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Summary 
Digital storytelling is timidly entering the media culture. Mainstream media have started producing 

media items that explore its potential. At the same time it has been widely debated that the fact that 
everyday people used social media to detour the government initiated media propaganda in times of 
crisis and make the reality in their country known around the world showed that lack of democracy 
pushes people to find alternative ways to tell the truth. Social media is one of them. Journalists used 
these testimonies to dig up the true situation: information, pictures, videos everything was verified and 
crosschecked to be put into news stories, many of them using digital storytelling technics. This paper 
proposes to examine the emerging role of journalists as curators using digital storytelling to fill the gap of 
democracy, which grows in times of crisis. This paper will examine the work of the few Greek journalists- 
digital storytellers - curators using qualitative analysis and more precisely the case study method. The 
paper, argues that journalists use digital storytelling in order to express themselves in a more engaged 
way than journalistic objectivity would permit, through their work in mainstream media. 
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1. Introduction 

Many scholars believe that online journalism is a different kind of journalism because 
of the unique features of the medium. Deuze (Deuze, 2011, p. 288) refers to a «fourth» 
kind of journalism next to the press, the radio and the television. Others talk about a 
paradigm shift in journalism1. 

Nobody can deny that the Internet has changed journalism and keeps changing it. 
Interactivity, hypertext, multimedia and asynchronous communications are the four main 

1 See for example «PBS Media shift Your guide to Digital Media revolution»http://www.pbs.org/mediashift/ 
                                                           

http://www.pbs.org/mediashift/


characteristics of the Internet according to Bardoel (Bardoel, 2002). With the emergence 
of the social media some experts talked about the death of journalism, aiming to denote 
this very important change when ordinary users could produce their own content of all 
forms. Readers (or users) have now the opportunity to participate in content production 
(Σιαπέρα & Δημητρακοπούλου, 2012).  

From now on, journalists face a double challenge. They still have to verify sources 
and elaborate stories, but they also have to be able to browse and curate. That means 
that journalists must acquire new skills and adapt to the new age. But at the same time, 
a whole new world is opening before them. 

During the primitive age of digital journalism it was agreed that the online media 
would abolish time and space (in terms of the length of the article or video) and that 
users comments would be easy to incorporate into more complex type of writing, 
hypertextual writing. Hypertext was a revolution in terms of references or archiving 
(Καϊμάκη, 1997, p. 49) and this is the first milestone to digital storytelling in journalism. 

When the tools of the Web 2.0 were developed it was agreed that the audience 
would have a much more participatory role in the content of online media. This was the 
second milestone. Graphics are being tested and play an important but not yet major 
role in online media. Some agencies produce multimedia content such as timelines or 
interactive maps but it is still the exception and not the rule. In her international survey 
of digital storytelling Kelly McWilliam (McWilliam, 2009) found that in the last decade 
four types of institutions were most likely to host digital storytelling programs. They were 
educational, community, cultural and miscellaneous others (including public 
broadcasters, companies, and consultancies). Media is only part of the «others». So 
why is it so difficult to reach the third milestone, the essence of digital storytelling? One 
of the answers could be that journalists are not yet ready to use not even simple 
multimedia tools. They are not natives of the digital world and their main concern was 
the story per se, not the way to present it. They don’t seem to understand that the 
«tool» is the story in the same way MacLuhan declared in the ‘60s that the medium is 
the message. 

A glimpse into the future (that should have been the present)? «Specialists 
journalists, whether they are animators, interactive cartoonists, writers, videographers, 
psephologists of engagement specialists, will spend time understanding the 
technological changes to their field of practice and e xperimenting with new tools and 
techniques» (Anderson , et al., n.d., p. 43). «To tell stories in the digital age, reporters 
and editors and photojournalists need to acquire new skills—and do so with passion» 
(Franco, 2008). It seems there is no escape. 

It doesn’t even have to be an expensive sport. As Outing points out; there is a whole 
arsenal of free tools that can be used for journalistic digital storytelling (Outing, 2012). 
For presentations there is prezi, for maps there is meograph, for combining photos 
and/or video there is vuvox, for creating video there is animoto, so many it is not 
possible to mention here and everyday there are new that are being created. Storify2 

2http://storify.com 
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stands apart as it is a curation tool that gathers content from social media such as 
Twitter and can be used to create digital stories in seconds. 

And yet, as we already pointed out, digital storytelling is entering the media culture 
very timidly. Mainstream media hesitate to invest. However three things have become 
evident: 

 Younger consumers of news not only dislike but are simply and clearly not 
interested in using traditional media (Beaujon, 2012); 

 The future of the media industry shapes itself towards the digital world (Jarvis, 
2012); 

 Digital storytelling can help journalists narrate completely different stories; 
stories that cannot be told by simple text, image, sound or video but need all 
of the above (Stanoevska-Slabeva, et al., 2014). 

The above combined with the emergence of social media have created new paths to 
explore in digital storytelling of news stories. Peoples’ quotes, remarks and testimonies 
have become parts and bits of the digital storytelling. «People» can be units in the 
center of news (such as politicians) or can be numerous such as communities or people 
in different situations in their country. Units or ensembles; they become important when 
they have something interesting to say. 

It has been widely debated that the fact that everyday people used social media to 
detour the government initiated media propaganda in times of crisis and make the 
reality in their country known around the world, showed that lack of democracy pushes 
people to find alternative ways to tell the truth. Social media is one of them. Journalists 
used these testimonies to dig up the true situation: information, pictures, videos 
everything was verified and crosschecked to be put into news stories, many of them 
using digital storytelling technics.  

The uprising of the Arab spring has been the object of several studies, mainly linked 
to the emerging importance of social media3 and how the lack of democracy pushes 
people to use alternative media to be informed or to diffuse a message. This field has 
been covered (and is still covered thoroughly).  

And here emerges one other question. What happens if we try to observe it from a 
journalistic point of view? How does this affect journalists when they use the social 
media themselves? Are digital storytelling techniques a way to give voice to anonymous 
people from a journalistic point of view or is there also another motivation? Are 
journalists just «doing their job»? What if the same lack of democracy drove journalists 
to find alternative ways to diffuse facts hidden or «downgraded» by mainstream media’s 
agenda setting, even when they work for such media? Using digital storytelling, with the 
aid of web 2.0 tools such as Storify? 

This paper tries to answer some of the above questions by examining the emerging 
role of journalists as curators using digital storytelling, mostly though social media 
sources or other internet sources to fill the deficit of democracy, which grows in times of 
crisis (Bellamy & Staiger, 2013). The paper will examine the work of the few (for the 

3 See reference list http://pomeps.org/category/academic-works/arabuprisings/ 
                                                           



time being) Greek journalists digital storytellers - curators and the role of their work in an 
environment characterized by a double crises, the economic crises that affects the 
whole country and a crisis more specific to the mass media that has led many 
journalists outside the work market, possibly forever. In order to achieve this, a small 
group of the most active journalists in the field is identified and their work is analyzed. 
Individual interviews will be conducted to explore their motives and targets. This case 
study focuses on the reasons which push journalists to use the particular medium and a 
particular subject. It could in a later stage evolve into a larger scale project combined 
with a quantitative research. 

2. Methodology 

This research tries to explore whether journalists use digital storytelling in order to 
express themselves, through the «testimonies»/«voices» of others, in a more socially 
engaged way than journalistic neutrality/objectivity would permit through their work in 
mainstream media. 

In order to do this, we had to define on two important notions: 
Storify, which was launched in 2011, is a way to tell a story through content 

curation. By allowing users to bring content from Twitter, Facebook, Google+, YouTube, 
Flickr, Instagram, online Google searches, and images from within Storify. This platform 
is an easy tool to synthesize information from a wide variety of sources to tell a story. 

We chose this specific tool for our research for two main reasons. Firstly, because it 
doesn’t require any particular technical skills, anyone who uses Twitter will find it fairly 
easy to use. Secondly, because Storify is one of the most popular and well-known 
curation tools. The creators of Storify consider it a journalistic tool and that is the reason 
why they have created a guide for journalists (Anon., 2013). 

Content curation is the process of collecting, organizing and displaying information 
relevant to a particular topic or area of interest. Services or people that implement 
content curation are called curators. Social media curation is based on the basic 
concept of media curation proposed by Rosenbaum (Rosenbaum, 2011) and «deals 
with large corpora of content from diverse sources and connotes the activities of 
identifying, selecting, verifying, organizing, describing, maintaining, and preserving 
existing artifacts as well as integrating them into a holistic resource» (Rotman, et al., 
2012). 

For our research we identified journalists that used Storify and met two conditions. 
But first we had to find a common agreement on the definition of working journalists. We 
agreed that they should have a fairly long experience in the profession, being proven by 
their membership to the Union of Journalists of Daily Newspapers of Athens, which 
despite its name includes journalists from all media: press, Internet, radio and television. 
Members of the UJDNA have an experience of at least three years as full time 
journalists. The first condition for a journalist to be chosen is that he/she had to be 
active at the moment of the study, employed by a media company or freelance. And 
secondly they had to have a presence at Storify during the past 12 months (from March 
2013 to March 2014) and at least two published digital stories there. The study uses the 



whole of their «production» on Storify during the last year. This gave us a total of 7 
journalists and 15 stories. 

In order to study our subject we chose the method of qualitative analysis and more 
precisely the method of case study. As Yin writes, case study helps in the «empirical 
research of a contemporary phenomenon in its natural environment» (Yin, 2003). Case 
studies repose largely on interviews. Interviews allow the researcher to «gather rich, 
personalized information» (Mason, 2002). The participants in our research answered a 
series of predefined questions, closed and open ones. The questions were structured 
but there was not one and only questionnaire that circulated, because some of the 
questions referred to specific Storifies. The purpose of the research was to identify the 
main lines of the subject and not to provide qualitative results, something that could be 
done at a next stage. 

For the interviews we were able to contact five out of the seven journalists (see part 
I) that fitted this description and were identified as Storify users and we conducted 
separate interviews. These interviews were structured in three parts: Demographics, 
Use of the tool and Specific Stories. 

3. Results 
Before conducting the interviews the researchers wanted to design the broader 

image of the subjects treated. This was a work that could have been qualified as 
content analysis but of course it was not possible as per the nature of the «text» which 
is not written but curated. So the choice of words or phrases is irrelevant to the 
research. What is relevant though is the choice of subjects. Twelve out of fifteen stories 
were about politics. Seven out of the twelve criticize the government directly or 
indirectly, five out of the twelve criticize the opposition directly or indirectly. We thus 
observe a strong political engagement of the journalists using Storify. 

And then a second question rose: were the specific Storifies created in a subjective 
or an objective way? Is it possible to qualify a Storify as subjective or objective creation? 
To give an answer to that we choose to examine whether the two opposite points of 
view were present. In more ten out of the twelve stories there weren’t. One of the 
participants went as far as to curate his own Tweets to form a story. This is very 
interesting as it flexes to maximum journalistic practices that demand the two opinions 
to be present in a story. This can have two possible explanations. Either the authors 
used the Storifies to illustrate a certain point of view or the journalists did not express 
themselves as journalists but as simple citizens giving their opinion. 

Demographics 
In the first part of the interviews the questions concerned the authors themselves: 

age, sex, media specialty, technological skills and a question about their political views. 
They had to specify whether they belonged to the left, to the right or had no specific 
political orientation or finally if they qualified themselves as «socially engaged». 

There is no way this research could produce any statistical results, given the low 
number of participants, but we could notice some facts. 



 All of the participants qualify their technological skills as «excellent» or 
«very good». 
 Most of the stories circulate via Twitter and sometimes via Facebook. 

Storify is a very social-media friendly tool, especially Twitter-friendly and all of the 
participants have a very active presence on Twitter. 
 All of the participants created Storifies during their free time. 
 All of the participants were satisfied with the experience and declared they 

would continue using the tool. 
Finally and more important for our research none of the participants chose «no 

specific political opinions». The answer to their political orientation was either «left» or 
«socially engaged». 

Use of the tool 
In the second part the participants had to answer general questions concerning their 

experience with Storify, whether it was a satisfactory one, if they will continue using the 
tool etc. The answers span around two themes. First there is the tool by itself. Secondly 
there were allusions, although there wasn’t any specific mention, in the questions of the 
use of the tool as a medium to deliver a specific message. 

The participants find Storify an easy and helpful tool, for searching, finding and 
storing information. One of the most characteristic replies was that «The ease of making 
“stories” in a couple of minutes makes it a medium of interest and importance». «It was 
nice and easy. If you want to gather a lot of content on a subject, it is the simplest and 
easiest way to do so», said another participant.  

Storify is also a richer and more satisfactory social medium as «It enriches all other 
social working on blogs, news sites, Twitter, Facebook etc. by embedding it on your 
posts». Someone else points out that is it very «useful on monitoring other people’s 
stories and inter-connect these stories with yours». Same opinion phrased differently: 
«It aggregates content from the most social channels we use and it allows us to arrange 
the story exactly the way we want it». 

On the other hand, the participants use frequently words such as «engagement» or 
«voice» which show a more strong attention to the message that is being delivered than 
the medium. «It offers the chance to both engage momentarily on T witter, but also 
transcend the fleeting nature of the medium and create a structured story», said one of 
the participants. «Storify is a social pulse-meter», said another. «Gives credit to all 
social media voices by mentioning the users», said another yet. And finally: «My 
Storifies are fact-supported editorials. Storify is an ef ficient, useful and q uick tool for 
making a poi nt and supporting the argument you are trying to make», admits a 
participant, although he was not asked about it. 

Specific Stories 
The third part of the questionnaire discussed specific stories written by the 

participants. The number varies from journalist to journalist as we chose the whole 
corpus of each of them during the last year. From what we discussed earlier some 
themes come as a natural suite. We were mostly interested in the choice of subject, 



mainly whether it was treated and in what why by other media and whether it was 
treated by the author herself/himself. 

Choice of subject - Differences with mainstream media 

One question that arises for the researcher is whether the choice of the tool is a 
technological or an editorial choice. This is not a question that can be asked 
straightforwardly but can be deducted by another question, namely if the subject of the 
particular Storify was treated by mainstream media. If it was covered sufficiently by the 
media, then the choice is technological. If not, then the choice is editorial. Before that of 
course, it comes as no surprise that one of the participants volunteered a 
straightforward answer to a question never asked: «I usually create a S torify when I 
believe that the established media are either ignoring the facts or are trying to warp 
them», he said. 

But actually this is what he believes or «feels» because out of the ten stories 
researched, seven were treated by mainstream media, only two were not treated at all 
and the last was treated in a different angle. So this raises a question of the highest 
importance: Are the subjects treated in alternative media such as Storify ignored by 
mainstream media or is it that the journalists are not happy with the way that the 
subjects are treated? The first indications lead us to the conclusion that they are not 
happy with the way they are treated. One of the participants answers without being 
asked, putting it quite bluntly: «The follow up of the event was only presented in the 
form of a press release. Little else was shared after the event». 

Choice of subject: Differences with their own media work 
Another interesting question is whether the subject was treated by the participant 

him/herself in another media. Out of the ten stories examined in this section, eight were 
written while the journalist was employed and only half of them became a subject from 
the same author for his work. Why is that so? We were able to detect two different 
reasons.  

Stories that cannot be well documented: For example one of the participants 
explained that during researching for another subject he stumbled upon an interesting 
theme for him but not apt for publication. He created a Storify for his personal social 
media account. It was about a specific person just rising to a «hot» public office and he 
did a social media research of what has been written about him. Most of what he found 
was opinions that could not document a media article but could be indicative of a certain 
political choice made by the government: This is an indication that digital storytelling of 
journalistic stories may not be as documented as a story in the traditional media. 

Illustration: Another reason for not treating a story through the regular channels is 
when the Storify is actually the «illustration» of a subject being widely treated in the 
mainstream media by words. This motive meets other digital storytelling methods such 
as timelines, photo albums etc. «I just collected articles and posts for this story, I had 
made my point in my article», said characteristically one of the participants. 



4. Conclusion 
From the above findings we can deduce that journalistic rules become quite flexible 

when journalists are creating Storifies. They act more as concerned citizens publishing 
their own opinions with no real worries for the journalistic objectivity. Most of these 
opinions are strongly political and their posts show their engagement in the respective 
causes they defend, either pro or against governmental decisions and acts. This is why 
they create the Storifies during their free time and they circulate them as personal posts. 
Journalists are no different than any other user of Storify. This use actually relegates 
Storify to a non-journalistic tool.  

Furthermore, the participants used the tool as an editorial choice not because the 
subjects were not treated by mainstream media but mostly because they were not 
satisfied with the way they were treated. This is a very engaged attitude as well. 

It would be very interesting to see if journalists in other countries use it the same 
way or not. It would be interesting to research whether digital storytelling is used to 
express the metaphor of democracy through social media, the new techno-utopianism, 
which arises again and again in history, especially in times of crises. 

Unfortunately the number of journalists using Storify in Greece does not permit any 
quantitative studies. Nonetheless in the emerging world of new journalistic practices, 
such qualitative researches could be a reference for the future as the profession will be 
evolving –or not – in the new era. 
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