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Abstract
This thematic issue explores the widening scope of media work and the institutional and organizational conditions that
support new forms of media work. The media industry has undergone significant economic, structural, and technological
changes during the past few decades, including changing patterns of ownership and digitalization of media production,
distribution, and consumption. Simultaneously, practices of media work are adopted also in other industries. The 10 arti‐
cles in the issue not only focus on the new professional roles and responsibilities emerging in the news media industry but
also study the practices of media work in organizations in other fields, such as the music industry and public sector.
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1. Introduction
Media, as ubiquitous as it is in our modern world,
requires care, labor, and maintenance. Media work, as
defined by Deuze (2007), refers to planning and pro‐
ducing media content, products, services, and brands
within media organizations. Media work is not limited
to journalistic work but includes other activities under‐
taken by media professionals aimed at advancing the suc‐
cess of media products and services (Malmelin & Villi,
2017). Studies in the field of media and journalism have
acknowledged how the emergence of new digital players
and changes in consumers’ media behavior have affected
media work (Villi & Picard, 2019). The inclusion of social
media in media work (Nielsen & Ganter, 2018) and other
platform‐centric practices are occurring in response to
the new, digitalized media environment. The increas‐
ing competition is pushing media organizations to con‐
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sider engaging in strategic communication and brand‐
ing activities (e.g., Laaksonen et al., 2019; Malmelin &
Moisander, 2014).
These factors, among many others, have influenced
the ways of working and content of work in the media
as well as the organizational dynamics in media organi‐
zations. Changes are often driven by technological trans‐
formation: Media workers are required to have digital
competencies (Oberländer et al., 2020) to cope with new
technologies; and new professional roles emerge to sat‐
isfy the requirements and labor needed to make media
content suitable and successful on various new chan‐
nels, from social media to mobile applications (Cohen,
2019; Karlsen & Ytre‐Arne, 2021). Further, the ongo‐
ing economic, structural, and technological changes in
the media industry during the past few decades, includ‐
ing changing patterns of ownership and digitalization of
media production, distribution, and consumption (Villi
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et al., 2020) and the subsequent constant need to inno‐
vate (Küng, 2013), have impelled institutional responses
in media organizations. Examples include the develop‐
ment of novel media outlets and processes, from spe‐
cialized formats to cross‐sector collaborations and intra‐
organizational development networks.
Furthermore, driven by the increasing power of
media in society (e.g., Couldry & Hepp, 2017), forms
of media work are emerging in other industries that
aim to communicate with their audiences. These include,
for example, organizations that strive to produce pro‐
fessional, media‐like content as a component of their
strategic communication, and communications agencies
that produce communication and marketing content for
their customers. It could also be argued that the increas‐
ing significance of public social media and demands for
dialogue require all employees to possess media skills
(Pekkala, 2020). These expanding contexts raise the ques‐
tion of what media work is like when it is done outside
the media industry and what principles are driving it.
For the issue, we have invited theoretical and empir‐
ical articles investigating the changing nature of media
work as well as its new institutional environments.
The 10 selected articles cover three main themes: new
forms of media work in media organizations, emerging
forms of social media work, and atypical organizational
contexts for media work. In the following sections, we
will briefly introduce the articles by theme.
2. New Forms of Media Work in Media Organizations
The first four contributions to this thematic issue
approach media work in the context of media orga‐
nizations. First, Mathias‐Felipe de‐Lima‐Santos (2022)
explores the nuances of data journalists’ professional
roles and how they relate to structural aspects of news
organizations. The study concentrates on ProPublica, a
nonprofit news organization producing investigative jour‐
nalism and renowned for its data journalism. According
to the study, the blurring of traditional professional
boundaries and hybrid profiles of media workers can
be detected in data journalism: Journalists must expand
their competencies to coding and design, whereas
non‐journalistic professionals must develop writing skills.
Such blurring and hybridity are integral to the profes‐
sional culture at ProPublica, which mirrors the organiza‐
tional structure.
A similar negotiation and blurring of boundaries can
be detected between the journalistic and managerial
professional ethos of editors in business newsrooms, as
Johanna Suhonen (2022) shows in her article. Business
journalism is an appropriate context for studying the
junction of two professional discourses of journalism and
managerialism. Editors in business journalism tend to
absorb managerial tendencies due to their close connec‐
tions to financial and commercial communities. This sub‐
sequently leads to a new hybrid professional ethos that
combines managerial practices with journalistic ideals.
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Moving on to digital competencies in journalistic
work, Salvador Reyes‐de‐Cózar et al. (2022) conduct a
systematic review to examine what the literature sug‐
gests about the digital skills that new professionals
should acquire in the field of journalism. Such knowledge
is important to journalism schools and other academic
institutions that educate future journalists. The findings
reveal the lack of studies focusing on certain key aspects
of digital competence, particularly those related to per‐
sonal growth, emotional state, and the acquisition of a
deep level of digital competence.
The thematic issue then shifts from newsrooms to
Mediapolis, a Finnish media cluster that serves as a cen‐
ter and network for media companies and organizations.
Mediapolis offers public (non‐commercial) and private
(commercial) media organizations cross‐sector collabora‐
tion aimed at shared value creation and co‐creative inno‐
vation. Sari Virta and Nando Malmelin (2022) explore
the management of complexities, organizational ten‐
sions, and dualities in such cross‐sector collaboration in
a media cluster with shared strategic‐level aspirations.
The article discusses the dynamics of different organi‐
zational orientations and business logics, discrepancies
between visionary planning and practical actions, and
opposing organizational interests in a cluster structure.
3. Emerging Social Media Work
The increasing significance of social media has led to calls
for a specific new type of media work. Linking media
work in news media organizations and the social media
context, Mark Badham and Markus Mykkänen (2022)
employ a relational approach to media audiences to clar‐
ify how news media organizations are engaging their
audiences on social media. They draw on public rela‐
tions theory and conduct a content analysis of Twitter
and Facebook posts by nine newspapers in Australia, the
US, and the UK. Using this approach, they show that
the studied newspapers predominantly use their social
media accounts for news dissemination rather than audi‐
ence engagement.
An opposite perspective to engagement is given
in Jessica Edlom’s (2022) article, which uses qualita‐
tive interviews to explore the adoption of social media
in the music industry, where participatory cultural
norms are becoming standard in strategic communi‐
cation. Edlom conceptualizes her findings through the
notion of engagement imperative—the constant require‐
ment to produce audience engagement—which affects
communication workers’ competencies, roles, responsi‐
bilities, and identities. Strategic communication, thus, is
increasingly also media work, characterized by the logic
of engagement enforced by social media platforms and
their participatory culture.
Brooke Erin Duffy and Megan Sawey (2022) further
seek to theorize the emerging phenomenon of social
media work in their article. Social media workers—
such as social media managers, editors, and community
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managers—form a relatively new category of digital
laborers. Using interview data, the authors argue that
social media work is configured by a visibility paradox:
While the main work of social media workers is produc‐
ing visibility, their labor remains invisible behind branded
accounts. By connecting this notion to broader discus‐
sions on the gendered valuation of work in the digital
economy, the authors show that social media work has
a marginal status and is frequently devalued in organiza‐
tions and by members of the public.
4. Atypical Organizational Contexts for Media Work
The last three articles in this thematic issue further
expand the boundaries of media work by focusing on
media work conducted in organizational settings out‐
side a typical media organization: public sector orga‐
nizations, a science communication start‐up, and a
counter‐media outlet.
Maria Grafström and Hanna Sofia Rehnberg (2022)
explore what happens when journalistic practices and
ideas about newsworthiness enter a public sector orga‐
nization. Their empirical case is VGRfokus, a Swedish
county council’s digital news channel. The authors use
content analysis and interviews to show how VGRfokus
balances between bureaucratic and market values, as the
channel aims to both inform citizens and brand the orga‐
nization. To solve this tension, the idea of newsworthi‐
ness emerges as a governing principle for what is consid‐
ered appropriate for the channel. Yet newsworthiness, in
this context, is affected by the demand to create a coher‐
ent and positive organizational image, thus reflecting pat‐
terns similar to the tensions between discourses of jour‐
nalism and managerialism identified by Suhonen (2022).
We have also witnessed the emergence of entirely
novel types of media organizations that aim to find
their place in the insecure, digitalizing field of media.
In their article, Christopher Buschow et al. (2022) discuss
one such example: the Science Media Center Germany
(SMC), a non‐profit news start‐up. The article positions
SMC as a repair organization that aims to support
high‐quality media work to compensate for the deficits
in legacy media. The authors show how SMC under‐
takes field repair activities but also does field advance‐
ment by promoting innovation and renewal of journal‐
ism. The authors conclude that SMC acts as a prototype
organization in science journalism by offering direct con‐
tributions to the field but also by demonstrating new
ways of working and organizing.
In the final article, Olli Seuri and Kim Ramstedt
(2022) turn the analytical gaze to another novel and
atypical context of media work: counter‐media. They
explore how remix theory can be used to analyze the
work of these emerging publishers. Using concepts that
are crucial to remixing—appropriation and authorship—
the authors provide a theoretical reading of two news
cases in the Finnish counter‐media MV‐lehti. The authors’
approach broadens and challenges the underpinning
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ideas of participatory and democratizing remix culture
by arguing that the media work of remix, when appro‐
priated by an anti‐democratic media actor, is a means
to challenge liberal‐democratic ideals. The authors pro‐
pose that counter‐media publishing should be seen as
a form of political activism or, in some cases, political
media criticism.
5. Conclusions
Together, the articles in this thematic issue give a broad
view of the widening scope and contexts of media work,
ranging from traditional news media to social media
brand communication and public sector organizations.
The empirical findings draw a complex picture of overlap‐
ping roles, shifting practices, as well as tensions in prac‐
tices and discourses as actors engage in planning, produc‐
ing, and distributing media content. The emerging actor
roles and professions raise questions about the skills and
competencies required for media work but also call for
completely new ways of organizing—as a unit, as an orga‐
nization, or in inter‐organizational collaboration.
We argue that the concept of media work proves
its usefulness in exploring media‐related practices across
industries. Media work is used for a variety of purposes
that are not necessarily journalistic or follow journalis‐
tic values. Due to the institutional pressures posed by
the developing media field, media work is a practice that
becomes increasingly mixed with forms of strategic com‐
munication. As several studies in this issue show, this
also introduces ethical questions, which will hopefully
encourage future research that continues exploring dis‐
courses and valuations related to the developing field of
media work as well as its uses in society.
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