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Abstract 
Journalism's creation, dissemination, and reception have all changed as a result of the attention economy, in which human 
attention is the limited resource.  In order to analyze (i) how platformization and algorithmic curation reroute audience 
attention; (ii) the newsroom tools used to capture and optimize attention; and (iii) the ensuing ethical, professional, and civic 
challenges (mis/disinformation, deepfakes, surveillance-driven targeting, and news avoidance), this review synthesizes recent 
evidence (2020–2025) from journalism studies, media economics, communication science, and human computer interaction.  
We map empirically validated interventions (e.g., accuracy prompts, trust indicators) and incorporate cross-national variables 
on time utilization, platform news consumption, and trust.  In addition to a research agenda including metrics, governance, 
and audience well-being, the paper offers a framework for ethics-first, attention-aware journalism. 
 
Keywords: attention economy; journalism; platformization; algorithmic curation; news avoidance; mis/disinformation; 
deepfakes; ethics; AI in newsrooms 
 
1. Introduction 
In contrast to the industrial age of journalism, when limited print space and broadcasting hours determined content flows, the 
digital ecosystem operates under a paradigm where information overload, rather than scarcity, defines the experience of news 
consumption. This oversupply has profoundly changed journalistic practices, business models, and audience behaviors. In the 
digital age, the classic scarcity problem has been inverted: human attention has emerged as the scarce and contested resource, 
while access to content is virtually limitless (Simon, 1971; Davenport and Beck, 2001). This dynamic is the foundation of the 
attention economy concept, which has been widely adopted across communication, media studies, and platform economics 
(Wu, 2017; Napoli, 2019). 
Platform logics like algorithmic curation, virality-driven recommendation systems, and engagement-optimized analytics 
exacerbate the lack of attention in journalism (Helberger, 2020; Napoli, 2019). These dynamics privilege speed, emotionality, 
and shareability over depth, accuracy, or civic value, raising concerns about the balance between editorial judgment and 
algorithmic gatekeeping (Ross et al., 2022). This environment is made more complex by consumption patterns that prioritize 
mobile devices. According to recent polls, more than 75% of young audiences get their news mostly from smartphones, and 
they are becoming more dependent on social media feeds and aggregators than on going to news sources directly (Reuters 
Institute, 2024; Pew Research Center, 2024c). Gaining consistent attention has become more difficult because to the growth 
of dispersed audiences on many channels, including podcasts, TikTok, YouTube, Instagram, and legacy websites (Ofcom, 
2024). 
Furthermore, there are interactions between the attention economy and more general psychological and sociological elements. 
Research indicates that selective news avoidance, which is currently a common occurrence impacting almost four out of ten 
news consumers worldwide, is influenced by negative bias and cognitive overload (Andersen et al., 2024; Schäfer et al., 2024). 
Emotional exhaustion, mistrust of media organizations, or a predilection for lighter, instantaneous information over civic 
education are common reasons for this avoidance. At the same time, empirical studies show that even a small amount of 
exposure to reliable journalism has significant civic benefits, enhancing political consciousness, fact-finding skills, and faith in 
democratic institutions (Altay et al., 2025; Pennycook et al., 2021). The paradoxical position of journalism in the attention 
economy is demonstrated by these contradictory trends: civic advantages on the one hand, and avoidance on the other. 
Journalism is both necessary in democratic terms and undervalued in commercial terms. 
Innovation in technology makes things much more complicated. While newsroom workflows have increased due to the use 
of AI-assisted news creation tools, automated summarizers, and generative language models, there are also new dangers 
associated with accuracy, transparency, and the possible loss of editorial autonomy (Diakopoulos, 2025). Though their 
adoption is still unequal across areas, immersive storytelling tools like AR/VR and interactive data visualizations are being 
investigated as ways to re-engage audiences. Meanwhile, the legitimacy of audiovisual journalism is under attack from the 
increasing prevalence of deepfakes and synthetic media, which makes ethical standards and verified content even more 
important (Vaccari and Chadwick, 2020).  
By examining trends, resources, and moral dilemmas, this review places journalism in the context of the modern attention 
economy and compiles the data into a useful framework for scholars, decision-makers, and practitioners. In order to shed light 
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on how attention serves as a currency, a limitation, and a chance for journalism, it goes beyond descriptive narratives to 
synthesize theoretical models and empirical data. By doing this, it draws attention to the hazards associated with emerging 
technologies (such as deepfakes, surveillance-driven targeting, metric myopia, and disinformation amplification) as well as the 
benefits they present (such as personalization, AI-assisted production, and immersive storytelling). The ultimate goal of this 
paper is to connect applicable ideas for journalism practice with scholarly viewpoints. 
 
Contributions 
1. A synthesized model linking attention supply and demand to newsroom decision-making, platform dynamics, and civic 
outcomes, informed by communication theory and empirical case studies (Napoli, 2019; Helberger, 2020). 
2. An integrated evidence map (2020–2025) on news use, attention metrics, and audience behavior, drawing from leading 
cross-national surveys such as the Reuters Institute Digital News Report (2024, 2025), Pew Research Center Social Media & News Fact 
Sheet (2024c), and Ofcom’s Online Nation (2024). 
3. An applied agenda that moves beyond clicks and impressions toward attention-valid metrics; establishes guardrails for 
AI-assisted production and algorithmic accountability; and promotes design principles that foster trust, transparency, and 
audience well-being (Pennycook et al., 2022; Altay et al., 2025; Ross et al., 2022). 
 
2. Conceptual Foundations 
2.1 Attention as a Scarce Cognitive Resource 
Herbert Simon's theory of bounded rationality, which emphasizes that human cognitive ability is limited and that decision-
making is controlled by the finite resources of time and mental energy, is the philosophical foundation for the idea that 
attention is a costly resource (Simon, 1996). In information-rich situations, the ability to digest, prioritize, and act upon 
information is more expensive than simply having access to it. According to this viewpoint, the distribution of limited attention 
becomes the deciding factor when information is plentiful, redefining attention as an economic and cognitive barrier. By 
examining how people handle selective exposure, multitasking, and filtering in digital environments that are marked by 
continuous notifications, algorithmic curation, and round-the-clock connectivity, modern communication research expands 
on this idea (Davenport and Beck, 2001; Lanham, 2006). 
 
2.2 From Media Economics to Attention Economics 
Distribution bottlenecks like restricted print space, transmitting frequencies, or geographic reach have historically served as 
the organizing principle for media economics. These limitations mostly vanished with the digital revolution, leading to the 
development of attention economics, in which media companies' main problem is to maintain consumer interest in the face 
of an almost limitless amount of content (Goldhaber, 1997). In this context, metrics of continuous engagement are increasingly 
used to gauge the value of journalism in addition to reach and circulation. In order to maximize editorial strategies, advertising 
models, and subscription services, metrics like retention rates, dwell time, completion rates, and click-throughs are employed 
as stand-ins for audience attention (Napoli, 2011; Webster, 2016). 
 
2.3 Platformization and Intermediation 
The emergence of digital platforms such as news aggregators, messaging applications, social media networks, and search 
engines has drastically changed how news is found, shared, and made money. By using recommendation engines, 
personalization tools, and ranking algorithms, these platforms serve as effective middlemen that manage visibility (Helmond, 
2015; Gillespie, 2018). This has resulted in a change in journalism from direct audience contacts to interactions mediated by 
platforms, frequently with ambiguous exposure restrictions (Napoli and Caplan, 2017). According to Zuboff (2019) and Eyal 
(2014), platform design features like endless scroll, autoplay, algorithmically timed push alerts, and curated feeds are 
purposefully created to draw in, hold, and re-engage users. The constant harvesting, measurement, and monetization of 
attention results in a feedback cycle that calls into question user agency, editorial autonomy, and the long-term viability of 
attention-driven models in democracies. 
 
3. Landscape and Trends (2020–2025) 
3.1 Time and Place of Attention 
The last five years have seen a clear restructuring of digital attention that is video-centric and mobile-first. With platforms like 
YouTube, TikTok, Instagram, and Snapchat garnering disproportionate amounts of both leisure and informational interaction, 
smartphones rather than desktop devices dominate daily media consumption (Ofcom, 2024; Pew Research Center, 2024a). 
Particularly among younger audiences, short-form video has become the attention format with the quickest rate of growth. In 
important countries like the UK, 18 to 24 year olds now spend more than an hour a day on TikTok and Snapchat, making 
these platforms attention centers where news, entertainment, and communication coexist (Reuters Institute, 2024). The lines 
between the informational and entertainment realms are blurred in these feeds as news material directly competes with music, 
memes, creator commentary, and influencer marketing (Anderson, 2023). 
 
3.2 News Discovery on Platforms 
In developed markets like the UK, Alphabet (Google, YouTube) and Meta (Facebook, Instagram, WhatsApp) account for 
about half of daily online time, making social media platforms and search engines the primary entry points to online news 
(Ofcom, 2024). However, the most noticeable development between 2020 and 2025 has been the emergence of short video 
platforms as news entry points, especially for younger viewers. For instance, the percentage of American people who regularly 
use TikTok for news has increased fivefold, from roughly 3% in 2020 to 17% in 2024 (Pew Research Center, 2024b). This 
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shift alters the locus of attention and trust. Before choosing whether to go on to publishers' websites, audiences usually initially 
come across news in secondary formats like headlines, creator commentary, or summaries that are algorithmically surfaced. 
Figure 1 reflects, how to adapt to the shift in news consumption patterns. The first point of interaction is frequently mediated 
layers of interpretation, comedy, or critique rather than the actual journalistic product. News companies face difficulties 
maintaining their authority and exposure as a result of this intermediation, which also raises concerns about the evolving 
epistemic anchoring of internet news (Napoli, 2019; Hendrickx, 2023). 
 

 
Figure 1: How to adapt to the shift in news consumption patterns? 

 
3.3 Engagement, Trust, and Selective News Avoidance 
In the digital world, interaction with traditional mediums has become more unequal. With enduring differences along political, 
demographic, and platform lines, trust in news is still brittle in many democracies (Newman et al., 2024). The increase in selective 
news avoidance is among the most alarming trends. In 2024, almost 39% of respondents worldwide said they occasionally or 
frequently avoided the news, citing a variety of reasons such as mistrust of sources, feelings of overload, or the perceived 
negativity of coverage (Reuters Institute, 2024). Ironically, as avoidance increases, there are also chances to raise news literacy. 
Following reputable publications or journalists on social media can expose users to credible journalism, which can enhance 
their civic consciousness, factual knowledge, and ability to distinguish between false information and the truth (Guess et al., 
2020). This suggests that journalism's democratic function in the attention economy depends on the quality of attention rather 
than merely its quantity. Table 1 displays cross-sectional measures of news consumption and attention. 
 

Table 1. Cross-Sectional Indicators of Attention and News Use (illustrative, 2024–2025) 

Indicator Value Note 

Share of adults who at least sometimes get news via social media (US, 2024) ~54% Social Media & News Fact Sheet 

Adults who regularly get news on TikTok (US, 2024) ~17% ~5× increase since 2020 

Average daily time online (UK, May 2024) ~4h 20m All devices 

Share of online time on Alphabet + Meta services (UK, May 2024) ~48% Concentration of attention 

18–24s avg. time per day on TikTok/Snapchat (UK, 2024) ~1h each Short video attention hubs 

Adults reporting sometimes/often avoid the news (global avg., 2024) ~39% Rising selective avoidance 

 
4. Tools and Practices in Attention-Driven Newsrooms 
4.1 Algorithmic Curation and Personalization 
Recommender systems on homepages, apps, and push notifications adjust news exposure based on anticipated user interest, 
usually optimizing for click-through or dwell time. These models emphasize trade-offs between diversity and engagement, 
frequently reinforcing popularity biases at the expense of civic salience and pluralism (Helberger, 2021; Bandy and 
Diakopoulos, 2020). Desks can adjust ranking signals including freshness, recency, locality, authority, uniqueness, and diversity 
by using hybrid "editorial–algorithmic" approaches (Stray, 2021; Möller et al., 2018). However, the measurable effects on cross-
cutting news consumption are small, indicating that diversity-aware recommender designs are required (Bakshy et al., 2015; 
Chen, Muddiman, and Stroud, 2023). Social feed audits show that algorithmic ranking interacts with user preferences to shape 
exposure to news. 
 
4.2 Analytics and Attention Metrics 
Attention-based metrics like engaged time, dwell, scroll depth, video completion, and repeat visits are gradually replacing 
traditional metrics like reach and clicks (Nelson and Webster, 2016; Napoli, 2011). Research indicates a substantial correlation 
between user retention and subscription propensity and engaged time (Cherubini and Nielsen, 2016; Corzo and Salaverría, 
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2021). "Time in view" has been established as a key criterion by industry standards for viewability, including the Media Rating 
Council and Interactive Advertising Bureau (IAB) recommendations (IAB, 2018). According to research using viewport 
recording and eye tracking, story templates, thumbnail design, and headline prominence all have a major impact on gaze 
patterns, recall, and comprehension (Theocharis and Jungherr, 2024; Outing and Ruel, 2004). 
 
4.3 SEO, Headline Architecture, and Story Packaging 
Search-driven commissioning aids in coordinating journalistic output with discernible audience purpose and information-
seeking behavior, particularly in forms like explainers, FAQs, and timelines.  As editorial agendas are increasingly influenced 
by quantifiable search queries and audience statistics, this strategy symbolizes the transition from supply-driven to demand-
oriented production (Nicholls et al., 2016; Tallant, 2024).  When consumers are looking for background information, 
definitions, and "how/why" explanations rather than episodic updates, such formats work especially well for perennial or 
recurrent concerns like elections, climate change, and health crises.  The impact of nuanced linguistic choices on attention and 
engagement (Figure 2) is further demonstrated by evidence from extensive headline testing. Rare causal evidence that headline 
framing can result in significant variations in click-through rates, occasionally varying engagement by multiples rather than 
marginal percentages, can be found in the Upworthy archive, which contains roughly 32,000 randomized controlled headline 
experiments (Chan et al., 2025). These results validate that word order, mood, specificity, and editorial micro-decisions can 
influence both the initial capture and subsequent interaction with journalistic information. Furthermore, these structured 
formats enhance discoverability and comprehension when they are tailored for Google's structured data schema (such as the 
FAQPage, HowTo, or Article schema). By aligning editorial packaging with algorithmic pathways of discovery, structured 
markup allows search engines to directly expose information via voice search, featured snippets, and "rich results" (Ribeiro et 
al., 2019). This dual optimization that satisfies audiences' cognitive needs and platform technical affordances shows how 
attention-aware story architecture improves the connection between journalism and audience goals. 
 

 
Figure 2: Optimizing journalistic content for audience engagement 

 
4.4 Automation and AI-Assisted Production 
The areas of journalism where automation has had the biggest impact are those like finance, sports, elections, and weather that 
have organized, often updated, and data-rich information streams. Natural language generation (NLG) systems can produce 
outputs at scales that are not feasible for human reporters alone in these situations, transforming structured datasets into 
readable stories in a matter of seconds (Dong et al., 2022). Major news outlets including the Associated Press, Bloomberg, and 
Reuters have successfully used such systems for corporate earnings reporting, sports briefs, and market updates. Speed and 
scalability are guaranteed, and human journalists can refocus their energies on work that is interpretive, investigative, and 
accountability-focused (Carlson, 2018; Graefe, 2016). Machine learning-assisted applications are the latest developments in 
artificial intelligence, going beyond rule-based templates. In order to reach international audiences, modern processes use AI-
driven summary to reduce lengthy reports into manageable briefs, automatic transcription for broadcasts and interviews, and 
real-time translation (Kim, 2019). These solutions enable cross-border information flows and increase newsroom capability, 
particularly in contexts with limited resources or rapid changes. According to research, workflows aided by AI can improve 
news content timeliness and accessibility while reducing production bottlenecks (Diakopoulos, 2019). Automation, however, 
presents serious ethical and epistemic problems. Machine-generated writing is susceptible to style homogeneity, contextual 
misinterpretation, and data feed problems, all of which can erode audience confidence. Leading organizations still require 
human-in-the-loop oversight for high-stakes issues like politics, health, or emergencies in order to confirm factual accuracy, 
judge newsworthiness, and guarantee fair framing.  The use of AI tools in content creation must be disclosed, together with 
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information about their limitations and review procedures, according to editorial guidelines that place an increasing emphasis 
on transparency.  This is indicative of a wider understanding that automation should support human editorial judgment rather 
than take its place (Broussard et al., 2019).  In the future, hybrid methods that balance editorial integrity, scalability, and 
efficiency by combining human oversight with machine efficiency seem to be the most promising.  Thus, the development of 
automated journalism is a prime example of how AI may be used as a supporting technology to increase journalistic capabilities 
while upholding the fundamental principles of truthfulness, responsibility, and public confidence. 
 
4.5 Immersive and Visual Storytelling 
In the platform era, immersive and visual forms have taken center stage in attention-grabbing media. When visual components 
are succinct and combined with informative overlays, short-form video, interactive graphics, and storytelling formats not only 
reach dispersed mobile audiences but also improve cognitive processing. When compared to displays of raw data, annotated 
graphics and guided narratives enhance comprehension and recall, according to empirical research in data visualization (Segel 
and Heer, 2010; Boczkowski et al., 2018). Visual-first story packages, such animated infographics and vertical video explainers, 
are more likely to achieve greater completion rates and longer dwell times than their text-only counterparts, according to recent 
data from mobile news apps (Kalogeropoulos and Tsitsas, 2023). A unique experiential element is added by immersive media, 
such as 360° video, augmented reality (AR), and virtual reality (VR) journalism. Comparing VR formats to regular video, 
experimental study shows that they dramatically increase spatial presence, empathy, and emotional engagement (Shin and 
Biocca, 2018; Archer and Finger, 2018). However, because of the higher cognitive load in rich sensory contexts, these 
improvements in emotive response are frequently accompanied by unequal recall of factual detail (Sundar et al., 2017).  While 
immersive content can effectively encourage perspective-taking, research on VR "empathy machines" indicates that careful 
editorial framing is necessary to prevent overstimulation and narrative distraction (Athanasopoulou, 2023; Shin, 2019).  From 
the standpoint of newsroom operations, the strategic use of immersive storytelling is essential.  Research indicates that while 
routine news (such as finance, politics, or crime briefs) benefits more from simplified visual-explanatory formats, VR and 360° 
formats work best for subjects where embodiment, scale, or empathy add journalistic value, like war reporting, climate impacts, 
or health crises (De la Peña et al., 2010; Jones, 2017). By combining textual signals with visual depth, storytelling and data-
driven interactives, on the other hand, provide effective middle-ground forms that strike a balance between engagement and 
comprehension (Figueiras, 2019) (Figure 3). All things considered, immersive and visual narrative emphasizes a key idea of the 
attention economy: format should be matched with cognitive and emotional demands in order to optimize attention, not just 
through spectacle. In terms of journalism, this entails using immersive media sparingly, utilizing embodiment, empathy, and 
interactivity, all the while maintaining factual clarity and avoiding saturation.  
 

 
Figure 3: Balancing engagement and comprehension in media formats 

 
In order to measure audience loyalty and engagement depth beyond click counts, newsrooms are increasingly using attention-
oriented analytics. These measures include dwell time, scroll depth, video completion, repeat visits, and subscription behaviour. 
Key KPIs for the four layers of Capture, Hold, Trust, and Impact are shown in Table 2, emphasizing their measurement as 
well as their usefulness in maximizing audience engagement. 
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Table 2. Attention-Oriented Newsroom KPIs 

Layer Metric Why it matters References 

Capture 
Time to first interaction; CTR; 
first-3-sec retention 

Tests hook strength without rewarding empty clicks; 
early-session behavior predicts subscription 
likelihood 

Nelson and Webster, 2016; 
Chan et al., 2015 

Hold 
Dwell/engaged time; scroll 
depth; video completion 

Proxies depth of engagement and comprehension; 
standardized in viewability metrics 

Napoli, 2011; Cherubini and 
Nielsen, 2016; IAB, 2018 

Trust 
Repeat visits; direct/brand 
traffic; saves 

Loyalty and habit strongly linked to subscription and 
retention 

Cherubini and Nielsen, 2016; 
Myllylahti, 2020 

Impact 
Assisted subscriptions; 
referrals; citations 

Connects editorial/public value to sustainability, 
beyond last-click attribution 

Tallant, 2024; Graefe, 2016 

 
5. Ethical Challenges 
5.1 Mis/Disinformation and Virality Biases 
In online environments, the quick dissemination of politicized or inaccurate news is a well-established occurrence.  According 
to experimental and observational research, disseminating false information is substantially more likely when novelty, 
emotional arousal, and moral framing are present than when news is verified (Vosoughi et al., 2018; Pennycook and Rand, 
2019).  These dynamics are made worse by algorithmic incentives and platform design:  Exposure to controversial content is 
increased by recommender systems and engagement-driven ranking algorithms that frequently favor indignation, negativity, 
or sensationalism (Bakshy et al., 2015; Helberger, 2021).  Although the effects are still partial and context-dependent, 
transparency interventions have been demonstrated to lessen the virality of false information. These include algorithmic 
diversity adjustments, friction mechanisms that slow sharing, and labeling verified information (Pennycook et al., 2020; 
Grinberg et al., 2019). 
 
5.2 Synthetic Media (Deepfakes) and Authenticity 
Newsrooms face additional verification issues as a result of the proliferation of artificial intelligence (AI)-generated synthetic 
media, such as realistic deepfake audio and video. Because deepfakes can resemble reliable sources, alter facial expressions, or 
synthesize speech, they are challenging to identify automatically and leave viewers with ongoing doubt (Chesney and Citron, 
2019; Westerlund, 2019). Research suggests that understanding of synthetic content might reduce confidence throughout 
media consumption, even in cases when detection methods are successful, because people may apply suspicion to legitimate 
journalism (Vaccari and Chadwick, 2020). These difficulties call for multi-layered verification procedures that incorporate 
provenance disclosure, journalistic fact-checking, and forensic AI. 
 
5.3 Surveillance-Based Targeting and Privacy 
Granular behavioral tracking, such as clicks, dwell time, scroll depth, and cross-platform identifiers, is frequently used in 
attention-driven news transmission (Napoli, 2011; Zuboff, 2019). Algorithmic modeling and opaque gathering present privacy 
threats, discriminating biases, and fairness issues, even while such data might maximize engagement and content delivery. 
Predictive personalization may unintentionally reinforce preconceptions or marginalize minority audiences by amplifying 
preexisting societal biases (Eslami et al., 2015; Diakopoulos, 2019). Privacy-by-design frameworks, data reduction, and 
transparency mechanisms that explain the collection and use of audience data are examples of ethical precautions. 
 
5.4 Editorial Independence and Commercial Pressure 
Commercial imperatives and journalistic integrity become at odds when optimization is done for attention metrics. While real-
time analytics clicks, shares, and dwell time aid newsrooms in meeting audience demands, they also run the risk of fostering 
"metric myopia," in which journalistic quality and relevance are subordinated to short-term engagement (Anderson et al., 2014; 
Thurman et al., 2018). This is evident from recent studies: TikTok news prioritizes emotive packaging over nuance (Anter, 
2024), Indian digital outlets follow popular hashtags to remain visible (Mendez, 2020), and editors in the U.S. and Europe 
modify headlines for algorithmic exposure (Solbach, 2024). Public health recommendations were frequently subordinated to 
viral stories during COVID-19 (Hanush, 2025). In addition to homogenizing coverage and ignoring complicated issues like 
inequality or climate change, these pressures run the risk of deskilling journalists and turning them from investigators to 
curators of virality (Boczkowski, 2010; Carlson, 2018). The fundamental ethical dilemma is striking a balance between 
journalism's democratic goal and attention optimization, making sure that metrics guide editorial decisions without taking them 
over. 
 
5.5 Well-Being and News Avoidance 
Psychological well-being can be measured when exposed to negative, breaking news cycles on a regular basis. Continuous 
consumption of worrisome content has been linked in longitudinal and survey-based research to weariness, stress, and avoiding 
news, especially among younger and highly digitally active audiences (Toff and Kalogeropoulos, 2020; Skovsgaard and 
Andersen, 2020). Interventions that support constructive framing, constrained news exposure, and solutions-oriented 
journalism can mitigate negative effects and increase involvement without creating overwhelm (Sanal and Aram, 2025; 
Emmanuel et al., 2021). These methods emphasize newsrooms' moral need to take into account the effects of attention-driven 
editorial practices on mental health.  
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6. Empirical Evidence: Selected Findings (2020–2025) 
Recent empirical research offers important insights into the dynamics of attention in modern journalism, highlighting both the 
opportunities and risks of digital news consumption. Extensive analyses of social media platforms show that false and 
hyperpartisan content spreads more quickly and widely than verified news, primarily due to novelty and emotional engagement 
(Vosoughi et al., 2018). This finding highlights the ethical need for newsrooms to balance attention capture with verification 
and context, avoiding sensational framing that prioritizes virality over accuracy. Interventions that use behavioral cues have 
proven to be effective, and meta-analyses of experimental studies show that light "accuracy nudges," like prompts in social 
media sharing dialogs, can consistently decrease the spread of misinformation (Pennycook et al., 2020). The impact of 
platforms and publishers in selecting reliable sources is further highlighted by randomized field studies that show that following 
reliable news accounts improves knowledge and truth discernment (Allcot et al., 2019). Attention outcomes are also influenced 
by newsroom practices. According to ethnographic research on algorithmic recommender systems, there is a constant conflict 
between clicks and civic value as editorial values are constantly weighed against engagement demands (Seaver, 2021). The 
importance of unambiguous trust indicators and headline design over just sensational wording is highlighted by complementary 
lab-based eye-tracking research that demonstrate how source cues, headline structure, and layout impact gaze patterns and 
recall (Bucher and Schumacher, 2006). Last but not least, studies on news avoidance highlight the psychological toll that 
prolonged exposure to depressing or overwhelming content has. While positive, solutions-oriented formats and transparency 
treatments help prevent disengagement, cross-national surveys and mixed-method evaluations show that avoidance behaviors 
are driven by overload, mistrust, and negativity (Fox and Sounders, 2024). Together, these results provide useful advice for 
attention-aware journalism, showing how audience engagement, understanding, and trust are influenced by the interplay of 
design, curation, and ethical framing (Table 3). 
 

Table 3. Seminal Studies and Implications for Attention-Aware Journalism 

Domain Study  Design Key Finding Implication 

Diffusion 
Large-scale analysis of 
rumor cascades on social 
platforms 

Observational  
(millions of tweets) 

False news spreads faster 
and broader than truth; 
novelty predicts sharing 

Avoid sensational 
novelty framing; 
emphasize 
verification and 
context (Vosoughi 
et al., 2018) 

Interventions 
Accuracy prompt meta-
analysis 

Meta-analysis of 20 
experiments 

Light “accuracy nudges” 
reliably reduce 
misinformation sharing 

Integrate gentle 
accuracy cues in 
UX (share dialogs, 
prompts) 
(Pennycook et al., 
2020) 

Social news 
exposure 

Randomized follow of 
news vs. non-news 
accounts 

Field experiment 

Following credible news 
accounts increased 
knowledge and truth 
discernment 

Promote credible 
source lists; 
platform–
publisher 
partnerships 
(Allcott et al., 
2019) 

Personalization 

Ethnography of 
recommender 
development in 
newsroom 

Qualitative/ethnographic 

Editorial values are 
negotiated into ranking; 
constant tension between 
clicks and civic value 

Governance of 
ranking signals; 
include 
diversity/civic 
salience (Seaver, 
2021) 

Eye tracking 
Attention to social post 
elements 

Lab eye-tracking 
Source cues and headline 
structure modulate gaze 
and recall 

Prominent trust 
indicators; 
headline clarity 
over clickbait 
(Vergara et al., 
2024) 

News 
avoidance 

Cross-national reviews 
and surveys 

Mixed methods 
Avoidance driven by 
negativity, overload, 
distrust; varies by context 

Constructive 
formats; 
explainers; 
transparency 
boxes (Domingo, 
2019; Emmanuel 
et al., 2024) 
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7. Policy, Governance, and Standards 
A multi-level approach that tackles algorithmic design, audience privacy, information trust, and media pluralism is becoming 
more and more necessary for the administration of attention-driven journalism. Since platforms mediate a large portion of 
today's news consumption, institutional standards and regulatory interventions are essential for bringing business logics into 
line with ideals that serve the public good. algorithmic responsibility. The opacity of recommendation algorithms has 
heightened demands for transparency and auditability. In order to challenge detrimental visibility consequences, academics 
stress the necessity of independent third-party audits, structured disclosures of important ranking signals, and appeal 
procedures (Diakopoulos, 2019; Helberger et al., 2020). By introducing "sandboxing" requirements, experimental legislative 
frameworks like the EU's Digital Services Act (2022) have made it possible to examine how platforms give priority to content 
that is of public interest in news feeds and search settings.  analytics that prioritize privacy.  As third-party monitoring has 
decreased as a result of browser restrictions, the CCPA, and GDPR, news companies are shifting their focus to first-party, 
aggregated metrics.  This method preserves audience behavior insights while reducing invasive individual tracking (Mitiva et 
al., 2022).  According to academics, privacy-first analytics can reduce reliance on opaque data brokers while increasing audience 
trust by striking a balance between audience knowledge and ethical responsibility. Have faith in the infrastructure.  As part of 
a larger trust architecture, technical and editorial safeguards have been developed in reaction to misinformation.  Media source 
tagging technologies (Wardle and Derakhshan, 2017) and provenance initiatives like the Coalition for Content Provenance and 
Authenticity (C2PA) aid in verifying authenticity and origin.  Rebuilding audience confidence in digital journalism is 
increasingly seen to need transparency boxes, correction mechanisms, and clear disclosures of AI use in content creation (Vos 
and Singer, 2022).  Pluralism protects.  Scholars and regulators suggest exposure diversification indexes and prominence 
obligations for public-service and local media to combat the concentration of attention within a small number of platforms 
and outlets (Napoli, 2019; Bietti, 2023). In order to maintain plurality, local news ecosystems which are especially vulnerable 
in the platform economy need institutional assistance. It is believed that policies that increase the prominence of marginalized 
viewpoints are essential to maintaining democratic discourse in the attention economy. When combined, these interventions 
highlight the move away from self-regulation and toward co-governance models, in which news organizations, platforms, and 
regulators work together to create norms. Making sure that optimization for attention is in line with both economic incentives 
and journalism's public duties continues to be the key difficulty. 
 
8. Future Directions and Research Agenda 
From clicks to cognitively valid attention. Future studies should create cognitively valid measures by combining behavioral 
traces with comprehension tests and longitudinal habit indicators. This will result in quality-adjusted attention indices that 
more accurately predict retention and democratic value, as current metrics like clicks and dwell time are inadequate proxies for 
understanding (Jiang et al., 2024). 
Human-in-the-loop AI. Robust supervision methods, such as per-item disclosure, human sign-off logs, and domain-specific 
safety rails (elections, health), are crucial as generative systems are included into newswork. Metrics like editor override rates 
and corrective latency can be used to track accountability, and regular hallucination and bias audits using gold-standard datasets 
will quantify hazards (AP, 2023; Huang et al., 2023). 
Design for well-being. Researchers should investigate strategies that lessen alert fatigue (bundled notifications, quiet hours) 
and assess the ability of constructive or solutions-oriented journalism to foster resilience and trust in light of the data 
connecting news overload and negative impact to avoidance. Well-being and engagement measures can be used to incorporate 
and evaluate trauma-informed techniques for audiences and reporters (Constructive Institute, n.d.; Fraser, 2025). 
Evaluation in the wild. Randomized controlled trials with platforms and publishers are essential because laboratory results 
frequently don't hold up at scale. To measure behavioral outcomes like discernment, false-share reduction, and long-term trust, 
pre-registered A/B tests should be used to assess interventions like accuracy prompts, friction mechanisms (read-before-share), 
and trust indicators (source labels, provenance) (Pennycook et al., 2021; Twitter/X RCTs, 2022; Chuai et al., 2024). 
Regional perspectives. Although platform effects differ greatly in the Global South, where messaging applications and lax 
regulations predominate, the majority of the research originates from Western contexts. In order to ensure that governance 
and design recommendations are not skewed by culture or structure, comparative studies conducted in India, Brazil, and Kenya 
should look at language effects, the spread of false information, and the transferability of interventions (Reuters Institute, 
2024; Mendez, 2020). 
 
9. Conclusion 
For journalism to achieve its democratic and public-service responsibilities, attention is a necessary but insufficient condition. 
Our synthesis shows that an ethics-first, attention-focused strategy can maintain fundamental journalistic ideals like 
truthfulness, source plurality, transparency, and societal well-being while strategically capturing audience involvement. 
Cognitively valid attention measures, in conjunction with longitudinal tracking and comprehension probes, are essential for 
evaluating actual audience impact because recent research shows that traditional engagement metrics like clicks, dwell time, or 
shares frequently misrepresent meaningful comprehension or civic impact. By incorporating human-in-the-loop AI oversight 
into editorial workflows, automated content generation is held accountable, lowering the possibility of prejudice, 
hallucinations, and the spread of false information. There are quantifiable advantages for audience trust, retention, and mental 
health when well-being-focused design initiatives, such as batched notifications, constructive or solutions-oriented journalism, 
and trauma-informed reporting, are used.  Furthermore, field tests and RCTs on platforms show that provenance indicators, 
friction mechanisms, and accuracy prompts can greatly enhance sharing discernment and slow the spread of false content; 
however, these interventions need to be tailored to platform-specific, cultural, and regional contexts.  Cross-national 
assessments also show that pluralism, the sustainability of local news, and civic visibility are hampered by the focus on a small 
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number of dominating platforms and short-form content ecosystems, especially among younger audiences. When combined, 
these results point to a multifaceted approach to journalism in the future: combining strong governance norms, ethical 
attention optimization, AI oversight, and empirically proven treatments with ongoing evaluations of results across various 
demographic and geographic contexts. In order to ensure that audience interaction results in educated, empowered, and 
democratically meaningful participation, journalism's sustainability in the attention economy ultimately rests on balancing 
commercial incentives, technical affordances, and public-interest commitments. 
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