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Executive Summary 

It is common knowledge that online environments have been difficult venues for 
commercial media companies. Current digital revenue models tend to be weaker 
than traditional revenue models (Berman et al. 2011), and the fragmentation of the 
online audience has created niche groups that are hard and unprofitable to serve. 
Different commercial platforms for user generated content are tightening the 
competition for consumers’ interest and advertising revenues. Because of these 
reasons there is an existing need for complementary business models, and 
harnessing users as content creators through revenue sharing programs is one 
possible addition to these models.  

In this first part of the publication the concept of revenue sharing is dealt on the 
basis of literature and existing examples. Bloggers and citizen journalists are 
examined as potential content creators. Conclusions suggest that crediting, 
transparency and clarity are important when implementing revenue sharing model, 
and that the challenge of malicious or undesirable content is resolvable through 
identification. It is also likely that favorable themes for content will be found 
inside local and personal spheres, and that the professional bloggers are not likely 
to be the contributors. 

In the second part we present results of an on-line survey. In the survey there were 
total 521 respondents.  The survey was conducted in Otavamedia on-line 
communities Muropaketti, Kaksplus and Ellit.  

The survey results show, that from the user’s point of view there seems to be a 
strong demand for user created content. Respondents to our study were ready to 
read articles from amateur writers. Nine of ten thought that stories from ordinary 
people were important. Users were also ready to write their own articles if they 
were paid from it. 

When asked about trustworthiness, local articles were evaluated the best. Stories 
near the writer and reader were considered the most reliable. This includes local 
news and for example topics where the writer has his or her own experimental 
knowledge.  Respectively, user’s preferred to read distant stories e.g. foreign 
writings from real journalists.  

The general opinion was, that if amateurs are paid then their stories should be well 
written. Recommendations of different products and services were also considered 
as important subjects to amateur writing. Personal experiences of home 
appliances, different technical devices, good baby sitters, food recipes etc. were 
suggested as interesting topics for amateur writers.  

All the models presented for user created content revenue share were supported. 
Payments to user created articles got nearly the same support as certain product 
gifts or publicity to article topics or to the writer. Respondents wanted also to get 
co-operation possibilities as a reward from their content. 

 
 



Next Media - a Tivit Programme 
 

 Phase 1 (1.2-31.12.2011) 

 

 
 WP 1  ADFEED D1.3.4.1, D1.3.5.1 USERS ON THE PAYROLL 4 (48) 

  

 

Table of Contents 

Executive Summary ..................................................................................................... 3	  
Part I: Sharing (Advertising) Revenues in Commercial Mediaspaces ......................... 6	  
1	   Introduction ............................................................................................................. 6	  
2	   The User Inside and Outside of Commercial Media Space .................................... 7	  

2.1	   Creating the Original Content: Citizen Journalism .......................................... 7	  
2.2	   Creating the Original Content: Blogging .......................................................... 8	  
2.3	   User Participation in Online Commercial Media ............................................ 10	  

3	   Revenue Sharing .................................................................................................. 11	  
4	   Encouraging and Monitoring User Contribution .................................................... 13	  

4.1	   Measurement and Encouragement of Quality UGC ...................................... 13	  
4.2	   Fraud Prevention and Copyright Issues ........................................................ 14	  

5	   Discussion and Conclusions ................................................................................. 15	  
5.1	   Elements of Possible Success ...................................................................... 15	  
5.2	   Drawbacks and Benefits of Revenue Sharing ............................................... 16	  
5.3	   Open Issues for Future Research ................................................................. 17	  

Part II: Revenue Sharing of Online Communities – A Survey Study ......................... 19	  
6	   Introduction ........................................................................................................... 19	  
7	   Survey Methods and Respondents ....................................................................... 20	  

7.1	   Web Survey ................................................................................................... 20	  
7.2	   Respondents’ Background ............................................................................ 20	  

8	   Results .................................................................................................................. 22	  
8.1	   Content Themes for Amateur Writers ............................................................ 22	  

8.1.1	   Topics for Amateur Writers ................................................................ 22	  
8.1.2	   Different Locations ............................................................................. 23	  

8.2	   Recommendations ........................................................................................ 25	  
8.2.1	   Bloggers as content creators ............................................................. 25	  

8.3	   Compensation to amateur writers ................................................................. 28	  
8.3.1	   Revenue share models and different ways to pay ............................. 28	  
8.3.2	   Financial payment as a compensation ............................................... 28	  
8.3.3	   Revenue share methods .................................................................... 29	  

8.4	   Overall View .................................................................................................. 32	  
8.5	   Revenue share models and users ................................................................. 33	  

9	   Conclusions .......................................................................................................... 34	  
Acknowledgements .................................................................................................... 35	  
References ................................................................................................................. 35	  
Websites and Other Sources ..................................................................................... 37	  
Appendix 1. Web survey form (in Finnish) ................................................................. 39	  



Next Media - a Tivit Programme 
 

 Phase 1 (1.2-31.12.2011) 

 

 
 WP 1  ADFEED D1.3.4.1, D1.3.5.1 USERS ON THE PAYROLL 5 (48) 

  

 

Appendix 2. Differences between Muropaketti and Kaksplus respondents ............... 47	  

 

  



Next Media - a Tivit Programme 
 

 Phase 1 (1.2-31.12.2011) 

 

 
 WP 1  ADFEED D1.3.4.1, D1.3.5.1 USERS ON THE PAYROLL 6 (48) 

  

 

 

Part I: Sharing (Advertising) Revenues in Commercial Mediaspaces 

Juhani Linna 

1 Introduction 

Social software environments and user generated content (UGC) have been 
challenging mainstream news industries and their products for a decade already. 
Financially the most prominent change has been in the field of marketing, where 
advertising investments are increasingly shifting towards online services, i.e. to 
places where people now spent their time. These services are (apart from Google, 
Yahoo and Facebook) often and especially in Finland owned by the same 
companies that have been distributing newspapers and TV-programs, and these 
companies are therefore not in imminent danger of losing their advertising 
income. However, several social media services have become remarkably popular, 
and their success stories prove that user generated content (UGC) has an 
undeniable business potential. It is also obvious that the competition for online 
advertising incomes is fierce in the future. Currently, five of the 20 most visited 
websites in Finland are online newspapers, two are TV-broadcasters and six are 
social media brands (Alexa Web Ranking, 2011). 

Some pundits have predicted that UGC and its cost-effective distribution channel 
the Internet are challenging the media industry also as a content providers and 
distributors - both in news business and in entertainment. For example citizen 
journalists and bloggers can be seen as competitors to media industry as content 
creators and collectors of advertising revenues. Citizen journalism can here be 
described as a selection of online practices that ‘ordinary’ users employ in 
journalistic practices (Goode, 2009), while blogs can be characterized as 
frequently modified and chronological amalgams between diaries, web sites and 
online communities (Jones and Alony 2008; Embrey 2002). Both bloggers and 
citizen journalists have generated content no end and raised an extent of scholarly 
interest, but so far it seems that the competition between professional and user-
generated content is rather insignificant. Despite all the hype and popularity, only 
a tiny amount of blogs draw enough attention to generate revenue worth 
mentioning. Citizen journalists are doing even worse: While the idea of users as 
news producers or storytellers might be an exciting concept, it has proved to be 
unprofitable and often unviable in the long run. For the present, it seems that 
workable business models for citizen journalism are extremely challenging to 
implement (Quinn and Quinn-Allan 2010). 

However, it does not seem likely that the megatrend of user generated content will 
decline. This means that any business that is hoping to gain online revenue from 
contents or from advertising has to reckon in the participating user. In case of 
media industry, scholars (for example Quinn and Quinn-Allan 2010, Bruns 2010) 
predict the coming together of professionals and amateurs in the media industry. 
There have already been various attempts to merge professional news industry 
and the contributing citizen, but besides the difficulty of reaching economic 
break-even point there are other open issues: The question of quality, the question 
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of control and the question of rewards. From the existing business models in this 
context, revenue sharing is perhaps the most promising one. 

In revenue sharing, the service owner (here a commercial media operator) 
provides the platform for the content providers (here citizens or users) and shares 
the revenue it has been generating with them. With commercial media spaces, this 
revenue is almost always directly or indirectly generated from advertising. In the 
following, the concept of user generated content is enlightened from the 
viewpoints of citizen journalism and blogging, and the possibilities of revenue 
sharing in this context is outlined based on the findings from literature and 
existing examples. This study serves as a framework for results found in an online 
survey and presented in Part II of this publication. The survey was conducted in 
Finnish media portal in Autumn 2011. 

2 The User Inside and Outside of Commercial Media Space 

User generated content is a vague concept. It can be a full-length amateur movie, 
vicious comment on a message board or just a click of a virtual thumb in 
Facebook. Even search engines print out user generated content, since the ranking 
is mostly based on the action of users. Stöckl et al. (2008) enlist that the four main 
reasons behind UGC are fun, information dissemination, contacts and personal 
documentation. In this context it is, however, important to distinguish and define 
original user generated content from copied content or meta-content. Original 
refers to ‘a work composed firsthand’ (Merriam-Webster). In here a special focus 
is taken on citizen journalists and bloggers as potential creators of original content 
and as subjects in revenue sharing. 

2.1 Creating the Original Content: Citizen Journalism 

Citizen journalism has been seen as a new form of ‘participatory journalism’ that 
emerged with and is empowered by Web 2.0 technologies. Citizen journalism 
includes activities like blogging about current events, sharing photos or videos 
and posting eyewitness commentary as well as actual amateur reports usually 
published in specific sites. Perhaps the most notorious examples of independent 
citizen journalism are South-Korean Ohmynews and already deceased but highly 
ambitious Guerilla News Network (GNN). The broad definition of citizen 
journalism also includes activities like re-posting, linking, tagging, modifying or 
commenting news materials,  i.e. without creating any actual (original) content 
(Goode, 2009). These activities are often referred as metajournalism. 

The motivations behind user generated content in general have been widely 
studied (see for example Daugherty et al. 2008 or Stöckl et al. 2008); however it 
is difficult to find scholarly evidence about the incentives behind citizen 
journalism in particular. Richard Sambrook, director of Global News at the BBC 
addresses (2009) that citizen journalism can be broadly grouped into four kinds of 
activity, which all have different motivations, purposes and effects. While the 
backgrounds and reasons for this classification might need more clearance, his 
claim that contributors motivations vary depending on the type of the content 
seems highly justifiable. Sambrook’s ‘four kinds of sharing’ are eyewitness 
reporting, opinion sharing, investigative reporting and networked journalism. 
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As Sambrook claims, many activities of citizen journalism have motivational 
roots that go further to history than the birth of the Internet. Eyewitness reporting 
is about the sharing of an (accidental) experience; although sometimes monetary 
incentive is involved, it is not really about the money. The opinion sharing of the 
public has been on-going for decades, and this activity inside journalistic sphere is 
merely an extension to bulletin boards and blogs. The last two of the Sambrook’s 
groups, investigative reporting and networked journalism, are the ones where 
actual planned and comprehensive work takes place. Sambrook’s examples of 
investigative reporting are blogs about the Iraq war; there citizen journalism is 
seen as a partisanship against sometimes biased mainstream media. The driving 
motivational factor for investigative reporters is the received credit about their 
work. Networked journalism is about harnessing the expertise of users to serve 
niche audiences: When the audiences become extremely fragmented, it is not 
possible for any operator to write for all of them with authority. Driving 
motivational factors behind this sharing of expertise are learning and teaching. 

2.2 Creating the Original Content: Blogging 

One enormously famous activity for creating original content is blogging, i.e. 
‘writing a blog’. While blogs can and cannot be counted as citizen journalism 
depending on their theme, bloggers and citizen journalists have different status in 
scholarly literature and are discussed mainly as separate groups. The estimated 
amount of blogs ranges from tens of millions to over 200 million (Blogpulse’s 
figure for 2010 is 153 million), but in this case qualitative research questions are 
far more interesting: What do bloggers write about, and what are the incentives 
behind their writing? 

Jones and Alony (2008) have studied blogs and analysed the motivations behind 
blogging based on the classification crafted by Kumar et al. (2004). According to 
their research, bloggers deal with a large spectrum of personal interests in their 
blogs, and take very narrow but in-depth focus on the issues that interest them. 
Jones and Alony introduce seven motivational schemas behind blogging, which 
are illustrated in Figure 1. All in all, the incentives seem to be highly self-centric 
and therefore quite far away from the motives that we like to think are behind 
journalistic activity. Mitchelstein and Boczowski (2009) have found similar 
results from their sources: most blogs resemble more the format of a personal 
journal, and do not feature news content or commentary about public affairs. 
Karen McCullagh’s (2008) survey of British bloggers revealed that most 
important reasons for blogging were documentation of personal life (62.2 per cent 
of the respondents enlisted it as a major reason, and 27.2 per cent as a minor 
reason) and creative self-expression (50.9 % and 35.9 %). The last important was 
making money (1.6 % and 4.7 %).  

Considering the shape and amount of discussion that is going on about blogging 
in the field of marketing, it is rather surprising that monetary rewards seem to 
have a small significance. When browsing through the top listings of Technorati, a 
blog search engine, the commercialism is conspicuous. The themes of the top 
blogs vary greatly, but all seem to be dealing with topical issues and are 
frequently updated. The possible disparity between scholarly reports and 
Technorati listings considering bloggers’ motives, news-interest or activity might 
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be explicable by the relatively small amount of competent and earnings-driven 
blogging. Quinn and Quinn-Alan (2010) state that according to O’Reilly Media, 
in February 2008 99.9 per cent of all blogs and citizen journalism sites generated 
less than 5000 page views a month, which meant that almost all of them earned 
less than $35 a month. The average blogger does not seem highly persistent either: 
according to Quinn and Quinn-Alan about 60 per cent of the blogs cease after 
second post. 

Another explanation for the rarity of monetary incentives might be that the 
blogosphere was shaped differently few years ago when these surveys were made, 
and the idea of earning through blogging took longer to spread than the idea of 
expressing. Assumedly there are also country-specific differences, although 
scholarly evidence concerning this is tenuous. Iain Dale (2008) noted that in 
contrast to the US where there are several influential and commercially successful 
political bloggers, there wasn’t a single political blogger in the UK who earned a 
living through blogging. Also, it is evident that earnings-driven blogging is 
increasingly popular in fast-growing developing economies like China and India.  

 
Figure 1: Seven motivation schemas for blogging (Jones and Alony, 2008) 

Although there are several ways to classify blogs by their content, there is no 
formal method. Vobič (2007) has divided blogs into four groups on the basis of 
work conducted by several researchers. These groups are 
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• Personal online journals, in which the bloggers present details from their 
personal lives, which some freely integrate into the events of the 
community; 

• Informative and interpretive blogs, in  which  the  bloggers  strive  to  
provide information  and  opinions,  to  broaden  knowledge  or  to  
promote  political  participation; 

• Public relations and advertising blogs, in which the bloggers are 
commercial, political and other agents who use the blog for either internal 
or external relations  with  the  public; 

• Other blogs, among  which  are  ranked  those  blogs  which  satisfy  very  
narrow and specific interests – for example fake blogs (or flogs) and spam  
blogs  (or  splogs) and the like. (Vobič 2007) 

2.3 User Participation in Online Commercial Media 

The media industry has recognized the value of user generated content already 
while still in embryo (for the history of UGC see for example Labato et al. 2010), 
but it was not until the Internet and Web 2.0 when user participation became 
profoundly and inevitably a part of nearly every media company’s strategy. The 
businesses have incorporated the new technologies of Web 2.0 rather rapidly, (and 
according to Picard (2009) with light basis), but that does not necessarily mean 
new revenues or even new ways to perceive the nature of their content. In here I 
take a brief look on the possibilities that user, particularly in the role of citizen 
journalist or a blogger, has inside the current online venues of media industry.  

There has been a considerable amount of research about citizen journalism, but a 
large portion of this research sees citizen journalism as somewhat opposite to 
professional or commercial journalism and media production. This approach looks 
a bit misleading. All major media sites seem to be rather embracing the 
contributing user than competing with him. This viewpoint has also wide 
scholarly backup: for example Hermida’s and Thurman’s (2008) survey of 
mainstream news organisations showed ‘a dramatic increase in the opportunities 
for contributions from readers’. In addition to the mandatory elements of 
commenting, sharing and discussing there are also tools for sending original and 
potentially newsworthy content, like hints and pictures. It is a normal procedure to 
also pay for the professional use of such content, Reuters’ YourView being one 
high-profile example. 

Regardless of all the tools and encouragement for user contribution, it is hard to 
find user generated journalistic content from mainstream news sites, apart from 
some complementary sub-sites like ‘Oma Kaupunki’ of Helsingin Sanomat. Users 
can take part in metajournalistic activities like sharing and moderated 
commenting, but the ‘real stuff’ is produced, owned and controlled by 
professional staff members. The collaboration between professionals and 
amateurs is very limited. True citizen journalist seems to be living only in 
blogosphere and amateur publications or in the withering group of idealistic news 
sites. Paulussen and Ugille (2008) see that the slow adoption of citizen journalism 
is caused by contextual factors, which include hindering organizational traditions, 
newsroom policies and the different viewpoints of editors and IT-staffers. Scarce 
resources and lack of time also favour traditional work practices and sources. 
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Lewis et al. (2010) find that citizen journalism is favoured or disfavoured either 
on philosophical or practical grounds among professional editors. 

Blogging on the other hand seems to be widely accepted and even encouraged 
activity in commercial media portals, and many of them have opened the 
possibility to blog also for ‘ordinary users’. In scholarly literature online 
newspapers and blogs are still mainly dealt as separate phenomena; in here 
examples are drawn from major Finnish online newspapers, all of which are using 
blogs. In many cases (i.a. Helsingin Sanomat, biggest daily and Iltalehti, biggest 
online tabloid) the group of bloggers is restricted to staff and selected celebrities 
and it is hard to tell how blogs differ from online columns. Aamulehti, second-
biggest daily in Finland, and Kauppalehti, biggest business newspaper, have open 
access blogging services for registered users. Aamulehti’s blogs are on separate 
and ad-free blogging service that is built on Ning’s online platform and is 
juristically hosted in USA. Kauppalehti’s blogs are also ad-free. Naturally all blog 
posts are linkable to social media services like Facebook or Twitter. Commercial 
content is forbidden and advertising, if any, is non-contextual banner advertising. 
No revenue sharing models are implemented. All in all; the observation of 
Rasmussen (2009) is visible: online newspapers have blogs, but no business 
model for them. Commercial collaboration with bloggers and advertisers happens 
elsewhere; Finnish examples are blog portals Indiedays and Lily which are 
offering bloggers a share of the advertising revenue or other commercial benefits 
such as gift vouchers.  

Vobič (2007) talks about the normalization of blogs in journalism: While 
commercial media companies are seemingly adopting blogs as a part of their 
domain, they are actually converting them to fit their agenda, i.e. normalizing 
blogs to journalistic discourse. This is clearly visible for example in the 
constraints that are set to bloggers, regardless of whether they are staff members 
(journalists) or not. If UGC is something that is created ‘outside of professional 
routines and practices’ (OECD 2007) and scholars like Petrič (2004) emphasize 
that one of the fundamental qualities of the blog is that it is ‘exclusively the 
property of the individual’, it is questionable how well the ‘blogs’ in commercial 
media actually reflect the idea of blogging as a form of UGC.  

3 Revenue Sharing 

With user generated content, the term revenue sharing refers to ‘passing on 
revenue […] to the users that have helped generate that revenue’ (Chai et al., 
2008). In online environment, Google has been the major trendsetter in open and 
easy-to-use tools for advertising revenue sharing, but there are also various other 
players. Currently, almost all commercial media sites gain incomes either solely 
from advertising or from subscription fees and advertising. This means that the 
companies are well-aware of the issues and metrics that relate to online 
advertising in their domain.   

Chai et al. (2007, 2008) have studied different approaches that social software 
websites have towards revenue sharing. While the concept of ‘social software’ 
embraces a wider collection of services than ‘citizen journalism’ or ‘blogging’, 
their work is found highly applicable in this context. Their survey of 21 websites 
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suggests that advertising incomes are, supposedly, by far the most common source 
of revenue sharing. In most cases the sharing of advertising revenues was the only 
way that users could generate incomes, usually directly or indirectly with 
Google’s advertising technology. It is notable that even though blogging or citizen 
journalism as activities are not restricted to individual efforts (Thurman 2008), in 
the revenue sharing models the user is a single entity. 

In practice, there are various different approaches to even advertising revenue 
sharing alone, and same site can have a variety of methods. Table 1 is compacting 
six different types of these approaches. The examples dealt in the following are 
mainly based on the findings of Chai et al (2008). Perhaps the most common and 
also most easy-to-implement way especially among new services is sharing the 
advertising incomes through external service, which in most cases is Google. 
With Google tools, this happens by linking user’s account to the site by ‘publisher 
ID’, and Google AdSense then provides contextual advertisements on set 
positions. Users receive a percentage of the advertising revenues from the pages 
that contain their content, and this percentage can be up to 100 per cent (like in 
case of Flixya). There can be also a division of advertisement time between the 
site and the user: In DotNetKicks, site’s advertisements are displayed 50 per cent 
of the time, and the story creator’s advertisements will be shown for the other 50 
per cent on his content. 

For commercial media operators, who often wish to have total control on the 
advertising content and the site layout, other approaches in revenue sharing might 
be more appealing. Building sharing models similar that the exploiters of 
Google’s tools have, but retaining all revenue management to itself is one option. 
Paying for the amount of content might be applicable for services that need to 
generate more content rapidly, like it was the case with SharedReviews.    

Table 1: Different types of approaches for sharing advertising revenue. NB: Many 
of the existing models are mixtures of these approaches. 

Type of Approach Explanation Examples 
Sharing by quality of 
the content 

Users are paid according to the quality of the 
content they contribute 

Ohmynews 

Sharing by volume of 
the content 

Users are paid according to the amount of 
content they contribute 

SharedReviews 

Sharing by total 
advertising income 

Users are paid a portion of the total 
advertising revenue the site generates 

- 

Sharing by page views 
or by clicks 

Users are paid according to the number of 
times an advertisement is viewed or clicked 
on a their profile or content 

Suite101 

Sharing by user 
activity 

Users are paid (also) according to their 
activity on the site, e.g. user referrals and 
comments 

thisisby.us 

Using external 
advertising service 

Users are paid through external revenue 
sharing service, like Google AdSense 

HubPages 

Using external content 
service 

Users provide their content to a dealer, who 
pays the user if his content is sold 

Helium 
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Paying user based on the quality of his contributions is an interesting technique, 
but requires resources to measure that quality. Helium.com is a website that uses 
peer-rating to determine the value of the articles users contribute. High ranking 
serves as an asset, which draws more page views and generates higher share of 
advertising revenue to the writer. Helium.com also sells selected high-quality 
content to external services: If the article is bought, the site recoups a commission 
and the writer gets the rest of the money. 

4 Encouraging and Monitoring User Contribution 

When implementing revenue sharing models to user generated content, there are 
five important issues that need to be considered: user contribution quality, fraud 
detection and prevention, user contribution motivation, copyright infringements 
and the adoption of the business model as a process (Chai et al., 2008). These 
issues are even more important to established media brands, which usually have 
commitments to various stakeholders and often operate in a specific field, like 
fashion or motorsports. While the so called social media usually offers extremely 
low-barrier entries for user contribution, it is de rigueur for professional media 
companies to cherish the quality and the suitability of UGC in their own domain. 

4.1 Measurement and Encouragement of Quality UGC 

It is obvious that for the media company or revenue sharer, some user generated 
content is more valuable than the other - both in terms of revenue and contextual 
suitability. In addition, Cheng and Vassileva (2006) identify that in order to 
achieve functioning UGC-community, it is important to control the number of 
user contributions, motivate users to contribute high quality content and repress 
the contribution of poor quality. Thus it is fundamental for the service provider to 
decide and implement a model to measure the quality of the content (Chai et al., 
2008). Fair rewarding mechanism compensates more those who provide more 
valuable content, and when adequately implemented ‘can strengthen contributors 
existing attributes of self-efficacy, intrinsic motivation, desire to achieve and 
trust’ (Tedjamulia et al. 2005). Väätäjä et al. (2011) found out in their study about 
crowdsourced news reporting in mobile environment that rewarding was also 
expected from the users’ quarter. 

Another element that is closely linked to quality of the content is the question of 
trust. Bruns (2010) states that citizen journalism relies to its readers to evaluate 
the reliability and contextual quality of the story:  ‘Open publishing assumes that 
the reader can tell a crappy story from a good one’. While the venues of UGC 
publishing are hardly ever completely ‘open’, on the strength of published 
literature it is easy to agree with this statement. Bruns even argues that user 
generated stories might have more credibility than professional ones, since they 
usually rely on publicly available sources and are genuinely open to criticism in 
the first place. 

Existing models for measuring the quality of the content can be roughly divided in 
to three overlapping categories, depending on whether it is performed by staff, 
peers or automated algorithm. For example, Korean Ohmynews uses paid editors 
to decide the level of quality (and the derived level of reward and visibility) of 
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user contributions. English Wikinews uses open, equal and anonymous rating 
practice (see Figure 3), while GNN used complex hierarchical rating system that 
was conducted by registered users (Goode, 2009). Rating algorithms vary from 
rather simple (like the original Delicious.com rating system, which rated the 
stories based on the amount of times it had been bookmarked in the last hour) to 
complex ones, which can have several variables. There have been also attempts to 
automatically analyze the content itself, e.g. by analyzing semantic features of the 
text (Agichtein et al. 2008), but these methods are still quite far from being 
commercial products. 

 
Figure 2: The quality rating tool of English Wikinews has four quantitative variables 
and a possibility to add free comments. While Wikinews is non-commercial product 
and is therefore out of the scope of this research, it serves as an example of 
comprehensive peer-rating system. 

Other bases of classifying quality rating systems are the dichotomies concerning 
time and focus: Whether the rating is given before or after the publication, and 
whether the rating is focused on the content or on the contributor. Pre-release or 
user-focused rating methods also prevent the publication of libelous or 
undesirable content quite efficiently. Chen et al. (2011) have studied user 
reputation in social media and distinguish external rating systems from internal; 
the former generate public results and are used to drive the users towards desired 
behavior, and the latter are used to support internal applications, and are not 
visible to users. High-quality contributions are usually produced by a relatively 
small set of users (Chen et al. 2011), and it therefore might be reasonable to give 
these users privileges in the service. Reputable users are also less likely to abuse 
the service. 

4.2 Fraud Prevention and Copyright Issues 

While it can be argued whether the quality rating system should be totally 
transparent to the users or not, it should be visible to users how they can increase 
their quality score. When monetary incentives are involved, it is also necessary to 
prevent the abuse of this system: Users may attempt to tinker the system in order 
to receive unfair personal advantage. Other issues that relate to legal area are the 
questions of copyright infringements and content ownership. 
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Sites that rely on external advertising services usually rely on the built-in fraud-
prevention mechanisms, which usually are limited to ‘click-frauds’ and 
‘impression frauds’ and are therefore not sufficient. For example the use of 
multiple user accounts for peer-reviews and illicit commercial activity should be 
prevented, as well as the publication of undesirable content in general. 
Undesirable content might include legal challenges that relate to intellectual 
property, liability, defamation, pornography, hate speech, privacy, confidentiality 
and jurisdiction (George and Scerri 2007), or it can just violate the general content 
policy of the site. In revenue sharing where the originality of the user generated 
content is essential, the prevention of plagiarism might be the most crucial issue. 

Copyright issues of UGC are widely discussed both in scholarly literature and in 
media. While it is beyond the scope of this study to discuss about intellectual 
property and copyright law in detail, some notifications can be presented. George 
and Scerri (2007) state in order to prevent plagiarism or undesirable content, two 
of the most important tools are identity verification and awareness increase. In 
practice, identity verification is handled with registration. In Finland, it is 
relatively easy to identify users reliably through the use of online banking 
passcodes. The registration process usually includes contract (e.g. ‘terms of use’) 
between the service and the user, in which the allowable content is defined. While 
these contracts are largely held valid and binding, users are often unaware or 
careless of their content (George and Scerri 2007). It is therefore evident that there 
should be a larger effort in creating awareness about desirable and undesirable 
content. Another interesting issue is the ownership of the original content user 
uploads to the service. Generally, in social media it is not possible for the service 
owner to claim propriety over users’ content (Petersen 2008), however it is usual 
that for example online newspapers’ blogging services reserve the right to copy, 
edit and (re-)publish all contents that users have made publicly available without 
compensation. Commercial media companies have also covenanted right over the 
content produced by their employees. It is likely that in revenue sharing the 
service has a legal possibility to fully control the content generated under contract, 
but it is dubious how well industry-borrowed method works in practice. Citizen 
journalism website Helium has decided the issue of ownership by offering a non-
exclusive, limited rights licence. This means that publishers can use the articles, 
but the writer retains copyright for their work and maintains their rights to 
republish and resell their content.  

5 Discussion and Conclusions 

5.1 Elements of Possible Success 

The participating user is in many ways already present in commercial media; 
Hamilton and Heflin (2011) even state that media companies in particular are in 
many ways encouraging user participation in order to boost profitability and brand 
loyalty. However, currently the users are mainly taking part in creating meta-
content; commenting, linking, ‘liking’ etc. Moving towards deeper exploitation of 
original user generated content is however much more complex question. Based 
on the findings from literature and existing examples, some concluding 
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implications can be made about the elements of possible success considering 
contents, contributors and implementation techniques. 

As Quinn and Quinn-Allan (2010) state, services that offer original user generated 
news content have had difficulties to attract enough readers and furthermore to 
gain enough revenue to survive. Citizen reporters also have limited and difficult 
access to news sources (Reich, 2008) and the ideals of public service, objectivity, 
autonomy, immediacy, and ethics (Deuze, 2005 in Lewis et al. 2010)  that are 
commonly attached to journalism are quite far away from general motives behind 
UGC. It could be assumed that user generated news content is useful and 
monetizable in some occasions as complementary content. From the revenue 
sharing point of view, this would mean a varying mixture of professional content 
and UGC, which is a challenging model to implement. When outlining the 
possible types of content for a domain that primarily rests upon UGC, the content 
that is sincerely subjective and relates to personal or local spheres in specific 
fields is perhaps most likely to attain lasting interest. However political UGC is 
somewhat conflicting content type, as it often generates lots of interest but is 
suspicious from the advertisers’ viewpoint.  

From the revenue sharing point of view the question of identity of the potential 
writer is significant. It is not likely that commercially successful bloggers or 
earnings-driven bloggers as a whole are suitable candidates due to two reasons. 
Firstly, they are not likely willing to restrict their courses of action according to 
the terms of use of the commercial service provider: The blogosphere offers total 
freedom and preserves exclusive proprietary rights. Secondly, earnings-driven 
blogging uses techniques that are not suitable for most commercial domains, both 
in terms of content and meta-content. For example, attaching outbound links and 
referrals to commercial services and trademarks is usually forbidden in news 
portals but necessary for bloggers. Blogs are also regrettably open to subliminal 
advertising. In all, even though money can be important motivator and even a 
smaller amount of money can bring a sense of professionalism to the work, the 
writers are probably found among those who value socio-psychological incentives 
(such as quality ratings) over monetary ones. 

Transparency and clarity of quality ratings, publication policy, revenue sharing 
mechanism and desirable content are important. Contributors should be credited 
fairly and clearly. Although many of the issues considering security and law are 
solvable by registration and identification and it would be possible to gain 
proprietary rights over UGC, it is vital for the commercial media company to 
understand the differential nature of professional content and user generated 
content in order to exploit the latter successfully. Applying models and restraints 
straight from the professional domain are likely to suffocate the content 
generation and cause significant moderation costs. 

5.2 Drawbacks and Benefits of Revenue Sharing 

Reader participation is found to be expensive due to moderation costs. In revenue 
sharing, resources must be allocated also for the implementation and maintenance 
of the remuneration system and quality management of the contents. While in 
many existing examples also the activities that relate to these areas have been 
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successfully outsourced to users, it is essential for the media company to 
participate at some level. Reaching a break-even is not assured; It is still uncertain 
to which extent the users are interested both in participating to content creation 
themselves and viewing other users’ contributions (Thurman, 2008). There is also 
a danger of cannibalizing the existing advertising incomes, as it is dubious how 
the advertisers’ see the exploitation of UGC. 

Berman et al. (2011) recognize fragmentation as one of the key drivers that 
underscore the reality of media and entertainment industry. Creating content for 
niche audiences is a challenge both in terms of resources and authority. 
Harnessing users for content creation might even be the only possibly profitable 
solution for this; In case of news industry, journalist and author Jeff Jarvis (2011) 
sees that the role of journalists is shifting from content creators to curators, 
enablers, organizers and educators. For the media industry, an existing selection 
of established and field-specific brands is a big competitive advantage in reaching 
the niche audiences. User-empowered sites could also focus on ‘hyper-local’ 
content that is usually found unprofitable. 

Harnessing users for content providing might also offer fundamentally new ways 
of generating advertising revenue. This is due to users’ role as ‘peers’. As Goode 
points out, the conversation generated within the sphere of citizen journalism is 
peer-to-peer in nature and subjective viewpoints are generally accepted or at least 
tolerated. Therefore delicately implemented techniques in revenue sharing might 
give media companies a possibility to access word-of-mouth marketing venues. 
Further, new methods of implementing and monetizing co-creative advertising 
(see Ainasoja and Linna, 2011) might be developed. For media companies these 
ideas could be particularly temping, as they currently do not have tools for gaining 
revenue from activity that takes place inside social media. 

5.3 Open Issues for Future Research 

The roles, methods and practices of commercial media companies and citizen 
journalists or bloggers might look parallel from various perspectives. To begin 
with, the profession of journalists includes a variety of people and has no formal 
proficiency requirements like lawyers or state officials. Secondly, commercial 
media operators commonly acquire content from external sources, i.e. from 
freelancers. Thirdly, media companies have adopted practices like blogging from 
the sphere of UGC. Mutually, citizen journalists associate with norms and 
traditions drawn from mainstream journalism (Goode, 2009). Lastly, the thematic 
contents of commercial media have moved closer to those of user generated 
content: Boczowski and Peer (2011) speak about the “softening of news”. 
However, there are several open issues that need further research. 

First of all, existing services that apply revenue sharing models are usually born 
around them. This is rarely possible for commercial media sites, which usually 
have long history in general and also in online presence. Many of them have 
invested considerably in their online presence, and some have managed to build 
profitable business models. As Chai et al. (2008) point out, this raises an 
important question: If an existing business model is changed (partly or totally) to 
incorporate revenue sharing, what are the issues that need to be considered? In 
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particular, how does this change affect advertisers and advertising revenues or 
content reliability and popularity? Second challenge is surrounding this: How to 
build suitable systems for rewarding users? The question of appropriate monetary 
rewards is far from trivial. Kamenica (2011) condenses the problem of money as 
an incentive like this: ‘paying for inherently interesting tasks, paying for prosocial 
behavior, paying too much, paying too little, and providing too many options can 
all be counterproductive’. 

The question of how commercialization affects user generated content is another 
interesting issue. As Sun and Zhu (2011) state, many scholars are concerned about 
the effect of advertising based business models on content providers. In the sphere 
of UGC, an individual example of this is pseudonym Tina Tango. She describes 
that her strategy at HubPages is to write on whatever topics are currently popular 
in Google Trends, regardless of whether she has any previous knowledge of these 
issues or not. In larger scale, this behavior would lead to oversupply in popular 
content and to the neglection of niche audiences. In their research of over 4 
million Chinese blogs, Sun and Zhu found evidence that content providers 
sponsored by ad revenue are more likely to generate popular content, but are also 
more likely to put more effort toward the generation of that content. Further 
research and experience is needed in order to understand the effects of 
commercialization on UGC in different contexts. 
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Part II: Revenue Sharing of Online Communities – A Survey Study 

Antti Tammela, Antti Väätänen and Virpi Oksman 

6 Introduction 

Usually, there as many different motivations to produce contents for on line media 
portals as there are different users to produce them. For some users, getting 
reputation and promoting one’s ideas through on-line communities may be a 
motivation strong enough. Naturally, many people join on-line conversations and 
write blogs just for fun and for self-expression and to get to know people with 
similar interests.  

For others, winning prices and getting rewards may also be an important 
motivation to collaborate.  Quality and originality of content have an influence on 
whether users see that making content should be rewarded.  

In this study, we ask what on-line community members think about rewarding of 
producing user generated content to media portals.  One challenge is of course 
that user generated content is a very broad and vague term. In this report, we refer 
to user generated contents mainly as different kinds of writings, videos and 
picture materials published in blogs and in on-line community discussions forums 
which may also include “citizenship journalism” –type of user generated contents. 
We hope to present some new aspects of user experience to give different insights 
to media companies who are planning to reward on-line community members. 

The main themes of this study are 

- How users see rewarding in their on-line communities? 
- How paying for user-created content impacts on the experienced 

reliability of the content? 
- How users should be rewarded? Is financial payment the most popular 

option or do users appreciate other kinds of rewards too?  

This report is part of Adfeed-case project, which aims to research and develop 
new concepts in the context of advertising in media.  In spring 2011 we focused 
on early conceptualization of new advertising applications that combine features 
of social media and Augmented Reality (AR) or 3D modeling in real estate media. 
In autumn 2011, we will study and develop business concepts of new social media 
based advertising models as well as user acceptance of new advertising concepts. 
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7 Survey Methods and Respondents 

7.1 Web Survey 

The questionnaire was made and published with Digium1 software which is a web 
based tool for collecting data and making analyses and reports of gathered data. 
The questionnaire (see Appendix 1) consisted of  

• background information  
• multiple-choice and open end questions and statements regarding suitable 

topics for amateur writers 
• questions on how revenues and advertisements should be offered for 

amateur writers 
 

Some visualized scenarios (Appendix 1) were used in the survey. The scenarios 
helped the respondents to understand different possibilities of revenue share in 
different contexts and to inspire ideating new concepts.  

The link to the questionnaire was published in three Otavamedia on line media 
communities. Muropaketti2 is very popular among information technology 
oriented men. Kaksplus3 is a popular news and chart service focused on pregnant 
women and parents with little children. The third portal used for recruiting survey 
respondents was the Ellit lifestyle portal. News and chats in Ellit4 are focused on 
topics such as fashion, health, home decoration and food. The questionnaire was 
available for two weeks in October 2011. 

7.2 Respondents’ Background 

In the survey there were total 521 respondents. 47 % of them were female, 53 % 
male. Nearly half of them (49%) had a master level university degree or 
polytechnic education level. 44% of the respondents had vocational education and 
rest of them (7%) had lower education or they were trained at work. 

Muropaketti (57% of the respondents) and Kaksplus (41% of the respondents) 
were the most popular recruitment sources. Very small minority (2%) of the 
respondents found the questionnaire in Ellit portal or in some other way. 99% of 
Kaksplus respondents were women and 93% of Muropaketti respondents were 
men. 

Respondents were quite eager Internet users. Most of them used Internet more 
than two hours per day and 23% of the respondents used Internet over six hours 
per day. Only one respondent did not use Internet at least daily. (Table 2) 

 

 

                                                
1 Digium http://www.digium.fi/ 
2 Muropaketti http://muropaketti.com/ 
3 Kaksplus http://kaksplus.fi/ 
4 Elli- Plaza http://plaza.fi/ellit/ 
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Table 2: Daily Internet usage of the respondents 

Daily internet usage N Percentage 

More than 6 hours 118 22,8 % 

4-6 h 121 23,4 % 

2-4 h 172 33,3 % 

1-2 h 89 17,2 % 

Under 1 hour 16 3,1 % 

Not daily 1 0,2 % 

Total 517 100 % 

All the respondents used social media and were members of different on line 
communities (Figure 3). They commented also eagerly in different forums. They 
read online news portals like hs.fi or aamulehti.fi. They also viewed pictures and 
videos from different services e.g. Youtube. They were interested about various 
product reviews both from experts and from amateurs. 

 
Figure 1: Usage frequency of different internet services and activities in internet.  
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8 Results 

8.1 Content Themes for Amateur Writers 

8.1.1 Topics for Amateur Writers 

According to results readers preferred topics which were familiar for them, for 
example articles about hobbies or local news (Figure 4). Information, experiences 
and reviews of different products and service were seen very important and 
suitable topic for amateur writers. 
News related videos and interviews of celebrities were seen as little less 
important. Over half of the respondents stated that these two topics are not very 
interesting. Also, product or service reviews and personal blogs with diary kind of 
writings got twofold acceptance. Approximately half of the respondents agreed 
that they are important for them.    

 

 

 

Figure 2: Importance of different topics.  

The users mentioned also topics such as politics, holiday resorts, local events, 
sports and cooking to be interesting and suitable issues for amateur writers.  
 

I prefer to read news written by journalists, but articles related to my interests 
can be written by people who are very familiar with interesting topics. Male, 15 
years 
  
Good articles about normal everyday life. Female, 33 years 
 
Stories of own life and blunders, cooking tips and other experiences. Female, 23 
years 
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Writing style can be personal and humoristic, but respondents emphasized that 
articles should be well-written.  
 

Articles should be well-written, compelling, and a little bit humoristic. Female, 
29 years 
 
Good topic, well written language, and interesting personality. Female, 30 years 
 
It is quite much question of style. Good and fluent text is readable and humorous 
nuance makes text alive. If these mentioned issues are in article it doesn’t 
actually matter what is the topic. Male, 25 years   
 

Mostly female respondents from Kaksplus were more interested about things that 
happened near home. They wanted to read stories from amateur writers about 
everyday incidents, food receipts and local news. Kaksplus respondents were also 
more interested about letters to editors, interviews, recommendations and stories 
form eyewitnesses. 

Participators from Muropaketti wanted to read stories from amateur writers about 
their hobbies. They were also more interested about pictures and videos.  

Detailed graphs of differences between Kaksplus and Muropaketti respondents are 
presented in Appendix 2.  

8.1.2 Different Locations 

The environments which were familiar to the respondents were popular (Figure 
5). Users liked most the articles from neighborhoods and stories from hobby 
environments. Also exotic locations such as Antarctica or life and living abroad 
also gained mentions. 
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Figure 5: Importance of the different environments. 

Hobby environments and local news were seen the most important locations for 
amateur writers. Respondent from Kaksplus were more interested about locations 
near home or vacations abroad. Muropaketti respondents were more interested 
about their hobby environments. 
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8.2 Recommendations 

When asked about the overall importance of different recommendations 63% of 
the respondents thought that they were important. One third of the respondents 
stated that recommendations were not important and only 2% of them stated that 
they are not important at all. On the other hand, there were doubts how fair the 
recommendations are.  
 
Recommendations regarding offers are quite unreliable, those might be paid ads. 
Male, 32 years 
 
From the respondents point of view the most important recommendations from 
other consumers were offers from hobby products and on line stores. Also 
recommendations of home appliances and different happenings gained mentions.   
 
Usage and durability of children clothing.  Experiences of visiting in family 
restaurants and shopping malls with children.   – Female, 22 years 

 

 

 

Figure 6: The importance of recommendations. 

 

 

 

8.2.1 Bloggers as content creators 

The respondents were surprisingly willing to accept ads in blogs. They wanted ads 
to relate to blog topics. Respondents were also ready to be active regarding 
advertising. They wanted to choose ads from a list, suggest new advertisers and 
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follow the impact of advertising. The respondents also thought that a service 
which offers advertisers and sponsors to blogs would be a good idea. 

The respondents had more confidence in user generated content when their 
themes and subjects were familiar for the writer. Local news and product 
evaluations were more trustworthy than for example news from abroad. As an 
example writer’s own food receipts were seen very reliable. Long term active 
writing, using own name, and using and linking to references were also said to be 
important elements of trustworthy writing. 
 

 

Figure 7: Trust on different the topics by amateur writers. 

As an average amateur writer’s product evaluations and food receipts were 
considered most trustworthy. Also local news and food receipts got good ratings. 
Kaksplus respondents thought that amateur writer’s food receipts, interviews, 
entertainment related stories, product tests and local news are trustworthy. 

Writing style is also an important factor of trustworthiness. Well written text is 
naturally more trustworthy than unclear texts. Also, an attitude of a writer should 
not be too offensive. Woman, 23 years, mentioned the writing style: 
 

Articles and reviews published with real name or registered nickname are 
reliable, but anonym judgments and comments like “this product was totally 
useless” are not very reliable. 

 
The impact of writer’s personal preferences was commented as follows: 
 

Sometimes writer’s personal opinion is very obvious. Male, 28 years 
 

Articles are always based on writer’s interpretation and personal preferences, 
but it does not matter me. Male, 32 years 
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The respondents considered relationship between traditional media and amateur 
writer publications: 
 

Individual writers can disclose issues that may become news headlines in real 
media. Male, 32 years 
 
Media is not reliable anymore, because market economy controls it. Maybe I 
could trust for amateur writers…? Female, 49 years 
 
Professional journalists need to make sure that their writings are in line with 
their employer’s publication policy. Male, 26 years 
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8.3 Compensation to amateur writers 

8.3.1 Revenue share models and different ways to pay 

Respondents thought that amateur writers should be paid according to popularity 
of the article. Another idea was that all the readers could somehow rate the quality 
of stories (Figure 8). If the story is evaluated well done, then the writer gets better 
payment. Some respondents also thought that amateur writers should get the same 
reward that the journalists get. However they didn’t like the idea of volunteer 
payments. 
 

Some sort of money award would encourage to continue writing. Female, 39 
years 
 
I prefer that I could send an article to a web service which would publish it if it 
is good enough. A compensation could be paid after a review process if the 
article is accepted and published. Male, 21 years 

 

 

Figure 8: Options for amateur writer compensation.  

As an average it can be seen that respondents thought that also amateurs should be 
paid from the content. Muropaketti respondents trusted most to volunteer 
payments or no payments to amateur writers at all. 

8.3.2 Financial payment as a compensation 

The respondents opinion about a fair prize for an A4-size article with a picture 
varied a lot. Most of them (57%) estimated the prize could be between 11 to 50 
euros and 9% of them stated that a short article should be written without any 
financial compensation (Table 3). 
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Table 3: Suitable financial compensation for a one-page article.  

Amount of the compensation  

Less than 5 € 5,9% 

6-10 € 9,5% 

11-20 € 15,4% 

21-30 € 20% 

31-50 € 21,4% 

51-100 € 12,9% 

More than 100 € 6,3% 

No money 9,% 

Together 100% 

 
The respondents were mainly open-minded and willing for the idea that one could 
write to an Internet service if they could have financial compensation. Their 
arguments for writing and a small compensation were: 

 
I like writing, I’m a good writer and some kind of money compensation is 
always welcome. Female, 27 years 
 
A small compensation would feel like nice “acknowledgement”. Female, 37 
years 
 
I’m in maternity leave and it would be good to have some extra income. Female, 
27 years. 

 
On the other hand, motivation to write high quality articles and personal 
knowledge of topics were named as important reasons to offer compensation: 
 

Compensation encourages focusing on quality and research references so you 
can write a high quality article. Male, 33 years 
 
Many writers are capable of evaluating and publishing on certain topics. E.g., 
I’m a cook and as a mother of small children I could rate family restaurant 
services. Female, 26 years 

 

8.3.3 Revenue share methods 

Respondent accepted several ways to pay to amateur writers. Financial 
compensation was nearly as popular as publicity to topic of the story (Figure 13). 

The respondents were mainly open-minded and willing for the idea that one could 
write stories to on-line media for some small financial compensation. Their 
arguments for writing and small salary were e.g. 
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I like writing, I’m a good writer and some kind of financial compensation is 
always welcome. Female, 27 years 
 
A small compensation would feel like nice “acknowledgement”. Female, 37 
years 
 
I’m on maternity leave and it would be good to have extra income. Female, 27 
years. 
 
I don’t have too much extra time, so compensation would be very motivating, if I 
write and publish articles. Female, 34 years 

 
On the other hand, motivation to write high quality articles and personal 
knowledge of topics were named as good reasons to offer compensation: 
 

Compensation encourages focusing on quality and research topics more so you 
can write a high quality article. Male, 33 years 
 
Many writers are capable of evaluating and publishing on certain topics. E.g., 
I’m a cook and as a mother of small children I could rate restaurant services. 
Female, 26 years 

 
In addition, there were a lot of comments why the respondents would not write 
despite the possibility to have some compensation: 
 

I’m very busy and money paid for required working time wouldn’t be enough. 
Male, 39 years 

 
I like writing, but I’m not good enough, and I don’t have time. Female, 22 years 

 
Some respondents thought also that the user-created contents should mostly base 
on voluntarism. 
 

Writing in Internet is mainly based on voluntarism and interesting topics. 
Writing paid articles might spoil the pleasure of writing. Male, 32 years 
 
I don’t believe that a possible compensation would be sufficient, so I would feel 
exploited. I would write for free, if the topic is interesting enough. Male, 26 
years 
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Figure 9: Different options for rewarding amateur writers. 

All of different rewarding models got support: payment according to length, 
payment according to user time, discounts, gifts, publicity to topics or the writer 
and new and important contacts. 

The respondents’ attitude towards ads in their own writings was mainly positive.  

Ads are fine for me, because ads are very common anyway. Female, 33 years 

Internet publications are mainly funded with the help of ads, so it’s obvious that 
there are ads. Female, 44 years 

I have understood that you could even earn money for living with ads. Male, 26 
years  

Commonly, the respondents named requirements for using advertisements 
together with their articles: 

Ads are acceptable only if they are related to my article and the revenue should 
be given to me. Male, 21 years 

If an ad is somehow related to topics it could even complement my article. Male, 
38 years 

The main comments against advertising were: 

I don’t want that commercial opinions could have any effect on my writings. 
Male, 33 years 

It depends on topics. It wouldn’t be reliable product review article, if the there is 
an ad of product. Male, 21 years 
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Opinions and ads shouldn’t be mixed. Male, 25 years   

8.4 Overall View 

Respondents were quite interested in user generated content. When the scale 
varied from 1 (not important) to 4 (important) average was high 3.3.  

88% of the respondents thought that it is quite or very important to read articles 
and other stories from amateur writers. Participants were also interested about 
other users’ recommendations.  
 

Respondents were also eager to write their own articles for on-line media portals 
if they were paid from it. 71% of respondents said that they would write articles 
and 29 said that they wouldn’t. 

Users were not very much against advertising. 74% of them were ready to accept 
advertisements in their own writings. 

Respondents considered reason to read or not to read amateurs’ articles. Reasons 
for not reading were for example that they were seen as badly written texts or not 
convincing enough. 

I haven’t seen any well-written and high quality amateur writer articles. 
Female, 25 years 

I don’t read amateur articles, because I always doubt their reliability. Female, 
27 years 

I think that an amateur writer is a person who doesn’t have enough knowledge 
of the topic. Male, 28 years. 

They are usually written badly and they are too much like a letters to the editor. 
Female, 29 years 

In some cases amateur writers were the only channel to get information and 
articles of uncommon topics. 

Amateur writers are only option if a topic is very unusual. Male, 21 years 

There are lot of interesting but uncommon hobbies and sports which are not 
covered well in media. Male, 27 years 

However, the role of professional editors was also seen as important: 

Yes in principle, but topics must be good and net service editors should remove 
inappropriate content, which is written by fanatics or liars. Male, 27 years 

There should be an adequate quality control. Male, 28 years   
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The reason to read amateur writings was that they were seen as independent, 
different and inspiring. Also, knowledge and experience in certain specific areas 
of interests were highly appreciated.  

Articles written by amateurs include new point of views and it is inspiring to 
read something which is not written by professional journalists. Female, 25 
years 

Grass-root level writings can be more up-to-date and different. Female, 34 
years 

Amateur writers are very familiar with their topics and they tell personal and 
fair experiences. Male, 27 years 

 

8.5 Revenue share models and users 

According to survey results users want different kind of compensations to amateur 
writers (Figure 10). It can be money based on content or working hours. The 
quality and popularity of content can be evaluated by the readers and it can be 
also be a model to share revenue. Gifts and discounts were also seen as possible 
options.  

Moreover, there are other possibilities to share revenue than money or goods. 
Equally popular was publicity to topics and users. Also different co-operation 
possibilities with companies and important people were seen as good options to 
provide compensation. 

 

Figure 10:  Possible ways for revenue sharing. 
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9 Conclusions 

There seems to be a strong demand for user generated content. Nine of ten 
thought that stories from ordinary people were important. The respondents were 
also ready to write their own articles if they were paid from it. 

When asked about trustworthiness, local articles were evaluated the best. Stories 
near the writer and reader were considered more reliable. This includes local news 
and for example topics where the writer has her/his own experimental knowledge.   
Respectively, the respondents prefer to read foreign news from real journalists. 

Generally, respondents were not convinced of amateur’s writing skills. General 
opinion was, that if amateurs are paid then their stories should be well written. 

Recommendations of different products and services were also considered as 
important subjects to amateur writing. Personal experiences about home 
appliances, different technical devices, good baby sitters, food recipes etc. were 
suggested as some topics to amateur writers. Recommendations of online stores 
with good prices and special products were also often mentioned. In some cases 
amateur writers seems to be only information source. Rare sports and hobbies are 
not usually covered by professional media. In addition, amateur writers usually 
have extensive knowledge and high motivation related to their topics of interests. 

Consumers have been critical towards Internet advertising. However, according to 
our study, people are willing to ad advertisements to their own content, if they are 
paid from it. “Work must be funded somehow”, explained one respondent.  

All the models for user generated content revenue share were supported. 
Payments to user created articles got nearly the same support as certain product 
gifts or publicity to article topics or to the writer. Respondents wanted also to get 
co-operation possibilities as a reward from their content production. 

It seems also that quality and popularity are good possibilities to define revenue 
share. User measurement was seen as a good option to conclude the quality of 
user created article. In this survey donations and volunteer payments didn’t get 
high ratings.  
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Appendix 1. Web survey form (in Finnish) 

Harrastajakirjoittajan palkitseminen 
  
HARRASTAJAKIRJOITTAJA VOI LÖYTÄÄ UUSIA NÄKÖKULMIA 
 

 
 
Mitkä seuraavista aiheista voisivat kiinnostaa Sinua harrastajakirjoittajan artikkeleina? 
 
1=Ei lainkaan kiinnostava, 2=Ei kovin kiinnostava, 3=Melko kiinnostava, 4=Erittäin 
kiinnostava, 0=En osaa sanoa 

 1 2 3 4 0 
Mielipidekirjoitus 

     

Kirjoittajan oma ruokaohje 
     

Haastattelu henkilöstä, jonka 
kirjoittaja tuntee      

Onnettomuuden silminnäkijän 
kuvaus      

Harrastukseeni liittyvä uutinen 
     

Kirja-, musiikki- tai konserttiarvio 
     

Paikalliset (esimerkiksi oman 
kaupunginosani) uutiset      

Tuote- tai palvelusuositus 
     

Arkipäivän sattumukset (kirjoittajan 
elämän seuraaminen, vrt blogi)      

Amatöörikuva uutisesta 
     

Uutiseen liittyvä video 
     

Mikä muu harrastajakirjoittajan aihe saattaisi kiinnostaa Sinua? 
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HARRASTAJAKIRJOITTAJA LIIKKUU ERILAISISSA PAIKOISSA KUIN 
TOIMITTAJA 
 

 
Millaisista paikoista ja tilanteista harrastajakirjoittajan laatimat jutut olisivat Sinusta 
kiinnostavia? 
 
 
 
1=Ei lainkaan kiinnostava, 2=Ei kovin kiinnostava, 3=Melko kiinnostava, 4=Erittäin 
kiinnostava, 0=En osaa sanoa 

 1 2 3 4 0 
Koti ja naapurusto 

     

Harrastusympäristö 
     

Työpaikka 
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Kotipaikkakunta 
     

Kotimaa 
     

Lomakohteet ulkomailla 
     

Jokin muu, mikä 
      

Kuinka tärkeäksi koet muidenkin kuin toimittajien artikkelit netissä? 
 

Ei 
lainkaan 
tärkeä 

Ei kovin 
tärkeä 

Melko 
tärkeä 

Erittäin 
tärkeä 

En osaa 
sanoa 

     

HARRASTAJAKIRJOITTAJA VOI VINKATA HYVISTÄ TARJOUKSISTA 

 
 
 
Kuinka tärkeitä seuraavat muilta kuluttajilta saadut vinkit Sinulle ovat? 
 
1=Ei lainkaan tärkeä, 2=Ei kovin tärkeä, 3=Melko tärkeä, 4=Erittäin tärkeä, 0=En osaa sanoa 

 1 2 3 4 0 
Lähikaupan ruokatarjoukset 

     

Muotivinkit 
     

Harrastuksiini liittyvät tuotteet 
     

Käytetyn tavaran tarjoukset 
     

Kodinkoneet, autot ja muut 
laitetarjoukset      

Meikit ja ihonhoitotuotteet 
     

Vähän kauempana olevien 
ostoskeskusten tarjoukset      
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Nettikauppojen tarjoukset 
     

Matkatarjoukset 
     

Erilaiset menovinkit ja tapahtumat 
     

Millaisia muita vinkkejä kaipaisit harrastajakirjoittajilta? 
 

 
Kuinka tärkeitä em. vinkit sinulle ylipäätään ovat? 
 

Ei 
lainkaan 
tärkeä 

Ei kovin 
tärkeä 

Melko 
tärkeä 

Erittäin 
tärkeä 

En osaa 
sanoa 

     

HARRASTAJAKIRJOITTAJAN JUTTUJEN LUOTETTAVUUS 
 

 
 
 
 
Kuinka luotettavana pitäisit kuluttajien uutisia näistä aiheista? 
 
1=Ei lainkaan luotettava, 2=Ei kovin luotettava, 3=Melko luotettava, 4=Erittäin luotettava, 
0=En osaa sanoa 

 1 2 3 4 0 
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Valtakunnallinen uutinen 
     

Uutinen ulkomailta 
     

Viihdeuutinen 
     

Kulttuuriuutinen 
     

Urheilu-uutinen 
     

Paikallisuutiset 
     

Tuotearvostelut 
     

Henkilöhaastattelut 
     

Lukijoidet omat ruokareseptit 
     

Millaiset netistä aikaisemmin löytämäsi artikkelit tai tuotevinkit ovat olleet Sinusta 
luotettavia? 
 
 

 
HARRASTAJAKIRJOITTAJAN PALKITSEMISEN PERUSTELUT 
 

 
 
Arvioi seuraavien väitteiden avulla, mikä olisi sopiva korvaustapa kuluttajan kirjoittamasta 
jutusta? 
 
 
1=Täysin eri mieltä, 2=Ei kovin samaa mieltä, 3=Melko samaa mieltä, 4=Täysin samaa 
mieltä, 0=En osaa sanoa 

 1 2 3 4 0 
Jutuista ei tulisi maksaa korvausta 

     

Voisin itse maksaa vapaaehtoista kannustusmaksua 
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Jutuista tulisi maksaa suosittuuden mukaan 
     

Jutuista tulisi maksaa muiden kuluttajien arvioiman 
laadun mukaan      

Jutuista tulisi maksaa samoin periaattein kuin 
toimittajillekin      

Muulla tavoin, miten? 
      

HARRASTAJAKIRJOITTAJAN PALKKA 
 

 
 

 
 
Mitä Sinä pitäisit sopivana korvauksena A4-kokoisesta artikkelista, jossa olisi itse otettu 
kuva? 

 

Alle 5 euroa 

 

6-10 € 

 

11-20 € 

 

21-30 € 

 

31-50 € 

 

51-100 € 

 

yli 100 euroa 

 

Artikkeleista ei tulisi maksa  korvausta 
PALKITA VOI USEALLA TAVALLA 
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Mikä olisi mielestäsi tärkeä taloudellisen palkitsemisen muoto? 
 
1=Ei lainkaan tärkeä, 2=Ei kovin tärkeä, 3=Melko tärkeä, 4=Erittäin tärkeä, 0=En osaa sanoa 

 1 2 3 4 0 
Rahallinen korvaus julkaistusta sisällöstä 

     

Rahallinen korvaus työstä (esim. kuukausipalkkio) 
     

Alennukset tuotteista ja/tai palveluista 
     

Tuote- ja palvelulahjat 
     

Kirjoittajan aihe saa julkisuutta 
     

Kirjoittaja itse saa julkisuutta 
     

Yritysyhteistyömahdollisuuksien tarjoaminen 
(esim. kutsut tilaisuuksiin)      

Jokin muu, mikä 
      

MAINOKSEN AVULLA VOI RAHOITTAA ESIM. OMAA MUOTI- TAI 
SISUSTUSBLOGIA 
 
 

 
 
 
Arvioi seuraavia väitteitä omalta kannaltasi, vaikka et itse pitäisikään blogia 
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1=Täysin eri mieltä, 2=Ei kovin samaa mieltä, 3=Melko samaa mieltä, 4=Täysin samaa 
mieltä, 0=En osaa sanoa 

 1 2 3 4 0 
Mainokset eivät kuulu blogeihin 

     

Haluasin itse myydä mainoksia 
omaan blogiini      

Haluaisin, että blogini mainokset 
valikoituvat automaattisesti sisällön 
perusteella 

     

Haluaisin itse valita mainokset 
valmiista listasta      

Haluaisin ehdottaa uusia 
mainostajia, mutten jaksa itse hoitaa 
sopimuksia ja muuta siihen liittyvää 
paperityötä 

     

Haluaisin seurata miten usein 
blogini lukijat klikkaavat mainoksia      

Haluaisin, että mainoksiani voisi 
kommentoida      

Myös blogini mainoksia saa jakaa 
Facebookiin      

Mainosten täytyisi liittyä blogini 
aiheisiin      

Haluaisin itse tehdä/suunnitella 
mainoksia yrityksille tai vaikuttaa 
mainosten muotoon 

     

Haluaisin sponsorin blogini 
kilpailuihin      

KUINKA TÄRKEITÄ MAINOSTAJIA VÄLITTÄVÄT PALVELUT MIELESTÄSI OVAT 
YLEISESTI HARRASTAJAKIRJOITTAJILLE? 
 
 

Ei 
lainkaan 
tärkeä 

Ei kovin 
tärkeä 

Melko 
tärkeä 

Erittäin 
tärkeä 

En osaa 
sanoa 
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Appendix 2. Differences between Muropaketti and 
Kaksplus respondents 

 

The most important environments (Blue=Kaksplus, Red=Muropaketti) in scale 1 = 
Unimportant, 4 = Important.  

 

 

 

 Importance of recommendations (Blue=Kaksplus, Red=Muropaketti) in scale 1 = 
Unimportant, 4 = Important.  
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Blogs and advertising (Blue=Kaksplus, Red=Muropaketti)in scale 1 = Disagree,  4 
Agree.  

 

 

Trustworthy topics for amateur writers (Blue=Kaksplus, Red=Muropaketti) in scale 
1 = Untrusworthy, 4 = Trustworthy.  



Next Media - a Tivit Programme 
 

 Phase 1 (1.2-31.12.2011) 

 

 
 WP 1  ADFEED D1.3.4.1, D1.3.5.1 USERS ON THE PAYROLL 49 (48) 

 

 

 

 

Options for amateur writer compensation (Blue=Kaksplus, Red=Muropaketti) in 
scale 1 = Disagree, 4 = Agree.  

 

 

Importance of options to pay to amateur writer (Blue=Kaksplus, Red=Muropaketti) 
in scale 1 = Unimportant, 4 = Important.  

 


