue editor or social media correspondent
One of these people, or both, should be the editorial team’s super
user. The superuser is the person(s) in the editorial team who has the
greatest knowledge about social platforms and how they are changing, and the person who provides skills development and training for
their colleagues. The superusers are the development editors’ representatives in the business as a whole, and are in direct contact with
the social media group. Superusers also attend the Swedish Radio
refresher course in social media journalism once a year.
Don’t forget to appoint someone to deal with the practical work when
the ordinary social media editor is sick or on holiday.

As stated above, this doesn’t mean that this person is the only one who
should work with social media, but on a stressful workday with many choices
it’s important that there is someone who will prioritise the work with social
media. An example: on Facebook, an algorithm controls how often your posts
are shown in other users’ feeds, and if what you publish is perceived as spam
it can negatively affect sharing. To avoid this, editorial teams using Facebook
should limit the number of people working with a page to avoid publishing too
many posts too often. This kind of behaviour is punished by the algorithm.
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There should never be more than two people who have the highest authorisation – “admin” – on a Facebook page. Only these users can give new people
authorisation.

What tools and expertise do we need?
The action plan must answer the following questions regarding technical
equipment and personnel knowledge:
•
•

•

Who are the editorial team’s superuser(s)? Do they need further training?
Do other members of the editorial team need training/skills development? The superuser is the person who has primary responsibility for
ensuring that their colleagues have sufficient knowledge.
Do you have the right technical equipment? Camera, internet
connection where required, software and mobile apps for different
platforms. Try to agree which apps the editorial team should use.

What are our objectives and how do we measure them?
To see whether the work has been successful, the editorial team must first
decide what success will mean. Differentiate between hard objectives (number
of followers, Likes on a Facebook page) and soft objectives (lively dialogue,
contributions from the audience as tips/images) and measure both separately.
But remember that good work on soft objectives often leads to good results for
your hard objectives, because a conscious effort to achieve audience dialogue
will often be visible in the other figures. To start with, focus on a few simply
objectives. There is no innate value in having many followers/Likes, but this
can be a very good initial indicator as to how the work is going. When the work
is going well, expand your efforts!
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Determine a zero value
When you have decided which objectives you are aiming for and what you are
going to measure, determine a zero value that shows your current position.
If you currently have 150 Likes for your Facebook page, or 150 followers on
Twitter, that's your zero value.
Draw up results and learn lessons
Decide who is responsible for statistics and how often you are going to take
measurements. For an editorial team that broadcasts and publishes several
times a week, once a week can be sufficient. For an editorial team with a
slower rhythm, measuring once a month may be enough.
Facebook
Facebook has its own statistics page, called Insights. Here you can see
things like how your posts have been shared. Remember that you must be an
administrator for the page to see the statistics. A few simple values to start
measuring:
•

•
•
•
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The number of likes for your page. Remember that this isn't
necessarily an effective measurement of success. A page with 500
Likes and an active and loyal audience reaches more people than a
page with 12,000 passive likers
Number of interactions; in other words, displays, Likes, comments
and shares of your posts
Post reach. Defined by Facebook as the unique number of users who
have seen your post in their news feed
Reach/week. Average reach for the number of people who have come
into contact with your page in some way

Twitter
You can see immediately adjacent to each post how many people have
retweeted your post:

Arantxa Alvarez, Linnea
Henriksson, Petter Alexis
Askegren and Kodjo
Akolor were released from
their box after a week
working on Musikhjälpen
2014.
Photograph: Mattias Ahlm
The tweet says: 235,000
commitments!!! SEK
30,489,975!!! Double
record! You did it!
See you next year! /
#mh14

Under the image you see how many people have retweeted your post. This
tweet has therefore been shared by 631 people/accounts and liked 1300
(1.3K) times.
Twitter has its own statistics tool, which you can find under
analytics.twitter.com when you are logged into your account. This shows
things like the reach of individual tweets, the total reach over time and reactions to tweets, such as retweets, likes and how many people have clicked on
the link/image in a tweet. Note that you must activate statistics by logging in
first on analytics.twitter.com.
Other platforms
YouTube and Pinterest also now have their own statistics tools which are very
similar to those on Facebook and Twitter and which provide you with details
and curves both for your own network and for individual posts. For Instagram
there are similar external tools.
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Feeding back the results to the editorial team
Ensuring that the entire editorial team can follow the development and see
the results is an important aspect of this work. Just like it's nice to see that
listeners are increasing, it's inspiring to see what your social media efforts
are achieving.

There are many
ways of showing
your results, both
to the e ditorial
team and the
audience. Here
Metropol have
written out tweets
created a notice
board for their
crowdsourcing
on #hurkänns
det. Photograph:
Hanna Marelius

A simple way to do this is to display good examples of tweets that have
achieved good sharing figures or good comments on a noticeboard in the
editorial office. If a tweet has been retweeted many times, write this too,
under the actual tweet.
You can also display things like screenshots from statistics on Facebook.

RECRUIT THE RIGHT PEOPLE
The editorial team's work with social media succeeds or fails d
 epending
on the specific expertise of the staff. So it's important to recruit the right
people; you need to find staff with experience of audience dialogue and
knowledge about the different conditions and functions of the various
platforms. Other useful characteristics to look for:
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•
•
•
•

People with their own well-developed social media networks
Creativity (image/text-in-image thinking, photographic vision with
camera and mobile telephone)
Linguistic abilities (knowledge about internet terminology and jargon)
Analytical abilities and knowledge of statistics

Naturally, the above also apply when the managing editor appoints the
editorial team's superuser. An editorial team that prioritises understanding
of social media journalism, in particular when it recruits for other posts such
as presenter or producer, will be well placed for success. It is difficult for
a superuser to gain a hearing from the editorial team without being backed
up, for example by a supervisor who knows the field. Assuming that the
supervisor isn't the superuser, of course.

START TO BUILD A NETWORK
Choose when you want to be most active
Find out when your audience is present on the social media platforms. A
few normal peaks are around 8 or 9 o'clock in the morning when people are
commuting to work, around lunchtime and after 8 o'clock in the evening
when small children have gone to bed. By keeping track of how your posts
are retweeted or when people comment on Facebook you can see when your
visitors are active. Try to adapt to these times.
But because we work professionally, nobody should have to spend their
leisure time writing posts just to reach the parents of small children. Instead
you can choose to automatically publish at certain times if the material is
not time-limited. However, you should remember that automatic publication
of posts can easily give the impression that you are present. The audience
may want to ask questions in the comments section and will expect you to
be there to answer them. For this reason, you should reflect before using
automatic, timed posts.
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Create accounts
It should be easy to find us and it should be clear who is the sender of a
message. Swedish Radio is a large company with many different voices.
For this reason it's extremely important to be clear which person/people are
behind an account. A consistent naming policy helps foster Swedish Radio's
credibility with your audience.
Within P4, the Twitter and Instagram standard is now the channel name,
for example @P4vast, @P4goteborg, @P4gotland and so on. On Facebook:
Channel name + Sveriges Radio, for example P4 Väst Sveriges Radio.

P4 Kronoberg's
presentation on
Twitter. Photo
graph: Anton
Yngvesson/Swed
ish Radio

Unless it is technically impossible, the managing editor should be the account signatory. If the editorial team uses Facebook, a maximum of two
people should be administrators, both for security reasons and to create a
regular publication rate and avoid clashes. These two people can in turn give
out authorisations to a few other people with more limited roles such as editor or moderator.

Write a clear presentation
Be as clear and exhaustive as possible when you fill in the presentation for
each account. This means both that the sender becomes clearer and also
that it is easier to find in search engines. It should be clear that the account
is a Swedish Radio account.
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It’s also a good idea to mention in the presentation what other social
media services you use, and to link to the Swedish Radio comment rules (for
example: “Just like on the Swedish Radio website, we have rules to make
comments pleasant for everyone. You can find them here
[+ link]”).

How the P3 programme "Christer & Morgan rapporterar" presents itself on
Instagram, with its email address, telephone number and link to its own
website.
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Personal account or editorial account?
Personal accounts used either entirely or partly for work should have a
clear Swedish Radio connection. Our recommendation is to either name
the a ccount according to the template @YasmineSR or to be clear in the
presentation of the account ("I work for P4 on Swedish Radio and use this
account in my work").
Our experience is that people would rather interact with people than
with companies on the internet. If you have a personal account it's easy to
be personal. When you start a Facebook page or Twitter account for your
editorial team/programme, you can therefore sign your posts with initials or
first names to achieve a more personal approach. A good way to do this is
to use a longer signature to begin with, perhaps one that includes both first
and second names and title and then to shorten the signature (first name or
initials) when the audience get to know you.
But we have also discovered that the younger target group doesn't always
place such great importance on having a name to talk with – in fact, on the
contrary; they expect answers from the company. So you need to think about
what type of target group you have.
For example, you should avoid publishing videos (YouTube) or Storify
feeds on an account in an individual employee's name, as it's important to
show that the editorial team is the sender. Then of course individual employees can share these posts from their own social media accounts.
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Din gata 100.6 is very
active on Instagram,
and often uses the plat
form's specific means
of expression, such as
emojis, in the dialogue
with the audience.
Here presenter Suzi has
a relaxed conversation
about the weather with
a commenter.

You can also choose to sign a post with the username (with @ in front on
Twitter and Facebook) of your own account, if it is open and is used either
entirely or partially for work. Then your visitors can find you and learn more
about who you are, which makes contact with the audience still more personal.
Clickable usernames also work on other platforms. On Google Plus they are
preceded by + instead of @.
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Use Swedish Radio's own images
You should only publish images for which Swedish Radio holds the copyright,
or for which you have the copyright owner's express consent to post. Use the
sharing and cover images for P1, P2, P3 and P4 that the marketing/communication department have developed for Twitter and Facebook. These are
included in the brand programme for our visual identity. The digital development editors for P1, P2, P3 and P4 (and the Syd, Norr, Mitt, Öst and Väst
areas) know where the images can be found.
If your editorial team does not fall under P1-P4 (for example Sisuradio
and Radio Sweden P6), contact the Communication Department.
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Network
An account isn't finished when you have an image and a name to use. You
also have to start building up a network that in the long term will contribute
to more people being reached by your work and wanting to talk to you, and
will also lead to you gaining more and different perspectives, a larger influx
of ideas and to your journalism becoming more relevant to your listeners and
readers.
You build your network in different ways depending on the platform
you use. The majority of large platforms currently use hashtags (these work
well on Twitter, Instagram, Pinterest and Google Plus, but not so well on
Facebook), which are a simple mark or type of clickable label that starts with
# and which you give to your posts to make it possible for many p
 eople to
collect posts under a shared heading. For example, you can create a utomatic
searches for hashtags and word combinations (such as towns in the geographical area you cover). This is an easy way to find Twitter users/accounts
with mutual interests; for example politicians, athletes, local businesspeople
or simply people who live and work in the area. Remember to be consistent
and to create balance among your followers. Follow politicians from all parties, not simply only on the left or right.
A few examples of common Swedish hashtags are #gbgftw (for posts
about Gothenburg), #funkpol (politics and disability) and #twittboll (a
collective tag for posts to do with football). One advantage of working actively
with hashtags is that they are platform neutral and you don't risk running
into problems with undue preference.
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Creating columns for hashtags in TweetDeck
An easy way of following hashtags on Twitter is to use the TweetDeck program
and, for example, to add your own column for a search. You can create such
a column by clicking "Add column"…

...entering the hashtag (or another search word) in the Search box. Then
pressing Enter and clicking "Add column".

Now a new feed will be created in TweetDeck for that particular hashtag,
which makes it easier to follow. If you see a hashtag in somebody else's post,
you can also click on it and a new column will be automatically created in
TweetDeck. TweetDeck works directly in your browser and can be found at
tweetdeck.com.

30

...and lists on other platforms
When you have made some progress, you can add columns in a similar way
that just show tweets from specific users. Then you can use Twitter's list
function to group together users in different subject lists and choose to show
the list in its own column:

Swedish Radio's election account has drawn up a list of 225 tweeting MPs. Be careful to make sure
that the accounts you add are genuine.

When you create lists you choose whether they should be private or public.
Private lists are a good way of following Twitter users without them knowing
that you are following them
Other platforms, such as Instagram, Facebook and Google Plus, don't
have tools with the same kind of functions as TweetDeck. On Facebook,
Google Plus and YouTube, you can create lists (on Google Plus they are
called "circles"); for example if you want to follow and monitor the political
parties, interest groups or your favourite radio programme.
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CHALLENGES
It takes time
Don't expect immediate miracles. It's always most difficult to begin with.
Building networks takes time but quite simple planning can make it
structured and effective. There are no technical tools that can do the job for
you; a living network is quite simply something that you have to earn. You
should count on working for months or perhaps even years into the future
and not looking for shortcuts. Remember that the day you need a network it's
too late to build it.
A few tips for gaining followers/likers/friends:
•

•

•
•
•
•
•
•
•

Be personal. This doesn't mean that you have to be private nor that
you should be partisan. A relaxed tone that is similar to your normal
way of expressing yourself often pays off
Be curious. Ask follow-up questions and counter-questions. Often
someone will have more to say than can be fitted into an initial
comment or tweet
Talk about your social media presence on the radio. Use the 360
model (see the Dialogue chapter)
Thank people who have helped you, both on the radio and online
Show where you can be found on the internet. State your Twitter
account on your Facebook page too - and vice versa
Use email signatures when you send emails, to highlight the
platforms you can be found on
Be generous about following the people who follow you
Make use of colleagues who are active within social media
Follow people within different spheres or clusters. For example,
mapping Swedish users on Twitter has shown that journalists have
a tendency to primarily follow other journalists. Read more in the
section about doing research in groups in the Research chapter

Don't under-measure
Measuring is important. Particularly during the start-up phase, when it can
seem that work spent on social media is taking important time from other
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things. This leads to a risk that you and the editorial team will begin to
de-prioritise it and then you end up in a negative spiral: the social media
work doesn’t produce any results, so it’s better to do something else, which
leads to the social media work not giving any results. Just like listener
figures, when you achieve objectives this can provide motivation on days
when it all just seems like too much effort.
Set the barrier low to begin with, and then a tweet that is rebroadcast on
the radio or the internet can be the little confirmation you need that you’re
on the right track. If you set the barrier too high and feel that you have to
achieve things on scoop level, you can easily miss the small successes.

Don’t over-measure
Measuring is hard work. Creating diagrams is hard work. So only measure as
much as seems justified. The aim of carrying out measurements is for the
use of social media to make your journalism more relevant for your visitors.
There’s no inherent value in creating a bar chart. And not everything can
be measured. We don’t measure how often we answer the telephone in the
editorial office, despite the fact that the telephone is an important part of
our audience contact. Social media should be a natural way for visitors to
contact us. We should be an integrated part of the audience’s online life.

Think of security
When an editorial team begins to work with social media it means new
accounts, all of which need passwords. Protect your accounts by regularly
changing the passwords. Don’t use passwords that are too simple; make it
difficult to hack the accounts. Bear in mind the following:
•
•

Make your password as long as possible without it becoming difficult
to remember.
Make your password as hard as possible to guess. Avoid basing your
password on: nicknames, birthdays, quotes, pet names and other
information that can be accessed via your public profiles on social
media or in public registers. Also avoid just adding a few digits on
the end, because even a simple hacker program can crack this. A
good method is to combine a few words don’t have anything to do

33

with each other, but to avoid words that can be linked to you.
Swedish Radio also has a password manager, KeePass2, which can be
ordered via Helpdesk and which centralises your passwords. KeePass works
roughly like a little safe where you store all of your passwords, for example
for your editorial team accounts for social media.
This makes it easier to get an overview, to remember passwords and also
makes it easier when the editorial team changes staff: with a shared KeePass
safe the knowledge of passwords doesn’t disappear when people change job.
Ask your superuser for more information about KeePass.

LEGAL ISSUES
How to refer to social media during a broadcast
We may need to mention different social media platforms on the radio to
stimulate interest in our projects, but remember that you must not show undue preference for commercial interests. For this reason it is important that
we can justify mentioning, for example, Facebook or Twitter, on the basis that
our account or hashtag provides access to content which is of interest to the
audience or because we want listeners to contribute content. Be clear with
your purpose when you refer to social media platforms. Do you want listeners
to have access to your publications or do you want the audience themselves
to contribute? Each editorial team has received a form guide which provides
suggestions for how to formulate social media references so that they are
clear to the audience. Example: “You can find images from the article on our
Instagram account, @medierna” or “We’d like to hear your experiences; use
the hashtag #kaosklass on Twitter”.
It’s important to remember that on the radio we mustn’t encourage anyone to be involved with specific social media services, and that we have to
be careful about general invitations to visit and about naming brands several
times in a single broadcast.

Consider the user agreement for new services
Each service has its own user agreement. Even when companies are
permitted to use a service, often free of charge, there may be conditions
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in the agreement that don’t suit our business. For example, there may be
copyright issues such as the service having the right to use Swedish Radio’s
material, logos having to be displayed in various ways or that sources can’t
be protected. In this case we have to be extremely careful or completely
refrain from using them. The managing editor will decide whether the editorial team should start to use a new service and open an account. If you aren’t
sure, contact our lawyers at the Programme Secretariat.

Remember to protect your sources!
Avoid handling sensitive information, such as anonymous tips and personal
information, through the platforms’ message functions (such as DM – direct
messaging on Twitter). Be very careful about the protection of sources. See
also the Internet Foundation’s Digital source protection manual, by Sus
Andersson, Fredrik Laurin and Petra Jankov (http://www.iis.se/docs/digitaltkallskydd.pdf)
It is also essential to be aware that many platforms are subject to legislation from other countries, which can have consequences including weaker
protection for whistle-blowers. Information has been provided to the police
and other authorities by both Twitter and Facebook.

FURTHER READING
There are many sites and blogs that regularly write about digital journalism
and social media and where you can find news, trends and new research
related to the area. A few examples:
http://thenextweb.com/
http://www.niemanlab.org/
http://arstechnica.com/
http://techcrunch.com/
http://readwrite.com/
http://mashable.com
http://www.fastcompany.com/
http://gizmodo.com/
http://thehackernews.com/

35

DIALOGUE

It's called social media for a reason. It's all
about communication, not only information
– something that Suzan Arslan on Din Gata
100.6 has really taken on board. Photograph:
Stéphanie Londéz/Swedish Radio

Dialogue is the basis of all social media work. It is through dialogue that the
listeners and visitors get to know us. This is what makes people want to share
their experiences, thoughts and opinions. In principle, good dialogue with
the listeners is also necessary to succeed with research and sharing via social
media.
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But building up a good dialogue takes time and requires continuity. In brief,
all good dialogue is based on three points:
•
•
•

A journalistic idea
A clear angle
Editorial presence

Communication on the internet works just like our other daily contacts, a
conversation in a break room or the first tentative minutes with someone
you are meeting for the first time. And just like in all other contexts, it's very
often about normal small talk – apparently trivial things can be the glue in a
conversation which can then lead to a deeper relationship between people.

Encourage
audience
dialogue, ask
questions and
be present in
the comments
section.
Photograph:
Ingrid Engstedt
Edfast
/ Swedish Radio

When Din Gata
100.6 wanted
to talk about
decorating with
its audience, this
is how they did
it. Photograph:
Stéphanie Londéz
/ Swedish Radio
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Out of discussions and small talk on social media and a presence in feeds
and comments sections are born the ingredients of journalism. One example
of this was when one of Radio Sweden's employees uploaded an image of
their new editorial team member, Nathalie Rothschild, on Facebook. A visitor
suddenly commented: "Do you know that the Radio Sweden website has been
blocked by the Iranian telecommunications office? We have to access the
webpage by proxy."

Keep an eye on your comments section –
you never know what's going to turn up!
Photograph: Swedish Radio
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This information then became an article on both Radio Sweden P6's English
and Persian language broadcasts:
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Radio Sweden and Radio
Sweden Persian's publica
tions. Photograph: Benjamin
Thorén and Björn Dalin
/ Swedish Radio

The 360 model
Dialogue isn't new to us at Swedish Radio. We have long been good at inviting our listeners to our direct broadcasts and allowing them to affect our
content. Thanks to social media this is now becoming both simpler and more
enjoyable. The best way to start a dialogue on social media is often to integrate it into a radio broadcast, for example by asking questions on your Facebook page, reading out the answers that come in during a radio broadcast,
uploading sound clips to the internet, sharing the publication on Twitter,
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reporting reactions to this in turn on the radio and so on. Allowing an issue to
meander backwards and forwards seamlessly between different platforms in
this way is called the 360 model, after the 360 degrees of the compass. This
is a model that has been shown to be very effective in creating dialogue and
listener collaboration. Marketing circles use the expression “content integration”, which has a number of similarities.

The 360 model
means that the
three foundations
of our business
constantly inter
act. Illustration:
Liv Widell
/ Swedish Radio
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THE CONTRACT WITH THE VISITORS
The visitors and the audience have expectations in terms of how our programmes, editorial teams and employees should behave on social media.
These expectations have been created by what we have done on the radio, on
the internet and on social media and by how we present ourselves in account
descriptions etc.
Everything we do and say thus contributes to building an unstated agreement with the visitors about what we should give them through our different
communication channels. You can call this agreement our contract with our
visitors.
The contract consists of several parts. Unforeseen and unjustified deviations from the contract can be perceived as disruptive, dishonest or even as
spam. This can damage the trust that the contract is built upon and visitors
can avoid your content in the future as a result.
Every programme has an action plan for social media. In this plan you
should formulate what you want the contract to look like. The issues answered by the action plan should include the following:
•
•
•
•
•

How often should we post content?
How often should we talk to the visitors?
What should our posts be about?
What tone should we use?
How should comments work and how strictly should we moderate
them?

Read more about drawing up an action plan in the Preparations chapter.
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How often should we post content?
On the internet, information flows over us from many directions. In this flood
of information, the key is to achieve the balancing act of being seen sufficiently often that you are not forgotten but not so often that your posts are
perceived as spam. Only the recipient can decide where the boundary lies,
but it’s usually determined by a combination of quantity and relevance. Too
much irrelevant information can be perceived as spam, and nobody wants
to follow a spamming account. For this reason it’s important to remember to
stick to a predictable publication rate on social media.
Although that doesn't mean that you can't deviate from the contract. Just
make sure you tell your visitors what is going on. Write that the programme is
taking a summer break and allow the activity on the Facebook page or Twitter
account to drop off a little. Explain why there are suddenly more updates
if the activity has increased as a result of a project, an event or something
similar. Ideally in advance!
Tell your visitors
about changes in
the "contract".
Here Hans Zillén, P4
Radio Malmöhus’
web editor, explains
to visitors that he’s
going to Stockholm
for a few days and
won’t be back until
Wednesday.
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Regarding Facebook, it is also important to remember that your posts won’t
be shown chronologically for people liking your page. The posts shown when
visitors log in are controlled by an algorithm which decides when, where and
how often updates are shown in likers’ feeds. In other words, you can never
know when your followers will see your posts – they can appear at the top of
their feed several days after you wrote them. To an extent you can avoid this
by entering an “end date for post” before you post, which means you can
decide when a post should stop being shown in your followers’ feeds, but the
basic condition for Facebook is that your post must then be less time-based
than posts on other platforms.

How often should we talk to our visitors?
When the visitors react to what you are doing, they will comment and ask
questions. It’s important to answer direct questions. How quickly you should
answer is related to the presence you have in general. If you post updates
several times a day, your visitors will expect an answer within a short period,
at least in the daytime. If it's clear that the editorial team only posts updates
a few times a week, the answer can take a little longer, but remember that
it can appear very offhand to leave questions unanswered. If you are only
staffed between certain times, you should state this somewhere in your profile, just like P4 Uppland have done here:

P4 Uppland explains
how to contact the
editorial team and
when.
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If somebody asks a direct question of us on social media, of course it’s
obvious that we really ought to answer. The same thing applies when we are
the subject of argument, attack or criticism. Simply leaving such comments
unanswered looks bad and risks increasing anger and frustration. More and
more critical posts then appear, which creates a negative spiral with the
critical voices getting the upper hand. By quickly demonstrating editorial
presence, you can break this negative spiral, reducing the workload for the
editorial team in the long term and hopefully also creating goodwill for the
programme.
Try to be honest and humble when you answer. Clarify misunderstandings, modulate your response and show that you accept criticism. This not
infrequently leads to your visitors’ confidence in you growing. If you have the
opportunity, you should also look for discussions about your programme on
different platforms, allowing you to respond to criticism as early as possible.
There may be occasions when we don’t want to answer directly, for
example when repeated provocation is involved and the aim isn’t actually to
get an answer but rather to troll us. It's then often better to use the comment
rules to delete posts and, for example, to refer to the "off topic" rule. Read
more about this in the section "How should comments work and how strictly
should we moderate them?".
It can be a good idea to ask for help from your colleagues before you
send an answer, because then it is easier to get the right tone and message
even if you feel upset or offended. If you don’t know the answer you must say
so. Ask for time to get back to them or ask somebody who knows the facts to
answer. And keep your promises!
Sometimes the criticism continues to come and the tone becomes
increasingly spiteful. Read more about what you can do in this case in the
section “When things get rough”.
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Try to respond to all criticism and answer all the questions you can find. In this example, Ring P1
presenter Täppas Fogelberg responds to criticism of Ring P1’s reporting of a news item, and receives a
“Thank you” from the commenter in return.

What should our posts be about?
If you have subscribed to a gardening magazine for 20 years, you won’t be
happy if it suddenly starts containing articles about motor sport. Sudden and
unforeseen changes of subject on a social media account can be perceived
as a breach of contract. Be clear and warn your followers that the content
will be changing.

What tone should we use?
Just like we have one tone in Ekot (news programme) and a completely
different one in Ligga med P3 (sex and relationships show), the tone on web
pages and social media accounts can vary. Every editorial team must find its
own tone.
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It’s important to be personal in your dialogue. Nobody thinks it’s fun
to have a conversation with an anonymous and secret representative of a
major media company. People want to talk to people. But personal doesn’t
mean the same thing as private or partisan. For example, we mustn’t take
a position on controversial questions. Ultimately, personal means that your
followers should see that there is a human being behind the posts; someone
they can relate to. How personal, serious, ironic or humorous would you like
to be? Decide on a tone and stick to it, at least to begin with.

Just like Anton Barck on Klassisk
morgon i P2, the majority of
presenters choose to keep the
same tone on social media as on
the radio.
Here Anton talks about his
weekend before discussing the
programme’s theme for the day
and asking for suggestions for
further material.
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How should comments work and how strictly should
we moderate them?
On our pages on sverigesradio.se, we decide for each individual publication
whether we should activate comments or not. This means that we can choose
to allow visitors to comment on all articles or just on a few of them.
Try to be consistent. If one week you open all articles to comments and
the next week none at all, that will seem strange. The same applies if there is
only an occasional article on which visitors are able to comment. If we want
visitors to choose to come to us to discuss a subject, it must be possible to
predict when comments will be possible, at least to an extent.
There are many reasons for using comments. Comments can give more
depth to a subject, provide new perspectives, facilitate anonymity in discussions about sensitive subjects or provide ideas for new items. Comments
sections also bring traffic to sverigesradio.se – people who have commented
are more likely to return to the page. However, you should remember not to
have more comments than the editorial team can cope with moderating. Ultimately, it's the client for each programme who determines which programme
pages should dedicate resources to comments sections.
On Facebook you can choose between simply allowing visitors to comment on things you publish and allowing them to create their own individual
posts. This would mean that anyone could write anything on your Facebook
page, which obviously requires more effort from the editorial team. Editorial teams who have been working for a long time with comments generally
have an easier job because their visitors are familiar with the contract, so to
speak. So it can be a good idea not to allow visitors to create their own posts
to begin with.
Creating a good climate of discussion in the comments takes some work.
Asking for comments is asking for people's time and mental effort. It also
entails a responsibility to invest your own time and effort to create the right
conditions for participation. Badly maintained comments sections have a
tendency to develop a life of their own – and it's rarely the kind of life we
want.
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Three important points for good dialogue
There are three central points to review if you want to succeed with dialogue
in general and in the comments section in particular:
•
•
•

A journalistic idea
A clear angle on the comments
Editorial presence

A journalistic idea
The journalistic idea is what you want to achieve with the comments. Do you
want to stimulate debate? Get feedback? Find new ideas? Explore a subject
in greater depth? That is what determines how narrow a scope you want in
the comments, how liberal the discussions should be and how much you are
going to moderate or control the comments.
Swedish Radio has drawn up rules for comments (you can find these at
t.sr.se/kommentarsregler). For example, the rules say that people can't write
commercial messages, make personal attacks or post spam. We also have a
rule that says that comments must stick to the topic. How strictly this should
be applied varies. Swedish Radio is a large company with many d
 ifferent
editorial teams, all of whom have different aims with their c omments
sections. It is the journalistic idea that controls how far from the topic the
comments can go.
Ring P1, for example, wants visitors to discuss the subjects that the
editorial team have highlighted, so that their posts can then be used in a
broadcast. In a post asking the question "Should the Swedish Air Force
practice with NATO?", it can be a problem if people instead start talking
about wing types on aeroplanes from the 1950s. This can lead to people who
actually want to discuss the NATO collaboration getting tired of the whole
thing and stopping commenting. Then you will need to be restrictive with
off-topic comments.
However, if instead you want the comments to lead to completely new
ideas and perspectives, it can be justified to employ a more generous
moderation style. It often takes a while to find a good level and the more
clearly you have formulated your journalistic idea, the easier it will be.
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Be transparent when you moderate. Explain what you have deleted and why, just like Metropol's
dialogue editor Nichol von Schoenberg Marsk has done here .when he explains that posts should be
phrased in a pleasant tone and that obscene words are not permitted.

A clear angle on the comments
Just as for journalism in general, comments need an angle. It is important
that visitors can easily understand what is under discussion.

An unclear angle can lead to frustration among your visitors. This visitor is frustrated by the fact that,
in their view, “old media” feel that they will receive high-quality comments simply by opening the
comments section.

So before you allow your visitors to comment, choose the subject and pose a
question. Then the subject to be commented on will be clear and much more
interesting for the visitors. Remember that the question must be relevant to
the content of the article, and think about what you believe the visitors will
want to discuss in an article. An irrelevant question can lead to frustration
among the visitors, which in turn will be reflected in the comments section.
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Of course you can formulate the entire article text in such a way that a question is unnecessary, but that can be difficult. A clear angle makes it easy to
moderate and it’s easier to identify who is going off topic.
Editorial presence
Visitors expect an editorial team to be present, and if they feel this is not the
case there is a risk that the comments section will develop a life of its own.
A comments section without a moderator more often attracts trolls (see the
section “Recognising trolls”) and other people who are only there to cause
disruption or spread cyber hate. If instead you demonstrate a presence, serious visitors feel more welcome and encouraged to take part in discussion.
Through continuity and consistency you can then create a sort of community
feeling where the listeners themselves highlight people who break the rules,
reducing the workload for the moderator.
A simple way of demonstrating editorial presence is to periodically go
into the comments and demonstrate that you are following the discussion.
It’s often enough to write “Your comment was very interesting. Anyone else
who’d like to share their experience?”.
Ask follow-up questions relating to previous comments, click Like on
thoughtful comments on your Facebook page or highlight comments that the
editorial team has used in some way.
Just like a presenter on a radio debate programme, a moderator online,
on Facebook or Twitter controls the conversation – where necessary – by
inviting opinions, asking follow-up questions, stopping people from going
off-topic and correcting those who don’t follow the rules. Often this simply
requires keeping an eye on the comments section from time to time. But
when controversial subjects are involved, moderation must be more comprehensive.
Our comments on sverigesradio.se are subject to initial moderation by the
company Interaktiv Säkerhet. But their primary function is simply to remove
posts that risk breaking the Swedish Act on Responsibility for Electronic Bulletin Boards – also called the BBS act. This means that they remove posts
that contain racial hatred, copyright infringement or incitement. They also
remove posts containing slander. They act as a kind of additional safety net.
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But we carry out the journalistic moderation ourselves (and on Facebook and
on other social media platforms we handle all of the moderation ourselves).
Here, the contract with the visitors is particularly important. The editorial
team, Interaktiv Säkerhet and our visitors must all know where the border
lies – what is it OK to post in this editorial team’s comments section? The
strictness of moderation varies quite strongly between different pages on
sverigesradio.se. This doesn’t normally cause problems as long as everybody
understands the rules.
Of course the journalistic moderation requires the editorial team to read
all comments on the articles on the website, all posts on the Facebook page
and on Instagram, and all Twitter posts which are addressed to it.
Try to predict which types of comments an article will generate before
you allow commenting. If you open up discussion on a controversial topic,
you must be aware that this will require a lot of work from you and your
editorial team. Apart from the fact that the pitch will probably be higher and
personal attacks more common, comments can also become one-sided. For
example, if all commenters support the same viewpoint. Then it might be
necessary for the editorial team to intervene and provide balance, perhaps by
giving space for counter-questions and other voices in the editorial text or by
inserting comments from other platforms.
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This item discusses
the type of offensive
comments women
receive when they
wear a burka.

Susanna Wictorzon on P4 Väst is good at moderating “hot” topics. Here are
her top tips for other editorial teams whose publications give rise to strong
feelings:
1. Ideally the relevant reporter should moderate the publication’s comments section. If this is impossible, the person who moderates the
comments must have been involved from the start in planning the
job. This way the moderator has the answer to as many questions as
possible. The editorial team can then also discuss in advance the
questions that are likely to appear and how best to answer them.
2. If it gets really tough, close the comments during the lunch break
and before you go home for the day.
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3. Allocate the resources required. Perhaps two moderators are required
on some days?
4. Sometimes you need to relax the off-topic rule a little to get the discussion going. However, try to always refer back to the original issue.
5. Using Disqus you can choose to feature your own comment over the
thread. Use this function, for example to clarify the issue or remind
people that the thread will soon be closing.
6. When the comments section is under particular pressure, it can be
better to moderate through disqus.com than in the comments section.
7. It’s very important to support the person who is responsible for
moderating a demanding comments discussion. Your editorial team
should help you to deal with various questions.
8. If a comment makes you offended, angry or nervous: Write your
answer, then rewrite it with facts and remove any provocative words.
Rewrite it again without excuses (unless these are justified) and
without any ifs or buts. Then post your short, concise response.
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Pitfalls to avoid
There are occasions when we should be extra attentive to the comments
being posted. These include situations where the focus is on an individual
person talking about highly personal circumstances, posts where we’ve
chosen not to name somebody such as an offender or associate who is
covered by source protection, or topics which are sensitive from the integrity
point of view, such as custody disputes and some criminal journalism.
Never remove posts unless there is support for this in the comment rules!
This particularly applies to critical comments, as this can easily be perceived
as us attempting to conceal something. Often, someone will have taken
screenshots of the comments section and then posted them somewhere
else on the internet. It must be possible to justify every comment removal
and we should always aim to delete as few comments as possible, because
it involves so much extra work to explain and defend how and why we are
moderating the comments.
Have a personal presence. It’s more difficult to behave badly to someone
who is perceived as a person than to the “Big Bad Media Company”. Write
“Hello” and sign the post with your first name.
Make sure you don’t occupy too much space. However personal you are,
you will always be a representative of Swedish Radio; in other words of the
owner of the page, which means that you have the upper hand. An editorial
team that fills the comments section itself can be perceived as arrogant.
In our own comments section on sverigesradio.se you answer by logging
in with the editorial team’s Disqus account. Then your comments will look
different to the other comments; for instance, they will have a Swedish Radio
logo and a little tag that says “Editorial team”. This makes it clearer that
someone from SR has answered, and not simply somebody pretending to be
one of our employees. The latter is a common tactic among internet trolls.
Don’t change articles after you have opened them up to comments. Of
course we should quickly correct errors, but remember that when you make
major changes in the text you also change the basis for the comments.
You must make clear what you have changed and why. This is particularly
important if you change something you have been criticised for in the
comments. If new facts appear and are added when a commenter has
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already pointed out errors, it will look odd to anyone who reads the comment
after the change.
For example, you can write “Updated:” in the text, or ideally highlight
the fact that a comment has had an effect: “As Eva wrote in the comments
section, this information wasn’t correct. So we have changed it.” In this way
you are highlighting the commenters and giving them credit. If you want
to be particularly clear, you can use the strikethrough text function. Then
it’s really clear what the article looked like to start with. Read more about
corrections on page 60 in the PS manual.

After a listener
contacted Meny
i P1 via social
media, they
chose to edit
their podcast and
publish a cor
rection as shown
here. Photograph:
Anna Olofsson/
Swedish Radio.
The correction
related to
the original
programme’s
reference to
someone having
allegedly cured
themselves of
bowel cancer
through a raw
food diet.
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On anonymous comments
On sverigesradio.se, you can log in with Disqus, Facebook, Twitter or Google
to identify yourself when you post a comment. But you can also comment
entirely anonymously by entering a fake email address.
The reason we permit entirely anonymous comments is that we want it to be
as easy as possible for visitors to contact us about things that can be difficult
to say if they’re forced to identify themselves.

When the pro
gramme Christer
broadcast an
article about
someone who
first had sex at
the age of 33,
the comments
section was full
of similar stories.
Something that
probably wouldn't
have happened if
anonymous com
ments had not
been allowed.

Journalist Martin Aagård explained this as follows on aftonbladet.se:
In an anonymous comments section, battered women can unburden
themselves; employees with opinions about their workplace can share their
experiences and have discussions with other people in the same situation.
People who have been insulted by the Swedish Social Insurance Agency,
their school, the police or a property owner can tell their own version...
Anonymity means protection.
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Credit and thank
On the internet there is a culture of referring back to the source and s tating
where facts and opinions come from. Good comments, good opinions and
good discussions deserve to be highlighted. Make sure that your visitors’
contributions – the results of their time and effort – are visible. Highlight
them in new publications, create links to tweets that have been made
or bloggers that have commented on other sites. Link carefully and as
accurately as possible. Thank and show an interest in the people who show
an interest in you.
Never underestimate the value of being mentioned on the radio; always
try to point out in the broadcast itself when you are using something a v isitor
has contributed. Apart from pleasing the visitors, this also shows other
people that it’s worth contacting you, which in turn leads to more people
doing so. Read more about this under the heading “The 360 model”.
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Social media is an excellent way of collecting images and information from
different voices (more about this in the Research chapter). But when we do
so it's particularly important that we both ask for permission and give the
person proper recognition. For example, this is how Rallyradion i P4 deals
with the issue:

A tweeter upload
ed an image from
a race start to
their private Twit
ter account, using
Rallyradion's own
hashtag.

@P4Rally asked
for permission to
use the image.
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And this is what
it looked like on
sverigesradio.se.
Photograph: Private

WHEN THINGS GET ROUGH
Sometimes our comment sections are almost overflowing with aggrieved
and critical visitors. It may be a controversial topic, but there may also
be c riticism aimed at us as publishers of information, for example when
there is a change in the programming or the content of a programme. Such
things can never be completely avoided, nor is this desirable. Our visitors'
commitment is a measure of what we mean to them, and of course we don't
want to stop having an impact. The fact that there are regular "listener
storms" is therefore inevitable. However, thanks to the internet and social
media these have changed, both in scope and logic, and we must therefore
also change how we handle them.
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Check list for crisis management:
•
•
•
•
•

Prevent
Staff
Inform
Decide who responds
Draw up a document with the answers to the most common
questions

Prevent
It's always better to prevent than to be prevented. For example, when we
cancel a programme or take a decision which we can predict will lead
to major reaction, we should always be the first to provide information,
ideally in a dialogue with the audience on one or more platforms where
we can be present and counter discussion and criticism directly. By being
as transparent as possible we increase the audience's confidence in us.
It's sensible to choose a time when we are well staffed and prepared, for
example in the morning.
Never try to conceal a mistake, sneak a controversial decision "under the
radar" or assume that nobody will notice a change; transparency is the be-all
and end-all when it comes to creating trust!
If you aren't sure whether an issue will stimulate comment on social
media, you can ask your superuser for help to assess what might happen and
how you should handle the situation. Together you can then work out a worstcase scenario to work from.
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Here is an example of good dia
logue from the extremely popular
Melodikrysset quiz show. When
the listeners started contacting
the show to say that there was an
error in the crossword grid, the
editorial team first bought time
by posting a quick update on Fa
cebook to reassure the audience
that their interest was welcome
and that they were investigating
the problem.
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When it then turned out that the editorial
team actually had used the wrong grid,
they quickly published a correction on so
cial media and on the internet. In this way
they succeeded in preventing a great deal
of frustration before it occurred and could
convert a lot of potentially angry listeners
to positive ones by using transparency, a
reasonable tone and by trading on their
good relationship with the listeners. When
the error later became a news article on
several other media channels, the editorial
team's quick reaction had already man
aged to take the sting out of the criticism.
For more information about corrections on
FM and the internet, see page 60 in the
PS manual.
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Staff
When things get rough, make sure you have enough staff for all social
platforms even where your editorial team is not normally active. Draw up an
inventory of who is working where and a list of who needs to be informed
about how the crisis is developing. It’s important to demonstrate editorial
presence as soon as possible, if only to explain that we will come back with
more information soon. A comments section left to its own devices will soon
become infected and it’s always much more difficult to do something constructive retrospectively.
However, you should remember that it is the managing editor who
decides whether to bring in extra staff and who should work overtime.

Inform
When an employee realises that a potential storm is on the way they
must know who to contact. The information must then quickly reach the
managing editor so that they can start crisis management measures. The
editorial team's action plan for social media should state who is responsible.
If you feel that the issue needs to be made known to other managers
and departments, ring the Duty Corporate Communications Manager on
+46 (0) 8 784 50 60. They are responsible for informing affected managers
and making sure that company accounts on social media are staffed.
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Example of information to manager:
What has happened? What happens now? What questions are being asked?
On which platforms is the discussion taking place? What questions can be
asked? Which platforms require extra support? If necessary, get help from
your superuser and the Digital Media department centrally to try to predict
what will happen next.
People and departments who may need to be informed:
•
•
•
•
•
•
•

Manager and managing editor
Other members of the editorial team, including the web editor, social
media editor and superuser
Security department, +46 (0) 8 784 98 34
Communications department, +46 (0) 8 784 50 60
Digital Media department; in other words the digital development
editors and social media group
The Programme Secretariat, if issues regarding the regulations are
involved; for example impartiality, the democracy provision etc.
Other editorial teams who may receive questions or who could
perhaps make a news item out of the event, for example
Nyhetswebben, Ekot, P3 Nyheter, local channels and non-Swedish
language editorial teams. In the past we have sometimes tipped off
competing news teams about changes at Swedish Radio but forgot to
inform our own people

Be aware that there is always a risk that emails and other documents can
leak out outside the organisation. It is therefore risky to use one terminology
internally and another externally. This became particularly clear, for example,
when Soran Ismail took a break from his role as presenter for M
 orgonpasset
i P3. Several of Swedish Radio's employees stated that Soran was in
"quarantine" because that was the word they all used internally. Because
there is a major difference between taking a voluntary break and being
forcibly put into quarantine, many listeners believed that Soran and Swedish
Radio had fallen out, which was not at all the case.
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Decide who responds
Criticism or questions on social media about the programme or journalism
should be answered by the programme's employees. We invite our audience
to enter into dialogue with us via social media in our roles as programme
makers and we should therefore answer concrete questions in this role,
because we have the knowledge of the issue involved.
Dialogue, answers to questions and crisis management should ideally
take place via the programme or editorial team's account so that the dialogue
doesn't end up on an employee or manager's personal account, because
then it becomes more difficult to relieve them if the crisis/dialogue extends
over time. Questions and criticism about Swedish Radios rules, policies,
personnel policy and similar things that relate to our role as a publisher or
employer should always be answered by the publisher, manager or supervisor.
It is essential to be quick on the ball and answer transparently to rapidly
deflect something that could otherwise develop into a major crisis. It's
important that the question is handled at the right level and doesn't escalate
too quickly; the best knowledge about the audience and about this p
 articular
question is always nearest to the subject of criticism. When the normal
dialogue isn't enough, however, the issue may have to be taken to a higher
level. Then you often need to get an answer from the person who is the next
person responsible for the decision on this particular question, the supervisor
or the next managing editor They will then become the spokesperson on this
question.
Social media editors should be able to refer to the spokesperson in their
responses, ideally by quoting or linking to statements that the spokesperson
has made. A good way of doing this is to collect such information together
in a document with answers to the most common questions; a FAQ (see the
next point). The should be a clear structure for who gives final and definitive
answers to "newly added" questions on social media – the structure should
be clear in the FAQ document.
It's often useful if the spokesperson is able to write a press release or
something similar that can be published online if necessary. Perhaps you can
even open a comments section for that publication?
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You should also consider a chat session during which the spokesperson
can answer the most common questions. In general, it’s best if there is a
specific place, such as a sub-page or Facebook thread, where listeners can
go if they want more information or direct contact with a managing editor. If
this is updated with answers to the most common questions, other people in
the company can also link to it if they receive questions they don’t know the
answers to.
Because “listener storms” on social media are rarely limited to a single
platform or account, this makes it easier for editors to collaborate and help
each other.
Draw up a document with the answers to the most common questions (FAQ).
When things get rough, all of Swedish Radio’s employees may receive questions via social media. This kind of crisis is rarely limited to one platform
or account. So a document is quickly needed where we answer the most
common questions and any likely follow-up questions. This document can
then be quickly shared within the organisation so that everybody who wants
to can help to spread the information. However, you should avoid copying
straight from the document, but should try to adapt your answers to the
questions. You should also try to adapt your language to the context; using
language that is too stilted can create distance from the listeners. As usual,
you should be humble and transparent. The FAQ should be a living document
to which questions and answers can be added as and when necessary.
For more information about what to think about when handling a “hot”
comments section, see the section “Editorial presence”. For a clear example
of how a fictional crisis is managed with different outcomes, see the section
on further reading at the end of this chapter.
Think about how you write
Try to vary your answers, even when you are answering the same question
over and over again. It can easily be perceived that the editorial team is
uninterested if the answers are clearly no more than something that has been
copied and pasted. Answers that are too similar can also be easily perceived
as meaning that the editorial team does not take the criticism seriously. This
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can be very difficult, and feels like extra work, but by working with the text
you can often reduce the perception of “parrot” answers and thus reduce the
risk of unintentionally increasing the criticism.

CHALLENGES
Choosing not to have an opinion
Some of the people who follow you will want to know exactly where you
stand. “How do you see this issue?”; “What do you really think?”. Social
media is largely about putting forward your opinion. It’s often described as
being opinion driven, and for a public service journalist this can sometimes
be a bit tricky.
In the PS manual it says that “in broadcasts, employees should not give
voice to their own opinions or values on controversial issues” (pages 37-38).
This can even mean that: “Employees who have publicly taken a position on
an issue may not take part in coverage of that issue, unless when this relates
to a democratic political system’s basic ideas”.
This should of course also be the ultimate ideal for public service
employees on the internet. Naturally, when you are at work the Programme
Rules apply (Read more about this in the PS manual, page 143). In reply
to direct questions from followers, you can clarify your role as a journalist:
“As members of the editorial team we can’t adopt a position; it’s our job to
provide a space for different voices and opinions so that as listeners/visitors
you can construct your own opinion”.
You can also take part in the discussions without adopting a position, for
example by asking counter-questions or by referring to others’ opinions: “You
say this, but this group felt differently. What’s your attitude to that?” Think
about how you would have approached it if you were leading a discussion on
a broadcast. You can often do the same thing on the internet.
It’s difficult to draw a sharp boundary between what you may and may
not do on social media, but it’s always a good idea to think about the fact
that what you write can create problems. If you’re uncertain, talk to your
immediate supervisor.
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Think about how you retweet
It’s important to contribute your own material when working with social
media, but also to share other people’s material. Often this isn’t a problem,
but sometimes it can look like we are supporting what we are sharing. There
is also a risk that anyone retweeting something – in other words sharing
something on Twitter – can be held criminally responsible for the c ontent.
You should therefore be careful with material that can contain things
like slander or racial hatred. Associated Press (AP) recommends that its
journalists avoid retweeting without comment. Read more about how we
utilise impartiality, for example when retweeting, under “Programme rules on
social media” in the Sharing chapter.
Because Twitter only allows 140 characters, it can sometimes be difficult
to get space to put the tweet in its context. To get round this problem you
can take a screenshot of the tweet and add it as an image to your tweet. But
of course it’s not then possible to click on any links in the original tweet. An
alternative is to click “retweet” and choose the “quote” function on Twitter,
which means you can quote a tweet so that it looks something like the above.
Remember also to be careful about retweeting news items if you aren’t
sure that they are true. Swedish Radio has high credibility and this must also
be maintained on social media. Read more about the evaluation of sources in
the Research chapter.
You should also think before using Twitter hashtags that adopt a clear
position. Hashtags that perhaps don’t adopt a position but which in a
particular context can be perceived as inappropriate should also be handled
with care. For example, the hashtag that’s currently dominant for everything
to do with Gothenburg, #gbgftw (an abbreviation of “Gothenburg for the
win”), can become problematic if used in the context of something like a
bomb threat or a murder investigation. Hashtags are often a good way of
sharing your journalistic material, but can be perceived in a way that you
didn’t intend. Nor do we always know who is behind a hashtag. Just like we
can “own” a hashtag, so can other people too – without this always being
clear.
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Think about who you follow or like
It's important to follow pages and people with different perspectives and
opinions when, like us, you need to report impartially and factually. But
remember that other people can see who you are following. On Twitter there
is a general consensus that you can "follow" without "liking"; in other words,
as a journalist you can follow politicians, organisations and interest groups
– even controversial ones – without in any way sympathising with them. It's
quite simply seen as part of normal journalistic coverage.
On Facebook it's a bit more difficult (largely because of the terminology;
you "like" and become a "friend" of other users). So it's easier to be
challenged here than on Twitter. One solution can be to create a "work
profile" on Facebook where it's clear that the account is only used for
journalistic purposes. A short information text is useful in this context. Here
Ekot's domestic politics commentator, Tomas Ramberg, clarifies how he uses
his Facebook account:

About you
This is a Swedish Radio account which is used professionally for journalistic purposes. A "like"
from this account should not be taken to mean that Swedish Radio agrees with, or in any
other way supports, what has been "liked". This should merely be seen in context as part of
Facebook's in-built system for following other users.
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Remember that in Facebook’s rules it states that you can only have one profile. If you create a number of accounts, you risk Facebook deleting them, for
example after having compared your IP addresses. One way to avoid this can
be only logging in to your "work profile" from your computer at work.
When you choose to follow different pages and people on social media,
you must also remember that it's difficult to know who is actually behind a
Facebook page, for example. You should therefore be careful when following/
liking brands, companies and groups that adopt a clear position.
To increase transparency and credibility so that it is clear why Swedish
Radio employees "like" certain pages, professional "liking" should always take
place in a structured manner and it must be possible to justify it retrospectively. This process should therefore take place in close consultation with
your immediate supervisor or manager. Professional liking of pages or groups
on Facebook that can be perceived as controversial should always be approved by your immediate superior.
In exceptional cases, we may need to use false identities on social media
in our journalistic work. However, this is very uncommon and requires a journalistic assessment. It must also be approved by the managing editor. Read
more in the Research chapter and in the PS manual on page 134.

Recognising trolls
"In modern English usage, trolling may describe the fishing technique of
slowly dragging a lure or baited hook from a moving boat. In Internet slang, a
troll is someone who posts inflammatory, extraneous, or off-topic messages in
an online community, such as a forum, chat room, or blog, with the primary
intent of provoking readers into an emotional response or of otherwise disrupting normal on-topic discussion." Wikipedia
Initially, a “troll” was the name for a visitor who didn’t really want to discuss a topic, but instead wanted to provoke a reaction. Today the word is also
used as synonym for people committing the offence of hate speech. However,
we are referring to the old internet definition of a troll in this manual. A troll
isn’t always easy to identify, but there are some common traits to look for.
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Trolls:
•
•
•
•
•
•
•
•
•
•

Often use provocative terms
Often seek conflict
Rarely provide any personal information (are often anonymous or
have a false identity)
Consciously try to lead the conversation onto controversial topics
Know which topics engage the audience in question
Provide inconsistent information: say that they are a child but write
like an adult; say that they are an adult but write like a child
Rarely post specifically on the topic, but more generally from their
own agenda
Generally use anecdotal evidence (“I’ve experienced this myself so I
know”) to unbalance other people
Follow up their own posts if nobody responds
Make posts using a number of different aliases

If a troll uses a number of different names, it can look, for example, as
though four different people are posting, but if you look at disqus.com you
will see that all four have the same IP address, which is a strong indicator
that this is the same person.
Posts like this should be removed. Using a number of different identities
to support yourself in the comments section is not permitted, because it can
skew opinion and make other visitors tire of the discussion and stop writing.
Those who are only present to provoke and upset other people ruin things
for those who are interested in an honest discussion. However, not all posts
which are provocative or impersonal come from trolls; you must always make
an overall assessment. Often it can take many posts before it’s clear that
you are dealing with a troll. Also remember to be careful with how you deal
with IP addresses, because they can reveal someone’s identity.
When there is lot of troll activity in a comments section, it can be worth
writing a moderator message to the users reminding them not to “feed the
trolls”. This means that they should not respond to provocative statements
and instead should report the posts.
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Blocking trolls and other disruptive influences
What can you do if, despite reprimands and deleted posts, somebody
continues to disrupt the comments section? Unfortunately, there isn’t much
you can do. When it comes to really stubborn visitors, you often end up in a
stalemate where it’s really just a matter of who tires first. Often it’s the troll,
as they look for poorly moderated sites. Actively managed sites make trolls go
away and look for easier targets.
We have anonymous comments on sverigesradio.se, but many visitors still
choose to give their email addresses when they comment. The email address
is hidden from other visitors, but we can see it on disqus.com. If you want to
contact a commenter, you can start by emailing the address they have given.
In this way you can try to reason with and warn persistent rule breakers.
If nothing else helps, you can try to block disruptive people. You can do
this on disqus.com or in the settings, for example on Facebook. Here you
have the opportunity to block usernames, email addresses or IP addresses.
But it’s a crude tool because the majority of users change their information
on a regular basis. The users may also be behind a proxy, for example in a
library, school or municipal centre. Then hundreds of computers can all have
the same IP address. At Swedish Radio we use the internet via a proxy. If
you ban such an IP address you therefore risk stopping hundreds of innocent
users from accessing parts of sverigesradio.se.
A decision to block users should be taken in consultation with the
managing editor. A decision to ban someone via their IP address should be
taken by the managing editor in consultation with the Digital Media manager.

Make clear decisions regarding dead accounts
Visitors should know what they can expect in a dialogue with us, but it is
just as important to be clear when the dialogue has ended. If we stop using a
Facebook page, Twitter or Instagram account, this must be made clear. Write
a final post in which you say that the account is no longer being used. Close
any comments sections and other functions where visitors would normally
interact with you and consider whether the account should even still be
visible. On Facebook, after a period you can choose to de-publish a page and
then completely delete it. It is better to organise a gradual closure so that
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the visitors have a chance to appreciate that the account or page is closing,
rather than suddenly deleting it. Always consult with your superuser before
you close an account.

Threats and cyberstalking
Just like when we occupy the radio waves, social media activities can also
lead to you as an individual employee being subject to personal attacks,
threats and in the worst case persecution or stalking. This can also apply if
you use social media in your private life.
Threats and attacks should be taken seriously and if you are worried
about posts and behaviour in your social media interactions, you should
contact your immediate supervisor or the Security Department.

LEGAL ISSUES
When does the YGL apply?
The YGL (the Fundamental Law on Freedom of Expression) applies to sites
that Swedish Radio provides and where only we can change the content. The
publisher of each page is responsible for the content, although not for the
comments sections (see below). The YGL also applies to material that we
publish in our shareable player, including when it is shared on sites such as
Facebook, or articles that we share from sverigesradio.se.
However, the publisher’s responsibility does not apply to anything
we publish in any other way than via sharing on social media. How and
where sensitive material is published is therefore significant. The YGL
therefore does not apply, for example, to YouTube videos, programme
pages on F
 acebook, posts made on Facebook or tweets. Here, it is instead
the individual employee and other participants/users who are personally
responsible for what they say/write. Every manager should inform employees
who work with social media of this responsibility.
The YGL protection for content on sverigesradio.se can be removed
if you embed something without the embedding being sufficiently clearly
delimited. For this reason, embedded material should be delimited with a
text that clarifies for the user that the content comes from a sender other
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than S
 wedish Radio, that it is not part of the editorial content and that it is
therefore not covered by the publisher’s sole responsibility. If possible, you
should also use a frame around the embedded material. This applies both to
comments sections and any other type of embedding of material from other
sources.

Legal responsibility for comments
An open comments section where the comments are moderated retrospectively does not fall under the YGL; in other words there is no responsible
editor and each commenter is held criminally responsible for what they write.
Any organisation providing a comments section must, however, have an
overview of the service according to the Act on Responsibility for Electronic
Bulletin Boards. As the provider of a comments section, Swedish radio can
therefore be held responsible if we do not “promptly” remove posts that
contain potentially criminal content, for example racial hatred, incitement or
copyright infringement.

Naming someone on social media
Remember that a “mention”, “tag” or “ping” of a person, organisation
or other body criticised in our journalism is not the same thing as having
tried to contact someone for a comment, for example when an organisation
or person is criticised. You must always make reasonable efforts to try to
contact the person before the criticism is published. Read more about this
in the PS manual, page 33. If you have questions, contact our lawyers at the
Programme Secretariat.

FURTHER READING
The importance of dialogue
When SVT launched its new open and social platform Edit, it was criticised
for how it handled the dialogue. Joakim Johansson has written a thoughtprovoking article about this at http://t.sr.se/hejedit.
Ring P1 has long worked to integrate interaction from its listeners into
the programme. On the intranet, you can find a talk given by former audience
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editor Malin Dahlberg about how to moderate a well-maintained audience
dialogue while simultaneously allowing a liberal discussion: http://intranet.
sr.se/Sidor/Vadkanduomsocialamedier.aspx.

Community building:
The University of California at Berkeley has investigated how to create a
flourishing internet community. You can read the entire article at http://bit.ly/
FBgruppforskning and a summary at http://bit.ly/ByggaFacebookgrupp.
In 2013, the News re:wired journalist conference held a seminar entitled
“Building Participatory News Communities”, during which the panel shared
a number of useful tips that still apply. You can find a YouTube video and associated presentations at http://bit.ly/NRWcommunitybuilding.

A fictional example of crisis management
Below follows a fictional example of crisis management in social media. The
crisis begins when, during their leisure time, a presenter seriously insults a
politician via her private Twitter account. We have chosen to provide two different scenarios, one where the editorial team reacts quickly and one where
they are a little bit slower off the mark.
10.00:
The popular Swedish Radio profile Pia the Presenter is angry with Patrik the
Politician. She writes on her private Twitter feed:
10.01:
Loyal followers begin to answer Pia the Presenter on Twitter. They also tweet
to Pia’s radio programme’s account.
10.02:
Willy the Web Editor, from Pia the Presenter’s editorial team, discovers what
has happened. He starts to answer himself but quickly realises that this is
not an everyday situation. He tries to contact Pia to get her to answer, but
she is on holiday and isn’t answering the telephone.

77

Scenario A:
10.10:
Willy contacts Marie the Managing Editor, who is the responsible editor.
Marie consults the check list for crisis management.
10.15:
The first question about the tweet appears on the programme’s Facebook
page. Willy the Web Editor answers that the editorial team will respond
shortly.
10.25:
Marie convenes the editorial team to get a picture of what has happened. Pia
the Presenter joins the meeting by telephone, despite the fact that she is on
holiday.
10.50:
The Facebook thread has around 30 comments. The post has been seen by
around 10,000 people. The listeners are starting to get impatient.
11.00:
The original tweet has now been retweeted 100 times. It is now being shared
among people who don’t follow the programme via social media. “We hate
SR”, a Facebook group critical of Swedish Radio, screenshots the tweet and
uploads it to Facebook. The activity on Facebook increases significantly.
11.10:
Other editorial teams start to contact Marie the Managing Editor to say that
they are getting questions about the issue.
11.15:
The editorial team has drawn up an initial document with answers to the
most common questions.Helped by Willy and the response document, Pia
answers everyone who is upset. She apologises for her tweet. 90% of com-
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menters are satisfied with this answer. Marie uploads the document to the
intranet so that all Swedish Radio employees can access it.
11.20:
The editorial team takes a screenshot of the inappropriate tweet. Then they
publish a post where they insert Pia the Presenter’s original tweet and her
apology and the most common questions with answers. They then delete the
original tweet from Twitter.
11.21:
People link to the editorial team’s post when they discuss the tweet.
12.30:
Listeners tell each other about what has happened. The tone in the Facebook
thread changes significantly. A number of people say thank you for the apology. The “We hate SR” Facebook group adopts a cautious position.
14.00:
The programme is broadcast as planned. Both Patrik the Politician and Pia
the Presenter take part by telephone and discuss Pia’s tweet. She apologises
again.
14.15:
Willy creates a sound clip of Patrik and Pia’s discussion. He uploads the
sound clip to the internet post. He continues to keep an eye on social media,
blogs and forums. When Willy comes across questions, he answers them and
refers to the internet publication which he then updates with the most common answers. If people are not satisfied with this, he asks them to contact
Marie the Managing Editor.
17.00:
Marie the Managing Editor has received a handful of emails from aggrieved
listeners during the day. She exchanges emails with them a number of times.
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Next day
Marie the Managing Editor answers emails from a couple of listeners who
have been extremely engaged in the issue. Willy the Web Editor spends a
couple of hours revisiting the discussions he previously participated in. Then
Marie buys cake for the entire editorial team.
Scenario B:
10.10:
Willy contacts Marie the Managing Editor, who is the responsible editor.
Marie hasn’t time to deal with this just now, but asks Willy to try to answer
as well as he can.
10.15:
The first question about the tweet appears on the programme’s Facebook
page. Willy the Web Editor answers that the editorial team will respond
shortly.
10.50:
The Facebook thread has around 30 comments. The post has been seen by
around 10,000 people. The listeners are starting to get impatient.
11.00:
The original tweet has now been retweeted 100 times. It is now being shared
among people who don’t follow the programme via social media. “We hate
SR”, a Facebook group critical of Swedish Radio, screenshots the tweet. The
activity on Facebook increases significantly.
11.10:
Other editorial teams contact Marie the Managing Editor to say that they are
getting questions about the issue. She refers them to Willy the Web Editor,
who refers them to Pia the Presenter, who is on holiday and doesn’t answer
the telephone.
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11.20:
Old tweets and statements from Pia the Presenter are unearthed and scrutinised. A rumour begins to spread that she and Patrik the Politician have
had an affair. Previous controversial statements from other Swedish Radio
employees also start to reappear.
11.45:
An evening newspaper with millions of daily readers picks up the story. The
headline is “Swedish Radio mocks Patrik the Politician” The article contains
a number of factual errors and quotes from other Twitter profiles.
11.46:
People link to the evening newspaper’s article when they discuss the tweet.
11.47:
Angry emails flood in to the editorial team, but also to other people at Swedish Radio. The “We hate SR” Facebook group grows explosively and much of
the criticism is coordinated by the group.
12.00:
Marie the Managing Editor is in a crisis meeting with a number of Swedish
Radio managers.
12.45:
Swedish Radio publishes a press release in which all of the factual errors in
the evening newspaper article are corrected.
13.00:
Pia the Presenter tweets for the first time since 10.00. She is upset, doesn’t
understand the criticism at all and explains that no manager has spoken to
her about the press release which has been published. Marie the Managing
Editor’s telephone is now ringing constantly.
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13.15:
The editorial team, including Pia the Presenter on the telephone, have a
crisis meeting. It is decided that Pia should make a statement in which she
distances herself from her original tweet and that the tweet should also be
deleted.
13.45:
The editorial team publishes its statement in a new press release with the
heading “Pia the Presenter apologises”.
13.46:
The “We hate SR” Page on Facebook publishes a list of eight previous occasions on which Pia the Presenter has attacked Patrik the Politician. Every
time somebody tries to link to Pia’s apology, there is a corresponding link to
the list on Facebook.
14.00:
The programme is broadcast as planned. The controversy is not mentioned at
all, which creates a new wave of angry posts on social media.
15.00:
There is a great deal of confusion, both among listeners and Swedish Radio
employees. What has Pia the Presenter actually apologised for? People get
different answers depending on which Swedish Radio employee they contact,
which increases the confusion still further.
17.00:
This is now a discussion that affects everyone working with social media at
Swedish Radio. Regardless of what they try to publish, they get questions
about Pia the Presenter. Large parts of the company have spent their entire
afternoon on this. Several managers, including Marie the Managing Editor,
have significant numbers of unanswered emails from angry listeners.
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Next day
The “We hate SR” Facebook group continues to coordinate its members.
They post on social media and send emails, above all to the editorial team
but also to other parts of the company. When listeners realise that they are
receiving answers containing the link to Pia’s apology, despite the fact that
it doesn’t answer all of their questions, they first become angry and then
resigned.
The near future
If nothing new occurs, the criticism will slowly fade away. However, it will
reappear again every time Pia the Presenter is heard on the radio. The
programme’s Facebook page has received terrible reviews, which affects
the page’s reach. The number of followers has also decreased on all social
platforms. The “We hate SR” Facebook group has increased its membership
by 200% and its reach by 800%. The next time somebody on Swedish Radio
makes a mistake, this case will be brought up again. The Security Department considers that the presenter has an increased threat level.
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SHARING
The image was taken in
Norway in December 2010 by
Marit Solveig Nedrebø Bjørvik.
According to her, her brother
Jørn Nedrebø wanted to carry
out an experiment to see if you
could achieve a viral image on
the internet, so he arranged
the image of himself and the
snowplough and got his sister
to take the photograph. Photo
graph: Marit Solveig Nedrebø
Bjørvik
The post by P4 Stockholm’s
traffic team says that the image
shows winter snow clearing
efforts in the area, then goes
onto explain that listener Jørn
Nedrebø invented the snow
plough himself.

In what way can a journalist benefit from understanding the mechanism
behind sharing, or virality, in social media? To put it concisely, sharing is
about capturing people's interest in your journalism and creating highquality, easy to understand publications that the audience reacts to. You
can have a broadcast that is two hours long and absolutely fantastic, but it's
often sound clips of just a few minutes from this broadcast that have the
potential to be shared to a greater extent. The foundation of this is finding
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the essential message in the broadcast, adapting the topic for publication
on digital and social platforms and, above all, finding something that affects
your audience. And as long as you have good basic material it's not complicated to create shareable social objects.
Sharing is also about playing a role in the media flow. For some target
groups, anyone who isn't visible digitally doesn't exist, and anyone who
doesn't have a network to work with has less chance of creating good journalism. An extensive network gives you more listeners and readers, more sources
and a greater impact. Material shared on social media also has the opportunity to reach people who don't usually listen to our FM programmes or who
don't have any relationship with Swedish Radio at all. By working to optimise
updates for social media, you can reach new listeners.

CREATING SOCIAL OBJECTS
Sharing is above all about creating social objects. A social object is quite
simply something that is packaged so that it can be shared and commented
upon in different social media services; something people can gather around
and interact with. This can involve both individual posts and updates on a
social platform and how the publication is packaged on sverigesradio.se.
There is also a value for the audience in being able to see and hear things
where they are without having to click through. For example, if a Swedish
Radio sound link is displayed direct on Facebook (using our embedded
player) and people can listen to it there, this increases the chance that they
will share the link with their friends. If the audio is not a clip, link to the
point in the broadcast at which it occurs. You should also exploit the
opportunity to link to our live broadcasts!
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Creating content that is shared on social media is perhaps more than
anything else about having an impact on people. Publications that make
the audience angry or happy, make them cry or laugh out loud, are shared
to a greater extent than material to which they don't react as strongly. The
audience is also happier to share something that reflects their own values in
some way. Either positively ("Look, this is a great new reform!") or negatively
("Look, this new reform is absolutely terrible!"). It has also been discovered
recently that audiences often share publications they have not even read
themselves. Indiscriminate sharing is perhaps not something to aim for, but
it says a lot about sharing behaviour on social media.
You should also think about whether your material affects a particular
group or area of interest. If this is also a group or area of interest which is
insufficiently covered, it can receive increased sharing if you package it as
a subjective account. "Look, this is what it's like to live with ADHD." This is
something that the extremely diversity-conscious Buzzfeed often thinks about
during its news evaluation – the fact that diversity leads to clicks. (See the
sections "Doing research in groups" and "The ABC of crowdsourcing".)
Here is a clear example of something that affects people; a piece from
the documentary programme Verkligheten i P3 which was extensively shared
and commented upon on social media.
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The heading itself
plays on the audi
ence's emotions.
Refused help by
Social Services?
Strangers giving
away food parcels?
Why? An example
of a strongly angled
publication that
leads to increased
sharing for good
journalism. Photo
graph: Magnus
Arvidsson / Filt

Good material is the foundation

The introduction to
the item describes
how the programme
accompanied a
charity worker as
she presented ordi
nary people in dire
financial straits with
donated grocery
parcels to help them
make ends meet.

For something to be shared extensively it must be attractive, easily
accessible and easy to share. Today there are more visitors who come to the
Swedish Radio site via an individual article they found using a search engine
or clicked on on social media than who arrive via the home page or the
channel home page or via one of our programmes' home pages. You should
therefore think about how your individual article appears – is it a good "home
page" to come to?
Here is a check list to use before publication:
1. What's the point? What's the angle of my article?
2. Look at your update objectively – will the audience understand it in
10 seconds?
3. Write the heading as a tweet!
4. Adapt the update to the platform – are you using all of the elements
correctly and do they interact properly?
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Start with the question: "What's the point?" What's your journalistic message?
What is the core of the item? How can you angle your material so that it will
continue to capture the audience's interest? The audience devotes only a few
seconds to an article before they choose to read it or ignore it and move on.
Try writing the article heading as a tweet. This forces you to stick to
140 characters (even fewer if you're also going to have space for a link) and
you have to optimise it to create interest. What must a heading in a tweet
look like for you to want to click on it? Truly viral articles aren't dependent
on the programme or channel's own social channels sharing them; they are
something that the audience wants to share almost instinctively. Good basic
material that has an impact on people also leads to higher sharing figures.
Robert Jacobsson from Ligga med P3 made a very clear publication that
was extensively shared.

Photograph: Stéphanie
Londéz / Swedish
Radio.
“Ten things you
shouldn’t say to a
bender” was the
provocative title of the
article in which Ligga
med P3 investigated
the peculiar questions
and comments that
are often addressed
to people outside the
heterosexual ‘norms’.

There are a lot of important aspects here. In part, Ligga med P3 – and
Robert himself – are credible sources on this topic, and in part it’s the direct
visual style
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and Robert's expression that captured the audience's interest. This is a
straightforward article with a simple angle, a crystal-clear heading and a
short and concise introduction. Nobody needs to ask themselves what it's
about; it's self-explanatory within just a few seconds.
And of course it's also possible to make clearly angled material that is easy
to understand in everyday posts and news items. Like this from P4 Halland:

Here there is a clear
interplay between a
straightforward heading,
an informative introduc
tion and a broadcast that
doesn't repeat what has
already been said in other
places in the article. Such
an article is also easy
for the editorial team to
share on its social media
channels together with the
question "Do you read to
your children?" in order
to get a dialogue going or
to obtain opinions for a
follow-up in the broadcast.
Photograph: Per Qvarn
ström / /Swedish Radio

The text describes how the number of parents who read stories to their children has halved since
2003, and goes on to mention a new children's TV series attempting to reverse the trend.

Create a social object
When you have given your publication a heading formulated like a tweet
you can of course also simply take the heading and publish it together with
a link on Twitter. But you should think about how your update should be
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optimised for each platform. It's very important to bear in mind the different
social platforms' advantages and disadvantages when posting updates. For
example, the rapid flow on Twitter is appealing and makes it possible to post
quickly and impulsively. An image in the tweet also makes it more attractive. But remember that your update must be able to stand on its own and
sometimes live for a relatively long time. Above all, this applies to Facebook,
where the algorithm that controls the users' feed means that an update
which is several hours or even days old can appear to be new. In that case
you can't write things like "Right now" (which would have worked on Twitter)
because the update will be both confusing and unusable when it's a day old.
Then "Right now" is already yesterday.
One common mistake is to post straight programme information. "Listen to us tomorrow at 3 pm. We'll be talking about sowing oats and happy
salmon, and the chef is back! Don't miss it!" What we perceive as a plug for
a good radio programme is perceived by the audience as impersonal advertising; particularly if it is combined with an editorial team that is invisible and
doesn't answer comments. Instead post updates when you have something to
link to; in other words when there is a publication to have an angle on or an
issue you want the audience to discuss.
Which platforms are you on? What conditions does that entail? Ultimately
this will become instinctive for anyone who works as a social media editor,
but it requires time and a great deal of thought to create a clever and shareable social object.
As a basic approach, updates on social platforms should always be
tagged with the people and organisations named if they have their own open
accounts on the platform, and you should always use hashtags where they
are relevant to the topic. This makes it easier for them to share the update
with their own network.
You should also remember in general to ensure that each part of the
publication contains the information (metadata) required to understand the
context. For example, sometimes a sound clip is shared which doesn't have a
good heading and lacks a description, and this then becomes incomprehensible and uninteresting to the audience. So how can an update be adapted to
different platforms?
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Here are three good examples of different types:

Photograph: Cassandra
Alm / Swedish Radio
“Where are they spray
ing graffiti now? What if
they pour something in
the letterbox?”
A thought-provoking
way to introduce an
investigation of the
abuse and threats that
one in every two young
politicians face.

P3 Nyheter has an example of how text in an image can give a completely
different dimension to a news item. The quote is very personal and stands
out in the flood of other images on Instagram – it arouses curiosity. You can't
publish links in an Instagram update, but updates of this type create interest
– and an audience which is already following P3 Nyheter knows that it can
find the editorial team’s reports on sverigesradio.se.
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The Gotland Fire Brigade’s decision to paint one of its fire engines pink to raise cancer awareness
made for an eye-catching post. Photograph: Hilda Ärlemyr / Swedish Radio

This image on P4 Gotland's Facebook page stimulated major interest and
was extensively shared. The reason was a combination of an unexpected
image, a short explanation of the image and a question that started a
discussion, in which the editorial team also acted in an exemplary manner in
the comments section.

93

This type of short, concise and clear update stands out in a feed and often
works well on Facebook.

The graphics
describe HIV
statistics for
Africa compared
to the rest of the
world, and explain
exactly how HIV is
transmitted.

During the 2014 Musikhjälpen appeal, news graphics artist Liv Widell
created both moving and still graphics that worked both on Instagram and
Facebook and could be published simultaneously. All of the information
the reader needed was there without them having to click through, and
the s haring figures demonstrate how the audience can also be engaged in
sharing educational material.
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What makes a good image on social media?

Don't be afraid of directing your subjects! The band The Fooo during Musikhjälpen 2013.
Photograph: Ronnie Ritterland / Swedish Radio
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A good image can do wonders for your social media updates. This image tells
considerably more than a text or post could do:

The image is
complemented with
a quote giving an
insight into the daily
life of the foreign
correspondent:
“Used my case as a
stand for the satel
lite equipment. Now
it’s full of red soil.”
Photograph:
Ammar Akkash /
Swedish Radio

Images should be used when they are relevant to the update, and, as in the
example with correspondent Katja Magnusson, images should be prioritised
when they tell and show something that is difficult to present as well without
an image. In the same way, of course you can discard images which don't
add value.
Remember that images on social media are often small in users' feeds.
You should therefore avoid taking images that are too zoomed out – instead
always assume that the audience will be seeing the image on their mobile
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phones. Get close to the person or object you are photographing. What's
important? Focus on this.

this.

This colourful
image shows the
spades – all 160
of them – that
were discovered
when the local
preschool had its
playground drain
cleaned out!
Photograph:
Gustav Friberg

Also think about how your images will look over time. Perhaps all of your
images have been taken inside the studio? This gives a repetitive and boring
impression and in the worst case similar images can reduce the chances
of capturing the audience's interest. Look around your workplace. What are
good places to take images? Which angles are best? Spend time finding good
places to photograph guests so that you are prepared before they arrive.
Spend time on taking the photographs and go through the images carefully
when you have finished.
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Here are a few concrete tips for when you are taking photographs or looking
for images for social media:
•
•
•
•
•
•
•
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Don't choose images as the last thing you do, choose them carefully
– they are important
What does the image look like on each platform? Will it be visible on
a mobile phone?
Does the image reflect the content of your update? Does it enhance
the update?
Do you have a slide show? If so, do the images go together? Do they
tell a story?
Let the image show a feeling: a smile or a sad face. Movement in the
image gives life and presence.
If you photograph a person, get them to look into the camera and
look the audience in the eyes
Be playful! Have fun! If your use of images is stimulating, creative
and fun for you, it will be the same for the audience.

Here are several examples of the creative use of images from our editorial
teams:

One of several images that Jonna Spik shared
on social media to capture the rehearsals for
Carola Häggkvist's concert at the Berwaldhallen.
Photograph: Jonna Spiik / Swedish Radio
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You can even
liven up boring
studio images
with unusual ap
proaches. Just
like P1 Morgon’s
presenter
Katherine Zim
merman does
here. Photograph:
Swedish Radio

… or P4 Kalmar's news presenter Marcus Leonarde, Photo: P4 Kalmar / Swedish Radio
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Lundströms Bokradio's
presenter Marie
Lundström isn't afraid
to make fun of herself.
Photograph: Jon
Jordås/Swedish Radio.
Photograph in photo
graph: Mattias Ahlm /
Swedish Radio

Exploit the programme presenters in a way that combines creativity and humour.
Photographs and montage: Ronnie Ritterland / Swedish Radio
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Adopt Radiosporten's ap
proach – take the
photograph from
the perspective
that the audience
would want to
see. Photograph:
Emma Lukins

Be creative with
marzipan and
other props like
P4 Västerbotten!
Marzipan figures:
Johanna Viberg
Photograph:
Helena
Andersson /
Swedish Radio
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Get the audience to guess what the image shows.
Photograph: Jonna Spiik/Swedish Radio

Remember to avoid images with logos that can be perceived as showing
undue preference for brands; it must also be possible to justify the image
from an informative or entertainment perspective.
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Use TT images
We can use some TT images if they are watermarked in the right way. There
is more information about how to do this on the intranet.
Use Creative Commons images
If you don't have any images of your own you can use Creative Commons,
which is an international licensing system where the copyright holder gives
other people the opportunity to use their material free of charge under simple
and clear conditions.
In principle any type of material can be CC licensed, but it is most common with images and music. You will find all the information you need here:
http://www.creativecommons.se/.
A CC licence image has a code associated with it that states how you can
use the image and what you can do with it – for example how you can edit
the image in various ways so that the image is shared in a manner that the
copyright holder has agreed. The template for the code consists of a n
 umber
of abbreviations: CC-BY (“by” means acknowledgement of the copyright
holder) ND/NC/SA and so on. Later in the text you can read about how to
credit someone correctly.
Here is a brief description of the licences and their specific conditions.

CC BY-ND: Creative Commons Attribution No Derivatives Images with this licence
are difficult for us to use because you may not adapt or change the image in
any way – in other words you can’t even crop the image.

CC BY: Creative Commons Attribution. You may copy, distribute, make
derivative works and build on the material (for example add text to an
image), even for commercial purposes, as long as you give the author or
licensor the credit (attribution).
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CC BY-NC: Creative Commons Attribution Non-Commercial. You may copy,
distribute, make derivative works and build on the material but only for
non-commercial purposes, as long as you give the author or licensor the
credit (attribution).

CC BY-SA: Creative Commons Attribution Share-Alike. You may copy, d
 istribute,
make derivative works and build on the material or create new m
 aterial from
the material as long as you give the author or licensor the credit (attribution).
If new material is then created from your material, this material is distributed and licensed with the same licence (CC BY-SA). New material should
be distributed under the same conditions, which means that other people
can continue to build on your material and spread it as Share-Alike. If
you process images and add something (for example text in an image or
additional images) or adapt it in any way (for example change the size, crop
the image), according to the CC conditions processed material has been
created. Processed material is entirely licensed according to SA conditions.
An SA-licensed image which is used adjacent to a text (for example in a web
publication) is, however, counted as a compilation work and then only the
image – not the text – is covered by the licence conditions for Share-Alike.
Note: If we use an image with a CC BY-SA licence and add a Swedish
Radio image (for example in a collage) the SR image will also be licensed
as CC BY-SA, which means that we grant the right for others to use both the
original CC image and our SR image according to the licence conditions. So
if you use copyright-protected SR material according to the SA (Share-Alike)
licence, check with your immediate superior for approval.
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CC BY-NC-SA: Creative Commons Attribution Non-Commercial Share-Alike. You
may copy, distribute, make derivative works and build on the material or
create new material from the material as long as you give the author or
licensor the credit (attribution), but not in a commercial context. Otherwise
the same conditions and circumstances apply as for CC BY-SA (see above).
Be careful to state the image name, the copyright holder, the source of
the image and the licence conditions when you use CC material. You can find
instructions here: http://bit.ly/safunkarCC (http://www.creativecommons.se/
hur-funkar-det/for-att-anvanda-cc-material/) and the basic rule is that where
it is practically possible you should link to the image, photographer and
licence conditions. On sverigesradio.se we can’t link in captions and therefore have to choose another solution (more on that later).
Save and upload the image in Isidor just like normal, or on one of our
social platforms. Enter a caption in the caption field as normal but instead of
the normal format...
Mountain view. Photograph: Anna Annasson / Scanpix
... you should enter the entire CC licence attribute. For example, if you have
used an image with the licence CC BY-NC, your caption should ideally be as
follows (the green words are links to the image, the photographer and the
licence conditions, example taken from creativecommons.se):
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In other words the image should link back to the original source; where you
found the image. In the example above there is a link to the image (The
Four Courts), one to the photographer's page on the Flickr image hosting
site (Darragh Sherwin) and a link to the information page with the licence
conditions (BY NC-SA) for the licence under which the image is covered (you
can find the latest version, 4.0, of the CC licences here: 
http://creativecommons.org/Version4).
In captions on sverigesradio.se we can't use clickable links, unlike when
we publish images on social media. Below you can see an example of what
you can do instead, with the photographer (Marco Fieber), his blog (Ostblog.
org), the image source (Flickr) and the licence (BY-NC-ND, 2.0 is the licence
version).

You can also choose to shorten the link and publish it as text (here via the
URL shortener bitly.com). This is then easy for anyone who wants to follow
the link to copy and paste into the address bar of their web browser.
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Be creative
When you know what you want to share and have found an angle that works,
think about how you can make your update stand out.

Be quick

If you are quick to report an event, your post will be shared ahead of others, as was the case here
when P4 Gävleborg reported that the municipal Christmas decorations were in place.
Photograph: Linn Fogelberg / Swedish Radio

If you work with audience dialogue linked to your programme, obviously it’s
useful to be able to quickly angle, package and send out things on social
media as they are discussed in the programme. If the presenter is looking for
audience images of a local news event, or reactions to something discussed
in the programme, it’s sensible to ask the same questions in social channels
at the same time.
But being quick also means having a plan for digital and social
publications linked to your news work (or posts) for different programmes.
Simultaneously with a major news item being broadcast, there should also be
a publication ready on sverigesradio.se and on social media. In this way it’s
your own publications of the news item that will be shared.
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It's important to remember that the original publication can become a social
object for several hours – sometimes even for days. You can't control when
the audience will see your news item or perceive it as news; however, you can
always optimise your publication so that it gives the reader all possible fresh
information. If you update the news or give it a new angle, make sure either
that you use the original publication or link the article with the new angle in
the original publication too. Otherwise the audience is quite likely not to see
the follow-up article, or even know that there is one.
This doesn't just affect our own news, reviews or investigations. Broad
news items that other editorial teams are very likely to pick up will also be
shared if you have a really honed publication to offer the audience. The
quicker we are at understanding, angling and publishing our own social
objects relating to current and broad topics that affect people, the greater
opportunity we have to set the agenda in the digital flow.
The discussion in the comments section contributes to sharing on
Facebook, because Facebook values social objects that the audience interact
with more highly than status updates that few or no users comment upon,
like or share. If you pose a question and start a discussion, and are yourself present and answer in the comments section, your update will achieve
greater reach.
Facebook saves (caches) pages that are shared, together with their
characteristics. This can cause problems when we change a heading, image
or alter something in the text of an article on sverigesradio.se. When you
share an article after you have changed it, Facebook sometimes continues
to use the old version. If this happens, go to the address https://developers.
Facebook.com/tools/debug and insert the link to your article there. Then
Facebook will apply the new characteristics and if you share the article after
this it should be correct.
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You can also manually ask Facebook to update a post where you have linked
incorrect material. Click on the date in the post:

and then on the arrow in the top right-hand corner. Choose "Refresh share
attachment". Now the content will be updated and the post with it.
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Be personal
To share your material you must be able to justify why it is interesting. If you
simply paste a link into Facebook without writing your own comment, you reduce the chance that visitors will share it, click like, add a comment or even
click on it. Conversely, statistics show that straight link and heading publishing works to an extent on Twitter, but both the audience’s behaviour and
the flow work differently there compared to Facebook (where the algorithm
prioritises active accounts and devalues things that appear to be spam).
Being personal doesn't mean being partisan. For example, Swedish Radio
employees mustn't take a position on controversial questions. Instead here
you can show that there is a person behind a publication. People are more
willing to trust other people than large corporations or senders without a
clear identity. By showing yourself you create an incentive for your followers
to care about you and what you have to say. By building confidence and a
network you also naturally obtain an audience that relies on you as a sender,
which of course also positively affects the chances of them sharing your
updates.
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CHALLENGES
Set the agenda
The more you are used to working with social media, the greater are the
chances that you will act quickly when something becomes a talking point
and – as we wrote under the heading "Be quick" – be able to make journalism
out of something that's affecting people and being shared. If your followers know that you are always the first to get hold of a lying politician or an
artist who's causing a scandal, they will also quickly share your interviews
if you make them easily accessible. You will become a credible editor and a
supplier of interesting material.
Work consciously and be generous with sharing relevant links. It doesn't
always need to be your own work; this may also involve more in-depth material you have encountered during your research. Visitors, fans and followers
will note this and keep an eye on your page, increasing the chance that they
will share your material. By continuously being an actor in the flow even
when you are not working with your own journalism, you also create audience
confidence.
The internet has a well-developed culture of recommendation. This
means that people rely more on their friends than on strangers and that they
would rather share material from people they know. Visitors will be more
interested in you when they are used to seeing you on social media and know
more about you. If it is quite clear that you are serious about your questions
and that you give feedback about what the answers have led to, your visitors'
inclination to help you with tips and sharing will increase. Swedish Radio
benefits from high confidence levels, and you take that confidence with you
out into social channels – to both exploit and maintain.

Use a number of different channels
Social media, the internet and FM are all unique channels which have their
own communication conditions. You should see them as different parts of
a whole. Sometimes it's best to upload a text to sverigesradio.se, sometimes it's better to post on Facebook and sometimes a combination is best.
Remember your core goal: you want as many people as possible to have
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access to the relevant journalism that you have worked so hard to produce.
Ultimately Swedish Radio's digital strategy is about optimising work and
collaborating on all available channels.

Establish and own your hashtag
Your editorial team can try to establish its own hashtag on social media,
if there is a clear purpose. Must you have a hashtag or is it sufficient to
communicate from your accounts? Does your hashtag exist so that the
audience can communicate with you through it? Do you perhaps use it
because you work with a number of different accounts and a hashtag is the
best way of collecting all of that content into a single feed? Ring P1 and
its audience have long been using #ringp1 to easily find reactions to the
programme. Remember also that a hashtag should be quite short and as selfexplanatory as possible. It should create clarity and structure, not confusion
and extra work.
The advantage of a consistent and recognised hashtag is that it becomes
a tool for sharing and something that your audience can collect around and
look out for. Your followers can then also contribute by tagging their own
posts with the same hashtag and the programme can gain more a ttention
by making it onto the trending list – a list of the topics that have been
popular recently. Freelancers who have produce items or contributors to the
programme can also then continue the discussion there.
General hashtags that Swedish Radio used in 2014 include #srval
(where we tagged all election coverage carried out by Swedish Radio),
#SRAlmedalen (which collected our coverage of Almedalen into one feed)
and #mh14 (which was the hashtag for Musikhjälpen 2014). You should
ideally avoid using the year in your hashtag and instead work with the same
hashtag year after year, for example as we do with #p3guld. And remember
to always mention your hashtag in your broadcast – then more people will
be able to find it and have the opportunity to comment on your programme
on social media using your hashtag on their updates. This is also a form of
sharing.
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The theme of Musikhjälpen 2013 was the right to survive pregnancy. You can read more about using
hashtags for sharing and crowdsourcing in the section "Crowdsourcing" in the chapter Research.
Photograph: Per Palmqvist / Swedish Radio

Recruit ambassadors
Does the programme have particularly dedicated fans in the social networks?
Look after them, talk to them and listen to their opinions and comments a
little more carefully. In return they will thank you and share your items via
their channels and to their network. They will become your ambassadors.
Watch out for people who often retweet your Twitter posts, share your items
on Facebook and so on. On Facebook, for example, there is an icon in the
lower right-hand corner of each post that shows you who has shared it.
By adding people who are particularly engaged in your work to separate
lists, you can make it easy to follow them. You can then add the lists as a
separate channel, for example on TweetDeck (see the chapter on Preparations).
Contributors to the programme are also often excellent ambassadors. You
should therefore always check whether they have Facebook, Instagram or
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Twitter accounts. Contributors often can and want to share clips and posts
they have taken part in, and if you mention their participation using their
account name in a tweet it's easy for them to retweet it. And of course this
also applies to individual interviewees. Then a link to your programme will
appear in the person's feed for their audience – an audience that perhaps
didn't even know the interview had taken place. It's a good idea to send a
link to sverigesradio.se, the Facebook page and the hashtag if the programme
uses one.
If you're working within a limited field of active clusters – clearly defined
groups with a single interest area – it's worth identifying the people who are
the "nodes"; in other words the influential people in the forums where these
groups are present on social media. For example, you can check out who is
moderating relevant Facebook groups or who often writes about a subject and
achieves a lot of engagement around their posts. Read more about the role
of ambassadors as nodes under point 5 in the section "The ABC of Crowd
sourcing" and about clusters in the section "Crowdsourcing", both in the
Research chapter.
And it can be appropriate here to once again emphasise the fact that you
achieve success with your contacts on social media by consistently building
relationships and by demonstrating that you are also making a contribution.
It can also be worth remembering that even though Swedish Radio enjoys a
very high level of confidence, journalists as a profession were quite a long
way down the 2014 Medieakademin confidence barometer. However people
trust their friends as senders of social media. And by being visible yourself
and answering questions and interacting with your listeners/followers, you
and your programme will become a friend of the audience. With increased
trust comes an increased chance of sharing and dialogue.
Twibbons
Another way to use ambassadors for sharing your material is to create a
"twibbon" for special occasions linked to major projects. On Swedish Radio
we have done this, for example during Musikhjälpen, Sisuradio's #vågafinska
Finnish-speaking project (read more about this in the Research chapter) and
during the 2014 election coverage.
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A twibbon is a small banner added to the profile image on your social media
account which draws attention to your project every time somebody with your
twibbon makes an update on social media.

Three examples of Twibbons.
Photograph: Yasmine El Rafie, Anders Foghagen and Noora Holm / Swedish Radio

Remember that twibbons, both from us and from other people, are above
all used for campaigns relating to drawing attention to societal issues,
crises or illnesses, such as Musikhjälpen, the Pink Ribbon, #fuckcancer or
#jesuischarlie. If a twibbon is exclusively used in order to market an event or
broadcast, in some cases it can have the opposite effect.

Help each other
Often an editorial team has a number of different accounts. Exploit this!
For example, an editorial team account on Twitter can retweet posts by
individual members of the editorial team and vice versa to increase s haring.
Work a ctively to link together your different accounts, particularly if you
have c hosen to post different types of item on different services. State your
editorial team’s Twitter account name on your Facebook page – and vice
versa.
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LEGAL ISSUES
Copyright
In order to be able to use copyright-protected material, you must have
the copyright holder's consent. The majority of the material published on
sverigesradio.se can be shared with other sites and social media through the
share buttons. The same applies for the embeddable player.
In order to use an image, you therefore need consent from the
photographer and any copyright holder to other works that are visible in the
image. Processing – for example in the form of a collage or screenshots –
also requires consent, just like the publication of record or book covers or
illustrations. If you want to use a press image you must first check what
conditions apply for each image, for example on the website where you have
sourced the image. If the conditions are not stated you can ring and ask.
Even if the image itself is news you still require consent from the
copyright holder for Swedish Radio to be able to publish it. Using an image
without consent entails a risk of claims for compensation and damages for
infringement of copyright from the copyright holder. If we have not obtained
consent the image should only be used if there are very strong journalistic
reasons; in other words if the freedom of speech is more important than the
protection of copyright in this specific situation. This will be determined by
the managing editor.
When you publish an article with images on sverigesradio.se, you should
set in Isidor whether the images may be used on social media, for example
if they may be shared on Facebook. Be careful not to share images taken by
people other than Swedish Radio employees – unless you have first obtained
consent, of course. TT images may be shared on social media as long as you
follow the rules required by the agreement. For more information contact
your superuser.
In the case of images, the photographer must be named upon publication
unless this is technically impossible. Photographers also have the right to be
anonymous, however.
You can also embed things like YouTube clips if we are sure that the clip
has been published with the copyright holder's consent. If the copyright
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holder has not given consent we may be committing copyright infringement.
We must also be restrictive with linking to material published without the
consent of the copyright holder.
Swedish Radio does not currently have any rights to copyright-protected
music, literature or any other external participation in moving images (with
the exception of CC licensed content). This applies regardless of whether
we are publishing through our own film tool or on sites such as YouTube.
Copyright-protected material (for example music, a painting or a book cover)
which is only in the background also normally requires consent.

When does the YGL apply?
The YGL, or Fundamental Law on Freedom of Expression, applies to sverigesradio.se, Swedish Radio play and other services provided by Swedish Radio.
In other words sites where only Swedish Radio can change the content.
The YGL also applies to material that we publish in our embeddable player,
including when it is shared on sites such as Facebook, or articles that we
share from sverigesradio.se.
However publisher responsibility and the YGL do not apply when we
publish in a way other than through the player or through embedding of
our own articles on social media. Before you publish sensitive material,
you should therefore think carefully about where and how it should best be
published. Unclear separation of an embedded item can damage the YGL
protection for the website.
The YGL therefore does not apply to YouTube videos, programme pages
on Facebook, posts made on Facebook or tweets. Instead it is the individual
employee and/or those participating in the clip/article who are personally
responsible. Every manager should inform employees working with social
media of the fact that the individual employee can become responsible for
any criminal statements made.
Don't encourage the audience to leave anonymous tips via the message
functions on social media. There is a risk that the companies that provide
the platforms may be forced to release the material, for example to the police
during a criminal investigation.
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Programme rules on social media
Our digital publications should follow the same rules that apply to FM.
In other words we should apply the requirements for impartiality, objectivity
and so on to all of our platforms. However digital content cannot be reviewed
by the Swedish Broadcasting Commission.

Correction from Ekot
on Facebook.

The PS manual (page 60) states, for example, how we make corrections on
the internet and on FM. The same approach for corrections can be applied
on social media.
We should give balanced coverage to the subjects that we cover; in
other words include all relevant facts and opinions from both sides as far
as possible. If one party is criticised it should be able to respond to the
criticism, so ensure that you convey both the criticism and the response.
Now that Swedish Radio is also a medium of images, we must be careful
not to violate people's privacy through the images we publish. If we have made
an editorial decision not to name a contributor to a programme or on sverigesradio.se, we must be careful to also make sure that we do not identify this
person when we publish images. Image publication can also entail slander.
Swedish Radio is advertising-free and may not show undue preference
for commercial interests. Just like on FM, if we want to publish an image
of a commercial product or brand, it must therefore always be justified on
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the basis of audience interest – otherwise this can be perceived as undue
preference. Logos, brands and so on should not occur on clothes or o bjects
we show in images unless there is a journalistic reason for this. Some
content that we embed is preceded by adverts; for example YouTube videos
or evening newspaper articles. You should therefore think carefully about
whether these should be embedded.
The provision on media impact means that we must be careful when we
design a publication where we discuss certain subjects. We must be careful
when sharing something which may be perceived as clearly offensive to a
particular group of people. If we want to cover something which is offensive
we should not make the offensive material shareable separately, but should
instead put it into context and share the entire clip.

Naming someone on social media
Tagging contributors, people or organisations we are reporting on is a good
way of making it easier for them to share our updates with their own
networks. But remember that this is not the same thing as having
attempted to contact someone for a comment, for example when a person or
organisation has been criticised. You must always make reasonable efforts to
try to contact the person before the criticism is published. Read more about
this in the PS manual on page 33.

FURTHER READING
General
Shared joys are doubled joys? A study about how the Swedish audience
shares news material on social media: Sara Ödmark and Ingela Wadbring,
Mid Sweden University, 2014, http://bit.ly/deladgladje.
What happens when you happen to be a power player on Twitter: The
inside gen by Anil Dash, The Message, 24/04/2015, http://bit.ly/thenobodyfamous.
"How one stupid tweet blew up Justine Sacco’s life". An in-depth article
about the responsibility sharing entails. The author tracks down people who
have been exposed to the Twitter mob's public pillory: http://bit.ly/twitterdrev.
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Packaging
Five arguments for why lists deserve a place in journalism: Rachel Edidin,
Wired 08/01/2014, http://bit.ly/listicleftw.
More arguments for the list as a journalistic approach: David Leonhardt,
New York Times 24/04/2015, http://bit.ly/defenselisticle.
Five tips from Buzzfeed about how to create shareable content: Abigail
Edge, Journalism.co.uk 21/02/2014, http://bit.ly/tipsfrombuzzfeed.

Images/visual storytelling
Some tips on how to make your content attractive with images: Sara
Lawrence, Curve, http://bit.ly/thepowerofvisual.
Five tips about the emotions that work best when you choose your
images: Ritika Puri, ImageBrief blog, http://bit.ly/Bildpsykologi.
More thoughts about how to approach graphics and images for greater
impact: Journalism.co.uk, 04/02/2015, http://bit.ly/tomphilips, http://bit.ly/
tomphilipsslideshare.

Virality
Paper in which focus groups qualitatively discuss viral advertising films:
Niklas Söderbäck/Niklas Tedebo, Swedish University of Agricultural Sciences,
2014, http://bit.ly/viralmarknadsforing.
Paper in which people were interviewed after working with PR campaigns
with hidden senders: Rebecka Gustafson, Umeå University, 2014,
http://bit.ly/doldviralpr.
Text attempting to explain why material with children often leads to virality:
Ada Fredelius, Internetword, 07/06/2013, http://bit.ly/videoviralspridning.
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RESEARCH

Christoffer Malm, Charlotte Lindqvist and Caroline Pouron on Morgonpasset i P3.
Photograph: Mattias Ahlm/Swedish Radio

Social media are a self-evident part of journalistic research, in everything
from the everyday work on a newsdesk to learning more about a subject and
seeking out "cases" relating to sensitive topics and those which it is d
 ifficult
to cover. Social media are extremely well suited for following the rapid
unfolding of events, learning more about a subject, obtaining new ideas,
determining what a particular group is talking about or rapidly taking the
temperature of a talking point or current topic. Asking questions on social
media can also give you a feeling about whether you are on the right track
on a particular issue. In addition, it requires minimal resources to monitor
a wider circle with different experiences and opinions than your own and
thereby to create greater diversity in your reporting.
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News research and routine coverage
P4 Väst’s image
of a local fire
led to visitors
suggesting
places where
they might be
able to get a
better view of
the blaze.
Photograph:
Cajsa Vingros
Carlsson /
Swedish Radio

A news team can benefit considerably from having its own "correspondence
round" on social media where accounts on different platforms that may be
of interest to the editorial team are checked every day. It's important for this
to be done continuously and according to procedures so that it becomes as
self-evident a part of your work as checking the municipal news and ringing
the police press officer a few times a day. It's important to involve the entire
editorial team and for employees to be encouraged to look for ideas in their
own social networks as a complement to desk routines. Start each shift by
going through the established searches and lists to obtain a quick overview,
and regularly check what people are writing about and discussing.
A useful tool is TweetDeck, in which you can easily divide up your Twitter
searches into columns. For a local news team, for example you can create
lists of politicians in a municipality in the area covered and put this list in its
own column, with a search on one or more town names in another. Everyone
in the editorial team can then log into the channel's TweetDeck account
where the columns are ready for use.
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Swedish Radio's election account on Twitter has drawn up a list of 225 MPs, which is public.
Be careful to check that the accounts you add to your list are genuine. Not least because
others can rely on your assessment.

Facebook, Instagram, YouTube and Google Plus have their own tools for creating lists of open accounts which are of interest to the editorial team. See
the Preparations chapter.
The majority of routine monitoring – just like when you do police checks
and go through the municipal news – doesn't necessarily lead to any journalistic result. The important thing is to miss as little as possible, and to make
the net as fine as possible so that you can rapidly snap up anything that
can be used and don't get scooped by your competitors. Sometimes routine
monitoring is about building a puzzle, for example finding out individual
pieces of information about an interesting politician: Which circles do they
move in? Who do they talk to? How do they express themselves, and is there
are difference between their public and private communication? At other
times a tweet or Facebook update can be the starting point for a major piece
of journalism or a debate supplemented with interviews and statistics Many
politicians also have their own blogs which you can follow by setting up an
RSS feed in a tool such as Google Alerts, Feedly or superstart.se. Then you
automatically get a notification of new blog posts or when a search gives a
result.
Remember not to set the barrier too high when you are looking for information and using social media as a tool. Material that is sufficient for a short
item or part of a news article is good enough to begin with. The important
thing is to learn how the platforms work and how you can search and m
 onitor
effectively. You will also build up an instinctive feeling for a topic if you
continuously monitor it.
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When someone started a
Twitter account in the name
of the public transport
company Kalmar Länstrafik,
it became a news item on
P4 Kalmar, who spoke both
with a representative for
the company and with the
person behind the false
Twitter account.
The text explains how the
transport company had
reported the fake account’s
use of its registered name
and logo to Twitter.

It's also a good idea to include local celebrities' Facebook posts in your daily
"round". Comedian Karin Adelsköld's post about how she was contacted for
a gig by someone who had bullied her as a child received a large number
of shares and became a talking point. The regional newspaper Corren made
a point of reading the comments section and picked up on a spontaneous
reunion between the comic and the school librarian who had protected her
during her schooldays.
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Corren could then provide another angle on this story:

Facsimile corren.se
Corren’s article went on to describe the bullying that took place, with both Karin and the
librarian’s stories presented.

During a forest fire in Västmanland, many websites went down and Facebook
groups quickly became important sources of information for residents.
Sisuradio has long monitored Finland-Swedish Facebook groups in its digital
correspondence round. This meant that the editorial team could quickly get
hold of Finnish speakers who were affected.
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Get to know the services
Social media services come and go. So the knowledge of which services work
best is perishable. The Digital Media department's social media group also
produces a regular newsletter for Swedish Radio employees about current
changes and inspiring examples. To subscribe to SSRM ("Sociala Sveriges
Radio möts"), email socialamedier@sverigesradio.se.
Different social media services have different strengths as regards research. For this reason you have to use the right service for the right purpose.
LinkedIn may be perfect for a financial reporter who wants to monitor top
industrial figures; on Google Plus you can currently find many of the Pirate
Party’s active politicians and members; while a forum for DIY is better for a
reporter wanting to write an article about moonlighting in the construction
industry. Use the search functions built into the services to help you!
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Searching on Twitter
Twitter is often lightning fast for current events. Twitter search (http://Twitter.
com/search-advanced) means that you can search for specific things among
all the tweets.

Using the advanced search you can also search on tweets from a particular
location, those aimed at a particular person, tweets in different languages
and so on. During major news events parallel hashtags often appear, with one
of them becoming dominant at a later point.
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During the major forest fire in Västmanland in August 2014, for example, the
hashtag #salabranden was used by a large number of tweeters to write about
the fire and upload images from the area. Twitter search works in real time
and therefore is extremely useful for monitoring ongoing events.
Remember that the earliest tweets about and prior to an event don't
necessarily contain the hashtag, because the people who tweeted at that
time may not have realised that it would become a talking point. Then it can
be more relevant to search on keywords such as place names or words that
describe the event.
The first person to report that the American military forces were g etting
close to Osama bin Laden's hiding place in Abbottabad, Pakistan, was
probably a neighbour:

By comparing with the (later) confirmed time of death of bin Laden, journalists could establish that
the tweeter was probably an eyewitness.
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Facebook is an effective tool for building a long-term relationship with people
possessing knowledge that is relevant to your journalistic work. And the
Swedish language area is so relatively small that surprisingly often someone
who has seen a post in turn knows someone who can be relevant to your
reporting Your relationship with your "likers" can then be very helpful very
fast, as in this example from P4 Extra. The editorial team announced on
its Facebook page that it was looking for a Swede who had saved Irishman
Dermot Scanlon (image) from drowning on holiday:

The text gives a description of the person involved and explains how to contact the editorial team with
proof of their identity. Photograph: Diarmuid Scanlon
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Within 40 minutes the editorial team received two tips in the comments section
on the P4 Extra Facebook page that led to the rescuer, Simon Kottorp:

Comments from
listeners during the
– impressively brief
– search for the
person who saved
Duncan's life.
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Searching on Facebook
Facebook's search function can be tricky to handle. Partly this is because
Facebook has recently undergone major changes, and partly this is a function
of the different language settings you might have.
A search on "Swedish Radio" and "Syria" gives different results d
 epending
on the language you have set. If you have Facebook with Swedish as a
language the free text search doesn't work and you receive fewer and less
accurate results.
It's currently most effective to search when you have your language set to
"English (US)". Then as well as searching on pages and people's names, you
can also search in posts.
If you have your language set to "English (US)", you can also search
both for people and places direct in the search field. If your language is set
to Swedish you would have had to divide such a search into two different
stages. Other than searching generally on Facebook, the search function in
groups is also quite effective. You will find this on the right under the profile
image for each group.
A few examples of what you can do with Facebook Graph search
Facebook Graph search is the search window at the top of Facebook.
It currently only works if you have your language set to "English (US)".
Facebook has recently made it more difficult to use Graph search, but if
you know what you're looking for you can still find quite a lot of information
there. However remember that all information must be set as public for you
to be able to see it.
Useful searches with Facebook Graph
If you are creative and combine different search words, you can use Graph
search to find "cases" for your posts, news articles or for example Swedish
speakers present when something has happened elsewhere in the world.
For example, you can combine things like gender, education, place of
birth, workplace, previous employer, current place of residence and public or
closed but not secret Facebook groups to try to access the information you
need. However it's important to formulate your search correctly.
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Here are some examples of search strings that work. Try out your own!
•
•
•
•
•
•
•
•

Women from Stockholm who like Mix Megapol and Swedish Radio
People who work at Swedish Radio and visited Brooklyn, New York
People who like Islamic State and live in Sweden
People who like Nato and Folkpartiet
Recent photos taken in Sälen
Hotels in Saudi Arabia visited by people who work at BAE Systems
People who like Svenskarnas Parti and work at Migrationsverket
Closed groups joined by people who work at Swedish Radio

Research a specific person with Facebook Graph search
If you have found the person's Facebook page it may look like the whole
thing is hidden from you. But this isn't always the case; a person can have
posted information on the pages of friends/family who don't have such strict
privacy settings.

You can see what
privacy settings a
Facebook update
has. The globe
symbol means
that the informa
tion is public.
If someone has
commented on
an image that
can be seen by
everybody, their
comments can
also be seen by
everybody. This
means that you
can sometimes
see information
connected to an
account which is
otherwise difficult
to access.
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To find information about a specific person, you can use different search
strings, such as "photos commented on by Kalle Karlsson" or "photos tagged
with Kalle Karlsson". But sometimes it can be difficult to know if you found
the right person. To keep all the Kalle Karlssons separate, Facebook has
given them all an individual ID number. There are a number of different
ways to see the number, but the simplest is to use the search engine graph.
tips which Dutch journalist Hank van Ess has created to help with standard
searches on Facebook. If you click "go", you are taken to the Facebook environment and can then replace "bookstores visited by" with "hotels visited by"
or any other category you can think of.

Journalist Hank van Ess'
website graph.tips. Here
you can quickly find
public information about
people and places.

Finding specific people on Facebook
If you already have a lot of information about the person you're looking for,
you can often use Graph search to find them on Facebook. For example, you
can search on "People named Kalle Karlsson who live in Orsa and who like
Madonna", if you have that information. Remember to enter the name of
what the person likes in the same way as the name on the Facebook page,
for example "Österreichisches Außenministerium" (https://www.Facebook.
com/Aussenministerium)
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and not "Austrian State Department". This is because Facebook is based on
information users have voluntarily shared and pages they have liked.
If you have an email address for the person you can use it to find their
Facebook account. Because all Facebook accounts require an email address,
an email address can also be a way of trying to establish who is behind an
anonymous account; for example by searching on images that the account
owner is tagged in. Remember that these are only clues, however. Remember
also that if you try someone's email address in Facebook a number of times,
an email is sent to the account holder with your IP address.
Read more about source criticism in the section about verification at the
end of this chapter.
Searching with Google
When you search for material on Facebook, it may pay off to supplement this
with Google because the searches will be slightly different. Enter the search
as usual in Google, but end it with "site:Facebook.com". Then Google will
only search on Facebook.

How to use
Google to search
on Facebook.

Bear in mind again that you are only seeing the results from material on
Facebook which is public. Naturally you can use this method for a number
of social media services. You can carry out the same search on Twitter by
entering “site:Twitter.com” instead.
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Searching on Instagram
Instagram is often at least as good a source as Twitter for eyewitness images.
Instagram's search functions are, however, more limited than Twitter's, which
means that you often have to identify the hashtag being used by the m
 ajority
of users. You can do this, for example, using the website websta.me. On
worldc.am you can search for Instagram images by town.
If you are looking for a particular person's Instagram account, or
particular text content, you can search for it on Google and, just like with
Facebook and Twitter, simply add "site:Instagram.com".
Don't forget the comments section
And don't forget your own comments section! Follow-ups and news tips can
be found there. Don't be afraid of actively using the comments section by
asking questions directly in the article text.
If you actively read your comments and answer questions you thereby cultivate relationships with your audience and can get a lot of help with followups, interviewees and new ideas. Just like here, where a possible case turned
up in Studio Ett's comments section after an article about Bisphenol A:

Don't forget to let your colleagues know if something turns up. A post that is of no use to your editorial
team might be just what another editorial team is looking for.
The comment was written by a concerned parent who had just discovered that the water pipes in
their apartment block had been renovated with Bisphenol A, which has possible health implications –
especially for children.
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Be social
Other users won't start helping you with research as soon as you turn up on a
social platform and start asking for information – to get something you have
to give something back. This can be something as simple as thanking people
for their help (see the Dialogue chapter) or sharing interesting information
which might help other people, for example tips about interesting articles
you have read. If you're new to the social media world it can be sensible to
take it easy to begin with. Start by listening and looking around, following
people you’re interested in and getting to know the platform/forum and its
conversational tone and jargon. When you feel more at home you can be
more active. It’s also easier to assess people in terms of source criticism if
you have followed them for a longer period. Research on social media therefore has to take place over the long term; simply turning up in a new context
and demanding information doesn’t usually give very good results.
An example of this occurred during the first evening’s unrest in Husby in
Stockholm in 2013. A number of journalists tried to contact a 16-year-old
who had tweeted and photographed while she was looking for her brother.
It’s important to remember that simply because somebody is on Twitter,
it doesn’t mean that they want to answer questions from just anyone. It’s
considerably easier if you already have an established presence and people
have confidence in you. This takes time and when something happens it’s
often too late to start.User-generated material and investigative journalism
Crowdsourcing
Traditionally many editorial teams have only taken account of the a udience
response after they have published the result of their journalistic work, for
example by having a comments section. But instead of having an a udience
that skims through and gives an indifferent “like” to an article which a ppears
in their social media feed, it’s possible to achieve an engaged audience and
at the same time carry out better and more relevant journalism together with
the audience.
Crowdsourcing can be carried out in many different ways, for example
during an ongoing investigation where the journalists ask the audience to
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Prior to Ekot's language review #modersmål, a number of different variants of illustrations were
created. This meant that the different news items could be given images that were easily recognisable
but still varied and shareable, and that hashtags and links to the group feed were included every time.
The non-Swedish language editorial teams could also change the text on the blackboard to their own
language. Illustration: Liv Widell / Swedish Radio

submit tips, opinions and facts. It can also mean the audience having
the opportunity to contribute its own user-generated content (for example
the interest rate on their mortgage, the size of the groups at preschool or
different signs of spring) which can then be transformed into journalism.
Crowdsourcing isn’t appropriate for all occasions because it requires
relatively large efforts from the participants. But there are some factors that
can indicate when the method is suitable.
•

•

Major public interest in the subject. This applies to all journalism,
but it is particularly important when the objective is not just to get
people to listen and read but also to get them to actively contribute.
High commitment to the issue among visitors. Is the subject something that is already being debated and discussed? Are your visitors already active, or is the angle so new that it will require you to
stimulate engagement?
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•
•

What will the visitors themselves get out of the collaboration?
The subject is insufficiently covered from an insider perspective.
This is where a subject affects a limited group, or where previous
reporting has been about the group instead of exploring the group’s
perspective.
For example, this could relate to what it feels like to live outside
heterosexual norms or the costs of native language education
compared to what it’s like to have to justify wanting to talk your
native language with your children.

The ABC of Crowdsourcing
Below is a check list for the editorial team planning to begin more extensive
crowdsourcing projects. Remember that it is better to make a limited number
of well-thought-out efforts than to try to start up things like theme weeks
without resources or preliminary work. And it's also important to remember
to plan in advance: asking the audience for help is like making a withdrawal
from an account at a confidence bank – you must have made a number of
deposits first!
The check list is also available in a longer version at sverigesradio.se/
medieormen, where you can also hear it as a podcast or YouTube talk.
First ask yourself what your objective is. An editorial team with welldeveloped muscles can achieve temporary trending on Twitter about almost
anything – a kind of fast carb that works in terms of Twitter logic but which
can be difficult to maintain as anything other than a temporary peak of
attention, and which then wanes just as quickly when the audience moves on
to something else.
What unites many of Swedish Radio's most successful projects is that
they highlighted the situation for minorities. In a way this is symptomatic
– anyone who perceive themselves as being in a media shadow and who
suddenly has the opportunity to make themselves heard in a simple way is
extremely likely to participate.
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Check list
•
•
•
•
•
•
•
•
•
•
•
•
•

•

Have a network you have worked up, with deposits behind you that
you can now withdraw from the confidence bank
Know your target group – where are they, what engages them, what is
insufficiently covered?
Self-interest – what people want to tell, not what you as a journalist
want to hear
Make it easy to participate
Recruit ambassadors
Allocate resources and expertise; anchor; prioritise
Prepare a website to link to with short links
Have a publication plan for day one and kick off with a news item
Set time limits
Choose a hashtag that is clear and not too long. Do this last when
you have achieved everything else
Think about whether, for sensitive subjects, you should encourage the
audience to submit their own stories without exposing other people
Collaborate with the non-Swedish language editorial teams
Constantly market and feedback the journalism in a transparent way
from the first day on all channels, not least FM – use 360 degree
thinking!
Thank people!

The minority channel Sisuradio’s #vågafinska Finnish-speaking project fulfils
the above list like a textbook example.
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Despite the fact that Sweden-Finns constitute Sweden's largest minority
in absolute terms, it is relatively rare that the media spotlight depicts their
experiences of stigmatisation and exclusion linked to the Finnish language.
Sisuradio decided to try to change this through the #vågafinska theme week,
in which the audience was given the opportunity to share its own experiences
on different platforms.
Have a network you have worked up, with deposits behind you that you can now
withdraw from the confidence bank

Metropol contributed actively to spreading the word about the #minflykt project on FM and social media.
“We will be continuing to talk about #minflykt this afternoon. At three o’clock, Sanna will be @SilanDiljen’s
guest. Tune in! / Nic”

If you’re going to crowdsource, you need a network to crowdsource with. A
number of years ago the minority channel Sisuradio decided to consciously
concentrate on social media journalism in addition to the routinely maintain
Facebook page that then characterised both the channel’s own and many
other Swedish Radio editorial teams’ social media strategies. Resources were
reallocated and method developers were sent on a superuser course so that
they could train the editorial team.
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When it was time for the #vågafinska project a few years later, there was
already an established presence on a number of platforms. The editorial
team had gained considerable confidence from the audience.

"Here at Metropol we're very happy about all the attention that #minflykt (#myrefuge) is getting!
BUT we have to point out that it's @p1dokumentar who started the campaign! / Nic"

If you don’t have a well-developed network within the relevant target group,
you can collaborate with other networks. P1 Dokumentär’s refugee theme
#minflykt was a clear example of this. P1 Dokumentär is a brand that
represents various different types of content, with a Twitter account that
is relatively new and a Facebook page that revolves around all possible
themes The #minflykt project was intended to get people to talk about their
own p
 ersonal refugee journey and took as its starting point Sîlan Diljen’s
documentary “Min flykt”. Being able to use her network from her work with
the Kurdish editorial team was an asset – read more about this under point
five below.
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If you don't have a relevant presence on social media, it's worth considering whether the required presence might be available within another editorial
team. Collaborate!
Know your target group – where are they, what engages them, what is
insufficiently covered?

Karlavagnen's post about that evening's programme on ADHD was introduced with a strong
heading: "The people behind the initials", and went on to discuss possible mis-diagnosis and
to ask visitors how the diagnosis had affected the lives of sufferers.
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If you monitor a target group over time, you learn what engages and
concerns people in that group. After many posts about Sweden's attempts
to assimilate its linguistic minorities, Sisuradio knew that they had hit a
sore point when they asked for stories about the right to speak Finnish
without being ashamed. The same applied to Ligga med P3's sexologist
Robert J akobsson, when he started #homoriot, a discussion about what it's
like to live outside heterosexual norms. By constantly working close to your
audience you know what questions are most relevant to them at any time.
If you are distant from your audience, haven't invested time in relationships
and perhaps have only carried out one way communication, it's often more
difficult to know what engages them.

Visitors shared
posts about
Karlavagnen's
programme on
ADHD to a variety
of support groups
for the condition.
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The Karlavagnen talk show hit the bull's-eye with its choice of subject – a
diagnosis affecting many people – with a target audience who don't always
get the chance to talk about their experiences from an insider perspective.
This helped the audience to spread information about the programme.

Many people
wanted to talk
about ADHD with
Elin Ek.
Photograph:
Erik Laquis /
Swedish Radio

The item about ADHD was shared both on
Karlavagnen's own Facebook page and, for
example, via the page "Underbara ADHD"
(Wonderful ADHD) which was liked by even
more people on Facebook.
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Self-interest – what people want to tell, not what you as a journalist want to hear
Sisuradio is a small player – but one with strong support. The editorial team
is also good at picking up on tips that have come in. When Pentti Lehtonen
tweeted that his mother's shame of the Finnish language had led her to call
him Bengt when he was a boy, the editorial team rang him up for an interview (Pentti had heard about the project from his wife, who had heard it
about it on the radio, so he learned to use Twitter just so he could take part).
Parents shared their stories of non-scientific language advice they had
received at ante-natal clinics and child health centres, which encouraged
Sisuradio to ring the Swedish National Board of Health and Welfare to find
out about their guidelines. This led to the news that until around 10 years
ago it was permitted to recommend new parents almost anything.
How the editorial team made journalism of what people wanted to say
meant that more people felt it was worth taking part.
The cases that came in
during the #vågafinska
campaign ultimately be
came a P4 documentary.
“Ashamed to be Finnish
At the age of 7, Pentti
Lehtonen moved to Swe
den from Finland with his
mother. She wanted to fit
in to their new country as
soon as possible, so she
concealed their Finnish
origins. She changed
her Finnish first name,
Inkeri, to Ingeborg and
called Pentti by the name
Bengt when other people
were within earshot. Nor
could they speak Finnish
outside their home, and
she spoke Swedish to her
son, with a strong Finnish
accent. She wanted to be
Swedish.”
Photograph: Virpi Inkeri
/ Swedish Radio
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Make it easy to participate
Sisuradio collected stories and carried out a dialogue on their Facebook
page, in Facebook groups, on other Facebook pages, on Twitter, Google
Plus, blogs, YouTube, Instagram, in the comments section and via voicemail
and email. A great deal of the material was then heard on FM radio and fed
back to the social media platforms. Young people could share their images
on Instagram, older people without computers could ring in. It's important
to make it easy for the audience to comment however they feel best and to
be anonymous if the subject is sensitive. Getting someone to fill in a long
form that only the journalist who created it understands the benefit of rarely
succeeds, but even "unsexy" subjects can create engagement if you present
them in an attractive manner.

Crowdsourcing
waste sorting?
Ekot increased
its response
frequency for
surveys from
10 to 30% by
preceding the
questions about
waste with an
entertaining
quiz. Photo
graph: Marcus
Eriksson.
Quiz: Sascha
Granberg
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Recruit ambassadors
Opinion journalist Sakine Madon is one of several opinion builders who
shared her experiences under the hashtag #minflykt.

"I was four when we
crossed the border
to Syria. Lots of
pictures destroyed
out of fear of being
traced. #minflykt"

P1 Dokumentär's #minflykt achieved major spread thanks to tweeters Özz
Nûjen and Soran Ismail. Read more about ambassadors in the Sharing chapter.
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Allocate resources and expertise; anchor; prioritise
Sisuradio planned their work with #vågafinska for several weeks – they
reorganised their schedule, set aside working hours and created a large group
of employees to work with different parts of the internet. And when the influx
of comments grew even larger, the managers fought to bring in more staff.
Good user-generated material doesn't come free.
The fact that the editorial team had also invested in social media
expertise made it less vulnerable. There were a number of people who could
jump in and handle the activities if someone else fell ill.
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Prepare a website to link to with short links

Gruppflödet sr.se/modersmål, where different
editorial teams could "tick off" their items.

Social media can't survive without an anchor to link to on the internet.
A page such as #vågafinska or #minflykt goes a long way. Visitors must be
able to find basic information on the website if they hear about the project
on the radio. Ideally you should have a simple address you can say on the
radio – use a service such as bitly.com to create short links.
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Have a publication plan for day one and kick off with a news item

During Metropol's #hurkännsdet, Malcolm B told how he was given cigarette burns by Nazis as an
11-year-old. Photograph: Haris Mlivic/Omanovic Production

Few ways are better to attract attention and explain what you are looking
for than a clearly angled news item. Prior to #vågafinska, Sisuradio had
prepared news items for an entire week. During P4 Göteborg's housing
investigation #bostadsfronten, a major revelation was made on the first day
to illustrate the type of tips they were looking for. When Metropol began their
#hurkännsdet project about everyday racism, they released their strongest
YouTube video first, which created interest in what was to come.
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Set time limits
#vågafinska limited its crowdsourcing to a one-week period. One of the most
high profile contributions came towards the end of the week, from the artist
Markoolio. Being clear with your time limits is important because this can
give people who are thinking about participating an extra push to do so.
Choose a hashtag that is clear and not too long. And do this last when you have
achieved everything else

Only those in
volved know what
#mh14 stands
for. But that's
enough.
“Musikhjälpen
#mh14
HELP US TO
STOP THE
SPREAD OF HIV”

Crowdsourcing isn’t just one hashtag. Distinguish between having a
hashtag on an ongoing basis for a conversation about your programme, for
example #sommariP1, and one where you ask for material and promise to
explore what the audience submits during a limited period. Hashtags like
#vågafinska, #homoriot and #minflykt are easy to remember and search on.
Read more about hashtags in the section “Establish and own your
hashtag” in the chapter on Sharing.
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Think about whether, for sensitive subjects, you should encourage the audience
to submit their own stories without exposing other people
Sometimes we encourage our audience to talk about personal and revealing
things (for example the #enavalla campaign about domestic violence). The
audience's stories can involve other people, who may be identifiable. You
should therefore formulate a text where you encourage the audience to stick
to their own experiences and not to expose anyone else. It's often the actual
story that's important and not who it's about.

Collaborate with the non-Swedish language editorial teams
At Swedish Radio, we have the unique advantage of having around ten editorial teams with journalists who work with and on Sweden’s major minority
languages. Several of these editorial teams also have well-developed social
media accounts with many followers, a large reach and committed networks.
By collaborating with Sisuradio, Sameradion and Radio Sweden P6, it
becomes easier to collect stories even from people who don’t speak Swedish
very well. One example is Ekot’s #modersmål native language project.
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#modersmål was Ekot's review of native language education prior to the election in 2014.
They received many different accounts in different languages from parents, above all in the
form of surveys, which facilitate greater anonymity.
“Fill in our survey about #modersmål
We want your stories about how native language education works where you live. Fill in our
survey and share your experiences.
Here you can read a selection of the survey responses that we have received.”
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Constantly market and feed back the journalism in a transparent way from the
first day on all channels, not least FM – use 360 degree thinking!

Musikguiden i P3 gives
feedback to its audience
on Instagram.
The graphic shows
the types of feelings
embodied by the
audience’s favourite
songs, with example
tracks. Graphics:
Billy Rimgard / Swedish
Radio

Sisuradio most often broadcasts on DAB, where the listening figures are low,
but a producer at P1 Morgon understood the importance of the #
 vågafinska
project and made available FM airtime for the programme. Many P4
stations also realised that the project involved their audience. In the case of
#minflykt, many P1 editorial teams and SVT's Gomorron Sverige programme
were also responsive. Attention generates more attention. But it's easier to
get other media companies to understand the scope of a subject they are
already familiar with; that's why you win by getting help from other editorial
teams. You must also demonstrate to the audience that you care about their
tips and experiences; that these are valued and actually lead to articles, so
that people understand the concept. Then you will get more tips.
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Thank people!

Sisuradio thanks
its audience for
help on Twitter.
Photograph:
Yasmine El Rafie /
Swedish Radio

Thanking the audience is often forgotten. Don't make the same mistake.
User-initiated investigative journalism
Crowdsourcing and investigative journalism also take place in channels
other than traditional media, so it's often a good idea to keep an eye on
internet forums and blogs where news and investigations can turn up. 100
investigators can achieve more than two, and there's always someone on the
internet who knows more than you do! One example is the investigators on
the internet forum Flashback, who received an honourable mention from the
Golden Spade jury.
When a number of forum visitors searched through and compared countless original photos, they could demonstrate how some of nature photographer
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Terje Hellesø's prize-winning images of lynx had been manipulated using
other photographers' images. The investigation was named "Terjade photos".
If you your editorial team decide to follow up a user-driven investigation
like Terjade photos, you should be aware that there is considerable – often
justified – suspicion of us in the "old media". Give proper credit and show
respect for the work that has already been done.
"The most important thing when the old media want to use our material is
that we get the credit. Swedish Radio's local stations were very good at this –
they linked to us and said where they had got their information from".
– signed The Lynx, from the Flashback investigator group
User-driven investigations occur on a number of platforms, including R
 eddit
and in interest groups, Facebook groups and forums. Often they occur
spontaneously.

Doing research in groups
Groups have many names: Community, cluster, vertical, forum, tribe, bubble
and echo chamber are all names for very similar phenomena. A c ommunity
is quite simply a group of people who have come together somewhere
online around a shared subject. Sometimes this takes place on forums
like Flashback or Familjeliv, sometimes in groups on Facebook. Sometimes a group arises spontaneously, like when people follow each other on
Twitter; then they are often called "clusters". For example, journalists have
a tendency to follow other journalists, and then a journalist cluster occurs. They can also be formed of people who come from the same place or
share an interest, or people who belong to the same ethnic/linguistic/sexual
minority.
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Every year, Intellecta carries
out a survey of Swedish Twitter
users – the Twittercensus – and
divides them up into clusters,
where different areas of interest
are to a large extent the common
denominator for users following
each other. These include every
thing from politics and school to
floorball and people who live in
the same town.
Illustration: Hampus Brynolf /
Intellecta

Often the boundaries between what can be called a community, a cluster,
a bubble or a forum are unclear. However, they all constitute groups with
specialist knowledge that can be of interest to a journalist.
Successful media companies such as Buzzfeed have also understood the
value of clusters and can tailor-make easy-to-share material with an insider
perspective, for example about people speaking a particular language or who
grew up in a particular place or belong to a particular minority.
Half a billion Facebook users participate in groups every month according
to Facebook's founder Mark Zuckerberg (http://bit.ly/ZuckerbergOmGrupper).
This makes Facebook a platform that's hard to beat for collecting narrowbased knowledge from interest groups that can otherwise be difficult to find.
There are a few common denominators for groups on the internet, regardless
of whether they are on a forum like Flashback, in Facebook groups or on sites
like Reddit.com.
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•
•
•

•
•

•

•

•

Often the discussions relate to some kind of common denominator
One or more people moderate the group
Often the larger the group becomes, the tougher the moderation is,
either against insults or simply against people that don't share the
group's main opinion
Larger groups often attract people with different opinions or people
who seem to just want to disrupt the group
People belonging to a group can experience a feeling of trust and can
share extremely private information and images both of themselves
and their friends and family. On Facebook this is often even under
their own name
When a group has become larger, the opportunities to participate
may be limited. On Facebook it will be set as "closed", which means
that new members can only find it through those who are already in
the group. In a forum, registration of new users can be closed
Large groups are increasingly developing into power factors – driving
traffic to internet polls, spreading screenshots of Facebook statuses,
uniting people who want to protest against particular TV programmes,
coordinating complaints about advertising, harassment or people with
different opinions.
Groups can be created and grow very quickly. It has become
increasingly important to keep an eye on groups during crisis
management – quite often critics assemble in groups

Let's say that you want to get a quick insight into the hottest and most
current discussions on social media just now. Perhaps you visit sociala
nyheter.se, the social media trend site, to see which articles have obtained
high reaction figures on social media since yesterday. Perhaps you check out
what's trending on Twitter. You can easily be led to believe that these news
items best represent the journalism that the Swedish people are currently
interested in, and that the competitive media climate is starting to shift news
values in the direction these trending items indicate.
But a high reaction figure can just as easily relate to the news having
spread quickly in a specific cluster and being discussed and shared there,
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without being representative of anything at all on a wider scale. It may be a
racist forum that has found a news article which its members feel confirms
their analysis of society, or a small group of politics nerds who are extremely
active on Twitter and whose sudden use of a hashtag is making it trend. Or
a long-awaited news item about feed imports that changes the situation for
horse-lovers on Sweden's largest horse forum.
Of course this doesn't mean that you should throw out the baby with the
bathwater, but be careful when you evaluate and analyse information about
what is being shared and discussed on social media.
Swedish Radio will work with diversity within its programming. By
being methodical with your research on social media, you can instead seek
out contact with people who reflect our multi-faceted society and create
journalism with many faces, experiences and perspectives, rather than
narrow, loud-voiced and privileged groups.
By being able to identify clusters, you can separate subjects that have
a wide appeal from subjects that have an appeal to niched channels; by
carrying out research in communities, you capture a group's language
and codes and obtain new viewpoints from an insider's perspective. As a
journalist, it's your task to be where your listeners are – and to a large extent
they are now to be found on the internet. Your neighbours, dinner guests and
colleagues constitute a very small share of the population.
As a journalist, carrying out research through social media is therefore about putting yourself in someone else's position, finding out about
information, experiences and opinions that people have – and which you
(or someone else within the media) doesn't yet have. We can call this group
"people without a media voice".
Your assignment is also to be able to evaluate what is a spontaneous
popular commitment and what is organised opinion building. To do this you
need to have experience of how groups work on the internet.
But remember credibility! Many groups and communities can be
perceived as controversial. Here, as a journalist you have the same problem
as with Facebook's use of the word "like" instead of "Follow" for pages. By
joining a group which, for example, adopts a clear position on controversial
issues, your credibility – and that of Swedish Radio – can be brought into
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question. For this reason, professional participation in groups that can be
perceived as controversial should always be approved by your immediate
superior. We must always be able to retrospectively justify such participation.
A possible approach
A first step is to find communities within your potential area of interest.
You can do this in a number of different ways, for example by searching on
keywords on Facebook to find groups and pages. Another is to seek out key
people and see what groups they are members of. A third method is to find
tweeters with lots of followers in a cluster on twittercensus.se and systematically start to follow their followers. It's better to join a number of groups than
just a few – before you've been in a group for a while you won't know which
ones will be the most beneficial.
Before you become part of a community it's important to start investigating the customs in that community. How do people usually post? What tone
do they use? What are the rules?
•
•
•
•
•
•

•

Start networking at an early stage – building confidence takes time
Find key people/key groups
Join a number of groups that you see as potential areas of interest
Investigate the group's rules and customs so that you can participate
Show interest and ask questions
Asking questions, discussing the moderation and mentioning news
items that can affect the group are good ways to contribute as an
employee of a public service broadcasting company without adopting
a position. For example, SVT Debatt's dialogue editor, Malin Dahlberg
has successfully inserted comments from other forums, to discover
how people are thinking, when a discussion has only emphasised one
side's arguments.
Remember: to really get the benefit of social media, you must take
the risk of being personal. Personal contacts build usable networks

Research in communities takes time and effort, but can give you unique help
if you invest in the right way. Succeeding with research on social media is
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based on you spending time in your network, having conversations and building relationships. It takes time to build up a network and it takes more time
to maintain it. Let it take the time it needs and make sure you look after your
relationships on social media.
You can usefully compare this to going to a networking event. The first
person you meet is perhaps polite and pleasant, but doesn't give you much.
By systematically talking to a number of people, you increase your chances
of finding someone of interest.
The ethical researcher
When you carry out research in communities, it's important that you are clear
and transparent, that you allow things to take time, that you earn trust, that
you are open about who you are and that you give back right from the first
contacts. You can't just march into a party and shout a question: "Hello! Is
there anyone here who's been a rape victim? I want to do an interview."
Good and clear ethical guidelines for you as a researcher in a community are:
•

•

•

•
•

Be discreet. Respect the trust the group gives you by allowing you to
be a member. Prioritise contacting people via private message rather
than directly in the flow. Remember that screenshots can be made of
everything you write, so never write anything you can't stick by
Build relationships. Trust is something you earn. Interact with people and show that you are interested in what they have to say and
respect their opinions even if as a journalist you cannot adopt a position for or against them
Be clear. Be open about the fact that you are a journalist and where
you work when anyone asks, and say that you want to be in the group
to learn more. If you don't want to be present under your own name,
see the chapter about "Going undercover" below. Remember that any
use of a false identity should be approved by the managing editor
Allow things to take time. Trust comes with time.
Give back. Contribute your own specialist knowledge and information
about the area under discussion. Nobody likes a person who clearly
only wants to profit from other people’s work
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Going "undercover"
Just like working with a hidden microphone, a false identity on social media
during research work can damage Swedish Radio's credibility and appearance (more about this in the PS manual, page 94). There can be many
reasons for being undercover, including when reporters don't want to mix
their private and professional lives or if they are subject to a potential direct
threat.
Think of the consequences that the revelation of a false identity can have
on confidence in you, journalists in general and in Swedish Radio. For example, Facebook deletes not only profiles that have been shown to be false but
also all accounts that can be linked to the false profile.
Remember too that many internet services prohibit the use of a false
identity. There must therefore be strong journalistic reasons for this type of
action. Such reasons can be that an assessment has been made that the
journalist will otherwise be exposed to personal risk, or that the information
has a strong public interest and cannot be accessed in any other way. Using
a false identity on social media requires the approval of the managing editor.
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Create your own community
As a journalist, you can also devote some of your time to community b
 uilding
– in other words, to creating a cluster of people united by something. One
example is local newspaper publisher Direktpress, which started a group
for cyclists on Facebook where they hold a dialogue and have created a
community for news tips:

A request for
contributions
in a group
becomes...

...a full page in the
newspaper.
Facsimile: Stockhol
mDirekt/Direktpress
The post asks
members of the
group to name the
five most influential
Stockholm cyclists,
and examples are
then mentioned in
the article.

Another example is the programme Elektroniskt i P2, which has long invested in building a network/community around its programme. When they asked
listeners about "recent Swedish electronic music, ideally written by women",
hundreds of high quality tips were submitted.
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"We get loads of tips
and links to new
electronic music
and we love that BUT - where are the
women??? Let us
know about new elec
tronic music made by
women... Here and
now!"

A third example is Radio Sweden P6's Persian editorial team, which has an
ongoing dialogue with its listeners. Even something as simple as an image of
a cleaning campaign after the Sweden-Iran national football match can lead
to discussion and attention.
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CHALLENGES
One of the toughest challenges with carrying out research on social media is
source criticism. How do you verify that what emerges is the truth? How do
you know that a tip-off on Twitter is from someone using their true identity?
How do you know you aren't being conned?

Source criticism
It's easy to falsify an identity on the internet. You can lie about your name,
where you are and what groups and organisations you belong to. And dis
information is common, particularly in controversial situations. For example,
during the Arab Spring in 2011, some regimes were thought to have engaged
PR agencies to deliberately fill Twitter feeds with false information; what's
known as "astroturfing".
There are numerous cases where someone has registered a T
 witter
account in a famous person's name and then tweeted posts that have
sometimes ended up in news articles if journalists haven't been sufficiently
careful with their source criticism.
Twitter has attempted to prevent this by introducing "verified" accounts.
These are designated by a blue tick beside the username. But for a long
time it was relatively easy to cheat: Twitter actually allowed users to upload
background images. Swedish Radio's Christian Gillinger then used image
processing software to manually add the blue tick – so it looked exactly like a
verified account:
It's easy to believe
that Christian
Gillinger has
received a veri
fication symbol
from Twitter – but
it has been added
to a background
image using
image processing
software. Photo
graph: Christian
Gillinger
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To be sure that an account was really verified, you needed to hover your
cursor over the blue tick. On a genuine verified page, a little information box
popped up and you knew that the account really was verified by Twitter. But
it was easy to miss.
And even Twitter makes mistakes. In spring 2014, Aftonbladet revealed
a false account in artiste Sanna Nielsen's name – an account that had
been verified by Twitter. Here, many of the tweets had made other users
suspicious.

The false
Sanna Nielsen.

Minister of Foreign Affairs Carl Bildt is another example of a tweeter who
is often affected by fake accounts. @Bildt and @carbildt are two examples
of former false accounts in his name. For several years now he has had an
official, tick-marked account; @carlbildt, but in February 2013 he started a
parallel account, @CBildt.
The @CBildt
account's first tweet.
“Created to have an
account that can be
used for tweets just in
Swedish when that’s
occasionally needed.”
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When he answered a tweet from Ring P1, many people still believe that
this account wasn't genuine, despite Bildt himself having taken part in the
programme. However, the editorial team had rung and checked with the
switchboard at the Ministry of Foreign Affairs.

Emanuel Karlsten was among
journalists who initially believed that @
CBildt was a fake account, but he was
quickly convinced by other tweeters
who had checked the authenticity of
the account.
The first tweet shows an account
named @Cbildt contacting Ring P1 to
say that he will ring them in response
to their question about his failure to
comment on the nuclear debate. The
second tweet shows a journalist asking
if Ring P1 are being conned by a fake
account...
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...and the final tweet
in the series shows
the same journalist
accepting that he was
wrong to suggest that
Ring P1 were being
conned.

A number of the main social media services now have a system of verified
accounts, but these aren't 100% reliable.
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Established accounts can also be hijacked. This happened to MP William
Petzäll, whose Twitter account was hijacked and used to spread the passwords for journalists' email accounts. Here, Expressen newspaper wrote an
article with the heading "Petzäll betrays his former party comrades" before it
became clear that the account had been hijacked.

Expressen's first,
incorrect version
of the news about
William Petzäll's
hijacked Twitter
account. The
heading was
changed soon
after publication
to "SD members
singled out on
Petzäll's Twitter
account".

In other words, information from social media must be handled with care.
Double check, ring up via the switchboard to make sure that the person
works where you think they do and always try to get hold of a person directly.
If you use email to contact someone, remember that it's quite easy to fake
an email address. This means that an email can be constructed in such a
way that it appears to come from an official sender, despite having been sent
by someone else. It's also easier to lie in an email than on the telephone,
and on the telephone you can also ask the source follow-up and counterquestions.
But ringing the people behind all possible sources to find a credible one
can be a very long winded process. For this reason it's useful to do an initial
screening first:
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•

•

•

•

•

•

•
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A good start is to see whether a social media account has a link to
an official page. Major news organisations often link to their sites
on Facebook and Twitter, for example. Go to the official site and see
whether this in turn links to the account in question
If you are suspicious of a person or want to assess their posts in
terms of source reliability, read back through their entire feed. Have
they given correct information earlier? Make an overall assessment –
don't merely look at individual posts. You can also look for the person
on other platforms. Do they behave roughly the same everywhere?
How many followers does the account have and how many people
does it follow in turn; who is it friends with? There are reasons to
question an account with very few followers or one that has clearly
been recently started but still has a lot of followers. If the follower
numbers have increased a lot very quickly without an obvious explanation, the reason can be that these are also faked accounts created
just to give the impression that the account has a lot of followers. Do
a random sample of the account's followers.
How many posts have been made by the account previously? When
the news of Margaret Thatcher's death spread in August 2012, for
example, it was from an account that had only published nine posts,
but still had 30,000 followers – which were therefore probably fakes
Check the account's ranking on the website www.klout.com, and see
how other established names relate to the account and interact with
it.
Does the person respond to questions? Lobby groups tend to be
extremely focused on one-way communication. They talk, but they
listen less often
Has the account previously made personal posts, or only posted
impersonal links? You don't have to be personal the entire time to be
genuine, but an account that is only intended to spread false information probably won't bother to upload a lot of personal information
to its feed

Go into Facebook groups the person is a member of and search the history
to see whether the person has previously posted on issues you are covering.
The longer the history, the greater the credibility – but even then there are no
guarantees, as in the case of the blogger Gay Girl in Damascus.
The Syrian lesbian blogger Amina Arrif had a girlfriend; she'd done a
number of interviews with major media companies; she had a Facebook account and a blog. The blog started before the Arab Spring reached Syria, and
it demonstrated a history of activism. However, it all turned out to be fake, as
revealed by the Electronic Intifada blog.

Check list for verification and source criticism
The foundation of all journalism is verifying your sources when handling
information. When it comes to social media, you're often able to quickly
verify the veracity of images, films, text and "evidence". According to the
instructions in The Verification Handbook, the basic question to ask during
any verification is: "How do you know that?". (http://verificationhandbook.
com, page 16).
The majority of things on the internet can be manipulated, but if you look
at a number of different parameters at the same time it's easier to detect
fakes. A number of different media companies have created official check
lists and demonstrate that it's possible to carry out systematic verification
of user-generated content. For example Metro's Viralgranskaren ("The Viral
Inspector"), the AP news agency and social media news agency Storyful.
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Former Metro Viralgranskaren editor Jack Werner suggests two initial
questions to start with when assessing content on social media:
•
•

Are there concrete facts in the story?
Does it seem too good to be true?

If the answers to these questions make you want to carry on and the source
material is in the form of either images or films, the next issues to consider
are:
•
•
•
•
•

Manipulation
Sender
Time
Place
Independent sources confirming the above

Are there concrete facts in the story?
One characteristic of second-hand facts or urban myths is that they are about
"a small town" or "a girl" or "something that happened to a mate a couple
of days ago". If there are no exact details at all, you need to be particularly
careful.
Does it seem too good to be true?
The logic of sharing – the reason why people share things that mean something to them or confirm their world view – is becoming increasingly known
and exploited. Sometimes reality can be stranger than fiction, but there is a
reason behind the sarcasm in the classic Swedish expression amongst journalists: "never check a good story".
Manipulation
Is what you have on your computer/telephone/iPad the original or has somebody manipulated or copied it? Make screenshots and save things you find in
case they are deleted. Useful things to consider:
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•

•

•

•

Is this the oldest copy of the image or film you have on your screen?
If you do a Google image search, do older variants turn up? If you do
a Google image search for the opening image in a YouTube clip, do
older copies of the same clip turn up? Try to track down the original
or at least the oldest version.
Is the material unprocessed, or other clips from different sequences?
Are some details blurred, are there lots of similar images if you do a
Google image search? Does the image have metadata? A good tool for
"morphing" back a manipulated image to the original is to run it on a
site such as tineye.com.
Who created the Word document or took the image? Where and
when? You can find a tool for checking metadata here: http://regex.
info/exif.cgi
Just because it looks like a retweet doesn't mean it's authentic. You
can construct them on a site like lemmetweetthatforyou.com. And a
screenshot of a text conversation can be faked, for example on www.
fakeiphonetext.com. You can also fake a screenshot of a website, for
example on www.webpagescreenshot.info.

Sender
Find out who is the source of the image/text/information. Ideally through
direct contact with the source, so you can ask them concrete questions. The
majority of people leave traces after them in the digital world. To assess a
source's credibility, you can carry out a variety of checks:
•

•

•

Ask the source questions – where did you take the image, where were
you standing, what happened, why were you there – to the extent the
situation permits, and if you aren't risking the safety of the source
Do you have the name of the source? Double check if the person is
on sites such as Whois, Ratsit, Birthday, eniro.se, hitta.se, allabolag.
se or ring the switchboard for the Swedish Civil Registry/the source's
workplace or something similar
Google the person's name! If you have an email address, try googling
it
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•

•

•
•
•

•

YouTube is an unexplored tool for tracking sources. You can try to
track a YouTube user through their username, email addresses and
previous comments and if they have "liked" clips. But you can also
search for people's names on YouTube to find recordings that can
give more clues. People can also say things in YouTube films that
give new leads
Look backwards in the person's history and see what they have previously uploaded in terms of images, text and videos, to get a quick
overview
On the majority of social media platforms there is information about
the person's network, friends and what groups they have liked
Is it a verified account (with a blue tick mark) which the network
vouches for?
If you search for the person's email address on Facebook, which Facebook account you find? And what friends does that account have?
Read more about "Graph search" earlier in this chapter
What do you find when you use an internet alias from one platform
on other networks? For example, search for their Twitter name on
Skype

Time
If you want to determine whether a video or photo is genuine, you can
compare it with other contemporary documentation and see if it matches
(this is called "triangulation"). Is the weather the same? Wolphram Alpha is a
tool you can use to get an idea of the weather at a particular place and time.
Other secondary sources are weather tweets and news articles that you know
to be correct. It is useful to bear this kind of thing in mind when you ask for
listener images of bad weather, for example.
•
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Check the metadata for your material – a time is often given (see
point 3 about authenticity). The newspaper Vice boasted that its
reporter had met the founder of the antivirus programme McAfee
who was then a fugitive from justice – and shortly thereafter he was
arrested with the help of metadata from the image in the article.

•
•

•

(http://gawker.com/5965341/did-vice-magazine-accidentally-revealthe-location-of-fugitive-anti-virus-pioneer-john-mcafee)
Remember that the times on YouTube are American west coast times
Many activists around the world know how difficult it can be for
journalists to determine the exact time of an event. There are
therefore well established routines, such as holding up the day's
newspaper at the start of a film to demonstrate to journalists and
others when something has taken place
If you want to follow the development of an event, you can search on
the hashtag to track it backwards in time. However, don't forget that
the hashtag probably didn't exist when the event initially began

Location
Images and video films from areas affected by war and catastrophe are typical examples of when you need to ensure that the location is genuine. Useful
approaches:
•
•
•
•

•

•

Look for landmarks such as mountains or buildings
Use Wikimapia or Google Maps Streetview. Compare the image/film/
description with what is there
Geolocation is not often given but can be a useful lead
Listen to what people say, if it is a film. Can one of Swedish Radio's
non-Swedish language editorial teams/correspondents/special reporters collaborate with you to assess the landscape/dialect/language/
architecture/what is being claimed? At AP, for example, this is
standard and is quicker than doing an internet search
Swedish Radio's editorial teams currently have people reporting in
the following languages: Arabic, English, Finnish, German, Kurdish,
Meänkieli, Persian, Romani, Russian, Sami and Somalian. There are
correspondents in around 15 countries – you can find an up-to-date
list here: http://bit.ly/SRkorrar
If something has happened in a specific location or town, there are
often images/films on Instagram with normal tags like #malmo – or
without any hashtags at all. You should search for the kind of words
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you think that you/your nephew/grandmother would have used if they
had taken photographs of a demonstration before it all went wrong
and was given its own hashtag. If you were writing something yourself, it's not likely that you would use the hashtag #Sweden – and of
course the same applies for locals living in other countries
Independent sources confirming the above
Have you confirmed genuine images taken in the same place but from
another angle? Is there factual information from news agencies that confirms
the information you have? Are there demonstrably reliable people who know
your source? Then the credibility increases – assuming that they really are
independent and not quoting the same source as you.

Evaluate social media "storms"
The Swedish media sometimes report on what are known as "Twitterstorms".
There are a number of good reasons to investigate things that attract attention on social media and carry out a careful news evaluation. Quite often a
"Twitterstorm" turns out to be a small number of tweeters in media or PR
clusters reacting to something. In these cases, you have to ask whether
"storm" is really the right word. Compare this with the hashtag #homoriot,
which encouraged hundreds of people to tell of their experiences of discrimination against LGBT people or #bästabeatrice (Dear Beatrice), which trended
after author Jonas Hassen Khemiri wrote an open letter to Minister of Justice
Beatrice Ask in Dagens Nyheter newspaper. The result was thousands of
tweets, not merely from media, PR or culture clusters on Twitter, describing
racism and discrimination.
Often, false accounts are also created when the subject in question is one
that arouses major engagement – to give an impression of a bigger "storm".
And companies also plant campaigns aimed at attracting attention on social
media. Here you should also be very careful about reporting about this as a
news item, and instead ask who the sender is.
One good example of this was when artiste Tommy Nilsson stated on his
Twitter account that he was going to change his stage name to Black. After
a number of media channels reported on the discussion related to this in
some Twitter clusters, it turned out that Tommy Nilsson had been engaged
by sweet manufacturer Marabou, which was about to release a new liquorice
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flavoured chocolate bar. If you visited Tommy Nilsson's Facebook page, you
could also see that his fans were happy rather than upset that their idol was
going to sing hard rock – and then disappointed that he had fooled them.

Artiste Tommy Nilsson's name
change turned out to be a
publicity stunt. Facsimile from
Dagens Media.
“Marabou behind Nilsson’s
“Black””

Media strategist Brit Stakston commented in a critical post on
her blog:
Next time, maybe in the media you can just do your job, make sure you
analyse and check out the details of tags, blogs and Instagram accounts
where you say so much is happening BEFORE you describe it as a social
media storm. And call it what it is. Advertising. Fake advertising.
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There are many examples of social media “news” that should have been the
subject of careful news evaluation. Here are two more.
Many newspapers published an article stating that the internet forum 4
chan had threatened to spread nude images of actress Emma Watson after
she had given a feminist speech to the UN. Internet detectives soon revealed
that this was not the case.

Oops. Just a fake. Facsimile
from http://bit.ly/Independen
tOmWatson

The second example was when, at Christmas 2014, Marabou announced
that they were removing a particular chocolate from their traditional Aladdin
chocolate selection. Many media channels reported about the "storm", but
against expectations the nut chocolate didn't make a comeback for Christmas. Marabou explained that it was simply too expensive to manufacture. In
any case, lots of free publicity was created for the 75th anniversary of the
chocolate box.
If you want to get an overview of the depth of a "Twitterstorm", measure
how much it has been tweeted about on topsy.com compared with other
subjects/hashtags, and check the Twitter clusters where the influential tweeters for that hashtag can be found using twittercensus.com.
On sharedcount.com you can paste a link to an article and see exactly
how many reactions it has aroused on a number of different social media
platforms, to get an idea if it really is something that affects many people or
if it's actually your publication that will create the news instead of covering
it. In Isidor you can create reaction figures for the last 100 articles on your
programme.
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However, a high reaction figure doesn’t necessarily mean that your publication has received widespread attention, simply that a certain cluster has
noted it and commented on it in its "echo chamber".
To see how it is shared on other social media, use the search tips from
the "Get to know the services" section.

Protecting your sources
You have a responsibility to protect your sources, and of course this also
applies to people you contact via social media. You should therefore think
about whether or not to be Facebook friends with someone who may later
be able to give you information – it's not difficult to connect your old school
friend who works for the Swedish Migration Board to your article containing
revelations about deportations! If you can assess others critically by reviewing their networks on social media, obviously other people can do the same
thing to you.
It's a good habit to regularly review your social media networks "from the
outside". For example, you can visit your own Facebook profile as someone
else. Click on the small dotted line under your cover photo:
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Then choose how you want to view your profile:

Remember too that apps can get access to your Facebook account and then
access it without needing your password. For example, quite often fun quiz
apps, like "What celebrity do you look like?" are used to get access to
people's Facebook profiles – friend lists, telephone number, the ability to
post in their name and so on.

Apps always
ask. But do
you know what
you're agreeing
to?

182

As a journalist, you should therefore be extremely careful about the apps you
give access to your Facebook account. Make it a habit to review the list of
apps regularly. Delete any you don't recognise.

Remember too that it's difficult to hide your digital tracks when you contact
sources. Email can be read if you don't use an encryption programme such
as PGP – Pretty Good Privacy. In practice, PGP is a web standard for encryption of text on the internet. Facebook accounts can be hacked and the prohibition on inquiry (efterforskningsförbudet) does not apply to social media
– read more about this under the "Legal issues" section in this chapter.
Mobile source protection
Apps on mobile devices, which are one of a journalist's most commonly used
tools, are naturally useful in order to remain present on social media. But
this efficiency has a price. One example is Facebook Messenger – Facebook's
chat app. In order to be effective it asks for consent to access your telephone
contact list – something that can be difficult for journalists who have sources
in that list.
A few general rules:
•
•

Only use apps from companies you trust
Consider whether the request is reasonable: For example, it's reasonable that a photo app has access to your camera, or that a map app
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•
•
•

has access to your location – but perhaps not that all apps have such
access
Regularly go through the rights your installed apps have – under
"Settings/Integrity protection" on iPhone
Be particularly careful with access to your contact list, location
services, microphone and camera
When you check the rights to "Location services", don't forget about
"System services", further down under "Location services" on iPhone

If you work with sensitive material:
•

•

If you have content that needs protection, for example a source's
telephone number, consider whether you really need it on a
telephone where you install apps
If you work with sensitive material, have another telephone for
that work. Make sure that it is not linked to you as a person. Don't
use it in your workplace or at home (there is a theoretical risk that
somebody can obtain location information, realise that the telephone
belongs to an SR employee and then investigate the home position
and find out which SR employee it relates to). If you have an old
"dumb" phone, save it and use it with a prepaid SIM card

You should also consider the risk if you lose your mobile telephone. Make
sure you always lock the phone with a code. Read more about using mobile
telephones safely in the further reading section at the end of this chapter.

LEGAL ISSUES
Using copyright-protected material
If in your research you gain access to images, screenshots, sound or video
that you want to use in an article or web text, you must of course naturally
first establish it as genuine. But you must also make sure that you have the
copyright holder's consent to republish the material. For images and screenshots, this also applies even if they are the actual news item.
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You can embed things like YouTube clips if we are sure that the clip has
been published with the copyright holder's consent. Without consent we
may be committing copyright infringement. If we are not sure we can only
embed the clip if there are very strong journalistic reasons – if the freedom
of speech is more important than the protection of copyright in a particular
situation. Such a decision is made by the managing editor because publication can lead to claims for compensation from the copyright holder at a later
date. We must also be restrictive with linking to material published without
the consent of the copyright holder.
In the case of images, the photographer must be named upon publication
unless this is technically impossible. However, photographers also have the
right to be anonymous if they choose.
Sometimes followers upload images to our Facebook pages. When we
asked them to do this we must also inform them that they must hold the
copyright to the images and that they are giving Swedish Radio the right to
use the image. For example with the following text: "By uploading the image
you confirm that you hold the copyright to the image and that Swedish Radio
may use it in its activities." It is also a good idea to add this text to the
"About" box on Facebook. Then, for example, it's OK to take an image from
Facebook and publish it on sverigesradio.se.
Regarding images that have been spontaneously uploaded, we must
always ask permission if we want to use them anywhere else, unless the text
above has been added to the "About" box.

Protecting your sources
Remember to protect your sources! Swedish Radio applies the same source
protection on social media as we do in our other activities. In certain cases
this can involve whistle-blower protection as enshrined in the Swedish
constitution. This means that if you handle information about a source who
wishes to remain anonymous, you have a duty of confidentiality according to
the YGL, which means a duty to keep the source's identity secret. Read more
about source protection on page 106 in the PS manual.
Don't encourage the audience to leave anonymous tips via the message
functions on social media. There is a risk that the companies that provide
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the platforms may be forced to release the material, for example to the police
during a criminal investigation.
If you have further questions, contact our lawyers at the Programme
Secretariat.

FURTHER READING
In general:
The website journalism.co.uk has an article archive with useful tips and
talks. For example, search for "verification", "tip of the day" or "community
building".
The book Källkritik (Source Criticism) by Torsten Thurén goes through the
basics of source-critical thinking regardless of platform. And if it was one of
your course books when you were studying, it doesn't hurt to reread it.
Read about using your mobile phone securely in Anders Thoresson's
"Säkrare mobiltelefon" (Securer mobile phones): https://www.iis.se/docs/
sakrare-mobiltelefon.pdf

Clusters/communities
Hampus Brynolf, who created the Twittercensus analysis tool, has carried out
a great deal of analysis of clusters on Twitter. He notes that Swedish Twitter
is actually a number of small Twitters, where it is almost only celebrities who
have followers from a number of different clusters – who otherwise essentially just follow each other. More of this on Hampus Brynolf's blog: http://www.
hampusbrynolf.se/vem-foljs-du-av-egentligen.
Over a number of years at Swedish Radio, Robert Jakobsson has researched openly in closed groups. In spring 2014 he gave a lunchtime talk
about how to build up trust so that people will share their sensitive experiences on the radio. You can see his talk at t.sr.se/robertomresearch.

Source protection:
The Swedish Union of Journalists and the Internet Foundation In Sweden
have published a handbook on digital source protection for people who want
to read more. https://www.iis.se/lar-dig-mer/guider/digitalt-kallskydd-enintroduktion/
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Verification:
Snopes.com is actually more a tool than additional reading (but it's an entertaining one). The site collects together a number of different online urban
myths, traces the origin and transmission of them and determines whether or
not they have any basis in reality. A search here can give you a strong feeling
of "too good to be true".
In 2014, the Swedish Viralgranskaren site received nominations including Årets Folkbildare (Popular educator of the year) and has in a short time
made a major breakthrough both in the Swedish media world and social
media. Viralgranskaren is a very useful tool if you want to be able to post
something more than "What's your source?" in the comments for a fake story
on Facebook. You can find blog posts about methods and tools here: http://
bit.ly/ValåretSocmed, here: http://bit.ly/ViralgranskaBättre and here: http://
bit.ly/GlobalaFejkdjungeln.
Although it's primarily intended for people who want to quickly assess
user-generated material from conflict areas, there are few approaches to
source criticism online which are as ambitious as The Verification Handbook
– A Definitive Way of Verifying Digital Content for Emergency Coverage. The
book contains tools, methods and ethical reasoning and has been developed by a number of high-profile journalists in the area. It's available free in
English here: http://bit.ly/verificationhandbookEN and in Arabic here: http://
verificationhandbook.com/book_ar/.
It's successor, The Verification Handbook for Investigative Reporting,
makes just as useful reading. You can find it here: http://bit.ly/VerificationHandbook2.
There are many ways of creating a check list for verification within the
editorial team. You can find the AP news agency's check list here: https://
twitter.com/abigailedge/status/439099807295344640. The material is
reviewed on the basis of two parallel tracks and only used if it passes both
reviews.

Learning more about somebody		
There are a number of different ways of finding a person's email address
which you can then use later, for example, to find any secret Facebook
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a ccounts. Here are 11 tips for finding out someone's email address: http://
bit.ly/HittaMailadressen.
Dutch journalist Henk van Ess has given many talks on searching online.
Here is a good oversight with links to tools that he compiled in 2013 and
which is largely still relevant: http://bit.ly/HenkVerktyg (two-page presentation).
It's often useful to cross-reference information from several different
sources, both digital and analogue. Here is the Swedish Association of Investigative Journalism's guide to researching people: http://bit.ly/FGJguiden.
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PRIVATE USE OF
SOCIAL MEDIA
Employees using social media privately is positive for the company – it
gives us a knowledge of the world around us and employees increase their
expertise within an important area. It contributes to our activities.
For employees at Swedish Radio, freedom of speech is limited by the
employment contract and through employment rules and principles, collective agreements and the company's policy regarding things like social media.
Remember that what you do privately can be confused with the role you
have at work. For example, a statement you make on Facebook may have
consequences for your credibility on a certain subject as a journalist at
Swedish Radio. It can affect your work tasks if you have expressed yourself or blogged in such a way that means the company's or your credibility
can be questioned. Then you may perhaps have to refrain from carrying
out journalistic coverage of certain subjects. If you have even the slightest
doubt regarding something you want to discuss, talk to your manager well in
advance. It's often possible to find solutions. Even if, on a public platform,
you point out that you are a private person and that you are expressing your
own private opinions, your credibility may be damaged depending on what
you have written.
Be particularly careful if you work with the issues you are discussing or
may work with certain issues on the programme in the future. If you make an
active choice to use your private account as part of your Swedish Radio work,
you should always follow the rules and guidelines we have for publications
online and on social media.
Remember also that writing a blog or doing a podcast can take on such a
scope that it means you are undertaking competing activities in the sense of
the collective agreement. In such a case it is important that you have written
consent from your manager to work, for example with your blog.
There are also rules in the legislation and collective agreement about how
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you may talk about your employer – responsibilities of loyalty and confidentiality.
According to the collective agreement, employees are responsible for maintaining discretion about both their own and other people's activities within
the company, about colleagues and contributors to programmes and about
such internal company matters the publication of which would be damaging
to the company's activities or integrity. Employees are also responsible for
refraining in public contexts from such statements and actions that can call
into question the company's impartiality, particularly in political areas.
You should therefore, for example, be careful when sharing information
that you receive via the intranet and make sure you respect your colleagues'
personal integrity when you use social media.
When you use a private account, you may not use Swedish Radio's
images or other material that belongs to Swedish Radio without asking first.
But of course it's fine to link and share, mention programmes and so on.
The accounts you use at work, when you represent Swedish Radio, are
never private. Not even if you write after normal working hours. In addition
to current legislation and collective agreements, you must also comply with
Swedish Radio's programme rules when you use an account for work.
Regarding companies who have assignments for SR, their employees'
private use of and approach to social media is regulated in the agreement
with the company concerned.

CHALLENGES
It can be very difficult to distinguish between "private" and "professional"
on social media. Often, for example, we only have one personal account on
Facebook. Because we are a media company there are also employees who,
in the public sphere, become so associated with Swedish Radio that they
are even considered to represent the company in private. This means that
the borders become even less clear and then it is necessary to maintain a
continuous dialogue with your immediate supervisor about what is OK and
what is not.
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Avoid using your private Facebook profile at work, for example in communication with listeners and website visitors.
Remember that you represent Swedish Radio as a company when you use
our company computers to access the internet. All of our computers have an
IP address that belongs to Swedish Radio. This means, for example, that if
you edit a Wikipedia article without using your own account, it will look like
Swedish Radio has carried out the editing. Or if you "anonymously" comment
on a blog, the blog owner will see that you work for Swedish Radio. The same
applies on web forums – it's not unusual for the participants' IP addresses
to be shown in clear text on their posts. This can lead to situations where
Swedish Radio's credibility is brought into question.
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Abuse address

An address all Internet suppliers have to which you
can report any type of abuse of the internet.

Algorithm

Within mathematics and computer science, an
algorithm is a limited set of well-defined instructions for resolving a task. On the internet, algorithms
are used, for example, to control what is shown in
your Facebook feed – by mathematically weighting a
number of factors.

Backtrack

To search backwards in somebody's stream on a social
platform, for example to find out what they have
tweeted about previously, to gain an impression of
whether the account is fake or genuine.

Banning

Blocking a user, an IP number or an account from
using a service such as a comments section.

BBS act

Actually the "Swedish Act on Responsibility for
Electronic Bulletin Boards". The legislation that
regulates things like Swedish Radio's responsibility for
monitoring comments sections.

Chat

A service through which visitors can talk to each other
in real time.

Community

A place on the internet with a strong feeling of affinity
and/or a joint interest in a specific topic. For example
a forum or Facebook group.

Content integration

A discussion or piece of journalism that overflows onto
a number of channels and networks.

Content marketing

Adapting content to the target group and platform by
means of a comprehensive strategy and editorial tone.
Used by the PR industry to build a relationship with a
customer’s target group.

Credit

Stating where you got an idea or piece of information
from.

Crowdsourcing

Allowing visitors/listeners to take part in the activity.

Debugger

A program that fixes bugs or errors, for example on a
website when an object doesn't behave as intended.
Facebook has a debugger (https://developers.Facebook.com/tools/debug/ ) where you can enter a URL,
for instance if the right image doesn't accompany a
published link.

Facebook profile/page Your Facebook profile is your private profile. A Facebook page is the type of page that celebrities, artists,
companies and public people have. These are often
confused. You can "Friend" a profile, but "Like" a
page.
FAQ		

Frequently Asked Questions. A list of common
questions and answers.

Forum

A web service in which the participants log in and
take part in discussions. Participants can also start
topics on forums.

Hashtag

A way of marking Twitter messages with a subject so
that everybody who wants to read about the subject
can find your message without having to guess that
you might write about it. A hashtag is written as
a word or an abbreviation with the # symbol first.
For example, #svpol (Swedish politics), #twittboll
(Swedish tweets about football).

Embedded

Means that you are showing content from somewhere
on the internet on another website. For example, a
YouTube video can be embedded into a blog entry.
The video still remains on YouTube.

IP number, IP address

A number, or "address", each internet-connected
computer has.
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Klout

Klout, or Klout Score, is a ranking that measures a
user's social influence on the internet. If you link your
social media accounts to klout.com, the site calculates a score between 1 and 100 (where 100 is the
best score), based on factors such as the number of
followers and the reach/activity of the account's messages. Klout collects information from sites such as
Twitter, Facebook, LinkedIn, YouTube and WordPress
blogs. Klout has both keen proponents and those
who consider that the ranking is meaningless. "Klout"
is also used as a synonym for "influence" in some
circles.

Cluster

See Community

Mention

Writing about or referring to another account, for
example on Twitter or Facebook in such a way that the
person being mentioned receives a message that they
have been referred to. See also Tag and Ping.

Meme

On the internet: A cultural symbol, image or idea that
has spread virally. Often humour based.

URL		

Internet address in text, for example sverigesradio.se
or www.twitter.com.

Metadata

Information about a data file and its properties. Metadata is a small part of the file which describes that
file.

Moderator

A person who controls a website where the visitors can
contribute their own content. For example, a moderator might moderate a comments section or a forum.

Native content

Includes adapting the content to the conditions required by the platform.

Off topic (OT)

If you are clear about the subject/issue in a discussion, it is easier both for moderators and discussion
participants to determine what is OT.

Organic reach

Used on Facebook as the opposite of paid reach. In
other words, the reach a post has exclusively using
Facebook's own distribution.

Ping		

Naming someone or another social media account in
such a way that the person/account is notified of this.
See also Mention and Tag.

Post		

To post something on social media, in a comments
section or similar.

Proxy

A device that means that many people can surf on
the internet but only be allocated a single IP address.
Often used by companies, schools and libraries. Can
also be used to make it difficult to be traced; an
anonymous proxy.

The PS manual

Swedish Radio's employee manual.

Readme

A text you should read first. In a social media context,
these often provide an introduction to forum etiquette
rules for new visitors.

Real time

Live. A live broadcast takes place in real time.

Real time investigation An investigation in which progress is constantly reported in various ways and in which the visitors/listeners/audience are involved.
Retweet (RT)

To forward a message on Twitter so that more people
see it. The equivalent in Instagram is to Regram or
Repost.

RSS

A format that makes it possible to subscribe to
content on a website so that you know when the site
has been updated with new information.

Screenshot

A function on your computer or mobile telephone that
makes it possible to save an image of what you see on
the screen.
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Social media
correspondent

Social media
editor
Social object
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The editorial team's employee with responsibility for
the practical work with social media, for example
audience dialogue and research, but also feedback on
FM.
The editorial team's employee with responsibility for
the practical work on social media, for example audience dialogue and spread.
Something that can be shared online. An article with
images, sound and text, for example.

Spam

In this context: Irrelevant information, information
which arrives in inappropriate amounts or information
that is either unwanted or disruptive can be perceived
as spam by users.

SSRM

Sociala Sveriges Radio Möts; Swedish Radio's network
for employees working with social media journalism.
Used in different forms for monitoring events, knowledge exchange and journalistic development.

Search engine

A search service on the internet such as Google and
Bing.

Tag		

To name a social media account so that it is made
aware that it has been named, for example in a post
or on an image. See also Mention and Ping.

Troll		

Visitors who enter a discussion with the purpose of
disrupting it for other participants and/or provoking
reactions.

TweetDeck

A program to read, write and set up your own
monitoring of mentions onTwitter. Available at www.
tweetdeck.com.

Development
editor

Swedish Radio's Digital Media department has a
number of development editors with different areas of
responsibility, whose mission is to support the company's editorial teams with knowledge acquisition and
method development within digital and social media
journalism.

Viral spread

Viral spread or viral marketing happens when the
audience or customers spread a message (often a
video clip) without encouragement from the company
behind the message, simply because it is so interesting that everyone wants to share it. If something
has "gone viral" it means that the message has been
spread very widely in a short time.

YGL		

The Swedish Fundamental Law on Freedom of
Expression. The law regulates the content which is
published on sverigesradio.se.
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"Remember that images on social media are often
small in users' feeds. You should therefore avoid
taking images that are too zoomed out – instead
always assume that the audience will be seeing the
image on their mobile phones. Get close to the
person or object you are photographing. What's
important? Focus on this."

– From the chapter WHAT MAKES A
GOOD IMAGE ON SOCIAL MEDIA?
(page 102)

"When things get rough, make sure you have
enough staff for all social platforms even where
your editorial team is not normally active. Draw up
an inventory of who is working where and
a list of who needs to be informed about how the
crisis is developing. It's important to demonstrate
editorial presence as soon as possible,
if only to explain that we will come back with more
information soon."

– From the section WHEN THINGS GET ROUGH
(page 66)

"Working with social media means investing in relationships.
Handled correctly, this can create audience confidence.
And what can be more important than investing in that?"

– From the Foreword (page 9)
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