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Abstract 
 
 
 

Who is in the Driver’s Seat when it comes to the use of Twitter by a  
Select Group of Montreal Sports Journalists? 

 
Abe Hefter 

 
 
 
This thesis investigates how a select group of Montreal sports journalists use Twitter in their 

daily work lives. Specifically, it asks whether journalists who cover the Montreal Canadiens of 

the National Hockey League are guided by their editors and supervisors in the way they use this 

form of social media. The work that journalists do is often accompanied by a series of editorial 

“checks and balances” before a story is published or goes to air. This thesis will answer the 

question: Do these same editorial checks and balances exists for these journalists on Twitter? To 

help answer this question, I have interviewed a cross-section of Montreal sports journalists who 

use Twitter in their daily routine as reporters covering the Montreal Canadiens and what they’ve 

been told about the use of Twitter to ascertain management directives, along with two 

supervisors whose job it would be to provide editorial guidance to their reporters and journalists.  

 

 
 

 
 
 
 
 
 
 
 
 
 

 



 iv 

Acknowledgements 
 
 
 

To the people who inspired me most on this journey: 
 
My wife, Heidi Kaplan, who has always believed in me and my ability to successfully complete 
my studies. 
 
My late mother-in-law, Leatrice Kaplan, who, upon learning of my desire to reach this academic 
milestone, inspired me to do so. 
 
Dr. James McLean, my thesis supervisor, for his guidance and support along the way. 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 



 i 

Table of Contents 
 
 
 
 

Chapter 1 Introduction         1 

Chapter 2 Literature Review        11 

Chapter 3 Methodology         38 

Chapter 4 What are Journalists Doing on Twitter and Why are They There?   51 

Chapter 5 Realities, Responsibilities and the Future     79 

References            97 

 

 

 
 
 
 
 
 
 

 

 

 



 1 

Chapter 1: Introduction 

  

 “I end up spending an awful lot of time on Twitter these days.” (Mirtle, 2014). 

 James Mirtle isn’t alone. A sportswriter at The Globe and Mail, Mirtle covers the NHL 

(National Hockey League) and the game of hockey. Mirtle acknowledged the importance of 

sportswriters using Twitter when he wrote on his blog: “I’ve said this before, but it’s simply 

essential to our job. It not only helps promote stories; it helps promote good ideas, debate, and 

the thought process that creates better work” (Mirtle, 2014). Twitter is a big reason why National 

Football League reporter Adam Schefter carries two cell phones with him. As Schefter told The 

Poynter Institute’s Ed Sherman, “Twitter has completely redefined how we operate. The job is 

different” (2015). Twitter is the outlet for the majority of Schefter’s reports. He says he used to 

write three stories a day when he worked for the Denver Post. “Now I write in 140-word 

characters . . . It’s the world we live in” (Sherman, 2015). 

 What are journalists doing on Twitter? Why are they using the technology in the first 

place, and how are they navigating this new editorial world of 140 characters? Is there an 

underlying editorial foundation in place guiding journalists on Twitter? How, as Adam Schefter 

suggests, has Twitter completely redefined how journalists operate? 

 In “The ‘tyranny’ of technology,” Tamara Witschge suggests that journalists are moving 

online in order to follow the audience (Witschge, 2012, p. 100). “Such a shift,” says Witschge, 

“where the audience can become the filter for news . . . has significant ramifications for the way 

in which news is accessed and the role that editors play in this” (p. 110). 

 What, indeed, is the role that editors play in this move into social media technologies 

such as Twitter? Are editors and news supervisors insisting that journalists migrate to Twitter, if 
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they haven’t already done so, as Witschge suggests, to “follow the audience?” If so, how 

successful has the move to Twitter been from the view of actual reporting? Are reporters and 

journalists reduced to churning out bite-sized chunks of information, 140 characters at a time, on 

this micro-blogging platform, at the expense of in-depth reporting, and how does it impact on the 

work they do as broadcast, print and/or digital journalists?  

 Fundamentally, these are the questions that this thesis seeks to answer.  

 “The speed, ease and reach of social media tools such as Twitter can be a double-edged 

sword for media outlets rushing to get the news out first” (Nurwisah, 2010). Here, Ron Nurwisah 

of the National Post was using the term “double-edged sword” (a recurring theme in this thesis) 

in a story that described how “We can add legendary NHL coach Pat Burns to the list of 

celebrities killed by hasty writers, editors, readers, and social media” under the headline: Death 

in 140: The life and premature ‘death’ of NHL coach Pat Burns.   

 In “Transforming Journalistic Practice, a profession caught between change and 

tradition,” Witshge writes how technology has changed the nature of news, the way it is 

produced, and the roads journalists must now take to deliver the news (Witschge, 2013, p. 161). 

If so-called multi-skilled journalists have to produce more in less time, as Witsche suggests, how 

are news editors and supervisors managing that process in the 24/7 work environment that is 

Twitter? 

 Sada Reed (2011) writes that “new technological changes alter how journalists do their 

work, produce content, structure their work environment, and build relationships with sources, 

competitors, the public and one another” (p. 49). Reed contends that “as the use of social media 

becomes more common, more concrete definitions and expectations for their usage and role in 

sports journalism may emerge” (p. 58).  
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 The research undertaken for this thesis explores whether more concrete definitions and 

expectations have emerged, or are likely to emerge, when it comes to the manner in which sports 

journalists use Twitter and are governed in its use. Indeed, many Montreal sportswriters, across 

diverse media outlets, are apt to tell you that they “pretty much make it up as they go along.” The 

research presented here will reveal how journalists are expected to know, inherently, how to use 

Twitter effectively and that newsroom editors and managers primarily count on their journalists 

in deciding how technologies such as Twitter should be put to use.  

 On a personal note, as someone who covered the Montreal Canadiens as a reporter and 

broadcaster for more than a decade, first with CJAD Radio beginning in 2002 and then with TSN 

690 from 2013 through until the end of 2015, and who also reports on the club through my 

Twitter feed, @hefteronthehabs, I can attest that news supervisors want the radio station’s 

Twitter “handle” mentioned on air and online. However, I received no formal editorial guidance 

or instruction from news supervisors when it came to the use of Twitter itself, perhaps because 

there was no such formal editorial plan in place, at the time. This thesis will ask a select group of 

reporters and news supervisors if such editorial plans are now indeed in place, and to what extent 

these reporters follow said editorial guidelines. 

 This thesis also seeks to understand whether other Montreal sports journalists operate 

under the same loose or even nonexistent guidelines, and to what extent editors and supervisors 

take an active role in guiding the use of Twitter. Perhaps of greater importance is how much 

news supervisors and media managers understand Twitter and why there appear to be few 

specific guidelines and policies in place, from one media outlet to the next, when it comes to the 

use of such an important communication tool. How does the apparent lack of oversight affect the 

way that sports journalists report on a major NHL team with a massive fan base if, indeed, the 
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audience is following their Twitter feeds at all?  

 Working journalists are at the fulcrum of this thesis, the “middle man,” if you will, 

between the news supervisor/editor, and the audience. As Mark Schulman (1990) observed in his 

critique of news organizations: “Rarely does a news journalist or broadcaster transcend the limits 

directly or indirectly imposed by the media organizations for which he or she works . . . How 

exactly do journalists know what to do?” (p. 114). “The commercially dominated, profit-oriented 

media enterprises are taken for granted as the way things ought to be organized” (p. 115). 

Furthermore, Schulman writes: “The worker knows . . . what the boss wants his or her work to 

look like” (p. 117). This thesis will reveal that journalists, in fact, know exactly what their work 

should look like when it comes to their use of Twitter, because of the work they do as print, 

broadcast and/or digital journalists. Although it is true that their responsibilities to report sports 

news have changed since the advent of this micro-blogging platform, the journalists interviewed 

for this thesis are doing reporting on Twitter that is, in many ways, very much in lock-step with 

the journalism that is steeped in traditional workflows. While it is true that no longer does the 

print journalist only concern him/herself with crafting perhaps one or two stories for the morning 

newspaper when it comes to, for example, coverage of the Montreal Canadiens, and no longer 

does the broadcast journalist only concern him/herself with the deadline associated with the 

hourly or nightly broadcasts of a radio or television report when it comes to the same coverage, 

journalists have forged a largely singular editorial voice on Twitter and as print, broadcast, and 

online journalists. Why is this the case? 

 Twitter has given the journalist and broadcaster the ability to transcend the editorial 

limits imposed on a journalist, by encouraging them to engage in a conversation with the 

audience, other journalists, and newsmakers. However, the journalist may not truly be aware of 
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what his/her supervisor wants his or her work to look like on Twitter, perhaps because the 

supervisor isn’t clear what the journalist’s work should look like on the micro-blogging platform. 

The research presented here will show how some journalists do not separate the work they do on 

Twitter and as print, broadcast and/or online journalists, while others have indeed developed a 

separate voice reserved for Twitter. 

Hermida (2013) points to “myriad findings [that] suggest just as journalists are shaping 

the application of Twitter, so is Twitter shaping the nature of journalism” (p. 301). The research 

presented here would substantiate this, as journalists feel a need to stay connected 24/7 for fear 

of “missing something,” with Twitter offering journalists both immediate access to information 

and the ability to transmit information instantly. At the same time, there appears to be a “what’s 

the point?” aspect to tweeting when it comes to journalists working the same beat, and covering 

the same hockey game or team practice, because that same piece of information is being shared 

by dozens of other journalists, covering the same game or practice, at the same time. 

To this end, Twitter also enables a form of pack journalism that is inherent in the 

platform’s sharing, or retweet functionality. Jamie Gnazzo (2013) is correct, and the research 

presented here will add to her voice, when she writes in Where are the Boys on the bus Today? A 

New Age of Pack Journalism: “When covering a story or event, reporters can tweet throughout 

the course of the event, alerting other journalists to what they are deeming newsworthy and 

creating information trends that can fuel the pack journalism mentality” (para. 5). This has 

created what could be called a “conflict in the press box,” where the race to be first on Twitter 

can be a futile one and can result in journalists scooping themselves. This thesis posits that some 

journalists are making a conscious decision not to tweet for that reason, at the same time 

acknowledging that tweeting a piece of information one second before another journalist does, 
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can hardly be justified as a “scoop.”  

Hermida (2013) indicates that “social media has been decreed by management as part of 

the journalist’s occupational responsibilities” (p. 296). If this is indeed the case, my objective has 

been to find out how much say, if any, news supervisors and managers actually have in the 

journalist’s occupational responsibility known as “tweeting.” This presents a separate, related set 

of questions. Do news supervisors and managers regularly monitor the content produced by their 

reporters and journalists on Twitter? Are these tweets held to the same level of editorial scrutiny 

when compared to the content produced for print, broadcast or online? Some journalists and 

reporters will tell you that they are on Twitter to “grow their brand.” How do news editors and 

supervisors reconcile any friction that might exist when a journalist’s “brand” message conflicts 

with the news organization’s “corporate” message? Is there an underlying foundation in place 

guiding journalists on Twitter that acknowledges both editorial and corporate responsibilities?  

All the research questions listed to this point may be placed within three broad categories: 

“macro” research questions. This thesis is organized so that each of the categories/questions may 

be addressed in turn, with each of the inquiries that emerge from those categories contributing to 

a greater understanding of what Twitter means to contemporary sports reporting. The macro 

questions are as follows: 

RQ1: What are journalists doing on Twitter and why are they there? 

RQ2: What kind of directives have sports journalists received from managers about when 

and how to use Twitter? 

RQ3: What is the nature of the relationship that journalists on Twitter have with their 

followers?  

One goal of this thesis is to gain an understanding of the nature of the relationship 
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between the news editor and the sports journalist, along with the nature of the relationship 

between the sports journalist and the audience, when it comes to the use of Twitter. “In an 

emerging communication space like Twitter, which can be used for everything from breaking 

news to banality, journalists have far greater license to write about whatever strikes their fancy – 

including the mundane details of their day-to-day activities” (Lasorsa, Lewis & Holton, 2012, p. 

24). Five years after Lasorsa, Lewis and Holton made their observation, do journalists still have 

far greater license to write about whatever strikes their fancy, an editorial “carte blanche,” if you 

will, when it comes to their use of Twitter, or have news editors and supervisors stepped in to 

provide some strategic editorial structure? Is the Twitterverse the editorial equivalent of “The 

Wild West?” Moran (2010) contends that “tweeting was barely in a reporter’s vocabulary several 

years ago; now the process can border on the obsessive” (para. 12). 

The research presented here will reveal a love-hate relationship between the journalist 

and Twitter that does indeed border on the obsessive; a relationship that is fully ingrained into 

the work habits of a select group of sports journalists in their day-to-day responsibilities covering 

the Montreal Canadiens. However, for all the benefits (tangible or perceived) that Twitter has to 

offer journalists, this thesis will argue that it has become somewhat of a cliché to some and a 

distraction to others, to the point where some journalists predict a move away from Twitter. 

Indeed, one of the findings of this thesis is that some journalists have already distanced 

themselves from the micro-blogging platform in order to spend more time on what could be 

considered their core duties as journalists and reporters. 

In addition, in the race to be first, journalists reporting on professional sports franchises 

are facing a new competitor on Twitter: the franchise itself. Not only are journalists from 

competing media outlets rushing to tweet out the latest bits of information concerning sports 
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franchises in their coverage of teams like the Montreal Canadiens, but the teams, themselves, 

have discovered that they have a direct pipeline to the audience and their fan base via Twitter. In 

the days before social media, sports franchises would work directly with the media to get various 

messages out in the form of press and news releases, news and press conferences, locker room 

access to players and coaches and other outreaches. These types of initiatives are still an integral 

component of the journalist’s work day and remain an effective and necessary communication 

vehicle for sports franchises. However, as Armstrong, Delia and Giardina (2016) point out, “as 

an additive compliment to traditional media, social media has contributed to an increasingly 

dynamic and complex media landscape and consequently has impacted sport culture and media” 

(p. 150). This thesis will show how this increasingly dynamic and complex media landscape has 

also had an impact on the work that journalists do.  

In From Selfies to Breaking Tweets (2016), Bossio and Sacco write: “journalists are 

struggling to create an online presence that adheres to their self-conception as a professional 

journalist, but reveals enough of their character to be acknowledged as an “authentic” member of 

online communities” (p. 13). This thesis seeks to reveal how Twitter can be a “scary” and 

“insidious” place as a result of its open architecture that encourages dialogue and a relationship 

with the audience, but, at the same time, is seen by journalists as one of the features of the micro-

blogging service that makes it so enjoyable and rewarding – resulting in a “double-edged 

sword.”  

By gaining an understanding of how Montreal sports journalists use Twitter in their day-

to-day duties, this thesis will draw upon their experiences on the micro-blogging platform in an 

effort to understand how this select group navigates what Bossio and Sacco refer to as “the 

competing personal, professional, organisational and institutional limitations on ‘correct’ social 
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media practice” (p. 13). In addition, this thesis will, by gaining a level of insight into the editorial 

structure that exists, formally or informally, between the sports journalist and the news 

supervisor, attempt to define what Bossio and Sacco, in their research, term “correct” social 

media practice. 

The thesis is presented as follows: 

Chapter 2 situates this research within the models of communication offered by Ursula 

Franklin’s holistic and prescriptive technologies (1990), and James W. Carey’s transmission 

model and the ritual view (2009). Of the transmission model, Carey, on the relationship between 

technologies of communication and culture, writes “the center of this idea of communication is 

the transmission of signals or messages over distance for the purpose of control . . . the desire to 

increase the speed and effect of messages as they travel in space” (p. 12). Carey’s transmission 

model has much in common with Franklin’s notion of “prescriptive” technologies that guide the 

production of editorial content in an orderly, well-defined and deadline-driven fashion. On the 

other hand, of the ritual view, Carey writes communication is linked to terms such as “sharing,” 

“participation,” “fellowship,” and “the possession of common faith” (p. 15), which would be in 

lock-step with Franklin’s notion of “holistic” technological practice. In The Ursula Franklin 

Reader, Pacifism as a Map (2006), Franklin writes: “Holistic technologies are artisanal. They are 

used by workers who know each step of the production process and can exercise judgment, 

experiment and constantly gain in knowledge. In contrast, prescriptive technologies are 

externally planned, organized and controlled” (p. 19), much like the editorial processes in place 

at traditional news outlets. This chapter will also situate my research around the contemporary 

Twitter writings of Alfred Hermida, Tamara Witschge, and Dhiraj Murthy, among others. 

Chapter 3 explains the methodology employed for this study. The research features one-
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on-one interviews that includes both pre-determined questions and questions that might arise out 

of the interview process. It employs a grounded theory approach to the analysis of qualitative 

data. On a personal note, I have developed professional relationships with a large number of 

reporters who cover the Montreal Canadiens on a regular basis across media platforms (print, 

radio, television, online) as a result of my extensive background as a sports broadcast journalist 

in Montreal. I have also been active on Twitter since 2009, as @hefteronthehabs, in my coverage 

of the Montreal Canadiens for both CJAD Radio and TSN 690 Radio in Montreal and offer a 

level of insight that will add to the existing body of knowledge on this subject. Chapter 3 will 

also provide a detailed look at the seven English- and French-language journalists and the two 

sports editors/supervisors who were interviewed for the purposes of this research.  

Chapter 4 will present the findings associated with this research. Chapter 5 will present 

a discussion and conclusion to these findings.  
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Chapter 2: Literature Review 

 

As might be expected, the scholarship on Twitter is relatively recent, however, it is also 

quite substantial. Most studies that focus on the journalistic uses of Twitter deal primarily with 

how it is currently used, how its use has “changed” the journalistic landscape, and how it is 

likely to impact journalism in the future. Few studies delve into the basic theorization of Twitter 

as a particular type of technological practice, and little work has been done to explain how 

Twitter is used in conjunction with established media, such as print, radio and television, beyond 

the reporting of spot news, or as a promotional device.  

 Pavlik (2000) writes that “technological change is fundamentally reshaping the 

relationships between and among news organizations, journalists and their many publics, 

including audiences, competitors, news sources, sponsors and those who seek to regulate or 

control the press” (p. 234). “Technology also has exerted a profound influence on the content of 

news” (Pavlik, 2000, p. 231). This is clearly the case with Twitter with its “always on” 

capabilities; its micro-blogging technology which encourages an interactive give-and-take 

between journalist and news consumer; its ability to share text, audio and video, and 140-

character limitation that allows for links to other content.  

Reed (2011) posits: “Sports journalists’ definition of professionalism is now interpreted 

through additional lenses, like how they separate professional and personal relationships on 

Facebook and Twitter sites, how they use information found on athletes’ Facebook and Twitter 

pages” (p. 57). The work presented here analyzes how journalists incorporate Twitter into their 

daily editorial work routines, and whether they have one editorial “voice” as print, broadcast 

and/or online journalists, and another editorial “voice” on Twitter. 
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 “As the use of social media becomes more common, more concrete definitions and 

expectations for their usage and role in sports journalism may emerge” (Reed, 2011, p. 58). This 

thesis posits that such concrete definitions and expectations have emerged only in a marginal 

sense and journalists, themselves, are in control of their editorial micro-blogging destinies. There 

are some practical reasons for this. Although the prescriptive nature of journalism calls for 

editorial checks and balances for journalists, it would hardly be feasible for tweets to be 

reviewed by an editor before they are tweeted. Indeed, speaking from experience, radio broadcast 

journalists often act as their own editors before their work is aired; unlike the editorial process 

involved in publishing, where there are often multiple checks and balances. Tweeting, by 

extension, offers an editorial process similar to that employed by the radio journalist, with the 

reporter being the “last set of eyes” to review editorial copy before it is shared with the audience, 

in this case, followers. 

In her seminal work, The Real World of Technology (1990), Ursula Franklin writes that 

“technology has developed a practical means to overcome the limitations of distance and time” 

(p. 40). From Franklin’s perch, more than a quarter-century ago, high-impact technologies such 

as television, radio, and home videos produced largely ephemeral messages that, in turn, created 

what she calls a “pseudo-community” – the “community of those who have seen and heard what 

they perceive to be the same event that others, who happened not to have watched or listened, 

missed for good” (p. 39).  Franklin (1990) contends that “there are times when these pseudo-

communities of viewers and listeners give rise to real communities of common concern” (p. 39). 

Viewers, listeners and, in the case of Twitter, followers, certainly give rise to communities of 

common concern for the seven journalists interviewed for this research. Twitter puts the 

“inhabitants” of these pseudo-communities on equal footing, as both journalists and their 
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followers can engage in the conversation as it relates to the exploits of the Montreal Canadiens, 

as a result of Twitter’s interactive technology. However, as will be revealed in this body of work, 

these conversations can, on occasion, lead to moments of tension and strife for these journalists. 

While Franklin was referring to the act of viewing or listening to television, radio, or videos as a 

“shared experience carried out in public” (p. 39) she could have very well been writing about 

Twitter, although the micro-blogging platform was still 16 years away from being released 

(Picard, 2012).   

Of this shared experience carried out in private, Franklin writes: “Just listen to a 

discussion of a hockey game . . . that no one present attended. The talk proceeds as if all had 

been there. In this manner, pseudo-realities create pseudo-communities” (p. 39). Franklin’s 

hockey-game discussion can be mobilized to examine the use of Twitter by sports journalists, 

particularly in the way that Twitter enables members of a public, or pseudo-community, to share 

short and ephemeral messages that essentially disappear as a Twitter user’s timeline churns out 

tweets. As Hermida (2010) writes, “Twitter becomes a system where news is reported, 

disseminated and shared online in short, fast and frequent messages. It creates an ambient media 

system that displays abstracted information in a space” [Franklin’s pseudo-community] 

“occupied by the user” (p. 301). 

Not only does the Twitter conversation, as it relates to Franklin’s “hockey game,” include 

people who might not have attended the game, it also includes hockey observers who did attend 

the game, as well as journalists who may or may not have attended the game. This is a direct 

expression of Franklin’s notion of the “shared experience carried out in private” (Franklin, 1990, 

p. 39). Theoretically, Twitter users around the world can share in the experience of Franklin’s 

hockey game via an Internet connection, the appropriate device (smartphone or computer) and a 
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Twitter account.  

At the same time, Franklin asks, how will our society cope with its problems when more 

and more people live in “technologically induced human isolation?” (p. 46). “Whenever human 

activities incorporate machines or rigidly prescribed procedures, the modes of human interaction 

change. In general, technical arrangements reduce or eliminate reciprocity. Reciprocity is some 

manner of interactive give and take, a genuine communication among interacting parties” (p. 42).  

In contrast to Franklin’s claim, an argument can be made that, far from eliminating 

reciprocity, Twitter encourages interactive give-and-take by virtue of its platform and the 

sharing of information through tweets and retweets and other sharing mechanisms characteristic 

of Twitter and other social media. Franklin contends that “once technical devices are imposed, 

they allow a physical distance between the parties. This give-and-take; that is, the reciprocity, is 

distorted, reduced, or even eliminated” (p. 42). Certainly, one can argue that Twitter has created 

an environment that distorts conversations on a number of levels, including the restrictions 

inherent in its microblogging technology; that is, a 140-character limit. However, unlike 

Franklin’s contention that these technologies have no room for reciprocity, the very foundation 

of Twitter is based on reciprocity. Indeed, I can attest that there is a sense of euphoria associated 

with having followers retweet and comment on your tweets, particularly if those retweets and 

comments lead to the generation of additional followers. It would be difficult to ascertain 

whether an increase in the number of followers was the direct result of a retweet, or a 

conversation with a particular follower. However, it would not be a stretch to infer that these 

events could go hand in hand. Perhaps my most euphoric moment on Twitter came during my 

early days on the micro-blogging platform, when a collegue from another media outlet endorsed 

me on Twitter, as a Canadiens’ reporter who “deserved a follow.” My list of followers began to 
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grow, immediately, as a result of that endorsement, and as a result of the power of Twitter.  

Twitter is a micro-blogging platform open to anyone with an Internet connection, and 

therefore has overcome the limitations of distance and time. But has it, as Franklin suggests, 

resulted in more and more people living in technologically induced human isolation? Do news 

editors and supervisors consider Twitter a technology that liberates their journalists, or isolates 

them further by chaining them to their smartphones and laptops? Do journalists willingly engage 

with their audience on Twitter, or do so grudgingly?  

With respect to another ubiquitous technology, the automobile, Franklin writes: “But 

when a technology, together with supporting infrastructures, becomes institutionalized, users 

often become captive supporters of both the technology and infrastructures . . . thus a technology 

that had been perceived to liberate its users began to enslave them” (p. 95). Can one simply 

replace the word “automobile” with the word “Twitter”? The answer, based on the information 

presented in this research, would appear to be yes.  

James Carey, writing on the relationship between technologies of communication and 

culture, posits that there are two related ways to consider acts of communicating: the 

transmission model and the ritual view (Carey, 2009, p. 11).  Of the transmission model, Carey 

writes that “the center of this idea of communication is the transmission of signals or messages 

over distance for the purpose of control” (p. 12). [There is] “the desire to increase the speed and 

effect of messages as they travel in space” (p. 12). Of the ritual view, Carey writes that 

“communication is linked to terms such as “sharing,” “participation,” “association,” 

“fellowship,” and “the possession of common faith” . . . “A ritual view of communication is 

directed not toward the extension of messages in space but toward the maintenance of society in 

time; not the act of imparting information but the representation of shared beliefs” (p. 15).  
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It can be argued that Twitter is less about control, and more about communication linked 

to terms such as sharing, participation, association, fellowship and the possession of common 

faith. It may be the intention of communication managers and news supervisors that Twitter be 

used to transmit signals or messages in order to control audiences for commercial purposes, but 

ultimately such control is shaky at best because the shared conversations among members of the 

pseudo-community are enhanced by a technology that, by its nature, is more “holistic” than 

“prescriptive” (Franklin, 1990, p. 10).  

Franklin’s notion of a “holistic” technological practice may be likened to a community 

garden, which is nurtured by a group of like-minded individuals for enjoyment as well as 

satisfaction at having produced wholesome food. In its technological expression, the holistic 

concept fits well with Carey’s notion of a ritual view of communication with its concern for 

maintaining society in time. Both are concerned with the free association of individuals intent on 

enhancing their quality of life through sharing. 

Conversely, Franklin’s notion of “prescriptive” technologies has much in common with 

Carey’s transmission model of communication. Traditional news organizations are certainly 

prescriptive in the way that they produce news. They have schedules and deadlines; reporters are 

required to produce news stories in a formulaic manner; indeed, everything about news (and 

sports) production involves a division of labour aimed at transmitting messages to an audience 

with precision and speed. The “control” factor in the transmission of news is deeply implicated 

in keeping audiences happy, because as Mosco (2009) asserts: “Media firms use their 

programming to construct audiences; advertisers pay media companies for access to these 

audiences; audiences are thereby delivered to advertisers” (p. 137). In large part, this thesis is 

about exploring the technological dissonance that occurs when a holistic-ritual technology 
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(Twitter) is hitched to prescriptive-transmission models and how journalists work to keep the 

two together. 

There is no question that journalists who are active on Twitter cannot control the 

conversation, nor would they necessarily attempt to. As a result of its “always on” mode, a tweet, 

or Twitter message, is just a keystroke away for anyone willing to engage the online 

conversation. This is counterintuitive to journalists trained in a transmission model, where their 

work is literally channeled into a prescriptive system where one voice transmits news to many 

readers, viewers, or listeners.  

Although a one-to-many communicative form exists in the “Twitterverse,” for example, 

when a journalist distributes information to his/her followers in the form of an initial tweet, 

control subsequently resides with those who participate in the ephemeral conversation: 

Franklin’s pseudo-community. For journalists, the possibility of losing control of the message 

may be a matter of some concern. However, there may also be a perceived advantage that 

balances the perceived loss: stories and observations shared by journalists on Twitter can also be 

shared by that journalist’s followers on Twitter, what Laura Marcus calls Twitter’s “echo 

chamber” (Marcus, 2012). The result, for the journalist, can be more followers, which may be the 

ultimate end game. 

Holton and Molyneux (2017) write: 

 

While journalists collectively wrestle with evolving journalism practices that demand 

more transparent forms of audience engagement, they do so while attempting to satisfy 

their organizations. Those organizations, in turn, place more value on reporters as 

organizational branders and professionals, limiting reporters’ ability to express personal 
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identity online. (p. 206) 

 

The research presented here would question whether, as Holton and Molyneux suggest, 

journalists are hamstrung by their organizations in their efforts to “be themselves” on social 

media in general, and Twitter in particular. In fact, Holton and Molyneux (2017) acknowledge 

this when they write, somewhat paradoxically: 

 

As such, branding efforts may at first appear to be only an effort to gain exposure for 

ones work. But developing a relationship with the audience is also part of the value 

proposition individual journalists make to their employers, both present and future: I can 

bring you this information, this writing expertise, and also this group of followers who 

are already interested in my content. (p. 199) 

 

In a related vein, Marwick and Boyd (2011) write: “A variety of imagined audiences 

stems from the diverse ways Twitter is used: as a broadcast medium, marketing channel diary, 

social platform and news source . . . The networked audience is an abstract concept and varies 

among Twitter users, in part because it is so difficult to ascertain who is actually there” (p. 122). 

As a result, the journalist’s satisfaction with more followers may be of little value to managers, 

since it is virtually impossible to control the messages being shared and, therefore, exceedingly 

difficult to sell the pseudo-community to advertisers. The research presented here will show that 

news organizations — with their eye on the promotional aspects of the bottom line — may be 

beginning to direct reporters away from Twitter and that journalists themselves are questioning 

the value of being on the Twitter treadmill. 
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Sheffer and Schultz (2010) suggest that the relationships are more complex, that “what 

traditional media lose in an agenda-setting sense, they gain in the ability to converse directly and 

immediately with news consumers” (p. 482). On one level, this is reflective of Carey’s ritual 

understanding of the news media’s role in sharing, participation, association, fellowship and 

possession of common faith. However, this thesis takes the position that although news editors 

and supervisors are engaged with journalists on a fundamental editorial level when it comes to 

their use of Twitter, journalists are expected to inherently know what is expected of them when it 

comes to using the micro-blogging platform. In addition, because journalists are sometimes 

unsure of their Twitter outcomes, they are indeed beginning to step away from Twitter-based 

conversations with news consumers. This suggests that the value of the two-way dialogue 

between journalist and news consumer may be more of a perception than a reality. Indeed, this 

may indicate that news editors and supervisors are focused only on the “news consumer” aspects 

of Twitter and other social media technologies, what Carey (2009) characterizes as “our basic 

orientation to communication that remains grounded, at the deepest roots of our thinking, in the 

idea of transmission: communication is a process whereby messages are transmitted and 

distributed in space for the control of distance and people” (p.13) (italics are mine). Twitter 

offers neither the control of distance nor of people. 

It seems apparent that the people who run news organizations are unaware or perhaps, 

unwilling to accept, that there is anything beyond a transmission view. For this reason, it is well 

worth repeating Carey’s distinction between transmission and rituals: “If the archetypical case of 

communication under a transmission view is the extension of messages across geography for the 

purpose of control, the archetypal case under a ritual view is the sacred ceremony that draws 

persons together in fellowship and community” (p. 15).  
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This thesis will examine whether Carey’s sacred ceremony that draws persons together in 

fellowship and community is the driving force behind the use of Twitter, and whether Twitter’s 

use by sports journalists and their editors and supervisors is simply the wrong technology 

deployed for the wrong reasons. As a user of Twitter as a sports journalist, I can acknowledge 

that I have embraced Carey’s sacred ceremony that draws persons together and fellowship and 

community in a holistic fashion. However, it would be naive to dismiss the bottom line for many 

journalists on Twitter, myself included, and that is: Twitter provides the means to gather and 

measure followers. 

This is the micro-blogging aspect embedded in social media. The attraction of Twitter for 

audience-oriented journalists lies in the ability to determine how “successful” they are engaging 

other Twitter users through the company’s web page: analytics.twitter.com. Here, the people 

who run Twitter promise that: “You can measure and boost your impact on Twitter.” Twitter 

users can also learn how much “clout” they have by assessing their “Klout Score” on 

www.klout.com. The company’s web page explains that the Klout Score is a number between 1-

100 that represents your influence. “The more influential you are, the higher your Klout Score.” 

These two metrics (Twitter analytics and Klout score) would seem to reify Marwick and Boyd’s 

“imagined audiences” (2011) the same way that, for example, Numeris, “Canada’s most trusted 

and authoritative source for broadcast measurement . . . [provides] broadcast-related 

organizations with critical audience and consumer behaviour intelligence” (en.numeris.ca). It is a 

way to further hitch a holistic-ritual technology (Twitter) to prescriptive-transmission models, a 

link that is further strengthened through the results presented here. 

 In The Political Economy of Communication, Vincent Mosco (2009) writes that “the 

mass media are important because they are the immediate site of commodity production and 
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because they play an important, if indirect, role, through advertising media, in the process of 

commodification throughout the economy” (p. 135).  According to Mosco, “New media expand 

opportunities to commodify content because they are fundamentally grounded in the process of 

digitization, which refers specifically to the transformation of communication, including data, 

words, images, motion pictures, and sound, into a common language” (p. 135). “Digitization,” 

writes Mosco, “expands the commodification of communication content by extending the range 

of opportunities to measure and monitor, package and repackage, information and entertainment” 

(p. 135). However, as Mosco points out: “The sheer ability to expand the commodification 

process does not guarantee its success” (p. 136). This may be because, as posited by Marwick 

and Boyd (2011), a “networked audience is an abstract concept and varies among Twitter users, 

in part because it is so difficult to ascertain who is actually there” (p.122). 

If Twitter is a platform that has facilitated the transformation of communication into a 

common language, the tweet, there is something of a contradiction between the “audience 

commodity,” as Mosco puts it, and the ability of media firms to deliver audiences to advertisers. 

This thesis takes the position that the challenge associated with the commodification of Twitter 

has caused some news organizations, and news supervisors, to step away from the micro-

blogging platform and devote human resources (journalists) elsewhere, and others to see an 

opportunity direct the Twitter audience to prescribed editorial and programming offerings. 

  In “On the Relation Between Audiences and Publics” (2005), Sonia Livingstone explores 

the view that publics and audiences are mutually opposed entities. This theoretical position holds 

that audiences actually undermine the effectiveness of publics. “In both popular and elite 

discourses,” says Livingstone, “audiences are denigrated as trivial, passive, individualized, while 

publics are valued as active, critically engaged and politically significant” (p. 18). Livingstone 
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writes that: “Instead of bemoaning the impact of media on publics, ask rather how media (and 

media audiences) can and do sustain publics” (p. 21).  

From this perspective, it can be argued that journalists on Twitter sustain publics through 

their tweets, as they relate to like-minded individuals; for example, those interested in the 

coverage of a sports team such as the Montreal Canadiens, who are active and critically engaged 

in a specific, ritualized discussion of a commonly revered community pastime. This means that 

media outlets may not be delivering traditional audiences to advertisers on Twitter, but 

journalists and their media outlets are engaged with a public that has the ability to not only join 

in on the editorial conversation but to help shape the editorial agenda.  

Livingstone, writing in a time before Twitter, says that “the effect of the media on their 

audience is seen to reposition what was or might be or should be, a public (knowing, thinking, 

influential) as a mere crowd (watching, sharing emoting) or mass of consumers (driven by taste, 

preferences and motivations)” (p. 18).  The effect of the media actively engaged on Twitter 

would appear to reverse the process by repositioning consumers (the audience) into a position of 

public authority (knowing, thinking, influential) (italics are mine). 

Dhiraj Murthy (2013) echoes and adapts some of Livingstone’s thoughts. Murthy writes 

that “interactive multicasting blurs the role of consumers on Twitter as these consumers 

simultaneously become producers when they add a phrase and retweet a story they find 

interesting” (p. 7). From this perspective, the relationship between journalists and news 

consumers (formerly known as the audience) may be an uncomfortable one for news editors and 

supervisors, because instead of encouraging a closer “working relationship” within the 

journalist/audience binary, such “interactive multicasting” actually may create unintended space 

and distance. It can be argued that journalists on Twitter don’t so much embrace the public 
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conversation that takes place on the micro-blogging platform, as tolerate it. This research will 

delve more into the mindset of the journalist in this area and reveal a somewhat uneasy alliance 

between the journalist and the audience. 

Murthy (2013) contends that “rather than being neutral, the power of Twitter and other 

social media is also that they are designed to provoke and call fourth regular updates from their 

users” (p. 25). “This need to affirm their identities,” he says, “keeps regular users invested in the 

act of tweeting (sometimes daily or hourly)” (p. 28). Do journalists feel like they are, as Franklin 

might suggest, enslaved by technology, and do their editors and supervisors believe that time on 

Twitter is time well spent? Murthy (2013) writes: “In a sense, Twitter markets us through our 

tweets and, as such, shifts us more toward an “age of advertisement,” where we are not 

necessarily advertising products, but rather, ourselves (and our self-commodification)” (p. 35). 

Murthy’s “age of advertisement” on Twitter would be consistent with the writings of Holton and 

Molyneux (2017): 

 

As such, branding efforts may at first appear to be only an effort to gain exposure for 

ones work. But developing a relationship with the audience is also part of the value 

proposition individual journalists make to their employers, both present and future: I can 

bring you this information, this writing expertise, and also this group of followers who 

are already interested in my content. (p. 199) 

 

A significant part of the research for this thesis, then, attempts to demonstrate whether the 

work done by journalists on Twitter is primarily about self-commodification. As a journalist and 

broadcaster with CJAD and, then, TSN 690, I attempted to develop a voice on Twitter that was 
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consistent with my “on-air” voice. I felt that any messages I delivered on Twitter could be just as 

easily delivered on the air; a singular voice that, I hoped, would appeal to both my Twitter 

followers and radio listeners that would, at the end of the day, result in more listeners. I was not 

one person on Twitter and another person on the air. As a result, when it came to my efforts at 

self-commodification on Twitter, my role as a radio sportscaster and show host was firmly 

behind my use of Twitter. This was never about “Abe Hefter,” this was about “CJAD’s Abe 

Hefter,” or “TSN 690’s Abe Hefter.” 

 Just as Hermida (2013) points to findings that suggest that, as journalists are shaping the 

application of Twitter, so, too, is Twitter shaping the nature of journalism. Hermida makes the 

point that “social media has been decreed by management as part of the journalist’s occupational 

responsibilities” (p. 296). This is further underscored by the release in 2013 of a social media 

policy by the Canadian Press (j-source.ca, 2013) and raises an obvious question: To what extent 

has social media been decreed by management as part of the journalist’s occupational 

responsibilities and how much of the journalist’s occupational responsibilities on Twitter are 

shouldered by the journalist? The research that underscores this thesis examines where news 

supervisors and news editors fit into this matrix of potentially competing interests. 

 Lasorsa, Lewis and Holton, (2012) contend: 

  

j-tweeters operate on a neutral platform (via Twitter.com), and so do not face the same 

level of oversight nor the same necessity to stay on topic journalistically. In an emerging 

communication space like Twitter, which can be used for everything from breaking news 

to banality, journalists have far greater license to write about whatever strikes their fancy 

– including the mundane details of their day-to-day activities. (p. 24) 
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 The research presented here posits that it is primarily up to the individual journalist and 

his/her own personal “code of editorial conduct” grounded in the work that journalists do, to 

determine the need to stay on topic journalistically and that journalists’ freedom of expression on 

Twitter is not nearly as “freewheeling” as Lasorsa, Lewis and Holton wrote at the time. 

 Andrew Billings (2014), an associate editor for the journal Communication and Sport, 

writes: “It is argued that research into Twitter often overlooks the staying power of sport on 

television, while overestimating the adoption and use of Twitter in the sporting context” (p.107). 

Billings (2014) acknowledges that Twitter is worth exploring, but in the meantime, he says “it is 

the metrics we use to evaluate Twitter that need adjusting” (p. 108). One particular area ripe for 

study, according to Billings, lies in “the filtered masses of specific influential groups (e.g., sports 

journalists and highly identified fans)” (p. 111). This study shifts the focus onto the editorial side 

of the use of Twitter as driven by news editors and supervisors and executed by sports journalists 

rather than the mass aggregation of tweets within the social media platform. 

 Another contributing editor to Communication and Sport, Marie Hardin (2014), explores 

what she terms “the life cycle of scholarship with respect to Twitter and other forms of social 

media” (p. 113). Hardin’s work deals with what she calls Twitter’s “low-hanging fruit” (p. 113) 

and the contention that scholarship must now look beyond the easy observations and measures of 

an emerging technology to more difficult intellectual tasks such as: 

 

[the] “scope of its users, the increasing technological capabilities of its interfaces, 

Twitter’s integrated functions (for example, breaking news and marketing), and the role 

that it plays in the wider interpersonal-mass communication landscape. More 
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comprehensive approaches that account for these features are necessary. (p. 115) 

 

The marketing aspect of Twitter, as it relates to the work that journalists do on the micro-

blogging platform, will be one face of this study, as will the related question of the role of news 

editors and supervisors to drive “traffic” on Twitter through the efforts of sports journalists.  

 In referencing a tweet sent by Ken Rosenthal, national baseball reporter for Fox Sports 

and the MLB Network – at 11:23 pm on Nov. 23, 2014 – about a trade involving the Boston Red 

Sox, Boston Globe media columnist Chad Finn considers how Twitter has changed the process 

of covering professional sports, particularly baseball, with Finn outlining how technology has 

facilitated the appetite of fans for real-time information (Finn, 2014, para. 8). The position of this 

thesis is that fan appetites are in part fueled by journalists who see the need to feed Twitter’s 

always-on status.  Finn recounts that he asked Rosenthal how often he checks for Twitter 

updates, which speaks to Murthy’s power of Twitter designed to provoke and call fourth regular 

updates from their users. Rosenthal’s response was: “Every waking minute” (para. 13). 

 In addition, Finn quotes Buster Olney, a senior baseball writer at ESPN: “It feels like it 

never turns off. The spigots are always on” (para. 7). Finn’s anecdotal account sets the stage for 

more rigorous study to ascertain whether another group of sports journalists regards the 

technology in a similar manner or whether, over time, attitudes have changed.  

 I can appreciate the comments from both Rosenthal and Olney. As a sports broadcaster 

and journalist at CJAD and TSN 690, the spigots were always on thanks, to a large degree, to 

Twitter’s always-on status. Like Rosenthal, I would check for Twitter updates every waking 

minute, it seemed. It was the first thing I did when I got out of bed, and it would be the last thing 

I would do before turning out the lights at night. This was done mostly as a result of Twitter’s 
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function as my personal newswire, and less so out of a need to tweet out information to my 

followers during all hours of the day. I needed to be in tune with the comings and goings of the 

Montreal Canadiens, and there was no better way to do that, than on Twitter. This sentiment was 

echoed by the journalists interviewed for this research.  

  A study conducted by Opgenhaffen and Scheerlinck (2014) focuses on one aspect of 

social media, which, according to the researchers, has hardly been examined, and investigates 

how journalists estimate the usefulness of Twitter guidelines, “which are usually issued by 

management or the chief editors” (p. 727).  In a study that resulted in a sample size of 20 

Flemish journalists, the authors set out with an interest primarily in the presence of social media 

guidelines at the editorial office and in the way in which these guidelines are formulated. 

Findings at one editorial office revealed no real code concerning the use of social media, “but a 

number of rules agreed upon by the chief editors” (p. 733).  At two editorial offices “they [had] 

no specific document in which guidelines are written down but there [were] indeed a number of 

implicit rules, which everyone should observe” (p. 733). “A smaller number of journalists 

interviewed were favorable to guidelines in order to provide some direction, but only when they 

were formulated as tips, and thus, in other words, were, not enforceable” (p. 734).  

 In their conclusion, the authors posit: “Now that more and more journalists are using 

these social media, the question arises as to the way in which social media usage by journalists 

must be set down in guidelines in order to make it clear what is and what is not permissible” (p. 

736). This thesis picks up where the research by Opgenhaffen and Scheerlinck leaves off, in that 

it looks to determine whether guidelines have been set down by news editors and supervisors 

when it comes to the use of Twitter by a select group of Montreal sports journalists. 
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A study by Reed (2013) surveyed 77 full-time print sports journalists who cover 

professional sports about their use of social media, particularly Facebook and Twitter. In 

addition, Reed’s study analyzed “how these sports writers define ‘professionalism’ and what 

industry factors correlate with chosen definitions, such as newspaper circulation and work 

superiors’ attitudes toward social media” (p. 555).  

Of the 77 participants in Reed’s survey, “61 (79.2 percent) of respondents said their work 

superiors encourage them to use social media while 15 (19.5 percent) of respondents said their 

work superiors did not encourage use” (p. 564).  Reed’s findings suggest that journalistic 

practices vary between the U.S. and Canada; therefore, Canadian sports teams were bracketed 

out of the sample when tracking down beat reporters for her study. This thesis picks up where 

Reed’s research left off when it comes work superiors’ attitudes toward social media in the work 

of Canadian sports journalists and how this group navigates Twitter’s editorial waters. 

Witkemper, Blaszka and Chung (2014) write that “managers who are seeking to 

capitalize on social media should apply a strategy that complements the social media operations” 

(p. 15). The research presented here indicates that social media operations are not so much part 

of a news organization’s corporate structure as part of the news journalist’s personal editorial 

credo, which would seem to reflect the work of Revers (2014) who writes that “journalistic 

engagement on Twitter varies, as does the extent to which old standards are violated and new 

ones are adopted” (p. 807).  

Revers makes reference to what are termed “notable exceptions” (Belair-Gagnon, 2013, 

Usher, 2014), in stating that a “comprehensive qualitative examination” [of the adoption of 

Twitter] and its “significance for journalism is still missing” (p. 807). Interested in how 

journalists negotiate these differences, the work by Revers poses the research question: “What 
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are the main disagreements among journalists about journalistic professionalism that arise from 

Twitter?” (p. 807). This thesis will present a somewhat conflicted group of sports journalists that 

has developed what could be described as a “love-hate” relationship with Twitter. 

The empirical foundation of Revers work is a mesosociological examination of adoption, 

engagement and discussion about Twitter within a political press corps (Revers, 2014, p. 807). It 

draws from field research conducted at the New York State Capitol and features 32 interviews 

with 25 journalists from 14 news organizations. Results revealed economic motives to start and 

keep tweeting, including branding, improving consumer loyalty, expanding audiences and 

advertising legacy news products (Revers, 2014, p. 813). This coincides with Mosco’s (2009) 

notion of the expansion of commodification of communication through digitization, “by 

extending the range of opportunities to measure and monitor, package and repackage, 

information and entertainment” (p. 135) and fuels Murthy’s “age of advertisement” narrative.  

One senior journalist was encouraged by his supervisor to tweet as a way of building a 

profile. A reporter in his twenties said social media skills were highly valued in his organization. 

(Revers, 2014, p. 814). The research in support of this thesis builds on Revers’ study as a way to 

continue to address this top-down approach to tweeting.  

In their study of sports journalists’ use of Twitter across four U.S. media platforms, 

Sheffer and Schultz (2010) write that “what traditional media lose in an agenda-setting sense, 

they will gain in the ability to converse directly and immediately with sports news consumers” 

(p. 482); Witkemper, Blaszka and Chung’s “fan interaction” (2014). The research presented here 

asks whether editors and news supervisors facilitate the dialogue between journalists and news 

consumers through the use of Twitter, or whether there is a disconnect between news managers, 

journalists, and the audience. 



 30 

The survey presented by Sheffer and Schultz suggests that “right now, Twitter seems to 

focus more on opinion and commentary than social interaction, but that may change as the 

technology matures” (p. 481). Further, Jahng and Littau (2015) posit that social interaction 

continues to take a back seat to opinion and commentary when it comes to the use of Twitter by 

journalists. “While news organizations can make use of any of the creation, replying, or 

retweeting features on Twitter,” say Jahng and Littau, “journalistic activity often is limited to 

merely posting links and not engaging with user audiences.” (Jahng & Littau, 2015, p. 4) (italics 

are mine). 

This thesis does not focus on Twitter as a maturing technology, but rather on the 

“maturing” use of Twitter by sports journalists, whether the editorial process between journalist 

and supervisor has matured, and whether the focus on Twitter is more on opinion and 

commentary than social interaction, as suggested by Scheffer and Schultz, and Jhang and Littau. 

The work presented here will show that the two are not mutually exclusive, and speaks to 

Schultz and Sheffer’s “emerging sports-journalism hybrid of which Twitter is a part – an 

instantaneous, interactive intermedia conglomeration that seems to be continually redefining 

itself” (2010, p. 236). Journalists may still be focused on opinion and commentary in an effort to 

drive more social interaction through their Twitter timelines, resulting in (potentially) more 

social interaction, and more followers. However, based on the results presented here, they rarely 

stray far from their prescriptive editorial roots. 

“While Twitter is fully adopted by news organizations, its full potential as a community 

building and engagement tool has not yet been developed” (Messner, Linke & Eford, 2012, p. 

84). As the authors observe: 
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Instead, Twitter is being used like a streaming RSS service for news stories that promotes 

and re-distributes previously published news content. News organizations should address 

this lack of community engagement and develop guidelines that allow for a better 

dialogue with their audiences and to make use of Twitter’s potential as a social network. 

(p. 84)   

 

The authors report that their study did not take into account personal Twitter accounts of 

reporters, editors, producers and anchors, and acknowledge this as a shortcoming in their 

research.  

 This research examines whether editorial guidelines have been developed by news editors 

and supervisors and builds on the work presented by Messner, Linke and Eford by focusing 

exclusively on the personal Twitter accounts of a select group of journalists who cover the 

Montreal Canadiens on Twitter on a regular basis. This research is necessary in order to address 

the gaps in the current literature, as outlined here, and more fully understand, for example, 

Witchge’s (2012) contention that the media’s move online “has significant ramifications for the 

way in which news is accessed and the role that editors play in this” (p. 110) (italics are mine). 

In a qualitative study that conducts a textual analysis of journalists’ retweets from the 

2012 US political conventions, Molyneux seeks to broaden researchers’ understanding of news 

content on Twitter by inductively building categories from the content observed (Molyneux, 

2015, p. 921). Molyneux notes that these journalists used Twitter accounts “from sunup to 

sundown and often beyond” (p. 926), as captive supporters of both the technology and the 

infrastructures, an observation that echoes concepts raised by both Franklin and Murthy. As 
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Molyneux discovered, “A large portion of retweets contained opinion” (p. 927), consistent with 

the findings presented by Scheffer and Schultz, and Jhang and Littau.  

Molyneux’s research also posits that “some journalists use retweets as a way to establish 

a personal brand. This is an aspect of journalistic practice that is still emerging both in practice 

and in the academic literature” (p. 930). This thesis assesses whether or not the establishment of 

a personal brand continues to be an emerging practice on the part of journalists on Twitter in 

Murthy’s “age of advertisement.” 

Molyneux writes that “for journalists, it is time to re-evaluate their role as individuals 

interacting with a newly active public” . . . “as journalists negotiate this new space, they must 

decide what is most important for them and for their profession, and, unfortunately, those two 

questions may each have different answers” (p. 933). What’s missing in the above statement is: 

journalists must decide what is most important for them, their profession, and their respective 

news organizations. Just as the results of the 2014 study by Revers revealed economic motives to 

start and keep tweeting included advertising legacy news products, so too, does the research 

presented here incorporate the editorial pressures that may exist, from a corporate standpoint, 

when it comes to the work that journalists do on Twitter, and how journalists incorporate the 

work they do on Twitter within the broader context of work done as legacy news producers. 

Sherwood and Nicholson (2013) explored how Australian newspaper sports journalists 

use Web 2.0. The authors conducted semi-structured in-depth interviews with 27 newspaper 

sports journalists drawn from the nine Australian newspapers with the highest circulation. 

“However,” said the authors, “to date, there is only a small body of research that addresses how 

Web 2.0 is affecting the wider sport media landscape . . . and an even smaller body of work that 

examines sports journalists and how they use Web 2.0” (p. 947).  
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The findings of the Australian study determined that Twitter was the most commonly 

discussed Web 2.0 platform, with news monitoring being the most prominent use of the micro-

blogging platform (p. 953). The use of Twitter to report a story was the second most discussed 

theme across all Web 2.0 platforms. “Twenty-one of the 27 sport journalists interviewed spoke 

about either using Twitter to report, or why they wouldn’t use Twitter to report” (Sherwood & 

Nicholson, 2013, p. 950). What’s missing in the research presented by Sherwood and Nicholson 

are the directives that may or may not be coming from news editors and supervisors when it 

comes to reporters making these types of editorial decisions.  

Additionally, in a study of six broadsheet/quality news organizations in Australia, India 

and the United Kingdom, English (2016) concludes: 

 

While this study has focused on only three nations and therefore contains limitations in 

its ability to generalize findings, the results have implications for sports journalists and 

their organizations in a global context. Through the interviews it is clear Twitter adoption 

– and subsequent usage – contains many benefits for individuals and their organizations. 

(p. 497) 

 

English (2016) writes: “It appears a large segment of sports journalists are missing 

Twitter’s key benefits of following sources, promoting stories, engaging with readers, and 

receiving up-to-the-minute news” (p. 497). These are precisely the reasons why I used Twitter as 

a sports journalist and broadcaster. Following sources and receiving up-to-the-minute news 

enabled me to stay on top of developing stories associated with the Montreal Canadiens. The 

reason I follow the seven journalists interviewed for this research is because I believe each of 
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them brings added value when it comes to media coverage of this hockey team. I like to think 

that this is precisely the same reason why these seven journalists follow me on Twitter; for my 

news and views on the club. Although I didn’t so much use Twitter to promote stories, it was an 

effective vehicle for me to promote my radio shows on both CJAD and TSN 690, both in the 

days leading up to my show, and during the show. Engaging readers (followers) was also behind 

my use of Twitter, as I hoped it would lead some of them to, not only follow me on Twitter, but 

follow me on the radio. While acknowledging the above key benefits, this thesis also identifies 

and explores the existence of a struggle on the part of some journalists to balance time spent on 

Twitter with time spent reporting via traditional print and/or broadcast avenues.  

On another qualitative level, this scholarship seeks to replicate, question and extend the 

findings of Kian and Murray (2014) who conducted interviews with select U.S. newspaper sports 

writers to gauge their experiences and attitudes toward the advent of Web 2.0 and Twitter. “This 

exploratory study,” said Kian and Murray, “attempts to broach these subjects by uncovering the 

experiences and attitudes of prominent newspaper sports journalists toward Web 2.0, with a 

specific focus on how Twitter and other platforms have affected their jobs and place in the 

industry” (p. 64). They discovered that newspaper sports editors ask that their reporters “also 

excel at broadcasting and media production” (p. 64). However, they note that there is little 

published scholarship on convergence in newspaper sports journalism where the use of social 

media is concerned. Kian and Murray write: “Moreover, like the research on newspaper sports 

journalist’s use of Twitter and Web 2.0 platforms, most of the existing findings on sport 

journalism convergence were derived from broad surveys that did not uncover reasons for 

reporters’ experiences and attitudes toward Web 2.0” (p. 64).  
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The research in support of this thesis will uncover how sports journalist’s attitudes 

toward Web 2.0 (and Twitter in particular) are being shaped by news editors and supervisors, if 

the relationship between journalist and editor is laissez-faire or heavy handed, and how much of 

the editorial decision-making is left up to the individual journalist. As Bossio and Sacco (2016) 

contend, “journalists are also balancing organizational pressure to represent themselves as a 

media “brand” especially as this benefits their news organizations” (p. 5). Therefore, “media 

organizations are keen to “piggy back” on the profiles of individual journalists and do so by 

linking organization strategy to the professional norms and ideologies of journalism” (Bossio & 

Sacco, 2016, p.10). 

 In keeping with the theme of convergence, Ketterer, McGuire and Murray examined the 

desired job skills for future newspaper sports reporters and television sports reporters and 

assessed the extent to which these skills are converging (Ketterer, McGuire & Murray, 2014, p. 

283). As one sports director noted: “You have to be able to shoot, edit, write, and be interactive 

with the web, blogs, and use Twitter. It’s a different game now” (p. 295). This thesis seeks to 

delineate the rules of the game; whether news editors and news supervisors are “writing the 

rules,” or if the rules as they relate to Twitter usage are being written by journalists who, as 

research presented by Lasorsa, Lewis and Holton (2012) would indicate, “do not face the same 

level of oversight nor the same necessity to stay on topic journalistically” (p. 24).  

The research by Ketterer, McGuire and Murray focuses on the desired job skills of future 

newspaper sports and television sports reporters. Since this study was published in 2014 it is 

reasonable to propose that the future they envisioned is now unfolding. Therefore, the research 

presented focuses on the desired job skills of current sports reporters and, in particular, the skills 

that are desired and expected of sports reporters when it comes to their use of Twitter. Ketterer, 
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McGuire and Murray (2014) write: “Future research in this area should involve replicating this 

study to see whether convergence has made an impact on how sports journalists working in print 

and television are doing their jobs and how it is changing job descriptions” (p. 296). 

Lasorsa, Lewis and Holton (2012) contend that “Professional journalists appear to believe 

that the advantages of Twitter (i.e., audience outreach) outweigh its disadvantages (i.e., extra 

work)” (p.22) [indicating] . . . “that news media organizations are now asking reporters to 

incorporate Twitter into their daily routines” (p. 22).  “In addition to a technological 

infrastructure that affords greater information sharing,” write the authors, “the rise in the use of 

Twitter has created more opportunities for user-generated content sharing – including increased 

opportunities for news sharing by journalists” (p. 22). “The interaction that Twitter fosters,” say 

Hull and Lewis, “is especially important in sports journalism, which promotes audience 

identification with participants and organizations in a way that many other topics do not” (Hull 

& Lewis, 2014, p. 17). This is suggestive of both Franklin’s observations on the likelihood of 

technologies creating captive users of both the technology and its infrastructures, and Carey’s 

ritual understanding of the news media’s role in sharing, participation, association, fellowship 

and possession of common faith. 

Lasorsa, Lewis and Holton (2012) write: “Therefore, it is important to understand the 

content of journalists’ tweets: to what extent do they reflect traditional modes of being a 

journalist and doing journalism?” (p. 24).  An element of this research therefore attempts to gain 

greater insight into the current norms that govern practices associated with sports journalists’ use 

of Twitter, and how those practices have evolved since the body of work presented by Lasorsa, 

Lewis and Hamilton was released.  

 In addition, this thesis seeks to ascertain whether, as Reed (2011) contends, that, “as the 
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use of social media becomes more common, more concrete definitions and expectations for their 

usage and role in sports journalism may emerge” (p. 58). It will look specifically at the personal 

Twitter accounts of select Canadian sports journalists, a group overlooked by Reed in her survey 

of 77 full-time print sports journalists who cover professional sports about their use of social 

media, particularly Facebook and Twitter. This research will also attempt to determine whether 

it’s still the case, as Lasorsa, Lewis and Holton contend, that “[journalists who tweet] do not face 

the same level of oversight nor the same necessity to stay on topic journalistically” (p. 24).  

Finally, Witkemper, Blaszka and Chung (2014) write: “Managers who are seeking to 

capitalize on social media should apply a strategy that compliments the social media operations 

implemented by the organization” (p. 15). This research will answer the question: Is such a 

strategy in place? Opgenhaffen and Scheerlinck (2014) concluded that guidelines must be put in 

place “in order to make it clear to journalists what is and what is not permissible on social 

media” (p. 736).  This thesis will seek to ascertain whether editorial guidelines are in place for 

Montreal sports journalists who employ the use of Twitter in their coverage of the Montreal 

Canadiens and how much of the onus is left up to the individual journalist to find his/her way on 

Twitter. How this was done is discussed in the following chapter.  
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Chapter 3: Methodology 

 

This thesis offers a detailed, hands-on look at how a group of journalists and news 

supervisors incorporates a “holistic” and “ritual” communications practice into an editorial 

workflow that has historically been “prescriptive” and based on Carey’s “transmission” model 

(Franklin, 1990; Carey, 2009). As a long-time broadcaster and journalist, I have covered the 

Montreal Canadiens for more than a dozen years, initially on CJAD Radio in Montreal (2002-

2013) and then with TSN 690 Radio (2013-2015). From 2002 through to September 2009, it 

could be said that my duties at CJAD were primarily “prescriptive” in nature and embodied 

Carey’s “transmission” model of communication, with on-air duties centered on producing and 

delivering radio sportscasts and programs according to a pre-determined and structured broadcast 

schedule. Beginning in September of 2009, the duties associated with reporting on the Canadiens 

for CJAD and, subsequently, TSN 690, included the use of Twitter in my daily editorial work 

routine, embracing the micro-blogging platform’s “holistic” and “ritual view” of communication. 

It should be noted that the decision to incorporate Twitter into the work I did as a broadcast 

journalist was mine and mine alone. I was not formally asked by my employer at the time, CJAD 

Radio, to use Twitter; rather, it was an entirely personal decision made for professional reasons. I 

was intrigued by Twitter’s technology and it was my hope that, by attracting followers, I might 

be able to convert these followers into listeners, if they weren’t already familiar with my work on 

CJAD.  

Certain patterns emerged when it came to my use of Twitter under my “handle” 

@hefteronthehabs. I tended to tweet most often while watching the Montreal Canadiens in game 

action (from the press box at the host venue, the Bell Centre), during team practices at their 
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facility in South-Shore Montreal, or from my home while watching televised broadcasts of 

games played on the road (games I did not cover in person). I also began to extensively 

incorporate Twitter as marketing tool to promote upcoming guests and segments on my weekend 

morning radio show, The Locker Room, on TSN 690, which I hosted during my two years at the 

all-sports radio station. In addition to posting tweets announcing upcoming show guests, I would 

often take the time to respond to followers who posted during the hours of my show, 7 a.m. to 9 

a.m., although it was often difficult for me to know whether these followers were also listening 

to my radio show, or simply following me on Twitter. 

It is of some interest to note that, at the time I first started to tweet (I joined Twitter in 

September 2009), it was suggested by one supervisor at CJAD Radio that I refrain from sharing 

information on Twitter in advance of my radio sportscasts, for fear that my tweets would detract 

from my work on the air, and, in effect, cannibalize the station’s on-air product and result in a 

loss of listeners. It is evident to me that, in 2009, when I first began to use Twitter, that 

management at the radio station was struggling to find an effective way to get its reporters and 

on-air personalities to incorporate social media into their daily work routine, without 

compromising the on-air product. The methodology for this thesis concentrates on ascertaining 

whether my personal experience with Twitter is replicated among other sports journalists in 

Montreal and to what extent news and sports media managers have wrestled with the 

ramifications of Twitter’s entry into the sports journalism field.  

As a result of my extensive background as a reporter and sportscaster, I have established 

professional working relationships with a number of Montreal sports journalists. I approached 

seven such journalists, along with two news supervisors, and the following agreed to take part in 

the research presented here: 
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� Dave Stubbs, Montreal Gazette (formerly) (newspaper and digital) and NHL.com 

(currently) 

� Louis Jean, French-language TVA television network 

� Marc-Antoine Godin, French-language daily La Presse (formerly print, currently 

primarily digital) 

� Eric Engels, Sportsnet (digital and on air) 

� Andrea (Andie) Bennett, CBC Radio/TV and digital 

� John Lu, TSN, Television and digital 

� Jessica Rusnak, TSN 690 Radio (formerly) and CBC Radio (currently) 

� Stu Cowan, Sports Editor at the Montreal Gazette at the time he was approached 

to be interviewed and currently a Gazette sports columnist who covers the 

Montreal Canadiens 

� Chris Bury, News/Program Director, TSN 690 Radio 

 

Nine interviews were conducted from March 2016 to May 2016. All nine were conducted 

over the telephone in order to accommodate respective work schedules and facilitate the data-

gathering process in a timely fashion. The telephone interviews, which ranged from 30-60 

minutes, were recorded using Audacity software for subsequent transcription. I selected these 

seven journalists in an effort to obtain what could be considered a representative cross-section of 

reporters/journalists working in both English- and French-Language media outlets in a bilingual 

media market along with a cross-section of reporters/journalists who work for radio, television, 

and/or digital-only media outlets. It should be noted that I have a professional relationship with 
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all nine subjects who agreed to take part in this research and, during the latter portion of my 

tenure at CJAD and TSN 690, Chris Bury, one of the supervisors who agreed to be interviewed, 

was one of my superiors. All nine participants provided their consent to take part in this research 

in a non-confidential manner and, despite the fact that the interviews took place during the run-

up to the National Hockey League (NHL) playoffs, the pinnacle of the NHL season, all nine 

participants responded to my interview requests in a timely fashion.

 I consider my relationship with all nine respondents to be professional in nature, having 

spent countless hours covering the Canadiens from the same press-box location at the Bell 

Centre. The relationships with Louis Jean, Marc Antoine Godin, John Lu, Eric Engels, Andie 

Bennett, Jessica Rusnak and Stu Cowan were forged directly as a result of the physical and 

editorial spaces we shared covering the Montreal Canadiens for our respective media outlets. As 

mentioned, my professional relationship with Chris Bury extends to our time together as co-

workers at CJAD and TSN 690. Of note, my relationship with Dave Stubbs goes back some 30 

years, prior to our work on the Montreal Canadiens’ beat, and has been both professional and 

personal in nature. My relationship with all nine respondents encouraged them to “open up” 

about their use of Twitter with the semi-structured interview approach “[allowing] individual 

respondents some latitude and freedom to talk about what is of interest or important to them” 

(Nagy Hesse-Biber & Leavy, 2006, p. 125).  

For example, when more than one journalist interviewed for this thesis responded to one 

of my questions with: “That’s a really good question” it was reasonable to assume that a certain 

comfort with the lines of questioning preexisted; after all, my own experience with the 

technology, the people and workplace requirements meant that I could understand the struggles, 

concerns, and questions that others in the field might have had to deal with. The questions were 
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intended, therefore, to elicit not only experiences with Twitter as a professional tool, but to get 

the subjects to think about their use of Twitter in ways that they had not thought about before. 

Consider Marc Antoine Godin’s response to the following question: In what ways do you expect 

your use of Twitter to change in the future?  “I don’t know. I don’t know how to answer that 

one.”  

Ellis (2016) notes that: “Interviews are appropriate when the research question seeks to 

discover the thoughts, feelings or perceptions of individuals about an issue or experience” (p. 

51). The methodology is aimed at uncovering the thoughts, feelings and perceptions of the 

interview subjects in their use of Twitter. For this reason, the following open-ended and close-

ended questions were asked of the subjects:   

 

� Why did you decide to use Twitter? 

� Describe the positives associated with your use of Twitter? 

� Describe the negatives associated with your use of Twitter? 

� Why is using Twitter valuable to you? 

� How would you describe your use of Twitter in relation to your standardized 

work routine and how does it all fit together? 

� What kind of editorial guidance to you get, if any, when it comes to your use of 

Twitter? 

� Have your tweets ever been edited? 

� How does it feel to have fans so intimately involved in your day-to-day routine 

through Twitter? 

� Do you view Twitter as a way to market yourself? 
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� Would you share content on Twitter that you wouldn’t put into your daily 

radio/TV/online work, or vice-versa? 

� Describe how Twitter has enriched your life as a journalist? 

� Describe how Twitter has become a burden in your life as a journalist? 

� In what ways do you expect your use of Twitter to change in the future? 

 

 As a journalist, I was not above using journalistic interview techniques by asking 

essentially the same question in a number of ways. This was both a means of extracting more 

meaningful information and of ensuring clarity in the responses. With this in mind, the 

journalists interviewed appeared to be honest, candid, and forthright when it came to their use of 

Twitter for professional purposes.   

 All seven journalists interviewed have been members of Twitter for more than five years. 

Each has thousands of followers. Dave Stubbs, who tweets @Dave_Stubbs, 

(https://twitter.com/dave_stubbs), joined Twitter in September 2009 and has more than 50 

thousand followers. John Lu, who tweets as @JohnLuTSNMtl, 

(https://twitter.com/JohnLuTSNMtl), joined Twitter April 2011 and has 40,000 followers. Louis 

Jean, who tweets as @LouisJean_TVA, (https://twitter.com/LouisJean_TVA), joined Twitter in 

October 2010, and has more than 29 thousand followers. Eric Engels, who tweets as 

@EricEngels, (https://twitter.com/ericengels), joined Twitter in February 2009 and has more 

than 29 thousand followers. Marc Antoine Godin, who tweets as @MAGodin, 

(https://twitter.com/magodin), joined Twitter April 2009, and has more than 27 thousand 

followers. Jessica Rusnak, who tweets as @JessRusnak, (https://twitter.com/jessrusnak), joined 

Twitter in March 2011, and has more than 8,000 followers. Andie Bennett, who tweets as 
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@AndieCBC, (https://twitter.com/andiecbc), joined Twitter in July 2010. and has more than 

5,200 followers. As matter of context, the two supervisors interviewed for this research, Chris 

Bury, @ChrisMBury, (https://twitter.com/chrismbury), and Stu Cowan, @StuCowan1, 

(https://twitter.com/stucowan1), joined Twitter in April 2009 and March 2012 respectively. 

According to Nagy Hesse-Biber and Leavy (2006), “semi-structured interviews rely on a 

certain set of questions and try to guide the conversation, more loosely, on those questions.” 

Semi-structured interviews were conducted because they also “allow individual respondents 

some latitude and freedom to talk about what is of interest or important to them” (p. 125).  

“While the researcher does try to ask each respondent a certain set of questions,” Nagy Hesse-

Biber and Leavy write, “he or she also allows the conversation to flow more naturally, making 

room for the conversation to go in new and unexpected directions” (p. 126). An example of a 

conversation that went in unexpected directions came when one journalist, Marc Antoine Godin 

of La Presse, pointed out that he “never” breaks news on Twitter anymore because the act of 

tweeting doesn’t help the news organization that he works for, and that his use of Twitter has 

diminished because he says he “got tired of tweeting the same things as everybody else.” 

The “certain set of questions” posed to the journalists and supervisors interviewed for this 

research and shared in this chapter, were based on my first-hand knowledge of the use of Twitter. 

The questions were grounded in the knowledge of a common practice since all nine respondents 

have been involved in the use of Twitter in their coverage of the same sports team. Each deals 

with similar pressures to produce accurate, meaningful and entertaining information for their 

audience and their employers. Yet there are also bound to be differences in individual usage. As 

Molyneux (2015) posits: “As journalists negotiate this new space [Twitter], they must decide 

what is important for them and their profession” (p. 933). The open-ended interview approach 
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permitted “individual respondents some latitude and freedom to talk about what is of interest or 

important to them” (Nagy Hesse-Biber and Leavy, 2006). Furthermore: “Interviewees often have 

information or knowledge that may not have been thought of in advance by the researcher. When 

such knowledge emerges, the researcher using a semi-structured design is likely to allow the 

conversation to develop, exploring new topics that are relevant to the interview” (p. 126). This 

became particularly apparent in my conversation with Marc Antoine Godin of La Presse. I had 

no knowledge in advance of our interview that Godin had, to a certain extent, stepped away from 

Twitter the preceding NHL season and that Twitter was no longer a “part of our [La Presse’s] 

strategy.” So, while some journalists who were interviewed for this research see Twitter as a 

vital part of who they are as journalists, Godin’s use of Twitter has diminished. This information 

would likely not have come to light had the flexibility of an open-ended interview methodology 

not been in place. A number of topics were explored for this research, notably: how and why 

these journalists use Twitter; the nature of the editorial guidelines that may exist when it comes 

to the use of Twitter; and how (if) Twitter has impacted on their work as journalists. These topics 

of discussion, along with a series of sample questions, were emailed to the seven journalists as a 

means to pre-gauge their interest in participating in the study. These topics were more formally 

explored with each during the ensuing 30-to-60 minute semi-structured interviews. The study 

provides a robust look at the use of Twitter by these journalists to determine if it’s still the case 

that, as posited by English (2016): “It appears a large segment of sports journalists are missing 

Twitter’s key benefits of following sources, promoting stories, engaging with readers, and 

receiving up-to-the-minute news” (p. 497).  

The data collected in this thesis has been analyzed using a grounded theory approach. 

Laurence and Tar (2013) write: “Theory is grounded when it emerges from and generates 
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explanations of relationships and events that reflect life experiences of those people and 

processes that the researcher is trying to understand” (p. 31). In this thesis, the research presented 

is meant to generate explanations of relationships and events that foster the use of Twitter. The 

relationships extend from one journalist to the next, from journalists to the audience, and from 

journalists to those who hold a supervisory role within the media organization. The life 

experiences of these people (journalists and supervisors) on Twitter and the processes that are in 

place within media organizations (when it comes to the use of Twitter by journalists) helped to 

uncover an understanding of “how Twitter works” in specific circumstances that take into 

account personal preferences as well as media-company norms.   

Grounded theory analysis is “well suited, however, to the analysis of data collected 

within organizations by means of participant observation, direct observations, semi-structured or 

unstructured interviews or case-studies” (Turner, 1983, p. 335). It is therefore appropriate for this 

study because the answers to the semi-structured questions posed here were used to gain an 

understanding of how journalists are using Twitter (including how Twitter is incorporated into 

day-to-day work habits and routines), why they are using Twitter, and who is driving its usage. 

Charmaz and Belgrave (2012) write:  

 

Like any interviewer, grounded theorists try to elicit their interviewees’ stories, to the 

extent that they are willing to share them. We strive to gather as complete accounts as 

possible and to represent our data and research participants fairly. Nonetheless, grounded 

theorists attend more to whether their participants’ accounts are theoretically plausible 

than whether they have constructed them with unassailable accuracy. (p.351) 

 



 47 

As noted, I found my participants willing to share their Twitter stories, although one 

respondent preferred not to get into what was termed “specific company policy” and “code of 

conduct” regarding social media. Still, this did not prevent this participant from sharing specific 

and intimate details about Twitter usage. The journalists and supervisors interviewed at times 

revealed a rationale to tweet and keep tweeting that did not reflect my own preconceived ideas or 

notions, as an example, Jessica Rusnak’s decision to tweet in an effort to maintain her 

professional credibility, and keep her job: 

 

I think I thought of it more for work wise to constantly validate a reasoning to have a beat 

reporter . . . So I was constantly seeing it as a way to, you know, if my work sees how 

important I am from the public’s reaction and different colleague’s reaction, they might 

see a need to keep me there . . . it was just more to try and keep my job. (Rusnak, 2016) 

 

Charmaz and Belgrave (2012) posit that grounded theory’s iterative process helps keep 

limited, misleading or fabricated accounts in check. Although it would be impossible for me to 

know with absolute certainty whether an interviewee was providing misleading or fabricated 

information, personal experience in the field of sports journalism, knowledge of the interview 

subjects, and a practical understanding of Twitter made it possible to assess the veracity of 

accounts with reasonable certainty. As Corbin and Strauss (2008) assert, “it makes sense, then, to 

draw upon those experiences to obtain insight into what our participants are describing” (p. 80). 

“Bias and assumptions are often so deeply ingrained and cultural in nature that analysts often are 

unaware of their influence during analysis. We find it more helpful to acknowledge our biases 

and experiences and consciously use experience to enhance to analytic process” (p. 85). I, too, 
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found it more helpful to acknowledge my own biases and experiences and to consciously use my 

experience during the semi-structured interview process to elicit my interviewee’s stories using 

grounded theory analysis. As such, my experience as a long-time journalist covering the 

Canadiens on Twitter was incorporated into the findings presented here and was consciously 

used to enhance the analytic process.  

 As posited by Charmaz and Belgrave (2012): “Like any interviewer, grounded theorists 

try to elicit their interviewees’ stories, to the extent that they are willing to share them” (p. 351). 

With one or two minor exceptions, the interviewees who participated in this study held nothing 

back, largely because they had no reason to do so. Again, this can be attributed to my 

professional relationship with the interview subjects, our time spent together “physically” 

covering the Canadiens (in hockey arenas), my own experience on Twitter, and the credibility I 

have offered as a Twitter user. 

 In an effort to determine the editorial forces that are driving the use of Twitter, it was 

important to address the themes of technological convergence and audience participation. This 

involved questioning how Twitter affects the work that is done by radio, television, print, and/or 

digital journalists, and how, by having the audience in close proximity as a result of Twitter’s 

social media function, journalistic practices are affected. The interview questions were therefore 

crafted, in part, to gauge how some reporters use Twitter to share a more “personal” voice with 

their followers, while questioning others who view the act of posting on Twitter as 

fundamentally an act of publishing.       

 Another aspect to the methodological approach was to explore an emergent theme: 

Twitter as a newswire. Early in the research it became apparent that the “newswire” aspect of a 

technology that is “always on” was considered a central advantage for many of the journalists 
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interviewed. The research method presented here also sought to reveal the nature of the 

relationship between journalist and audience on Twitter, and how the Twitter conversation has 

become a “double-edged sword.” This characterization emerged from an exploration of Marwick 

and Boyd’s “abstract concept” in setting up somewhat self-imposed ground rules and guidelines 

associated with follower interaction on Twitter, but the alliance appears to be a somewhat uneasy 

one, based on the research presented here. In assessing the nature of the editorial guidance, if 

any, that these journalists receive on Twitter, the research presented here sought to explore how 

professional journalists navigate a technology that collapses the space between the audience and 

traditional journalism, and how journalists handle the etiquette of proximity. 

 In conclusion, the methodology is intentionally weighted in favour of grounded theory as 

expressed through a very fluid qualitative analysis. A conscious decision was made to 

concentrate on descriptions and assessments of Twitter and its uses delivered in real language by 

a core sample of professional communicators. In this respect, there are numerous examples of the 

efficacy of this approach, especially when dealing with elite actors such as professional sports 

journalists, particularly those who must at all times be fair and accurate in their reporting since 

the stakes are especially high in the world of professional sports. Corbin and Strauss (2008) echo 

the work of virtually all previous researchers in this field when they say: “It makes sense, then, 

to draw upon those experiences [the experiences of the interview subjects as well as my 

experiences on Twitter with my own supervisors and my own Twitter followers] to obtain insight 

into what our participants are describing” (p.80) (parenthesis are mine). In following this line of 

methodological reasoning, this thesis moves past existing findings on matters of technological 

convergence in sports journalism – what could be considered Hardin’s “low-hanging fruit” – by 

gently interrogating the editorial and personalized work habits of a specific group of sports 
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journalists within a specific media market at a time when Twitter is no longer in its infancy. The 

questions posed and the answers obtained from these seven journalists and two news supervisors 

in the semi-structured interviews are not meant to be comprehensive. This would be impossible 

for a technology that continues to be a moving target in terms of its impact and versatility in 

virtually every realm of real-world use. However, as a baseline study of attitudes among a 

sample of Canadian sports reporters with a comparatively large public “footprint,” the study is 

crafted to enhance both specific and general understanding of Twitter’s usefulness. Some of the 

outcomes are expected; others are surprising. But the one constant seems to be that professional 

journalists constantly struggle to understand how technologies such as Twitter have forever 

changed their professional practices. As one respondent put it, “another platform, another app I 

have to learn how to use.” That struggle, highlighted in the following chapter, informs personal, 

professional and management choices. It also complicates the already complicated field of 

journalism itself. 
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Chapter 4: What are Journalists Doing on Twitter and Why are They There? 

 

 This chapter seeks to discover the reasons why the seven journalists interviewed for this 

thesis initially made the move to Twitter to supplement their coverage of the Montreal Canadiens 

and what they are doing there. All these journalists come from a common place when it comes to 

the work they do as reporters. On game nights, they report to the Bell Centre to cover the 

Canadiens’ at home, watching the game unfold from the press box. Some of the journalists 

interviewed for this research also covered the Canadiens on the road. Although most of my 

Twitter “coverage” of the Canadiens came while the team played at home, I would also often 

take to Twitter when the Canadiens took to the road, as the visiting team. I would follow the 

game on television and share my thoughts of the team’s performance that night, on Twitter. In 

the days before Twitter, these journalists, myself included, would follow the game action intently 

while taking notes for story use later. At game’s end, many of these same journalists would then 

make their way to the Canadiens’ dressing room, and often the visitor’s dressing room, to 

interview players and coaches for quotes that would be incorporated into their respective game-

over stories. Twitter has changed this editorial dynamic considerably, adding another layer to the 

work that these journalists do. Instead of intently watching the game action on the ice, only, 

journalists can be seen furiously typing into their smartphones and laptops, tweeting out game 

information and comments to their followers in a fashion that often resembles a “play-by-play” 

account of the game, all the while trying to keep abreast of developments on the ice. In the 

dressing rooms, journalists are no longer interviewing players and coaches solely for stories that 

might come later that evening or perhaps the next morning. They are also tweeting out quotes 

and bite-sized 140-character chunks of information (in the form of text, photos and/or video) to 
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their followers in an effort to feed Twitter’s always-on status. This type of work is not limited to 

“game action.” Most, if not all, of the journalists interviewed for this research would also cover 

the Canadiens at practice, in this case, at the team’s practice facility in South Shore Montreal. 

The editorial routine would remain the same; share information obtained during practice, on 

Twitter (such as player lineups), interview players and coaches after practice and share snippets 

of those interviews on Twitter, all the while working toward producing a full 

broadcast/print/digital story based on news and developments that came out of the practice. 

Twitter has indeed changed the nature of journalism and the work that journalists do.  

From personal experience as a sports journalist, I would not consider myself an early 

Twitter adopter and did not immediately embrace the technology. The information-sharing 

opportunities offered by Twitter were certainly intriguing, notably the ability to build an 

audience of followers, but the real value in tweeting remained elusive. Even the word “Twitter” 

was somewhat amusing. Indeed, one supervisor at CJAD radio at the time, suggested to me that 

by sharing information on Twitter rather than on the airwaves with CJAD listeners, I ran the risk 

of “scooping” myself. 

 The majority of the seven journalists interviewed for this thesis indicated that they 

embraced Twitter more out of necessity than by choice. Only Dave Stubbs, @Dave_Stubbs, then 

with The Gazette, spoke of a desire to migrate toward the micro-blogging platform, 

acknowledging to himself at the time that he joined Twitter in September 2009, that “this is 

something I would like to try to do” (Stubbs, 2016). “I’ve been one of the rare birds, I guess, at 

The Gazette,” said Stubbs, “that I really have embraced the new technology and social media and 

the digital age when it was literally coming in . . . Twitter just seemed to be one of those things 

that kind of fed a little bit of the advanced need for the immediacy and that obviously has its 
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positives and its negatives . . . The Gazette was moving into different areas of the digital world” 

(Stubbs, 2016). This veteran journalist spoke of his willingness to be on the front lines of 

anything new The Gazette was trying: “I was always kind of self-taught because I enjoyed it, and 

I embraced it, and I would just sort of dig in a little bit early in the morning and say, ‘let's play 

with it’ and the worst thing that could happen is I can crash the internet” (Stubbs, 2016). 

 While Stubbs spoke, in general terms, of a desire to embrace social media and the digital 

age, several others interviewed for this thesis recalled specific moments in their respective 

careers as journalists and reporters when it “just felt like the right time to make the plunge” (Lu, 

2016). John Lu, @JohnLuTSNMtl, who joined Twitter in April 2011, said he did not “jump on 

board immediately.” 

 

But what I did, which was in April of 2011, right around the time the Canucks were 

going on their Stanley Cup run, it was really more out of, I think, half encouragement 

from the bosses and half curiosity. Some of my colleagues had been on Twitter for about 

a year or two prior to that and it just felt like it was time to make the plunge because I 

was covering a Canadian team going on a pretty significant run to the Stanley Cup and it 

was a good time to start disseminating information through that medium. (Lu, 2016) 

 

 Marc Antoine Godin, @MAGodin, who joined Twitter in April 2009, said his use of 

Twitter was “unavoidable” and appeared on his editorial radar in a significant fashion in June of 

2009 at the National Hockey League entry draft in Montreal when “all of the news broke on 

Twitter first . . . It was to my knowledge the first big event that I covered that really made 
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Twitter unavoidable . . . Ever since I've used it for exactly for the same purpose that I used it 

back then, which is, as a newswire” (Godin, 2016). 

 “Twitter as a newswire” was a common theme among the journalists interviewed for this 

thesis. From my own experience, Twitter’s potential to attract followers was, initially, a 

disappointment. I had hoped that my Twitter followers might start listening to me on CJAD, and 

that Holton and Molyneux’s (2017) “value proposition” could be offered to my employer. It 

quickly became evident that it wasn’t possible to equate Twitter followers with radio listeners; 

however, the value of following other reporters and news organizations when it came to 

reporting on the Canadiens became increasingly valuable. My Twitter “newswire” made it 

possible to keep abreast of team developments. 

Both Louis Jean of TVA and Andie Bennett of the CBC discussed how they use Twitter 

for information gathering on the beat, which speaks to the use of Twitter as a newswire. Louis 

Jean says, as a beat reporter covering the Canadiens, “you have to know what’s out there” and 

Twitter helps him stay abreast of team developments. “Twitter is definitely part of that. It's not 

the only thing obviously” (Jean, 2016). Twitter has also become an integral part of Andie 

Bennett’s workflow at the CBC, and is often a starting point for breaking news stories, which, 

again, speaks to the concept of Twitter as a newswire:  

 

I like Twitter because I think it's such an immediate way to get news . . . I definitely don't 

take anything that I read on Twitter as fact, but I take it as a starting point to follow the 

trail and see where it leads and see if it sends me to some good articles from reputable 

journalists that I know of . . . I think it's where most news hits first. I think that's where it 

breaks is on Twitter. (Bennett, 2016) 
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 Contrary to the point made by English (2016), who writes that it appears that a large 

segment of sports journalists are missing Twitter’s key benefits, including receiving up-to-the-

minute news (p. 497), the comments by Bennett and others interviewed for this thesis would 

suggest that journalists are in fact taking advantage of Twitter to receive up-to-the-minute news, 

and are working to incorporate traditional news values and routines, such as fact checking and a 

prescriptive workflow, into Twitter’s always-on status. In discussing the positives associated 

with his use of Twitter, John Lu said, “As soon as you tweet, it’s out there . . . I think it’s the best 

social medium form in order to connect and get information out there as quickly as possible” 

(Lu, 2016). Marc Antoine Godin says Twitter enables him to “get in tune with what’s being 

written and said in other markets through the idea of a newswire” (Godin, 2016). For Louis Jean, 

it’s Twitter’s access to information that has enabled him to eschew the traditional news feed for 

Twitter. “There used to be these news feeds that you would go on and see all the different stories 

that are coming out,” says Jean. “I haven’t seen one of those feeds in so long because Twitter has 

become that” (Jean, 2016). “It’s good to just get information out there,” says Jessica Rusnak. 

“Now you don’t wait until the newspaper to come the next day, or the six o’clock news to find 

out what happened . . . people want to know it instantly” (Rusnak, 2016). 

In referencing traditional news values, Dave Stubbs said he’s “old enough to have 

remembered going to a practice or a skate in the morning and talking maybe to a couple of 

players, or the coach . . . and maybe this becomes some good background for the story you’ll 

ultimately write for print at the end of the day.” As Stubbs puts it: 

 

Now as you know everything has to out there now, it has to be out there five minutes ago, 
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and no matter how much stuff you actually throw out there, there are still fans who are 

going to be clamoring for more. If I go away from Twitter, I haven't tweeted once today, 

and I've looked at it, and I've had a couple of people send me direct messages, saying 

‘Are you OK, like where have you been today?’ You weren't at practice, you didn't report 

this or that.’ Sometimes you just kind of need to get the hell away from it too. (Stubbs, 

2016) 

 

 Eric Engels, who reports on the Montreal Canadiens primarily online for Sportsnet, spoke 

not so much about fitting Twitter into his standardized work routine, but about how Twitter is 

essential to his work routine, while, at the same time, acknowledging Twitter’s value as a 

newswire, something he said he can’t live without: “I would describe it as a necessity . . . It's 

essential to me promoting my work, it's essential to me potentially breaking news . . . it's 

something that I can't live without considering what my job is . . . That’s where everybody is” 

(Engels, 2016). Engels’ experiences on Twitter speaks to Murthy’s “power of Twitter” when 

Engels says Twitter is something he can’t live without; calling it the virtual space he lives in all 

day and all night to ensure that he’s not missing anything, “and that people who follow me aren’t 

missing anything for my part.” As Murthy (2013) notes, “This need to affirm their identities 

keeps regular users invested in the act of tweeting (sometimes daily or hourly)” (p. 28), although, 

as noted by Dave Stubbs, sometimes you just need to “get the hell away from it, too.”  

For many interview subjects, the advent of Twitter also brought apprehension. Both 

Andie Bennett, @AndieCBC, and Louis Jean, @LouisJean_TVA, spoke of their initial 

reluctance to join Twitter, with Bennett, who joined Twitter in July 2010, recalling the feelings 

of “fear and uncertainty” she felt when she took to Twitter. “Full disclosure. I'm not the most 
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tech savvy person in the world,” said Bennett. “I kind of felt like, oh my gosh, another platform, 

another app I have to learn how to use. I really didn't understand the need or the difference 

between say, Facebook and Twitter. I was still very confused about the platform. So initially I 

was very, very reticent about getting on Twitter and I didn't totally get the way it was used.”  

Jean, who joined Twitter in October 2010, initially as a television reporter with Sportsnet, 

said he was “forced” to join the micro-blogging service. “I was working at Sportsnet at the time 

and I was pretty much forced to do it, to be honest with you . . . I kind of reluctantly started using 

it. And obviously it came fairly quickly, I realized, and it's evolved and changed over time, 

realized how valuable it could be in our day-to-day work” (Jean, 2016). 

 A member of Twitter since February 2009, Eric Engels, @EricEngels, said he saw that 

the “world had kind of migrated over there” when he made his decision to use Twitter to report 

on the Canadiens. Engels spoke specifically of engaging with the user audience, reflecting what 

Sheffer and Schultz (2010) conclude from their research into sports reporting in the United 

States: “What traditional media lose in an agenda-setting sense, they will gain in the ability to 

converse directly and immediately with sports news consumers” (p. 482).  

  The ability to converse directly and immediately with sports news consumers was a 

motivating factor for Engels when he made the decision to share his work as a reporter on 

Twitter. “Obviously not everybody is on Twitter,” says Engels, “but more and more people, and 

people I respected in the field of journalism, were heading over there.”  

 Jessica Rusnak, (@JessRusnak) was covering the Canadiens for radio station TSN 690 in 

Montreal when she joined Twitter in 2011 and recalled wondering whether she needed to be on 

the platform. She said she elected to join because it was expected of her as a beat reporter 

covering the team. Rusnak, like Engels, made the decision to “follow the audience” (Witschge, 
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2012). “I had to put the information out there,” said Rusnak, “because that's what people wanted, 

and that sort of became the expectation. But it was never really said that I had to have Twitter” 

(Rusnak, 2016). 

 In summation, among the journalists interviewed, two, John Lu from TSN and Marc 

Antoine Godin from La Presse, recalled watershed moments in their careers as reporters which 

prompted their move to Twitter; Lu describing how information concerning the Vancouver 

Canucks’ Stanley Cup run in the spring of 2011 was being disseminated on Twitter, and Godin 

referencing the 2009 National Hockey League entry draft in Montreal, when it seemed like 

“every scoop was coming from Twitter” (Godin, 2016).  Others, like Louis Jean from TVA, and 

Andie Bennett from CBC, spoke of their apprehension in joining the micro-blogging platform; 

with Jean acknowledging his reluctance at being “pretty much forced to do it” by his employer at 

the time. Bennett voiced her “fear and uncertainty” in incorporating Twitter into her work 

routine. While Eric Engels of Sportsnet said he thought joining Twitter was a good idea because 

“that’s where everybody is,” Jessica Rusnak spoke of meeting the fans’ expectations “because 

that’s what people wanted.” Only Dave Stubbs spoke enthusiastically about an ongoing desire to 

embrace technology and his long-standing willingness to be on “the front lines of anything new 

that they were trying.” Regardless of how they got there, all seven journalists interviewed 

worked to incorporate Twitter into their daily routine as radio, television, print and/or digital 

journalists in their coverage. “It obviously has become essentially an important part of the 

landscape of sports journalism now,” says Stubbs. “You pretty much need to have [Twitter] if 

you’re going to be, not necessarily an authoritative voice, but certainly if you’re going to be one 

of the people who the readers, the observers, and the consumers of news are going to come to, 

you pretty much have to be on that” (Stubbs, 2016). 
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 In a study that focused on desired job skills of future newspaper sports and television 

reporters, Ketterer, McGuire and Murray (2014) assessed the extent to which these skills are 

converging. They recommend that future research be designed “to see whether convergence has 

made an impact on how sports journalists in print and television are doing their jobs and how it is 

changing job descriptions” (p. 296). With similar intentions Pavlik posits that:  

 

Convergence is reshaping the landscape of journalism and the news media in a variety of 

ways. Newsroom structures, journalistic practices, and news content are all evolving. 

Perhaps most importantly, the fundamental relationships between and among journalists, 

their sources, and their audiences are undergoing a technological transformation. (Pavlik, 

2004, p. 28) 

 

In an effort to further discover how Twitter is driving this “technological transformation” 

among the reporters interviewed for this research, the following question was asked: How would 

you describe your use of Twitter with respect to the work that you do as a (radio, television, print 

and/or online) reporter, in relation to your standardized work routine? In other words – gesturing 

towards Franklin’s (1990, p. 10) theorization of prescriptive and holistic technological  

practices – how do these reporters incorporate a technology like Twitter that is holistic in nature, 

into a traditional workflow that is prescriptive and steeped in formulaic news production that 

embraces a series of editorial checks and balances?  

A television reporter with TSN, John Lu says Twitter compliments what he does in his 

primary profession. He describes covering the Canadiens’ locker room clean-out day, at the 

conclusion of the 2015-16 season: “You know, then [P.K. Subban] goes over and hugs him [Max 
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Pacioretty]? It’s like: Boom. There’s my story right there . . . and everything else flows from that 

. . . I phoned our internet department and said: ‘Guys, get this scrum onto a tweetable link as 

soon as possible’ . . . Twitter compliments what I do on a daily basis.”  

Radio reporter Jessica Rusnak did not separate her work on the air with her work on 

Twitter. Rusnak says there is too much pressure to get information out quickly “Because 

probably most people have already seen it on Twitter, especially when it’s something like a team 

like the Montreal Canadiens, where you have 20 reporters there on any given day” (Rusnak, 

2016). Convergence, for Rusnak, came in the Montreal Canadiens’ dressing room, where her 

work as a radio reporter and a reporter on Twitter, converged, literally. “That wasn't just you 

there to gather information and to ask questions and report just back to the station by radio,” says 

Rusnak, “that was to report instantly on Twitter as well and then the station would retweet what 

you wrote, as well.”  

Although some of the journalists interviewed for this thesis described a “one size fits all” 

editorial mindset when it comes to reporting on air, online, or in print and reporting on Twitter, 

some of the reporters said they turned to Twitter to exhibit a side of them that might not be seen 

otherwise. Even so, this was not done at the expense of abandoning well-established journalistic 

principals. When reporting on the Canadiens for The Gazette, Stubbs said there was no clear 

delineation when it came to reporting for The Gazette, or on Twitter: “It's not like you say, ‘Well 

this is perfect for Twitter but I wouldn't use it in print.’ If I'm going to tweet something I'm 

looking at that as publishing something and I will never do anything that would be considered in 

my view to be outrageous or controversial or, you know, too irreverent that I would not be able 

to apply that to other parts of what I'm doing, be it online or be it in print.”  

Louis Jean described reporting on Twitter, or reporting for TVA on-air or on-line, as one 
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and the same. Like Dave Stubbs in his work with The Gazette, Jean said he wouldn’t post 

something on Twitter that he wouldn’t want to use on the air. “But if I’m filing, or if I’m posting 

something on Twitter, it’s because I have, you know, to me, it’s facts, it’s factual” says Jean, 

“it’s information I would definitely post in a blog on the website or use on the air” (Jean, 2016). 

Jean said he wouldn’t post something on Twitter that he wouldn’t use on the air, in terms of 

reporting. 

 Marwick and Boyd (2011) make the point that “the networked audience is an abstract 

concept and varies among Twitter users, in part because it is so difficult to ascertain who is 

actually there” (p. 122). However, Dave Stubbs, in his use of Twitter, displays no difficulty in 

relating to Marwick and Boyd’s abstract concept of the networked audience when it comes to 

sharing content on Twitter, because, to Stubbs, the act of posting on Twitter is fundamentally an 

act of publishing and is therefore no different than writing a story that might be published in a 

newspaper or online. To Stubbs, there was no difference in the work he did as a journalist 

covering the Canadiens for The Gazette, a refrain that was echoed by Louis Jean of TVA.  

However, there was an editorial dividing line for John Lu of TSN, who said there was 

content that that he would put on Twitter that he would not broadcast – information that would 

appeal specifically to his base of Twitter followers. He cited an example of how he tweeted some 

information about some “really cool stuff,” as he put it, being done by one particular member of 

the Canadiens during a practice. “And people loved it . . . From a broadcast standpoint? My 

editors would say: ‘Nah, we don't care about that’ . . . But for the vast majority of my followers 

whom I believe are Canadiens fans, like hey, yah, this is interesting, OK? (Lu, 2016).  

Andie Bennett also draws an editorial line when it comes to reconciling her work done as 

a CBC broadcast journalist and someone who is active on Twitter as it relates to her personal 
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persona. “I would share more personality on Twitter than I might share on the radio show,” says 

Bennett. However, Bennett added there are challenges when it comes to putting yourself out 

there on Twitter in this manner. “You know, either putting something out there that's totally 

misunderstood or not with the intention that you originally had [like] an off-colour joke, or a 

sarcastic comment that someone that will take as being serious, or, a self-deprecating comment 

when it comes to sports that will immediately get the response of, like, you know, 'you're such an 

idiot,’ or something worse . . . So it can be, you know, it can be a scary place as well,” she said. 

 Marc Antoine Godin, like Bennett, spoke of using Twitter to display a personal side that 

would not necessarily come across in his work with La Presse. “Sometimes it's just puns, or 

things that have no other support, no other vehicle for a quick flash . . . something that's more of 

a way to show personality and that's not necessarily something that we would find in the contents 

of any La Presse platform” (Godin, 2016). TSN’s Lu added that “in an appropriate form, 

[Twitter] can be a fun way to inject a little personality” (Lu, 2016). 

 Although Gazette reporter Dave Stubbs noted there was no clear delineation when it 

came to reporting for The Gazette or on Twitter, he acknowledged that he would have all kinds 

of “nuggets” of information during the course of a day that he would tweet, and wouldn’t 

necessarily use the information in print. Stubbs added sometimes he would “hold some of that 

stuff back” so that the competition in the press box wouldn’t get to it. “Why should I share all of 

that stuff that I've done the hard work and the research for, to throw it out there to have everyone 

else pick it up or have occasion to pick it up?” said Stubbs. “You know some guys who will 

credit it but there are other people, too, who will see something that you do and instead of re-

tweeting it and sending more people your way and giving credit where it's due, they'll pick it up 

and reword it a little bit and tweet it themselves as original content. That's unethical but it's 
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done,” he said.  

There is evidence of self-commodification in the way Eric Engels uses Twitter, by 

“maintaining a professional presence.” Engels notes that he shares a space on the Sportsnet web 

site with “100 other writers” and “not everything is worthy of an entire story being written, as 

interesting as it could be” (Engels, 2016). If, as Molyneux (2015) argues, “as journalists 

negotiate this new space, they must decide what is most important for them and their profession, 

and unfortunately, those two questions may each have different answers” (p. 933), then it would 

appear that Engels has developed both an awareness and an understanding, within his own work 

habits, of what is important to him and to his profession when it comes to his use of Twitter. 

“That’s kind of, I think, one of the greatest benefits of that space is it allows me to report that 

much more than my job would allow me to report . . . It’s still like I’m breaking information 

from Sportsnet, for Sportsnet, but through Twitter exclusively,” says Engels. He points out that 

the most important thing, in terms of marketing one’s self and one’s brand, is quality, regardless 

of the number of followers you have. “In a lot of ways,” says Engels, “as far as branding is 

concerned, it’s a double-edged sword as well. You don’t want to become known for being bad or 

inaccurate. You want to become known for being accurate, and good” (Engels, 2016). 

 Like Engels, Jessica Rusnak spoke of the issue of credibility on Twitter, and how, if 

someone has a lot of followers, “that doesn’t automatically mean that they’re the best person to 

follow on Twitter” (Rusnak, 2016). For Rusnak, being on Twitter has helped her to maintain a 

professional presence, validate her overall work, and offer a level of credibility, while helping 

her keep her job as a high-profile sports reporter. “I think I thought of it more for work wise to 

constantly validate a reasoning to have a beat reporter . . . they might see a need to keep me 

there,” said Rusnak.  
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Andie Bennett of the CBC noted that she is not that interested in marketing herself and 

has not really regarded Twitter as a marketing tool. Marc Antoine Godin of La Presse 

acknowledged that his brand is not well supported and his Twitter account is a reflection of that. 

For his part, Louis Jean of TVA acknowledged that he has not used Twitter much in terms of 

branding: “You know, to build your brand is actually a very good thing, it can help you in the 

long run. I just haven't kind of wrapped my head around that yet, to be really honest with you,” 

said Jean. Dave Stubbs says he would never refer to himself as a brand, but acknowledged that 

Twitter is a very important part of who he is, and who he has become in journalism: “Many 

people have gotten to know me from Twitter.”   

When asked how it feels to be personally available to fans and followers on Twitter, all 

seven journalists interviewed expressed positive feelings, but not without caveats. “Who doesn’t 

like getting compliments?” said John Lu. La Presse’s Marc Antoine Godin said, “It feels like a 

conversation.” Similarly, Jessica Rusnak, then with TSN 690, said, “I really do enjoy it,” and 

The Gazette’s Dave Stubbs had a similar reaction: “I really like the interaction.” Eric Engels of 

Sportsnet, however, moved the question back into the editorial domain with the following 

warning: “You better make sure the story's accurate, that's the biggest concern in this space, is 

that you can have something, it can be a big news item, but . . . quickly scaling it back and 

retracting it becomes a very difficult process.” Engels said there is a great fear in how quickly 

things proliferate on Twitter, “so it’s a double-edged sword.”  

 John Lu said that he keeps himself at arms-length in most cases with followers on Twitter 

because “if I engage people on a regular basis, then that becomes my M.O.” and creates an 

expectation. Lu says there are pros and cons to having people that are followers or just random 

people on Twitter “and quite frankly, if I'm spending too much time on Twitter that's getting in 
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the way of my personal life, you know, time I would spend with my family, then that's not time 

well spent, in my opinion . . . Do I really want to engage in a conversation? Is this productive for 

me?” (Lu, 2016). 

 The pros and cons to having people that are followers or just random interlocutors on 

Twitter “that close” would appear to feed into Engels’ Twitter narrative of the “double-edged 

sword,” a narrative voiced in precisely the same manner by Louis Jean in his assessment of the 

conversation that can take place on Twitter. On the one hand, it affords the opportunity to 

interact with fans, but on the other, it is easy for people to, as Jean put it, “take shots” at you. “I 

think you have to fairly quickly kind of disassociate yourself from that and just read the 

important stuff and just kind of, you know, all the other, all the noise basically, just toss aside, 

which, as I said, at the beginning was difficult, now it's no problem at all,” said Jean. 

As Hull and Lewis (2014) have noted: “The interaction that Twitter fosters is especially 

important in sports journalism, which promotes audience identification with participants and 

organizations in a way that many other topics do not” (p. 17). La Presse’s Marc Antoine Godin, 

in his use of Twitter, has embraced the interaction with his fans and followers and says he takes 

them seriously. “The fact that you can recognize in some cases you've got casual fans that are far 

more relevant and interesting than a bunch of reporters that basically are beige and irrelevant to a 

certain extent,” said Godin. 

The CBC’s Andie Bennett discussed how her interaction with her fans and followers 

provides her with a “reality check” by putting her reporting duties into perspective as a reminder 

of “why you’re doing what you’re doing and what you’re there for.” Bennett says she tries to 

remember that “it's not always about what we think it's about, and sometimes it's a good thing I 

think to listen to the fans and hear what they want to know, and hear what interests them, and 
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respect that.” Like Marc Antoine Godin, who acknowledges his “interesting” and “relevant” 

followers, and Bennett, who feels it’s a good thing to listen to the fans, Jessica Rusnak said she 

enjoys engaging with what she calls her passionate Twitter followers: “They're the reason why 

you have radio stations and you write for the newspaper and you cover these sports teams . . . It's 

kind of nice, too, to be able to engage them and sort of see from their point of view, how they see 

things, or explain things as to why you can't do certain things,” said Rusnak. Although Rusnak 

noted that her positive opinion of her interactive Twitter experience with fans and followers is 

based on the fact that she “never really had that many negative experiences with it,” she also said 

that on Twitter, there’s no real accountability: “People have a way to insult you a lot easier, say 

nasty comments and there’s no real accountability for that, but at the same time I never really 

paid too much attention to them because you would look at their profile, and most of them are 

idiots.” Dave Stubbs says that although he likes that the fans are involved, he has less patience 

than in the past for Twitter followers who refuse to engage in a civil conversation: “Many of my 

colleagues use the block function religiously. There's absolutely zero tolerance for anything. I 

think I'm less tolerant than I used to be,” said Stubbs. 

When asked to describe the negatives associated with their use of Twitter, the vast 

majority of the journalists interviewed pointed to how Twitter can be a breeding ground for 

“trolls and bullies” and “idiots” (Lu 2016; Rusnak 2016). It’s clear that the journalists 

interviewed for this thesis value the relationships they have developed with their followers on 

Twitter, and Sheffer and Schultz (2010) are correct when they surmise that “what the traditional 

media lose in an agenda-setting sense they will gain in the ability to converse directly and 

immediately with news consumers” (p. 482). However, it is also evident from the comments 

from the journalists presented here that the resulting relationships are complex. How tweets can 
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be interpreted, or misinterpreted, adds to that level of complexity. “Interpretations are as 

individual as fingerprints,” said TSN’s Lu. “What seems perfectly, I guess, innocuous, to one 

individual, can be highly offensive to another. There's just such a wide range of how people 

consume tweets there's always that danger that's involved with it” (Lu, 2016). Like Lu, the 

CBC’s Andie Bennett referenced the Twitter “trolls:” “I think that can be very hurtful and a lot 

of times people say, you know, ‘don't feed the trolls’ or ‘don't pay attention to it,’ but it's not the 

easiest thing to do when you have an onslaught of people telling you that you're stupid or they 

don't like what you said or that they think you're an idiot.” 

 Eric Engels points to what he calls the “inherent danger” of having "a space where any 

opinion is welcome or easy to spout" and, as noted by John Lu and Andie Bennett, it takes a lot 

of willpower not to react, or refrain from engaging altogether: 

 

There are people out there with certain viewpoints out there that are highly offensive and 

you can't avoid it . . . Those things are going to pop up one way or another on your 

timeline, whether you’re following those people or not. And some people don't have the 

restraint to avoid responding to that kind of stuff. I think when you get a back and forth 

between people, slinging names at each other and getting into these kind of public long- 

winded arguments I think there's a lot of negative in that. (Engels, 2016) 

 

In general, sports journalists would appear to have a love-hate relationship with their 

followers. Eric Engels pointed to the “inherent danger” of having a space where any opinion is 

welcome or easy to spout. Both John Lu and Andie Bennett pointed out the difficulty of stepping 

away from the Twitter conversation “when you have an onslaught of people telling you that 
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you’re stupid” (Bennett, 2016). Jessica Rusnak said that on Twitter, people have a way to insult 

you a lot easier and that there’s “no real accountability for that.” Louis Jean noted that it’s easy 

for people to “take shots” at you on Twitter, and that it’s important to quickly disassociate 

yourself from such behavior. Dave Stubbs noted how he tries to maintain a civil air about his 

conversations on Twitter in an effort to disarm his detractors. 

A final observation on the love-hate relationship with Twitter’s followers was raised by 

TSN’s John Lu. Lu points to the connection he has with a global audience: “It’s still kind of neat 

that you do have followers that speak different languages that come from all walks of life, and 

have different experiences. You can learn a lot from them, you can have really interesting 

conversations with them.” The positives and negatives of the journalist-follower relationship 

presented here reinforces Lasorsa, Lewis and Holton’s (2012) contention that professional 

journalists appear to believe that the advantages of Twitter outweigh its disadvantages (p. 22). 

The journalists and two news supervisors interviewed for this thesis generally view time 

spent on Twitter, as time well spent. However, it is also apparent that for all the benefits Twitter 

has to offer there is also unease among journalists. All seven spoke of how Twitter has enriched 

their lives. Indeed, this question was specifically and directly included when the journalists were 

interviewed; i.e., How has Twitter enriched your life as a journalist? 

John Lu spoke pragmatically about how Twitter has helped him sharpen his writing 

skills. “There's a lot to be said for writing concisely (laughs). And if you can deliver the 

information that you need to in 140 characters I think that enriches your skills as a reporter and 

teaches you to trim the words that you don't need.” Dave Stubbs also spoke about how Twitter 

has helped tighten up his writing. “It has taught me the discipline to know how to make a point 

very clearly and concisely,” said Stubbs. Louis Jean noted how much easier the information-
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gathering process is, thanks to Twitter. “There's just so much information out there and it's just 

so easy to get as well,” he said. Like Jean, Jessica Rusnak spoke of the ease of accessing 

information on Twitter: “Maybe before Twitter, you would have to search a little bit harder to 

find different articles about the Habs or, say, even a visiting team. Their view of coming into 

Montreal or playing Montreal,” said Rusnak. “You would have to do a little more research 

whereas now it's super simple to find that that you do it almost accidentally.”  

 Conversely, the seven journalists were also asked: Describe how Twitter has become, if it 

has become, a burden to you in your life as a journalist? While Dave Stubbs and John Lu spoke 

about the benefit of embracing Twitter’s 140-character limit, Eric Engels talked about the 

challenges associated with trying to get a message out in such an abbreviated form: “Sometimes 

you can't tell the whole story in 140 characters so you might get a reaction to one single tweet 

that doesn't reflect what you were achieving in putting out that opinion or that information. It can 

be misperceived quite easily and that's probably the only thing that I would point to . . . you have 

to just kind of try to find a way to explain to people what was misperceived, what you said, that 

is what you mean, in 140 characters or less,” said Engels.  

Similarly, Jessica Rusnak showed a limited appreciation of Twitter’s 140-character limit. 

“I would say just trying to get your information down to 140 characters. It becomes very 

difficult,” said Rusnak. “Even if you can number your tweets, they sometimes can get lost in 

timelines . . . so the information you’re giving is not maybe the most organized and it could take 

you a few more minutes to try and think of different ways of phrasing it to get it into that 

140 characters,” she said. For her part, Andie Bennett of the CBC pointed to the challenges 

associated with tweeting while also trying to follow the game action on the ice. “Well, missing 

parts of hockey games are a huge thing . . . sometimes I'm really annoyed with Twitter because 
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I'll be trying to tweet something interesting in a game and then you realize that you're like the 

20th person to tweet that and it's like what's the point, really?” She said. 

It’s interesting to note that, when Bennett says, “sometimes I’m really annoyed with 

Twitter,” she would appear to be showing her frustration with Twitter’s ability to “keep regular 

users invested in the act of tweeting, (sometimes daily or hourly),” a point highlighted by Murthy 

(2013, p. 28). Bennett’s frustration shows itself when, for example, she is trying to tweet 

something interesting during a game “and then you realize that you’re like the 20th person to 

tweet that,” she said. It’s the very technology that has drawn Bennett to Twitter that has led to 

such exasperating moments. Bennett’s rhetorical question speaks to the reasoning behind Marc 

Antoine Godin’s diminished use of Twitter, leading Godin to ask: “What’s the purpose? . . . But 

let’s face it, my use of Twitter has diminished because I got tired of tweeting the same things as 

everybody else. I was giving you the lines of Canadiens' practice as an example. Well, what's the 

purpose for a Canadiens' fan who follows, let's say, 40 Habs reporters, to get 40 times the same 

lineup? (Godin, 2016). 

Jessica Rusnak also asks: “What’s the point?” However, there is some trepidation for 

Rusnak, and a hesitancy to stray too far from the platform. “I kind of felt if I saw on my timeline 

as I was going to tweet something that seven other people had already tweeted, I'm like, what's 

the point? At the same time, there's maybe some other followers that aren't following these seven 

other people . . . I just kind of made the assumption, if they're following me they're probably 

following these seven other reporters who basically do the same type of job as me,” said Rusnak.  

In addition to sharing his frustration associated with tweeting “the same things as 

everybody else,” La Presse’s Godin spoke of time wasted chasing down rumours. “A rumour 

that's being spread on a stupid web site that has no accountability will weigh almost as much as a 
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rumour spread by a more credible colleague.  And the thing is, we’ll be asked to check and 

debunk a lot more of those fake stories than we used to before. We have to shut down a lot more 

fires than we used to. It's a lot of wasted energy,” he said. Like Godin, Louis Jean spoke of the 

frustration dealing with misinformation on Twitter. “So for me, the biggest pain or issue that I 

would have is: this is what I’m reporting. These are the facts, stick to the facts,” says Jean.  

“Sometimes you just feel like you need to explain or you need to say ‘no, no, no, that's not what I 

said. This is what I said.’”  

In addition, there is the issue of wasted time. Dave Stubbs offered that Twitter has 

become “almost a bit of an obsession” and said that he spends too much time on it sometimes. 

“I try to pull back where I can and I know sometimes I need to be doing it,” says Stubbs. “I need 

to be aware of it . . . I’m very much consumed by my work in a lot of different ways and this is 

one more way that, you know, that it does sometimes take away from other things that I would 

enjoy doing or you know feel that I should be doing and that's always an ongoing thing. I try to 

watch as best I can but it's a constant battle.  

This “battle,” as referenced by Stubbs, is also being waged on a number of fronts by a 

number of the other journalists when it comes to their use of Twitter. For Andie Bennett, it’s the 

struggle to literally keep her eye on the puck while she’s busy tweeting. “Missing parts of 

hockey games are a huge thing,” said Bennett. The “battle” for Bennett also manifests itself in 

the race to be first with the information on Twitter. “Then you realize that you're like the 20th 

person to tweet that,” she said.  

 Eric Engels’ “battle” is with Twitter’s 140-character limit. “You have to just kind of try 

to find a way to explain to people what was misperceived, what you said, that is what you mean, 

in 140 characters or less,” said Engels. Like Engels, Jessica Rusnak spoke of the “battle” to get 
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information down to 140 characters. For John Lu, however, life on Twitter is not a burden. 

Although he has had some negative experiences, Lu says he thinks he’s found, what, for him, is a 

happy medium. “Let's say for example you have somebody who is very active on Twitter and 

that they engage people all the time,” says Lu. “Well, maybe that individual after a while 

becomes a little bit weary how deeply he or she has gotten themselves into this Twitter M.O. 

Then maybe that might feel like a bit of a burden. It's like: ‘Aw man, these people are so 

negative,’ or ‘They take so much out of me.’ You know what I mean? Maybe that could become 

a burden to some. But, again, because I don't put myself out as much as other colleagues of mine, 

I don't consider Twitter a burden,” said Lu.  

Reed (2011) contends that, “as the use of social media becomes more common, more 

concrete definitions and expectations for their usage and role in sports journalism may emerge” 

(p. 58). The findings presented here seek to ascertain whether (more) concrete definitions and 

expectations have emerged when it comes to the use of Twitter by sports journalists.  In addition 

to working journalists, two news supervisors (one current, one past) were interviewed in order to 

incorporate views on Twitter from a management perspective: Stu Cowan, a sports columnist at 

Montreal’s Gazette who was interviewed primarily for his previous role as Gazette sports editor, 

who tweets @StuCowan1, as well as Christopher Bury, the program director of CJAD 800 and 

TSN 690 radio, who tweets @ChrisMBury. 

 When asked, “What kind of editorial guidance, if any, do you get from your supervisors 

when it comes to your use of Twitter?” John Lu offered up a one-word answer: “None. No. I 

have autonomy as to what I tweet,” said Lu. “We as reporters were trained to use words that do 

not imply bias . . . it's like, just exercising good journalistic judgment.” He added, “There’s 

nothing wrong with admitting that you need to consult, but in most cases, we’re not going to 
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encounter anything that should put us in that position.” Like Lu, Engels of Sportsnet pointed out 

that he does not get any guidance from his supervisors when it comes to his use of Twitter. He 

also spoke of the expectation of professional conduct: “There’s an expectation that you be 

responsible but it's unspoken of and I think, you know, and I think it is because they wouldn't 

hire people who don't conduct themselves properly on Twitter,” said Engels. “Nobody has ever 

come to me and said, like ‘You need to do this, and you can't do this.’”  

 When asked what kind of editorial guidance she received from her employer TSN 690 

radio, when it came to her use of Twitter in her coverage of the Canadiens, Jessica Rusnak 

responded: “Nothing, really . . . It was just kind of, ‘Go out there,’” said Rusnak. Rusnak noted 

that TSN 690’s parent company, Bell Media, “had a policy that you had to say ‘My views do not 

reflect Bell Media’ . . . That was something that they wanted,” said Rusnak. “The only thing was 

using certain hashtags that worked well for the station, like #Habson690 . . . There wasn't really 

any guidelines of what you can and cannot tweet,” said Rusnak.  

Chris Bury, the program director of both CJAD radio and TSN 690, acknowledged that 

the goal for TSN 690, is to promote the on-air content. “Our number one mission is getting more 

people to listen to radio and getting them to listen longer,” said Bury. “But there are ancillary 

benefits to Twitter as well, building our brand, the radio station, out there, and to a certain 

degree, with a different demographic who would tend to be on Twitter. It's a form of marketing 

for us so every bit of exposure for our logo, for our website for our station, for our shows, is 

good. Some people might be on Twitter and not listening to the radio so they’re being exposed to 

us,” he said. 

Bury went into greater detail about how personalities on Twitter could result in higher 

radio station ratings. “So, if you have a few people who are on Twitter who happen to be part of 
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the ratings system,” says Bury, “and they turn you on because they thought something you were 

promoting on Twitter sounded kind of cool, then that actually could result in higher ratings 

immediately.” Bury adds there is an expectation that TSN 690 personalities stay on top of social 

media in general, with Twitter being in the social media mix: “That is happening for every shift, 

all day long and there’s certain basic skills they’re expected to have,” he said.  

 The CBC’s Bennett, when asked what kind of editorial guidance she received when it 

came to her use of Twitter as part of her reporting and on-air duties, responded that her guidance 

is always, “if you wouldn’t say it on air don’t say it on Twitter.” While acknowledging that she 

has received training from CBC on the use of social media, Bennett said it’s a guideline she 

abides by when it comes to reporting the facts. However, she added: 

 

But I do think there is a little bit of wiggle room if you're just being, you know, flippant 

or funny or being a bit light hearted on Twitter. I mean there's things I would write on 

Twitter that I probably wouldn't say on the airwaves at CBC just because it wouldn't 

really bring much to the conversation on the air but on Twitter you have a little bit more 

room to show some of your personality I guess. But, yeah, our guidelines always with 

social media have always been, you know, we have training about it all the time, and 

making sure you understand that you're still representing CBC, you're still supposed to 

follow the journalistic standards and practice even if you're on Twitter. (Bennett, 2016) 

 

 Louis Jean said he received a similar directive from TVA; that is, uphold the same 

editorial standards you uphold when reporting on the air: “Make sure that what you’re reporting 

and what you post is factual, and make sure you’ve double checked everything you do, 
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everything that you’re writing and reporting, that’s first and foremost,” said Jean. Although he 

acknowledged there are social media guidelines in place at TVA, it’s also a “personal guideline.” 

“And you know, the reality is that when you’re a reporter and you represent a company,” said 

Jean, “you represent an outlet, you know, you’re speaking on behalf of them, as well. To me it 

only makes sense that there should be some guidelines -- some parameters.”  

  Dave Stubbs said he did not receive any editorial guidance from his supervisors during 

his time on Twitter as a member of The Gazette. “No one at any point, I mean, there was no sit 

down, there was no training, there was no . . . this was a brand-new thing,” he said, adding, 

“There was the expectation that we would use social media platforms that were there, as best we 

could.” Stubbs said the only time he had any issue with his employer was when the Canadiens 

were opening the playoffs in Tampa Bay a couple of years ago and he tweeted: “I’m a healthy 

scratch for the Tampa end of the playoffs.” Stubbs says that, for some reason, his managing 

editor felt he had insulted the newspaper and “they were incredibly upset about it,” adding, “That 

would have been the only feedback that I would have had, of any description, positive, negative, 

there was nothing else at any point ever.”  

 Stu Cowan said “common sense” applies when it comes to tweeting at The Gazette. 

“You're putting it out there on Twitter but you're still representing The Gazette and the company 

you work for so the basic rule is, don't tweet something out there that you wouldn't publish under 

your name on the other platforms that we have” (Cowan, 2016). Cowan said the guideline seems 

to be working.  “Like I said, if you think somebody has tweeted something that is inappropriate, 

or, could be taken by people to be inappropriate,” said Cowan, “it’s a discussion with that person 

about taking it down. Obviously, if somebody was to go, you know, very overboard, there’s also 

the possibility of disciplinary actions.” At the same time, Cowan acknowledges there has been a 
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more concerted effort at the newspaper to drive the use of Twitter in a more strategic fashion. 

“We’ve had people come in here, you know Twitter experts, I guess, come in and explain to us 

the importance of it and explain to us the best way to use it,” he said. “That's gone through the 

whole newsroom, training sessions about the best practices for Twitter.” Cowan said there was 

never a time, as sports editor, that he asked a hockey beat reporter to refrain from sharing content 

on Twitter unless the information was shared first in the newspaper, or the newspaper’s web site. 

“Not really. Because if it's a scoop on Twitter it's still a scoop for The Gazette” said Cowan. 

“There's a race, right, everybody -- you're always, you're worried somebody else is going to 

tweet something before you do . . . so, it's a reporting tool . . . it’s another reporting tool.”  

Although Cowan said he had never killed a tweet to protect The Gazette’s content, this is 

essentially the editorial direction that La Presse has gone when it comes to their journalist’s use 

of Twitter, according to Marc Antoine Godin. At a time when Twitter has been deemed a 

“necessity” and “essential” for some, Godin says he is not as active on Twitter as he has been in 

the past. He says he “never” breaks news through Twitter any more. So, while Stu Cowan 

contends that a scoop on Twitter is still considered a scoop for The Gazette, Godin says a scoop 

on Twitter is not considered a scoop for La Presse:  

  

We think of analysis and new angles so that the morning after we’re still relevant 

regarding events that have taken place the day before. That being said, we feed our 

website too in breaking news and all that stuff, but what’s been asked of us, because 

Twitter is not part of our strategy, is that whatever you write you have to send it to our 

website first and once you have the link to what we’ve posted online then you can tweet 

the link. So every time you tweet something it has to be connected with one of our 
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platforms, not all the time. (Godin, 2016) 

 

Godin says the bigger the news, the more important it is that he doesn’t break it through 

Twitter, “because it’s something that doesn’t help La Presse. It’s a point of view. It’s a decision 

they made. You can make an argument that -- if my own account, it’s good for me, it’s good for 

La Presse . . . That’s not what’s being pushed lately. It might change, I don’t know,” said Godin.  

 Godin said the effect of La Presse’s “very particular and unique strategy” has “greatly 

reduced” the amount of tweets that he’s posted. “I don’t feel that urge anymore to post those 

things on Twitter right away because I’m feeding my employer’s platform, not my own,” says 

Godin. “I can see in the last season I haven’t tweeted nearly as much as I did the years prior.” 

Godin said whatever he posts on Twitter is not controlled or edited in any way by La Presse and 

is not necessarily attached to La Presse. He said Twitter becomes more a place where he’ll share 

a different angle with fans, instead of “just repeating what everybody is saying”: 

  

But let’s face it, my use of Twitter has diminished because I got tired of tweeting the 

same things as everybody else. I was giving you the lines of Canadiens' practice as an 

example. Well, what's the purpose for a Canadiens' fan who follows, let's say, 40 Habs 

reporters, to get 40 times the same lineup . . . When I get a note from the Canadiens 

‘We've just recalled this player or that player’ and everybody rushes to their phone 

because they think if they tweet 17 seconds before the competitor, it's their scoop, well 

now, it's not. I won't join the parade more often than not. (Godin, 2016) 

 

 John Lu acknowledged that are times when he won’t “join the parade” either. “Anybody 
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who’s a diehard Canadiens’ fan probably has about 20 media members that they follow who 

would have tweeted that [Art Lehkonen signed a three-year contract],” said Lu. He added, “So 

it’s like, who needs 20 repetitions of the same information, right? . . . I try to give a little more 

value.”  

To summarize, the interviews conducted for this study, therefore, indicate little in the 

way of formal procedures in place governing the work sports journalists do on Twitter, save for 

one notable exception. La Presse’s Marc Antoine Godin will never break news on Twitter 

because Twitter isn’t part of La Presse’s strategy, and, more often than not, won’t join the 

Twitter “parade.” 

Is the journalist’s “rush to the phone” accelerating or is it slowing down, as witnessed by 

Godin’s diminishing use of the micro-blogging platform? Is the approach taken by both Godin 

and his employer, La Presse, indicative of a trend that might one day become more pervasive 

among sports journalists and the organizations they work for? Has a realization emerged on the 

part of some journalists that runs counter to Lasorsa, Lewis and Holton’s (2012) contention that 

“professional journalists appear to believe that the advantages of Twitter (i.e., audience outreach) 

outweigh its disadvantages (i.e., extra work)?” (p. 22). The concluding chapter looks at the 

possibilities affecting future Twitter use, presented from the perspective of the seven journalists 

and two news supervisors who participated in this study. Is there, as Murthy (2013) contends, a 

continuing requirement by reporters to affirm their identities that “keeps regular users invested in 

the act of tweeting” (p. 28) or, conversely, are more journalists beginning to ask the question: “Is 

this productive for me?” 
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Chapter 5: Realities, Responsibilities and the Future 
 
 
 
 At the heart of this thesis lies the following question: How do journalists reconcile the 

work that they do as print, broadcast and/or digital journalists, with the work they do on Twitter, 

and how are their managers and supervisors involved in the process? Reed (2011) observes that 

“as the use of social media becomes more common, more concrete definitions and expectations 

for their usage and role in sports journalism may emerge” (p. 58). It can be argued, based on the 

results of the interviews presented here, that definitions have not been reified, and the 

expectations associated with the use of social media by these journalists are tied more to the 

work they do as broadcast, print and/or digital journalists and the largely prescriptive work done 

in these areas than Twitter’s holistic technology.  

At The Gazette, sports journalists are instructed to use a single editorial voice that is tied 

into the prescriptive print and online product. “The basic policy we have here, it's sort of 

common sense and it's also, don't tweet anything you wouldn't publish in print or online under 

your name,” says sports editor Stu Cowan. At the CBC, “If you wouldn’t say it on air, don’t say 

it on Twitter,” says Andie Bennett. At TVA, “Make sure that what you’re reporting and what 

you post is factual, and make sure you’ve double checked everything you do, everything that 

you’re writing and reporting, that’s first and foremost,” says Louis Jean. Dave Stubbs of The 

Gazette goes a step further when he equates an act of tweeting as an act of publishing. “If I'm 

going to tweet something I'm looking at that as publishing something” says Stubbs, “and I will 

never do anything that would be considered in my view to be outrageous or controversial or, you 

know, too irreverent that I would not be able to apply that to other parts of what I'm doing, be it 

online or be it in print.” 
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 Sentiments such as: “If you wouldn’t say it on the air, don’t say it on Twitter” and “don’t 

tweet anything you wouldn't publish in print or online under your name,” make it clear that the 

use of Twitter by these seven journalists is firmly grounded in a prescriptive mindset. Murthy 

(2013) is correct when he writes that Twitter and other social media “are designed to provoke 

and call forth regular updates from their users” (p. 25). However, at the heart of Murthy’s 

“power of Twitter” are journalists who are also being “provoked” in a manner that is leading 

them to defend the work that professional journalists do. As Witschge (2013) writes: “For 

journalists, the purpose of journalism has not changed much with the introduction of new media 

technology: it is a profession, undertaken by knowledgeable people working with certain 

standards” (p. 164). These are the standards that Montreal’s sports journalists say they uphold as 

broadcast, print and/or digital journalists in the work that they are now doing on Twitter. Despite 

the “revolutionary technology” (as Ford (2013) puts it) offered by Twitter, the journalists who 

were interviewed seem to view the microblogging platform as an extension of the work they do. 

That is to say, they do not so much consider themselves “Twitter journalists” in the way they 

might consider themselves to be broadcast, print or digital journalists. Rather, they consider 

themselves to be broadcast/print/digital journalists who also report on Twitter. This is likely to 

be the key reason why journalists who use Twitter are simply expected to know how to conduct 

themselves. 

Lasorsa, Lewis and Holton (2012) pose the question: “To what extent do [journalist’s 

tweets] reflect traditional modes of being a journalist and doing journalism? (p. 24). The answer, 

based on the findings presented here, is that the act of tweeting firmly reflects traditional modes 

of being a journalist and doing journalism. While there may be, as Andie Bennett of the CBC 

puts it, a little bit of “wiggle room” on Twitter, “Our guidance is always, if you wouldn’t say it 
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on the air, don’t say it on Twitter.” This is reaffirmed by Louis Jean of TVA when he says: “It’s 

information I would definitely post in a blog on the website or use on the air.” Or in the words of 

John Lu of TSN: “It’s like, just exercising good journalistic judgment and practice and ethics.”  

According to Opgenhaffen and Scheerlinck (2014): “Now that more and more journalists 

are using these social media, the question arises as to the way in which social media usage by 

journalists must be set down in guidelines in order to make it clear what is and what is not 

permissible” (p. 736). The findings presented here indicate that clarity doesn’t come so much in 

the form of guidelines established by managers that “must be set down,” but that journalists are 

inherently expected to use Twitter in a professional manner that is a reflection of the common 

standards of journalistic practice. There is also the expectation on the part of news supervisors 

and journalists alike – despite some guidelines that are in place for journalists when it comes 

their use of social media in general and Twitter in particular – that journalists who take to 

Twitter do so with a level of responsibility that behooves them to conduct themselves 

accordingly. “I think it is because they wouldn't hire people who don't conduct themselves 

properly on Twitter,” said Sportsnet’s Eric Engels. 

As long as journalists and supervisors continue to drive the use of Twitter and its holistic 

technology with the underpinnings of prescriptive work associated with broadcast, print, and/or 

digital journalism, there may be less of a need to establish guidelines in order to make it clear 

what is and what is not permissible when it comes to the content of tweets. This is particularly 

true since there is an inherent understanding on the part of the journalist and the news supervisor 

that the onus is on the individual journalist to act “professionally” (Cowan, 2016). Journalists 

may indeed have far greater license to write about whatever strikes their fancy on Twitter, 

however, the journalists interviewed for this thesis do not stray far from their prescribed editorial 
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“roots” as journalists when it comes to how they use the micro blogging platform within their 

overall work routine, and the editorial nature of their tweets. 

As Chris Bury of TSN 690 puts it: “It needs to be clear with everybody that getting the 

solid compelling radio show or radio report (both prescriptive in nature) on the air is priority one 

and I can't see that changing any time soon” (parenthesis are mine). It would appear that Bury, in 

acknowledging the benefits of Twitter, perceived or otherwise, to both TSN 690 and the radio 

station personalities when it comes to building awareness for the brand in general and for the 

people involved, is seeking to capitalize on social media by applying a strategy that complements 

the social media operations.  

Reed (2011) analyzed “how these sports writers define ‘professionalism’ and what 

industry factors correlate with chosen definitions, such as newspaper circulation and work 

superiors’ attitudes toward social media” (p. 555). Bury spoke not of newspaper circulation in his 

attitude toward social media, but of radio station ratings, the broadcast equivalent in audience 

measurement, tying the use of Twitter on the part of TSN 690 personalities into the possibility of 

higher ratings. In this example, broadcasters and broadcast journalists who are on Twitter are not 

delivering audiences in a linear fashion; in a straight line between the radio (station) and the 

listener’s ears; rather, broadcasters and broadcast journalists who use Twitter seek to deliver 

audiences as a non-linear supplement, primarily as a marketing tool “that could result in higher 

ratings immediately” (Bury, 2016).  

Bury’s expectations regarding the use of Twitter dovetail into the research done by 

Revers (2014) which featured an examination of adoption, engagement and discussion about 

Twitter within the political press corps at the New York State Capitol. Results of Revers’ 

research revealed branding, improved consumer loyalty, expanding audiences and advertising 
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legacy news products among the economic motives to start and keep tweeting (p. 813). Bury’s 

comments revealed similar sentiments; branding, “more awareness of the brand in general and 

for, I think it's also for the people involved”; improving customer loyalty, “our number one 

mission is getting more people to listen to radio and getting them to listen longer”; expanding 

audiences, “that actually could result in higher ratings immediately”; and advertising legacy 

news products, “I think the primary focus needs to be the radio product” (Bury, 2016). All were 

offered as reasons for sportscasters and show hosts at TSN 690 to start and keep tweeting. 

By incorporating a hashtag such as #Habson690 into her tweeting habits, Jessica Rusnak 

was satisfying her organization (TSN 690) not from an editorial perspective, but from a 

marketing and promotional perspective. By requesting that she incorporate the #Habson690 

hashtag, TSN 690 was acknowledging Rusnak’s value to the radio station by “piggy-backing” on 

her tweets through the automatic re-tweeting function associated with the #Habson690 hashtag. 

At The Gazette, Dave Stubbs said management asked him to incorporate the hashtag #HabsIO, 

with The Gazette, thus “piggy backing” on his profile and reputation as a journalist of some 

standing.  

TSN’s John Lu said there were instances where he would tweet video or still images on 

his Twitter account that would be unlikely to make it to air. He saw this as another way to serve 

his followers and the market, while maintaining what he called his “professional presence” on 

days when he would not be filing for the network on a formal basis. In this regard, it can be 

argued that, not only does Lu serve the market with his presence on Twitter, but he is marketing 

himself by maintaining what he called a “professional presence.” This would reinforce Murthy’s 

(2013) contention that, “in a sense Twitter markets us through our tweets and, as such, shifts us 

more toward an “age of advertisement,” where we are not necessarily advertising products, but 
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rather, ourselves (and our self-commodification)” (p. 35). 

It may be the case, as Holton and Molyneux (2017) posit, that organizations “place more 

value on reporters as organizational branders and professionals, limiting reporters’ ability to 

express personal identity online” (p. 206). However, based on the use of Twitter by Marc 

Antoine Godin and Andie Bennett, for example, Twitter is a natural avenue for personal 

expression. Both Bennett and Godin turn to the micro-blogging platform to display personality, 

and a side of them that might not been seen in their work as journalists with CBC and La Presse. 

TSN’s John Lu also added that if done in an appropriate fashion, Twitter could be “a fun way to 

inject a little personality.”  

English (2016) writes: “It appears a large segment of sports journalists are missing 

Twitter’s key benefits of following sources, promoting stories, engaging with readers, and 

receiving up-to-the-minute news” (p. 497). That may have been the case in 2012 when English 

conducted a study of six broadsheet/quality news organizations in Australia, India and the United 

Kingdom. However, based on the research collected and presented here, journalists use Twitter 

for precisely those reasons: following sources/receiving up-to-the-minute news (Twitter as a 

newswire); promoting stories (self-commodification); and engaging with readers, a practice that 

is fraught with its own perils.  

So, while it may be true, as Lasorsa, Lewis and Holton (2012) contend, that journalists 

who tweet “do not face the same level of oversight nor the same necessity to stay on topic 

journalistically” (p. 24), the journalists interviewed for this thesis inherently understand what is 

expected of them, editorially, when it comes to the use of Twitter.  They do not necessarily need 

a level of oversight when it comes to its use. Indeed, they understand the need to stay on topic 

editorially, and by extension with their followers, despite the “inherent danger of having a space 
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where any opinion is welcome or easy to spout” (Engels, 2016). It’s a space where “you have an 

onslaught of people telling you that you’re stupid” and when there is “no real accountability for 

that” (Bennett 2016; Rusnak, 2016).  

At TSN 690, the journalists and show hosts have a level of responsibility when it comes 

to deciding how to navigate these occasionally treacherous waters. Chris Bury says although 

TSN 690 has a social media policy which calls “for our people to be very, very respectful with 

the listeners, the people who they’re encountering on Twitter,” he states it is up to the individual 

to decide how much time they want to spend interacting with followers.  Although Bury 

maintains that, despite the expectation that “people stay on top of social media,” and that “there’s 

certain things we expect everybody to do . . . no matter what you’re tweeting about, no matter 

how many times you’re tweeting,” he adds, “The primary focus needs to be on the radio 

product.” This directive is meant to ensure that journalists and show hosts understand the priority 

is “getting the solid, compelling radio show or report on the air,” said Bury.  

In this manner, Bury, a manager, is at odds with Steensen’s (2016) contention that: “As 

journalists build direct social relationships with audiences in social media, they detach 

themselves from the news organizations that employ them and thereby from the context and 

audience reach provided by those organizations” (p. 114). There appears to be little evidence of 

such detachment in the evidence presented here. Andie Bennett, for example, says she often gets 

ideas for stories from Twitter; stories that Bennett would share with her listeners on CBC radio. 

“I’ve gotten some witty retorts on Twitter that I’ll kind of repeat or read back if somebody is far 

more funny and hilarious in print than I am,” said Bennett. Rather than denoting a detachment 

from the news organization that she works for, Bennett’s use of Twitter for story ideas that she 

would share with CBC listeners would indicate a strong link between the relationship she has 
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established with her Twitter followers and her radio duties. While Chris Bury is taking steps to 

make sure that journalists and show hosts do not detach themselves from the organization that 

employs them (in this case TSN 690), he acknowledged the difficulties associated with engaging 

with the audience on Twitter. “One area that we and other media struggle with is how to find the 

time and the right way to set up the process so that we can properly interact with people, even on 

our official accounts” said Bury. “And that's a weakness that I think we, and as I said, other 

media probably share, and we need to work on that more. So, you know, in a way, the 

integration, we encourage it, we don't necessarily do it all that well, but we encourage it.”  

At The Gazette, the journalist has a professional responsibility when dealing with those 

on Twitter who are trying to antagonize, according to columnist and former Gazette sports editor 

Stu Cowan. “The thing about Twitter, it's easy enough to block somebody or ignore them, too” 

says Cowan. “That's part of the responsibility I think a professional journalist has when people 

are, trolls are out there trying to antagonize.”  

 Russell (2015) writes that: “[Twitter’s] interaction with citizens could build a larger, 

more engaged news audience by strengthening connections between journalists and the public” 

(p. 204). The reactions from the journalists presented here indicate that they are indeed engaged 

with audiences and, mostly, enjoy the feedback. Clearly, there’s an understanding on the part of 

the journalists and supervisors that it’s up to the individual journalist to maintain what can be 

described as a “healthy relationship” with this engaged audience. For TSN’s John Lu, that means 

keeping followers at “arms-length.” For TVA’s Louis Jean, it means tuning out the “noise.”  

Dave Stubbs acknowledges that he’s less tolerant of Twitter trolls. “Many of my colleagues use 

the block function religiously,” said Stubbs. “There's absolutely zero tolerance for anything. I 

think I'm less tolerant than I used to be.” John Lu offers that he has some level of tolerance for 
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trolls. “Most replies I can put up with, profanity I can put up with, whatever. There are certain 

lines that if people cross them, well screw them, right?” he said.  

 While it may be fair to expect journalists to apply prescriptive “logic” to a holistic 

technology when it comes to the work that broadcast/print/digital journalists do on Twitter, it 

may be less realistic to expect that journalists, simply by extension and by virtue of a prescriptive 

job description, inherently know how to deal with “trolls and bullies.” A number of journalists 

acknowledged Andie Bennett’s concerns that “it's not the easiest thing to do when you have an 

onslaught of people telling you that you're stupid or they don't like what you said or that they 

think you're an idiot.” To that end, there may be more of a need for guidelines to be set down by 

news supervisors regarding the use of Twitter when it comes to audience engagement. This is 

evidenced by Marwick and Boyd’s (2011) abstract concept of the networked audience as: “A 

variety of imagined audiences [that] stems from the diverse way Twitter is used: as a broadcast 

medium, marketing channel diary, social platform, and news source. The networked audience is 

an abstract concept and varies among Twitter users, in part because it is so difficult to ascertain 

who is actually there” (p. 122).  

In addition to trying to ascertain “who is actually there” journalists on Twitter are tasked 

with dealing with news consumers who are quite capable of adding an extra layer to the editorial 

process. As Murthy (2013) writes: “Interactive multicasting blurs the role of consumers on 

Twitter as these consumers simultaneously become producers when they add a phrase and 

retweet a story they find interesting” (p. 7). Sheffer and Schultz (2010) are correct when they say 

that “what traditional media lose in a sense, they will gain in the ability to converse directly and 

immediately with sports news consumers” (p. 482). That ability to converse directly and 

immediately with sports news consumers, however, has not come without its tensions. To restate 
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John Lu’s regard for aggressive Twitter followers: “There are certain lines that if people cross 

them, well screw them, right?” Or Dave Stubbs’ sentiments: “Sometimes you just kind of need to 

get the hell away from it too.” Similarly, Chris Bury intimates a need for management to be 

involved in helping journalists more effectively deal with the audience on Twitter when he says: 

“One area that we and other media struggle with is how to find the time and the right way to set 

up the process so that we can properly interact with people.” On the other hand, Stu Cowan puts 

the ball back in the journalist’s court when he says: “The thing about Twitter, it’s easy enough to 

block somebody or ignore them too.” “That’s part of the responsibility I think a professional 

journalist has when people are . . . trolls are out there trying to antagonize.” 

 What is the value of conversing directly and immediately with sports news consumers 

when, as Dave Stubbs pointed out, many of his colleagues use the block function religiously and 

when “it’s easy enough to block somebody or ignore them too?” (Cowan, 2016). How can news 

supervisors be more directly involved in helping journalists deal with Murthy’s blurring role of 

consumers (and the difficulties associated with dealing with an abstract concept of the networked 

audience (Murthy, 2013, p.7; Marwick & Boyd, 2011, p. 122)? How can managers work to 

establish a process so that, as TSN’s Bury puts it, “we can properly interact with people?” Or, is 

it perhaps too late for that? Has Twitter matured and aged as a technology to the point that more 

journalists will join Marc Antoine Godin on the sidelines simply because they got tired of 

tweeting the same things as everybody else? Will more media outlets follow La Presse’s lead 

and ask their journalists to begin to detach themselves from Twitter because, in the words of 

Marc Antoine Godin, “the bigger the news, the more important it is that I don’t do it through 

Twitter, because it’s something that doesn’t help La Presse.”   

Molyneux (2015) writes: “As journalists negotiate this new space, they must decide what 



 89 

is most important for them and for their profession” (p. 933). The interviews presented here 

indicate that these sports journalists have a firm handle on what is important for them and their 

profession. At the same time, as supervisors negotiate this new space, they, too, must decide 

what is most important for their respective organizations and the profession. The two are not 

mutually exclusive. As Bossio and Sacco (2016) contend: “However, journalists are also 

balancing organizational pressure to represent themselves as a media “brand,” especially as this 

benefits their news organizations” (p. 5). 

 This balancing act is taking place in an environment that is fraught with conflict and 

tension. Although Molyneux (2015) writes “For journalists it is time to re-evaluate their role as 

individuals with a newly active public” (p. 933) it can be argued that this re-evaluation is well 

underway and needs to be more formally addressed by both journalists and their supervisors. 

There appears to be a disconnect on the part of journalists and media organizations when it 

comes to dealing with this “new active public” within a job description that is ensconced in 

traditional habits and workflows. No longer are news and sports consumers tied to journalists 

through one-way, prescriptive-based production schedules and deadlines when looking for 

opportunities, for example, to challenge and call out reporters and their stories. Gone are the days 

when phoning radio sports talk shows or sending letters to the editor were the only options for 

news and sports consumers to get their points across. Sports consumers now have a direct 

pipeline to journalists and each other via Twitter, removing the distance and space that used to 

separate the journalist and consumer.  

Twitter’s “ritual view” of communication is, in effect, in direct conflict with Carey’s 

“transmission model” of communication; a model that is associated with journalism’s 

traditionally prescriptive workflows. There is direct evidence of that conflict when it comes to 
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how journalists engage with the public on Twitter. Of the transmission model, Carey (2009) 

writes: “The center of this idea of communication is the transmission of signals or messages over 

distance for the purpose of control” (p. 12). Of the ritual view, he says, “communication is linked 

to terms such as “sharing,” “participation,” “association,” “fellowship,” and “the possession of 

common faith” (p. 15). While Twitter offers users the ability to participate in the communication 

and sharing of messages, it offers none of Carey’s “control.” The result, as described in the 

context of the interviews presented here, can be somewhat chaotic, as both journalists and their 

supervisors recognize they must be involved in managing and mitigating the chaos and angst 

journalists can clearly feel when asked to deal with the audience on Twitter.  

Further, while Dave Stubbs acknowledges his obsession with Twitter and his “constant 

battle” to strike a balance between his life on Twitter and his life outside of Twitter, and John Lu 

has found a “happy medium,” the results of this research show that it is, by and large, left to the 

individual to reconcile the many demands and challenges.  “It's a mandatory, mandatory thing 

right now,” says Stu Cowan, “and you need to be following Twitter regularly and keeping an eye 

on what's happening in the beat that you're covering.” “It does sometimes take away from other 

things that I would enjoy doing or, you know, feel that I should be doing and that’s always an 

ongoing thing,” says Dave Stubbs.  

Ursula Franklin’s (1990) observation on technological enslavement rings true. “But when 

a technology, together with supporting infrastructures, becomes institutionalized,” wrote 

Franklin, “users often become captive supporters of both the technology and infrastructures . . . 

thus a technology that had been perceived to liberate its users began to enslave them” (p. 95) 

(italics are mine). Franklin was making a point about another ubiquitous technology, the 

automobile. In the case of Twitter, is it possible to simply replace the word “automobile” with 
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the word “Twitter”? The answer to that question, based on the evidence presented in this 

research, is yes. 

For all the editorial freedom that Twitter would appear to offer as a result of its holistic 

technology, there is very much a prescriptive mindset associated with the work that journalist’s 

do on Twitter. Although there are some guidelines in place at news organizations when it comes 

to the use of Twitter by journalists, it is also clear that journalists are expected to “know how to 

handle themselves.” At TSN 690, for example, “there's certain basic skills they're expected to 

have” (Bury, 2016). At The Gazette, Twitter usage has evolved, according to former sports 

editor, and current Gazette columnist, Stu Cowan: “We've had people come in here, you know 

Twitter experts, I guess, come in and explain to us the importance of it and explain to us the best 

way to use it, that's gone through the whole newsroom, training sessions about the best practices 

for Twitter.”  

 In conclusion, how will those “certain basic skills” that Bury refers to evolve in the 

future? Will Twitter training throughout the newsroom become a more institutionalized process? 

Or will journalists continue to be expected to draw upon their skills as print, broadcast and/or 

digital journalists in their use of Twitter? Will there be more than, as Andie Bennett puts it, 

“wiggle room” available for journalists when it comes to the nature of the tweets they share with 

their followers? Or will journalists continue to equate the act of tweeting as an extension of the 

work they currently do on the air, in print, or online. Fundamentally, the question that must also 

be asked is: In what ways do you expect your use of Twitter to change in the future?  

John Lu says Twitter, already deeply embedded in TSN’s workflow and production 

process, is going to become more important, particularly when it comes to shooting more video 

and putting it on Twitter; a directive that has come from management. This is an example of 
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management driving Twitter usage in a top-down fashion, acknowledging Mosco’s (2009) 

opportunities that new media offer to commodify content “because they are fundamentally 

grounded in the process of digitization, which refers specifically to the transformation of 

communication, including data, words, images, motion pictures, and sound, into a common 

language” (p. 135). In this case, that common language is Twitter. Furthermore, says Mosco: 

“Digitization expands the commodification of communication content by extending the range of 

opportunities to measure and monitor, package and repackage, information and entertainment” 

(p. 135). Management at TSN is certainly acknowledging the value that Twitter offers in this 

process, and, as such, is one example of how supervisors will drive Twitter usage going forward. 

As Lu says, “Twitter has become just such a massive part of how we deliver information now.”  

Louis Jean acknowledges the need to do a better job of using Twitter to promote himself 

and the work that he does as a television journalist, something he admits he is “not very good at.” 

In doing so, Jean is further tying the holistic work he does on Twitter to the prescriptive work he 

does on television, further reinforcing the overriding theme that has emerged in this thesis: 

(these) sports journalists don’t stray far from their prescribed roots when it comes to Twitter. In 

addition, like Chris Bury’s edict that radio remain the priority for TSN 690 broadcasters and 

journalists, TVA’s Jean brings it back to the work he does as a broadcast journalist when he says 

that, ultimately, it is all about ratings: “I mean, what we do is about selling papers or getting 

clicks on the web or having people sitting in front of their TV watching the hockey game. And so 

that’s one thing that I’m not very good at that I have to really improve.”  

 Like Jean, Andie Bennett feels she can use Twitter more efficiently. However, Bennett is 

not necessarily tying a more effective use of Twitter to generating more listeners for CBC Radio. 

Rather, she hopes she can do a better job in the area of self-commodification, by doing things on 
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the microblogging platform to generate more followers. She has also expressed a reluctance to 

“put something out there, because I think I’m going to get smashed down by the hoards on 

Twitter, and you know I wish I didn’t do that.”  

After a lengthy career with The Gazette, Dave Stubbs, who now tweets as a columnist for 

www.nhl.com said he doesn’t expect he’ll change how he uses Twitter in the future because the 

NHL sees the value of being able to piggy back off his work. In Murthy’s “age of 

advertisement,” the NHL sees the value of using Stubbs’ Twitter feed to communicate the 

league’s message. Stubbs says the way he’s been using Twitter is exactly what the league wants: 

“Have some fun with it, use it as a vessel to share information, and to communicate the message 

of the league,” he says.  Like Stubbs, Eric Engels says he doesn’t expect his use of Twitter at 

Sportsnet to change in the future, because he feels he has mastered the way to interact and use 

Twitter to advantage. This suggests that Engels is comfortable with the relationship he has 

cultivated with his Twitter followers and will continue to use the microblogging platform to 

grow his brand and, central to the theme of Twitter as newswire, follow other people’s work. 

Engels’ issue with Twitter is limited and more technological in nature, and stems from a current 

lack of an editing function for tweets; a tool that would make it clear that a tweet has been edited 

“because it’s easy to make a mistake when you’re rushing, but that’s about it.” (Engels, 2016). 

 Like Engels, La Presse’s Marc Antoine Godin discussed the functionality of future 

Twitter use, in this case, as it relates to the platform’s 140-character limit. Godin says if Twitter 

expands its character limit, it could open up new possibilities and potentially change his use of 

Twitter. For the time being, however, he doesn’t foresee any change. This would indicate that 

Godin will continue to remain somewhat of a spectator on Twitter, especially if La Presse 

continues to make it clear that Twitter is not part of its strategy and that he not take to Twitter to 
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break news, a function described as “essential” by some of the journalists and supervisors 

interviewed for this thesis. 

 Stu Cowan came to this study with a unique perspective, one that encompasses life as 

both a columnist, his current role with the The Gazette, and as The Gazette’s former sports editor 

(a position he held for 12 years.) Knowing what he now knows about Twitter from a hands-on 

perspective Cowan says, “I think we all would have got on it earlier” and would have embraced 

it quicker. He says that there’s been a recent push at The Gazette towards Facebook, adding, 

“that’s probably where we’ll be able to get a growing number of eyeballs going to our site.” 

Cowan is also factoring in the ever-changing social media landscape when he asks: “And then 

also, who knows what’s coming up next?” Jessica Rusnak, now with the CBC, believes she has 

the answer to that question, and it isn’t Twitter. Rusnak feels that Twitter is beginning to take a 

back seat to other social media platforms, such as Instagram and Snapchat, and starting to lose its 

appeal. Despite this perceived move away from Twitter by some, Rusnak does not see Twitter 

becoming a less important part of her workday as a journalist. “You will also need to use 

Twitter,” she says, “because there still are people using it that really like it.” 

 TSN 690’s Chris Bury shares Rusnak’s perspective. He does not think that Twitter is 

going away, and that it will continue to be very useful to sports media outlets, but sees change 

coming in the increased use of other digital platforms. “Who knows what kind of social media 

platform we're going to be focusing on in a few years from now,” says Bury, “and who knows 

what the best strategy will be to maximize that platform.” Somewhat paradoxically, one thing 

Bury doesn’t see changing is the constant evolution of social media. 

 As we look toward the future use of Twitter, we are presented with a mix of journalists 

and supervisors with different perspectives. Some are confident in their abilities to use the 
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microblogging platform in a productive manner; others acknowledge certain shortcomings, 

including when it comes to exhibiting the confidence necessary to “put themselves out there” 

with a public that has the ability to interact with both journalists and the audience through 

Twitter’s holistic technology. Some also share a sense of the unknown when it comes to time 

that will be spent on various social media technologies in the future. Twitter would certainly still 

appear to be in the mix, and a priority to most, but not all.  

 Future research in this area should seek to determine whether other media outlets are 

pursuing a philosophy similar to that of La Presse when it comes to directives issued to their 

sports journalists in the use of Twitter. The work habits of sports journalists on Twitter should 

also be examined to determine whether a growing number are following in Marc Antoine 

Godin’s footsteps, refusing to succumb to the “scoop” mentality. In addition, further research is 

required to determine why it is that, despite the editorial “principles” displayed on Twitter by this 

particular group of sports journalists, there are instances when sports journalists have been 

known to take to Twitter to share what were termed “disrespectful and unacceptable” tweets, as 

evidenced by the following headline from motorsport.com: “Writer fired after “unacceptable” 

tweet about Sato’s Indy 500 win” (Malsher, 2017). What prompts one journalist to “toe the 

editorial line” on Twitter, and another to cross it?    

Further to the work that journalist’s do, will Jessica Rusnak’s move to incorporate other 

social media programs, such as Instagram and Snapchat, eventually lead her, and journalist’s like 

her facing the same work-related demands, to step away from Twitter in order to be able to 

devote more time to these other platforms and their jobs as print/broadcast/digital journalists? If 

Rusnak is correct when she says people are just not as interested in Twitter anymore, does it 

signal that other journalists are preparing to migrate away from Twitter in order to follow their 
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audiences to other social media platforms? In addition, further research is required to determine 

if supervisors will lead this migration in a top-down fashion and more clearly spell out what is 

expected of journalists when it comes to formally incorporating an increasing number of social 

media platforms into their work routine. 

Or, will journalists simply, by and large, continue to be expected to navigate these 

sometimes-treacherous social media waters on their own, with an understanding that they 

inherently know how to conduct themselves in that space? Will it continue to be the case, as 

Jessica Rusnak put it when it came to incorporating Twitter into her work routine, “just kind of . 

. . go out there.” 
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