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Abstract 

Media competitiveness and survival remain a huge responsibility in the digital era which is dictated by 

technological advancement, with its attendant content creators who publish what they deem as newsworthy. One 

approach to survival as identified in strategic media management literature is branding, which is portrayed by 

drawing a balance between journalistic and commercial orientations. Using the Media, Brands, Actors and 

Communication (MBAC) model and semi-structured interviews with online news editors, social media managers 

and social media curators of three solely online digital media brands in Ghana, this paper argues that the 

branding strategy and orientation of solely online news media portals in Ghana is more of commercial than 

journalistic as perceived in their type of gatekeeping. This is attributed to the need to remain competitive, sustain 

their small businesses and to survive. The study concludes that to remain relevant and sustainable, solely online 

news portals need to consider mergers as an option.  
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1. Introduction 

The emergence of digital media opened up the gatekeeping function to everybody, resulting in a multiplicity of 

news streams (Bullard 2013, 3; Welbers & Opgenhaffen 2018, 4731; Shoemaker &Vos 2009). To alleviate the 

negative impact of digitization on their operations, most traditional news organisations have extended their 

operations by building online and digital brand extensions of their traditional media forms. Not only has this 

improved their survival potential, but has served  as an opportunity to remain relevant to the different audience 

segments presented by the digital era (Aboagye Da-Costa, Ganaa & Apeakoran 2021). This notwithstanding, 

some news organisations were born with the digital era because their formats are purely online without any 

traditional media affiliation. The survival of such purely online and digital news brands, especially in Ghana 

becomes a challenge because the media space is populated, highly competitive and they extensively depend on 

their online and social media presence as well as the engaging content they publish, which is a product of the 

kind of gatekeeping they engage in. 

News media gatekeeping is not just a routine activity, but it defines the brand that a news organization 

stands for, through the choices and selection made by the anchors of the organization. News organisations 

combine both market-driven and journalistic-driven brand identities. While the market-driven agenda ensures the 

continuous survival of the media outlet in terms of financial inflows, the journalistic agenda burdens media 

outlets to inform their audiences with the sound journalistic information that is relevant, objective, authentic and 

credible. The balance drawn between these two objectives and the direction of emphasis often determine the 

branding orientation of the media outlet.  

With the increase in news creators and distributors who publish anything they deem as newsworthy, the 

value of professional journalistic gatekeeping on online digital news media platforms become a subject for 

discussion and also worth investigating. This study delves into the gatekeeping procedures of three purposively 

sampled solely online digital news brands in Ghana to interrogate how their gatekeeping strategies influence 

their competitiveness and survival.  

 

2. Literature review 

The digital media era has opened up the gatekeeping function to everybody who has access to the internet and a 

network device (Bullard 2013, 3; Welbers & Opgenhaffen 2018, 4731), resulting in a multiplicity of news 

streams. Aside public, citizens and online-users who are individuals involved in content creation and distribution, 

traditional media now has representation on online digital platforms, and there are also solely online digital news 

outlets and blogs. Media organisations are burdened with the need to stay relevant and survive in spite of intense 

audience-attention competition, competing products, converged technologies and audience fragmentation 

brought about by globalisation, digitisation of media and interactive technologies in the multichannel and digital 

era (Chan-Olmsted 2011; Chan-Olmsted & Cha 2008; McDowell & Batten 2005; Oyedeji 2007, 116; Siegert, 

Gerth & Rademacher 2011, 65). 

In the face of competition, strategic media management identifies media branding as a dynamic antidote to 

the need for media outlets to be ear and eye-catching to audiences to stay relevant and also survive (Chan-
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Olmsted 2011; Malmelin & Moisander 2014; Ots 2008). While providing the needed orientation for media 

audiences to make choices (Siegert, Gerth & Rademacher 2011, 65), branding affords media firms with a viable 

strategy to “focus on points of differentiation that offer sustainable competitive advantage” (Ghodeswar 2008, 4) 

over the products of competitors. Some benefits of media branding include improved perception of product 

performance; greater customer loyalty, less vulnerability to competitive marketing actions and marketing crisis; 

increasing marketing communication effectiveness; and additional licensing and brand extension opportunities 

(Hoeffler and Keller 2003; Keller 2009).  

The above benefits notwithstanding, media branding presents critical decision-making on the part of media 

managers regarding the market and journalistic orientations to follow, and this is often evident in the kind of 

gatekeeping they engage in. While these two orientations have been found to be in contention, the ability to draw 

a balance between them, or whichever has a stronger influence on the media outlet dictates the media brand 

identity projected to media audiences (Siegert, Gerth & Rademacher 2011). Journalistic orientations are deeply 

dependent on “standards of professional ethics, normative guiding principles of journalism, and the ordinary 

amount of background investigation behind a story” (Siegert, Gerth & Rademacher 2011, 58). On the other hand, 

the market orientations considers the “price-performance ratio or, more implicitly, the amount of budget 

available; the intensity of financial control; and the structure of financing from sales” (Siegert, Gerth & 

Rademacher 2011, 11). These two orientations function hand-in-hand, in that, inasmuch as news organisations 

need to educate, inform and entertain audiences, there is also a need to ensure viability. Research has shown that 

media organisations with strong financial grounding often engage in journalistic orientations based on the social 

and advocacy stories they publish. When the finances of the media organisation is not strong, however, they are 

compelled to engage in paid stories or every means to increase their finances, thus endangering the journalistic 

orientations of the organization (Entman 2005; McDowell 2011; Siegert, Gerth & Rademacher 2011). 

Traditional media and their online digital brand extensions often do not have cause to think about survival 

because of their established parent brands which tend to support them financially, thus, the critical and 

journalistic-driven gatekeeping they engage in (Siegert, Gerth & Rademacher 2011). Entman (2005, 58) asserts 

that traditional media pursue two central objectives which they are able to balance in the production of their 

news. The first is “reporting on important events, people and issues, particularly those involving governmental 

institutions and actors, in ways that are accurate and balanced.” This main function is accurately undertaken by 

traditional media because they often have the structure and resources to do that well. The other objective is that 

of “generating sufficient advertising and circulation revenue to make profit regarded by the stock market or 

private owners as acceptable.”  

On the other hand, solely online digital brands without traditional media affiliation have been 

conceptualised to often engage in paid stories, public relations information and commercially-driven gatekeeping 

to survive (Siegert, Gerth & Rademacher 2011). Due largely to the need to survive, they put their financial 

interests, often, before the information needs of their audiences and engage in stories and gatekeeping activities 

that will increase their returns on investments. Such media organisations are described as self-regarding trustees 

(Coleman 1990; Przepirorka & Berger 2017) of information. Though information is abundantly available, they 

engage in gatekeeping that ensures that the benefits retained on making information available audiences is high. 

McDowell (2011, 48) has observed that few media organisations have huge profits, but the more established 

ones have greater advantage of survival because they remain favourites for selection by audiences over smaller 

news organisations. Additionally, the longer audiences stayed on online news platforms, the more the financial 

inflows and the more other businesses advertised with them. A study by the Pew Research Centre (2010b) found 

that most online news users claimed not to have a favourite news outlet and so shuffled between news sites, but 

of the few that indicated their preferences, online news outlets of major news organisations topped the list of 

favourites. Similar findings had previously been observed by the Nielsen Media Research (2009) showing the 

great deal of effort that solely online news media organisations need to put in to be accepted by audiences. 

Media branding is directly associated with gatekeeping because the branding orientation adopted 

determines the kind of stories and gatekeeping to engage in, that is, stories to publish, follow-up etc. For the 

purpose of this study, gatekeeping will be defined by adapting various definitions to mean the process of 

selecting, writing, editing, positioning, scheduling, repeating, and otherwise massaging information to become 

news (Donohue, Tichenor & Olien 1972, 43; Shoemaker, Johnson, Seo & Wang 2010; Shoemaker, Vos & Reese 

2008 124). This means that whatever activity is performed on a piece of information in the process of it 

becoming news can be described as part of the gatekeeping process.  

Gatekeeping may often be applied differently by various media stakeholders. It is often applied depending 

on the branding strategy adopted by media institutions, although the intention of making information available to 

others may be the same. Public, citizens and online-users publish what they deem as newsworthy and 

informational to their intended audiences, though this may not follow any professional or normative gatekeeping 

process. This could be information they create themselves, information adapted from other sources for sharing or 

those they wholesomely adopt from other sources and redistribute to their audiences. Public, citizens and online-
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users as used in this context refers to ordinary citizen or netizen internet users. For media practitioners, on the 

other hand, gatekeeping may follow acceptable professional and normative procedures to ensure objectivity, 

fairness and balance. However, the intended brand identity to be portrayed to the audiences and the general 

public dictates the delicate and detailed gatekeeping decisions and activities to be undertaken (Siegert, Gerth & 

Rademacher 2011). Through gatekeeping activities, media organisations are able to position media brands in the 

minds of their audiences so that competition from the digital media space does not impact negatively on their 

brand personality (Tungate 2005).  

 

3. Objectives 

Against the backdrop of the literature review, this study aimed at answering the following research questions: 

1. What gatekeeping strategies do solely online digital news organisations in Ghana engage in? 

2. What characterizes the gatekeeping strategy adopted by solely online digital news organisations in 

Ghana?  

3. How does the type of gatekeeping engaged in by solely online digital news organisations impact their 

relevance and survival in the digital media space in Ghana? 

 

4. Theoretical framework - Media, Brands, Actors and Communication (MBAC) model, Siegert, Gerth 

and Rademacher (2011) 
The Media, Brands, Actors and Communication (MBAC) model is a framework that provides explanation for 

“the behaviour of media companies and the performance that results from their media content” (Siegert, Gerth & 

Rademacher, 2011 57). With this model, it is argued that to ensure their survival, media organisations are to 

approach their news coverage in a quality-oriented manner by including quality as part of their brand identity 

building activities and this will attract the right caliber of audiences to ensure their sustainability. It unearths how 

media brand identity could serve as a decision making tool for designing brand and journalistic contents through 

gatekeeping. Aside the structure-conduct-performance market drivers (political, social, regulative and 

technological environment), media brand managers make decisions on the brand identity to be projected by the 

media house by drawing a balance between editorial decisions/journalistic orientation and the management 

decisions/market orientations. By the orientation favoured, the media brand position is determined by the 

quantity and quality of news coverage and this in turn defines the media brand image and media brand reputation 

to be communicated to and observed by media audiences and the general public. These decisions subsequently 

impact the major and delicate gatekeeping strategies and decisions that news media organisations would uphold 

in terms of target audience to reach; the types of news stories to select, publish and follow up; image selection; 

language choice and writing style in journalistic content production; and even the way their anchors present 

themselves in hosting programmes. In all these, cognizance is given to influencers of media content including 

citizens and consumers; PR and advertising agencies; as well as sources, owners and investors.  

By deliberate brand decision-making and effort, “quality can still be a choice” (Siegert, Gerth & 

Rademacher 2011, 55), on the premise that “media companies continually [choose to] produce news coverage of 

good quality only when such an orientation is part of their media brand identity” (Siegert, Gerth & Rademacher 

2011, 55). This thus calls for purposeful effort through institutional arrangements to put gatekeeping and 

editorial policies in place to achieve quality journalism through branding because “successful media brands are 

not only tools for marketing communications, but lead to brand culture and brand behavior within an 

organisation” (Siegert 2015, 360). Aside their brand names, slogans or logos, media outlets can make conscious 

effort to build brand identities to be perceived by their audiences as sources of quality and credible news, and 

engage with their audiences on that principle.  

 

5. Methodology 

5.1 Research Design 

The study is an exploratory qualitative study, contributing to the literature and debate of the relevance of 

gatekeeping in the digital era. It follows an interpretive research paradigm (Bagele & Kawulich 2012, 9; 

Scotland 2012, 11), drawing on research methodologies, philosophies, ideologies and epistemologies of finding 

meaning to how online news media outlets go about their gatekeeping and how it impacts their survival. Since 

interpretive research renders itself useful in using issues, language and research approaches that empower the 

participants, recognizes the silenced voices, honour their individual differences and position the researcher and 

participants’ views in a historical, personal or political context (Deem 2002), semi-structured interviews were 

used as data collection tools from the online news editors, social media managers and social media curators of 

three purposively sampled online news media outlets that are hosted in Ghana.  

 

5.2 Sampling Strategy and Data Source 

This study purposively sampled three online news portals in Ghana. These were modernghana.com, 
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mynewsghana.net and newsghana24.com. These were sampled based on the type of news they publish which is 

general news (education, politics, business, entertainment, sports, etc). Other defining criteria for selection was 

the fact that they are hosted in Ghana, they have social media accounts including Twitter, they have over 1,000 

followers on Twitter and have operated for over one year. 

The study employed semi-structured interviews, which is a primary data source. Semi-structured interviews 

are a “wide-ranging category of interview in which the interviewer commences with a set of interview themes 

but is prepared to vary the order in which questions are asked and to ask new questions in the context of the 

research” (Saunders et al.  2009b, 601). The research objectives and questions set the basis to carve the interview 

questions and to prepare the interviews schedules. Different sets of interviews guides were prepared for the 

online news editors, social media curators and social media managers of each of the news organizations. Though 

nine semi-structured interviews were expected only six were undertaken because aside mynewsghana.net which 

had all three staff in place, newsghana24.com had only an Online News Editor and Modernghana.com did not 

have a social media curator at the time of the study. Though the sample size was small, the information power of 

these professionals was the major defining criteria for their selection for the study and also the fact that their 

specialized job descriptions placed them in peculiar position to meet the research objectives set for this study.  

In accessing the study areas, permission letters were sent to each news organization, which were approved before 

the study begun. Each interviewee was made to complete and informed consent form, and each interview session 

was recorded with the permission of the interviewees. All interview recordings were transcribed and the 

transcripts sent to the interviews for confirmation, member checking and to establish factual accuracy. 

 

5.3 Data Analysis Method 

The data analysis method adopted in this study was the thematic analysis to manage and make sense of the 

unwieldy interview data, by generating themes and sub-themes for the findings and discussions. Thematic 

analysis is a form of pattern recognition within data, which makes use of emerging themes as categories for 

analysis through careful reading and re-reading of the data (Fereday & Muir-Cochrane 2006, 82; Bowen 2009, 

32) to familiarise with the contents and to help generate initial themes (Saunders et al. 2009b, 491-492). In this 

study, data analysis was manually done by first inputting various responses from interviewees onto an Excel 

sheet and saving the file. This helped to categorise all the gathered data into manageable units. With the help of 

the filter menu, various themes were assigned to each category of information. On the basis of the detailed 

information provided by the interviewees, sub-themes were assigned to the themes to capture every intricate 

detail. The data was engaged inductively to generate the themes and sub-themes, ensuring that no part was left 

unattended to. The data produced thirteen (13) themes which were merged into six (6) themes as discussed in the 

subsections that follow. 

 

6. Findings and discussions 

Media organisations, according to the ethics of the profession are expected to be professional and objective in 

their reporting. However, sustainability of small media organisations often do not permit them to be as objective 

as they have to be especially in writing and publishing critical and hard news stories. Because of this most of 

them resort to soft news like entertainment and sports, which does not require them to be very critical. In the 

case when they have to report on critical and hard news stories, they often source it from traditional media 

outlets and credit those channels. Fosu (2010) has noted that sustainability of the media business in Ghana is an 

issue that needs urgent attention because it affects remuneration of media professionals and this could have 

negative impact on press freedom and ethical standards. This has also been accentuated by Ziem (2013). 

Solely online news portals in Ghana, like most developing countries, are small in nature and as such under 

resourced in terms of human and financial capital. The main sources of income for them include advertisement, 

publishing paid stories like public relations information and their ability to engage the attention of their 

audiences to stay longer on their online platforms. This is often not enough to sustain the activities of a media 

organization, making media practice in Ghana not lucrative and rewarding, affecting the caliber of staff 

employed whose salaries are very low, compelling practitioners to take up other professions (Ziem 2013; Daabu 

2011; Fosu 2010).  

The major objective of this study was to find out the gatekeeping strategies adopted by solely online news 

portals in Ghana and how this impacted their competitiveness and survival. Generally, gatekeeping may have a 

universal understanding or implication of preparing stories about events into news. However, for solely online 

digital news portals in Ghana, gatekeeping has been found to be synonymous to sustenance or survival. This is 

because actors in the gatekeeping process in these organisations often have the financial implications of their 

activities on the news organsations underlying their choices and decisions. This assertion is elaborated by the 

findings and discussions that follow in the subsequent sections and sub-sections.  
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6.1 Heavy patronage of social media to route traffic to website 

The priority of solely online news portals in Ghana is to attract audiences to their website and to generate the 

much needed traffic. This is because the more traffic they generate on their website, the larger their cash-inflows 

and the greater their chances of attracting advertisements from marketers. Due of this, aside getting audiences 

directly on their websites, online news portals largely use their social media handles, especially, Twitter to route 

traffic to their websites. Twitter allows for only 280 characters of information on its interface and so online news 

portals use it as a teaser to carry their news headlines and story links to the website. The success of Twitter in 

aiding news outlets to route traffic to their websites has made it the most news-oriented or “newsful” social 

media platform (Chyi & Chadha 2011, 437; Graham 2008). It is evident that solely online news portals in Ghana 

largely use social media to their advantage owing to the fact that they want to employ every means to make their 

website visible because that is the main news outlet they have. One online news editor revealed that for his news 

organisation, “the first aim is to attract people to come and read on the website so we connect them through 

social media.” This makes their social media handles important sources for routing audiences and so they keep a 

number of social media handles, manage and maintain a good rapport and engagement with their audiences on 

them. 

 

6.2 Catchy and sensational framing of headlines to attract audiences to the website to generate traffic 

One observation about the kind of headlines framed by solely online news portals is that, they were often found 

to be attention-drawing headlines which sometimes end up being described as sensational. Beyond that, some 

were found to be click-baits (Blom & Hansen 2015) which were difficult to connect or draw a linkage between 

them and the stories they referred to. It was observed through the interviews that one aim for the kind of 

headlines that solely online news organisations frame was to get audiences to visit their websites on every count 

possible. This was found to add-up to their monetary reward since it routes people to the website and the longer 

they stayed trying to draw connection between the headline and the story, the greater the financial inflows and 

monetary benefits for the online news portal.  

During the semi-structured interviews, it was revealed that sometimes, the same story is given different 

catchy headlines or is written from various angles or twists to make it seem different. This creates an illusion of 

different stories in the minds of audiences, to get them to read all the versions of the same story. This keeps 

audiences longer on the website of news outlets for the attendant benefit. The following extract from the 

interviews transcript is evident: 

• When we give different titles to the various contents we share on different platforms, it provides 

variety. It is possible that someone is following you on Twitter and has read that content and 

seen the link alright with an image. When the person goes to say Facebook, he may see a 

different inscription for the same story. The person may read it again but if it is the same 

headline and content, the person may ignore it. But the different inscription may make the 

person feel like it is new and they will open it to read. We sometimes do this integrated 

marketing strategies just to ensure that though we are sharing different information, they all 

arrive at the same web page so that we generate the needed traffic.  

 

6.3 Engaging all forms of data-marketing and search engine optimization tools to increase visibility of news 

stories 

Visibility of news stories of solely online news portals by audiences is key. This is because, in completing the 

news cycle, the last step before feedback is for the intended audiences to receive the news. Solely online news 

portals in Ghana were observed to use all available and known methods to make their news visible to their 

audiences. Some undertake courses in avenues that will help increase the visibility of their news stories. The 

following information speaks to that: 

• I am working for an online news portal, nobody will know your presence online until you share 

your news so I went to learn about data marketing, where I was given training on how to market 

my online content on Whatsapp, Facebook, Twitter, Instagram and all the other news channels, 

how to make people register on the website and receive news updates so that when you publish a 

story online, they are able to have access to it. I now apply that in my operations. Also, you know 

when you publish content, it does not go anywhere. It stays on the website until Google is able to 

recognise it so I went for another training called search engine optimization, so that when I 

publish the content, I can work behind the scene and then make Google to identify the content 

and make it available to people who search for it. This makes my work a little bit easier because, 

for instance, if I publish a content and I am able to use search engine optimisation to make it 

relevant and known to Google and Google indexes it, it means that even if I don’t share it on 

social media, so far as people type keywords that are found in that document, there is a high 

chance that Google will show it to them so people will find my content on Google, Yahoo and 
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other search engines because of the search engine optimisation which I have learnt and 

implement in the course of my work. 

 

6.4 difficulty in publishing critical news due to influencers 

Every news content is influenced in one way or another by the ‘gates’ it travels through on its way to becoming 

news. In White’s (1950) seminal study of gatekeeping media content, he observed how ‘Mr. Gates’ made 

subjective decisions on what becomes news and what does not. Subsequent to that, other scholars (Shoemaker 

1991; Shoemaker & Reese 1996, 2014; Shoemaker & Vos 2009) have broadened the context, projecting that, 

aside the individual editor, there are other influencers of news content that serve as “multiple forces that 

simultaneously impinge on the media and [also] suggest how influence at one level may interact with that at 

another” (Shoemaker & Vos 2014, 1). This gatekeeping phenomenon which was observable in the golden age of 

media is still visible in the digital age, debunking the assertion that gatekeeping in the digital era is in a state of 

transition (Shoemaker & Vos 2009; Vos & Heinderyckx 2015).  

For solely online news portals, it was found that their major influencers were mainly financiers or 

organisations that supported them, and so to avoid losing that support, critical stories that will impact negatively 

on their financiers were avoided. Not only that, but critical stories and hard news content like political news 

content required executive permission to publish to avoid defamation suits. This only leaves them with soft 

stories to publish but critical stories are sourced from other traditional media outlets and the source 

acknowledged. This assertion is evidenced below: 

• Yes, that is why we cannot do those top-level articles without the top-level executives consent. You know, 

sometimes it’s not political but…I quite remember there was a communication about a bank and a TV 

station that had dismissed their staff without any notice. I particularly had that article because a lady 

who was sacked sent me notice of their dismissal letter and all that. I drafted a publication that I was 

about publishing but unfortunately, I was told to bring it down because the bank in question had a 

partnership with our platform so we just had to bring the article down. So sometimes, those things 

also influence our stories. 

• For the content that goes online, we have them in two sections. Due to legal issues, there are categories 

of news stories that can go online without actually going through any screening whatsoever, as long 

as it comes from a reporter that is working with us. And there are other categories of stories that 

cannot go online except a top-level executive has actually approved it, especially in the case of 

politics. If I find a news item like an accident or any happening in town that I think is news worthy, I 

can just go ahead and get it published directly onto the platform. But if I find a news article that I 

know this is a political issue and based on my experience I think this thing can actually go viral, I 

have to contact somebody at the top-level executive to approve of it before the story can go live. So 

there are two sections – more flexible articles like sports and entertainment can go freely but political 

issues and related issues cannot go like that. 

 

6.5 Difficulty in attracting advertisements due to limited traffic inflows to their websites 

Advertisements remain undoubtedly one of the major income sources available to media organisations. Unlike 

most online digital brand extensions of traditional media in Ghana that attract advertisement from major 

businesses due to the huge audience traffic daily, the situation of solely online news portals is different. Most of 

them are still in the process of working to improve on their reputation and acceptance by audiences. In spite of 

their years of existence, most of them still have a long way to go as far as reaching the level of acceptable 

audiences traffic which can attract advertisements to them is concerned. This confirms their use of all manner of 

gatekeeping strategies to improve their financial inflows and the survival of their news organisations.  The 

following excerpt from the semi-structured interview transcripts give credence to this finding: 

• For now, we do not have adverts coming in. There is one thing about getting advertisements from 

businesses. What they look out for is that your brand should have super traffic. Brands that very often 

get advertisements coming in have not less than 100,000 visitors a day. Because, when businesses put 

their adverts there, they also expect the returns and so they will ask questions like “what is the 

minimum traffic you generate a day?” I have had opportunities like that from the US and UK and they 

ask questions like “so what is the traffic situation on your platform like?” For those people, the traffic 

they were expecting was like a minimum of 20,000 a day but our traffic hits like 15,000 a day or as 

low as 1000 on some days so you don’t get volume in there. But even with that traffic, sometimes, I get 

friends and some smaller businesses who want to advertise their products or services on the website. 

And for them, it is just a token just to put them out there and give them that leverage for the mile they 

want to go so that others can also see what they are doing. 
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6.6 Commercial, rather than journalistic brand identity building strategy  

When interviewees were asked whether the stories they put up on their social media handles and their websites 

are for journalistic or commercial purposes, it was revealed that, though online news editors, news curators and 

social media managers had both journalistic and commercial intentions in mind, for the solely online news 

portals, the commercial purpose always superseded the journalistic purpose. This was because of their nature as 

small business enterprises, often with five or less staff. This inhibits and limits their news gathering and 

processing capacity. They sometimes depended on some traditional media or larger online news portals as 

sources of their news. With this as a basis, most of the news from their own sources are often commercially 

motivated to increase their financial inflows. The following information provide depth to this assertion:  

• It is a combination of the two. There are stories we do for journalistic purposes… But there are content 

we put out there and we know that as for this content, it is going to draw in traffic which will be 

converted into financial inflows. And so it is both sides, however, for me, it is more tailored towards the 

earning. We don’t lose sight of the fact that the journalistic aspect should also be revealed in the 

content we put out there. So it is both, but the financial aspect will very often over-ride the journalistic 

aspect. However, even if we are tilted towards the financial aspect, that should not lead to a lower 

content or just putting anything out there. It should be relevant to the times and needs of the readers. So 

for me, it is both but the financial will always outweigh the journalistic aspect.  

• As a private and small business, the business must survive and grow. If it was a public institution, they 

will tilt more towards the journalistic aspect but for private media houses or online portals, the focus or 

emphasis is more on the financial aspect. 

• We always consider something that will entice or interest our audiences to like, comment or react to 

whatever we have put up. It’s a fact we consider but that is not the only thing. We also ensure that 

whatever we have put there is something that is of value to the person going to read it.  

• It’s 50/50. There are situations that you publish articles because those articles will increase financial 

inflows, not as in taking funds from people to favour them with publications but on a normal day, if we 

are to report and it has nothing to do with the money, you will report from head to toe without thinking 

about how to create a headline that will entice somebody because you know you are just submitting or 

publishing a report. But in this case, you need to submit your report, thinking of paragraphs that will 

even extend the content to make the reader stay longer on the website, for much revenue inflow. You 

have to make sure that the reader stays longer on that article and then you have to put in all the 

research that you have done. You need to have a very nice headline, you need to get a catchy image that 

you think when they see the image that comes with the article, they will be pushed to open. Sometimes, 

you have to go to the extent of looking for different images of the people involved in the article and 

merging them, making a graphic designer work on the pictures and all that, so we do those things with 

the intention of enticing the reader or making the reader stay longer on the site for more revenue 

inasmuch as we know we are reporting the particular article to them. 

It has been argued that media organisations that put their interests before that of their audiences are self-

regarding trustees (Coleman 1990; Przepirorka & Berger 2017) of information meant to be put at the disposal of 

audiences. Such situations  often brood a selfish ambition where news organisations are moved by their expected 

gain over the benefit of their programming to their audiences. In effect, the news content sent out by such media 

organisations are essentially commercial and public relations stories which are in the financial interest of the 

media organisation, with little or no relevance to media audiences. When audiences feel that their information 

needs are not being met by the media organization, further engagements or advances are unlikely (Coleman 1990; 

Connelly et al. 2011; Przepirorka & Berger 2017, 375), and the media organisation may lose their audiences to 

other news outlets. 

 

7. Conclusion and recommendation  

The study interrogated the gatekeeping strategy of some solely online news media organisations in Ghana. From 

the discussions above, solely online news organisations in Ghana emerged with the digital era. They are small 

organisations in nature, but the competitive environment where they rub shoulders with established traditional 

media organisations burdens them with the need to survive. Their limited finances and income makes it 

imperative to follow a gatekeeping strategy that results in a largely marketing orientation because of their nature, 

the need to sustain their media organisations and also the need to employ and retain professionals in their 

organisations.  

This paper recommends that, the issue of media financing and funding should be a critical aspect for 

consideration in licensing media firms to ensure that they are sustainable in order to maintain the dignity of the 

media profession in any democratic society such as Ghana. Additionally, it is recommended that, for solely 

online news organisations to reduce their operating costs, there is a need for them to partner with traditional or 

established media organisations and the Ghana News Agency for journalistic news information for publishing. 
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They could also merge with other online news organsations within their category. Finally, instead of employing 

reporters, they could outsource their news reporting which will be financially less burdening than employing 

full-time reporters.  
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