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 Abstract

Science journalism has changed significantly in recent years, characterised by an increased reliance
on (university) press releases, underscoring the need to understand factors determining press
release success. Using news value theory, the relationship between textual and visual news factors
in university press releases and press release success, in terms of achieving webpage engagement
and media uptake, is investigated. A content analysis of 84 press releases from Utrecht
University’s Faculty of Science showed that the relationship was highly metric-specific, with
different news factors being important for the two success metrics. Novelty, societal relevance, and
negativity proved most important for webpage engagement, and fear, mixed valence, and
scientific relevance for media uptake. Our findings suggest the need for an adapted
news value theory for science press releases and news, both in general and for visuals
specifically.
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1  Context

Science journalism is an important intermediary between academic research and the public.
Recently, however, it has needed to adapt to big changes [Weitkamp et al., 2021], such as the shift
from traditional media to digital platforms while having fewer resources, requiring journalists to
produce more in less time [Hoffmann, 2015; Weitkamp et al., 2021; Vogler & Schäfer, 2020]. These
changes may have increased reliance on university press releases as sole sources of information, a
less critical adoption of that information, or (partial) reproduction of its content (e.g., a
practice described as “churnalism”) [Comfort et al., 2024; Lee & Merle, 2018; Vonk et al.,
2024].


At the same time, universities themselves also place increasing value in using their own
communication channels to promote their research to broader audiences, which befits their social
responsibility to inform the public about science, alongside research and education
[Czechowska-Derkacz et al., 2021]. This has led them to professionalize their communication
[Autzen, 2014].


Both changes underscore the importance of effectively utilising university press releases to
maximise societal impact of research in a meaningful way. However, factors that contribute to the
success of this practice remain under-researched, and we believe that academic institutions can
benefit from knowing if, and under what conditions, (visual) news factors affect webpage
engagement and media uptake.


Using news value theory [Galtung & Ruge, 1965], we explore press release effectiveness in the
context of media uptake, taking the multimodal nature of modern information dissemination into
account. In line with calls from Caple and Bednarek [2016] and Rössler et al. [2011], we aim to
elaborate this framework with news factors for visuals. While these studies looked at general
news, we extend their work to science news specifically.


1.1  News values and factors

News value theory [Galtung & Ruge, 1965; further refined by e.g., Bell, 1991; Harcup & O’Neill,
2001, 2017] provides a lens through which we can understand news coverage.


Traditionally, news values have been defined as the characteristics or criteria that make events or
issues ‘newsworthy’ and therefore more likely to be selected by journalists for news coverage
[Galtung & Ruge, 1965]. Subsequent works have expanded and operationalized the concept in
different ways, resulting in varying conceptualizations of both news values and newsworthiness
[Bell, 1991; Caple & Bednarek, 2016].


Caple et al. [2020] highlighted four different perspectives: the material, social, cognitive, and
discursive perspective. The material perspective suggests that news values are inherent qualities
of events with specific characteristics such as proximity and magnitude. The social perspective
views news factors as criteria that professionals, such as journalists, use to select news, viewing
news values as socially shared criteria resulting from institutional routines and professional
practices. The cognitive perspective views news values as mental frameworks, or cognitive
cues, that influence subjective and personal judgement and selection choices by both
journalists and audiences [Eilders, 2006]. Lastly, the discursive perspective suggests
that news factors are constructed and communicated through language, framing, and
imagery. This study adopts a combined discursive and cognitive approach to news values.
From a discursive perspective, this study analyses news values that are constructed
by science communicators in press releases. Additionally, this study incorporates a
cognitive perspective by examining how these constructed news factors function as
cognitive cues that influence both (journalistic) media uptake and audience interest and
engagement.


Although the terms ‘news value’ and ‘news factor’ are often used interchangeably in literature
[Caple et al., 2020], several scholars have argued that distinguishing between them is conceptually
useful [e.g., Schafraad & Van Zoonen, 2020; Guenther et al., 2021]. ‘News factors’ generally refer to
observable features or characteristics present in events or media content, which journalists or
communicators can emphasize strategically [Temmerman & Mast, 2021; Schafraad & Van
Zoonen, 2020; Guenther et al., 2021]. News values, by contrast, refer to the evaluative
criteria through which journalists and audiences assess the newsworthiness of those
characteristics [Badenschier & Wormer, 2012; Guenther et al., 2021; Schafraad & Van Zoonen,
2020].


As argued by Autzen [2018], news values can be viewed as proxies for broader communicative
goals, practices and judgments, and thus the presence of particular textual and visual cues signals
attempts by communicators to convey not only their own frames and narratives, but also
expectations of what their audience may regard as important, interesting, or relevant. In many
works, the term ‘news value’ has also been used interchangeably with ‘newsworthiness’, to reflect
the overall allocated news value (or judgement of the news value) of an event or issue by
journalists or consumers that results from the presence, combination and intensity of multiple
news factors [Guenther et al., 2021].


For conceptual clarity and consistency, this paper uses the term ‘news factors’ to refer to the
observable characteristics identified in the press releases under study, and the term
‘newsworthiness’ to refer to the overall evaluative outcome these factors may produce among
journalists and audiences. Accordingly, the coding scheme used in this study should be
interpreted as capturing textual manifestations of communicative objectives, rather than
measuring news values as independent entities.


1.2  News factors for science news, the digital age, and visuals

Badenschier and Wormer [2012] conducted one of the first studies on news factors specifically for
science news. In interviews with science editors and content analysis of German news, they found
that ordinary news factors do not completely describe how science topics are selected and thus
proposed an adaptation of the framework specifically for science news was necessary. They
adapted the framework for science news contexts and incorporated factors like scientific relevance
and public interest. Various studies since confirm the idea that news factors affect media uptake
positively or negatively. Combined with stylistic characteristics, news factors, such as societal
relevance, controversy, and impact seem to have positive effects [Brown Jarreau, 2014; Htoo et al.,
2023; Leidecker-Sandmann et al., 2023; Rossmann et al., 2018; Zhang et al., 2016], while the use
of technical terms or writing about fundamental research seem less likely to attract
attention, and mixed results were found for exaggeration in press releases [Schat et al., 2018;
Sumner et al., 2016], further emphasizing Harcup and O’Neill’s [2017] point that “no
theory of news factors can explain everything”. In the context of health-related news,
Kim [2015] showed that high informational utility, positive sentiment, controversy,
emotional evocativeness, and familiar content was more likely to be widely read and
shared. The start of the digital age enabled more direct interaction between scientists,
journalists, and audiences. In response, concepts like shareworthiness and shareability were
introduced.


Nowak-Teter and Łódzki [2024] argue that shareability is not a singular news value, but a
multifaceted concept linked to online sharing behaviour. Harcup and O’Neill [2017] use this term
in the context of sharing posts and making comments on news. Shareworthiness refers more to
specific elements in the message, such as emotional appeals [Berger & Milkman, 2012; Brown
et al., 2020; García-Perdomo et al., 2018; Karnowski et al., 2021; Nowak-Teter & Łódzki, 2024;
Trilling & Knudsen, 2025].


Apart from the eight shareability factors described by Nowak-Teter and Łódzki [2024, celebrity
and exclusiveness, emotionality, entertainment, inclusion of visuals, inclusion of videos, threat
and fear, transparent positionality, and threat and fear], it seems practical utility may
be very influential in the context of shareability [Berger & Milkman, 2012; Chiu et al.,
2007; García-Perdomo et al., 2018]. For science communication specifically, Kim [2015]
found that news articles on health topics with high practical utility are read and shared
more.


Another aspect linked to news factors and the digital age is the increased use of visuals. Research
shows press photography impacts selection processes in the news [Rössler et al., 2011]. Similarly,
Caple and Bednarek [2016] argue visuals contribute to newsworthiness and call for further
research into the application of news factors to visuals. Because visuals can shape how audiences
perceive relevance and accessibility of an article, they may be an important component of
newsworthiness that cannot be captured through textual content alone. This could be especially
relevant for science journalism, where visuals can help explain complex, abstract or uncertain
scientific information. Current research has yet to fully address visual news factors within the
field of science news. This presents a promising avenue for further research to better
understand the interplay between visuals and newsworthiness in the context of science
journalism.


2  Objective

In this study, we aim to identify key news factors in textual and visual communication in science
press releases that contribute to webpage engagement and media uptake.


Most research on news factors looked at content, not at impact such as webpage engagement and
media uptake [Temmerman & Mast, 2021]. Additionally, most looked at text, rather than visuals
[Caple & Bednarek, 2016; Rössler et al., 2011]. Finally, most studies looked at news in general, not
science news specifically.


A study by Kroon and Schafraad [2013] did investigate the impact of news factors in Dutch
university press releases on media uptake, but that study focused exclusively on traditional
media, in a three month timeframe, considered only four news factors, and did not include
visuals. Another study did explore the relation between news factors in press releases and
media uptake, finding a positive relation between the total number of news factors in
press releases and media uptake, and looked at visuals, showing no significant relation
with media uptake, but their analyses was limited to the presence or absence of visuals
and did not include whether or not these conveyed news factors [Vonk et al., 2024].
Neither of these studies considered multiple success metrics. Our objective is to fill that
gap.


Universities regularly issue press releases to communicate about science with the public. These
press releases often serve dual purposes. First, to inform journalists and encourage media
coverage, aligning with the traditional role of press releases. Second, to engage audiences
directly, functioning more like a news article than a press release [Vergunst, personal
communication, January 10, 2025]. Given their dual purpose, it is valuable to study
how university press releases perform across different success metrics. Because we
analyse press releases as organisational communication products, our findings concern
communicative framing and representation. They should not be interpreted as direct evidence
of researchers’ intentions or of the subsequent public reception of the communicated
research.


In this study, we focus specifically on two measures of success. First, the direct engagement on the
university website. We measure this using website metrics, such as page views, time spent on
page, and scroll depth. Second, the extent to which a press release is disseminated across other
media. We measure this using Altmetric scores, which report on the uptake of a press
release in digital news outlets, blogs, and social media platforms. These two measures of
success reflect the dual purposes mentioned above, each with its own audience: media
uptake for journalists, website metrics for broader audiences. In our analysis, we also
compare both measures of success. While we do not necessarily expect the outcomes
for both measures to be correlated, we do compare both measures of success in our
analysis.


2.1  Research questions

Our main research question (RQ) is: What is the relationship between the number and types of
news factors in textual and visual communication in press releases and press release success
measures?


To go into more detail, we added four sub-questions focusing on four key aspects in this
relationship: (SQ1) What is the relation between the number and type of news factors and
webpage analytics? (SQ2) What is the relation between the number and type of news factors and
media uptake? (SQ3) What are the differences between webpage metrics and media uptake
metrics? And (SQ4) To what extent can news factors be applied to visuals in science
communication?


3  Methods

In this study, we looked at 84 press releases published on the web page of Utrecht
University’s Faculty of Science between September 1, 2022 and March 1, 2025. The start
date was selected because it was when a new communication style was introduced
at the university. The end date was the date of press release collection for the entire
period.


To ensure coverage of general news factors, the influence of digital media, science news, specific
news factors, and visuals specific news factors, our coding scheme included news factors
identified by Badenschier and Wormer [2012], Caple and Bednarek [2016], Caple et al. [2020],
Harcup and O’Neill [2017], and Nowak-Teter and Łódzki [2024]. See Appendix A (for more
information on our selection of news factors and their sources), B (for our codebook) and C (for a
justification of the news value selection) for a full rationale. The news factor ‘aesthetic appeal’
[Caple & Bednarek, 2016] proved an exception for the operationalisation as it is prone to
subjectivity. Therefore, in contrast to other news factors that were operationalised with
a coding scheme, this news factor was assessed through a focus group with science
communicators (see Appendix D for a detailed description of our approach to assess aesthetic
appeal).


We used a web scraper to retrieve press releases (see Appendix E for code) from the web page (
https://www.uu.nl/organisatie/faculteit-betawetenschappen/nieuws-agenda/nieuws).


Only press releases about a scientific publication were included in our sample. All text
(including title and subheadings) and visuals were imported in NVivo (version 15) to be
coded.


News factors were coded dichotomously as either present or absent (see Appendix B and D for
details on the coding). All press releases were read from start to finish and each unique news
factor was coded for. If a news factor occurred more than once in the press release, we still coded it
once as being present in that press release. One exception was the news factor ‘aesthetic appeal’,
which was a score of 0 to 6, reflecting science communicator votes on whether aesthetic
appeal was present or not (see Appendix D). For visuals, the type of visual was also
coded.


The metrics for success (page views, time spent on page, and scroll depth) were collected from the
web page analytics by the university’s communication department. Page views are the number of
visits per press release. Time spent on page is the average time visitors viewed a particular web
page (hh:mm:ss). Scroll depth is the fraction of visitors who reach at least a scroll depth of
50%.


The metrics for success (in terms of media uptake) were collected from AltMetric. AltMetric tracks
online attention to published research across social media, news outlets, and more (see 
https://help.altmetric.com/support/solutions/articles/6000233311-how-is-the-altmetric-attention-score-calculated-
for details on how the score is calculated).


Twenty per cent of the dataset was independently coded by a second coder, reflecting common
practice in content analysis reliability assessment. Given the high average intercoder reliability
scores (Krippendorf’s alpha ranged from 0.73 to 1, with an average of 0.94 for coding of the
texts, and from 0.81 to 1, with an average of 0.95 for coding of the visuals), and the fact
that the coding scheme was piloted and refined prior to full coding, the remainder of
the dataset that was coded by a single coder is unlikely to have introduced systemic
bias.


To test relationships between news factors and success metrics, we looked at correlations
(Spearman). News factors with fewer than five observations were excluded from analyses to
prevent extreme imbalance in the distribution of presence and absence of the variables in our
dataset, which would reduce statistical power and interpretability of the Spearman
coefficient. Unless otherwise reported, analysis were performed on the total number of news
factors.


3.1  Positionality

In this study, we focus on how academic research is represented and framed in university press
releases. We treat these press releases not as neutral descriptions of research findings, but as
strategic communication products produced within organisational and institutional findings. As
one of our co-authors is a science communication practitioner and former university press officer,
we emphatically acknowledge that press releases are produced by humans, and shaped
by factors including organisational interests, communication objectives, and various
practical considerations. We have done our best to remain conscious of this throughout the
study.


4  Results

Our analysis of 84 press releases published by Utrecht University’s Faculty of Science revealed a
median of 18 news factors per article, of which 13 textual and 5 visual. Overall, press releases
had a minimum of 0 and maximum of 83 news factors.


The five most common textual news factors were eliteness (mention of the journal of publication
and/or an (elite) institution), scientific relevance, the presence of audio-visual material, and
environmental relevance. For visuals, the five most common types were: portrait photos,
illustrations, research subjects, animals, and scientific illustrations. The five most common visual
news factors were impact, personalisation of a scientist, negativity, superlativeness, and
consonance. For text, all main codes (news factors) were observed in the sample (but
not all subcodes, e.g., emotional appeal: anger; entertainment: sex; proximity: western
counties; and range: few individuals). For visuals, some main codes were not observed:
positivity, novelty, and eliteness (for subcodes, the code personalisation: citizen did
not occur). See Appendix F (on news factor occurrence in the dataset) for a complete
overview.


Significant correlations (p < .05) were found between the total number of news factors in a press
release and page views (Spearman’s ρ = 0.34) and time spent on page (ρ = 0.29), but not other
success metrics (see Table 1). Looking at textual news factors only, a correlation between the
number of news factors and general media uptake (ρ = 0.22) emerges; the correlation with page
views is still apparent but weaker (ρ = 0.26), but the correlation with time spent on page is no
longer significant. For visuals, the total number of news factors still correlates with page views
(ρ = 0.29) and time spent on page (ρ = 0.31). A lack of visuals in press releases was shown to
correlate negatively with time spent on page (ρ = -0.24), but not with any of the other
metrics.



Table 1: Correlation between the total number of news factors and success metrics. 

 						
	
	
Media
uptake 
	
Social media
uptake 
	
Pageviews 
	
Time on
page 
	
Scroll depth
(50%) 


						
	
Total
number
of
all
news
factors 
	
0.19 
	
0.09 
	
0.34∗ 
	
0.29∗ 
	
-0.01 


	
Total
number
of
textual
news
factors 
	
0.22∗ 
	
0.15 
	
0.26∗ 
	
0.2 
	
0.02 


	
Total
number
of
visual
news
factors 
	
0.02 
	
-0.03 
	
0.29∗ 
	
0.31∗ 
	
-0.07 


						
	 Note.
∗indicates
Spearman
correlation
values
for
statistically
significant
relations
at
p < .05.


 



Some metrics were shown to correlate with each other. The number of page views per press
release had a moderate correlation with time spent on page (ρ = 0.31), the AltMetric score
correlated negatively with scroll depth (ρ = -0.24).


4.1  Text-based news factors and success metrics relations

Spearman correlation analyses showed significant relations between specific news factors in text
and success metrics. All significant relations reported were small to moderate in strength (ρ = 0.21
to 0.37; see Figure 1).


[image: PIC] 

Figure 1: Textual news factors reordered. 

Societal relevance showed positive relations with page views and time spent on page (ρ = 0.27; and
ρ = 0.22). Novelty and actuality showed a strong relation with page views (ρ = 0.29; and ρ = 0.24).
Range showed a positive relation with time spent on page (ρ = 0.25). Negative valence showed a
positive relation with scroll depth (ρ = 0.28). Finally, environmental relevance was shown to
correlate negatively with page views (ρ = -0.22).


Fear-based emotional appeal showed a strong relation to general media uptake scores (ρ = 0.36)
and the social media subscore (ρ = 0.26). Press releases with a follow-up on previous
coverage, with mixed valence, and that mentioned specific regions showed positive
relationships with media uptake (ρ = 0.21, ρ = 0.30, and ρ = 0.24). Press releases with
novelty and scientific relevance showed positive relations with social media scores
(ρ = 0.25; and ρ = 0.30). Proximity to The Netherlands showed a negative relation to
both media uptake and social media scores (ρ = -0.33; and ρ = -0.34). Industry relevance
showed a negative relation with social media scores (ρ = -0.22). Journal impact factor
showed the strongest relation with media uptake and social media scores (ρ = 0.53; and
ρ = 0.59).


4.2  Visual-based news factors and success metrics

For news factors in visuals, Spearman correlation analyses showed significant relations between
specific news factors in visuals and success metrics. Similar to news factors in text, all significant
relations were small to moderate in strength (ρ = 0.23 to 0.30; see Figure 2). Unlike the news
factors in text, news factors in visuals showed no significant relation with media uptake, only with
web page engagement.
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Figure 2: Visual news factors reordered. 

For the webpage analytics, several statistically significant relationships were found (p < .05), but no
news factors correlated with more than one success metric.


The presence of illustration type visuals showed a positive relation to page views and a
negative valence of visuals (ρ = 0.28; and ρ = 0.27). The presence of portrait type visuals
and photos of the research subject showed a positive relation to time spent on page
(ρ = 0.30; and ρ = 0.24). The presence of scientific graph, chart, or map type of visuals
correlated positively with scroll depth (ρ = 0.30), whereas consonance correlated negatively
(ρ = -0.23).


5  Discussion and conclusion

In this study, we examined how news factors in text and visuals in press releases relate to success
metrics like web page engagement and media uptake.


5.1  The relation between news factors and success metrics (SQ1–3)

The relationship between news factors and success proved to be complex and quite
metric-specific. As in previous research, the total number of news factors was significantly
correlated with some of the success metrics. For practitioners, this indicates that checking the
number of news factors in a press release, and, if possible, increasing them, may increase the
success of that press release. However, in this study, this was mainly related to webpage
engagement; media uptake seemed largely unaffected.


Importantly, this study focused on the presence and total number of news factors and did not take
into account their intensity, frequency variation, or combinations. Prior research suggests that not
only the presence but also the intensity and interplay of news factors may be crucial
in determining newsworthiness and media selection [e.g., Guenther et al., 2021]. The
absence of intensity measures in the present study is therefore a limitation. At the same
time, examining combinations and intensity requires larger datasets than those used in
this exploratory study, particularly given the relatively large number of news factors
included.


Future research might examine the effects of how often a news factor appears in a press release to
see whether this affects the relation, especially for the more prominent news factors that show
promising relations in this study. Also, the sheer presence or absence and even the intensity may
not tell the whole story, measuring the experienced intensity of news factors at the receiving end
of the communication might also tell us more about how readers process news factor information
in press releases.


One possible explanation for the mixed findings may be that the combination of our extensive
codebook and a relatively modest sample size made it less likely to detect strong correlations
across any or all success metrics. After all, when looking at total news factors, we include many
news factors that do not correlate. It might be that press releases with many news factors are
simply missing those few that actually do have an effect, and vice versa, those with
only a few contain the ones that matter the most. This may be improved by a more
condensed codebook or a larger sample size. However, a complicating factor is the lack of a
controlled research environment; the priority of practitioners lies in producing functional
press releases, rather than experimenting in a controlled manner with individual news
factors.


Another explanation may be that university web page visitors are a different audience than those
responsible for media uptake. This seems likely, since, at least in our case, only 2%
of web page visitors are journalists [Vergunst, personal communication, February 10,
2026].


Looking at text and visuals separately, the metric-specific relations become more apparent.


For text, the only news factors related to one or more success metrics were novelty (media uptake
and webpage engagement), fear (media uptake), proximity (to the Netherlands; media uptake),
and societal relevance (webpage engagement).


Novelty correlated with the social media metric, perhaps because social media are generally
considered fast media, for which novelty may be more important than for some other
media. It seems likely that the correlation between fear and media uptake aligns with the
“bad news is good news” adage in journalism. From a local perspective, the fact that
proximity correlated well may not seem surprising, but our media uptake measures were
derived from AltMetric scores, which are internationally oriented. A more in-depth
exploration of media uptake is necessary to better understand this relation in this context.
Somewhat surprisingly, societal relevance did correlate with webpage engagement, but
not with media uptake. It may be that scientific institutes have different perspectives
on what is societally relevant than journalists. This suggests that a qualitative study
may be relevant here, with resulting insights that can benefit science communication
practitioners.


We believe a lot of our results can be explained by the fact that the university webpage has a
different intended target audience than most media included in the AltMetric scores. The negative
relation between media uptake and webpage engagement seems to support that idea. On the one
hand, this highlights an important limitation of this study: news value theory might not be the
best lens through which to view this context. On the other hand, this does illustrate the
importance of really knowing your audience. More insight into which news factors are most
important to different segments of the general public might enable a more tailored use of these
factors in content creation. The fact that out of all news factors, only novelty correlated with both
webpage engagement and media uptake, seems to be in line with previous research
emphasizing the importance of different news factors for different platforms [e.g., Turner,
2021].


Proximity, industrial relevance, environmental relevance, and the lack of graphic material were all
negatively related to webpage engagement. For lack of graphic material, this observation seems to
confirm existing beliefs that visuals play an important role in drawing and holding attention.
However, for the other three we expected positive relations. Regarding environmental relevance, a
possible explanation might be audience fatigue, which has been shown to lead to content
avoidance [e.g., Gurr et al., 2022; Schumann, 2022]. For industrial relevance, website
visitors may feel like the news is more targeted towards industry professionals than
citizens. The negative relation between webpage engagement and proximity might have to
do with the target audience of the webpage being already informed or aware of what
happens in their direct proximity and a higher interest in news about events further
away.


5.2  News factors and visuals (SQ4)

For visuals, none of the news factors correlated significantly to media uptake. This presents a
notable contrast to the effect of visuals on webpage engagement, presented earlier in this section.
One explanation may be that journalists prioritise text and visuals differently. This seems likely, as
in practice visuals are often added after the news item has been selected and written, almost as an
afterthought, and perhaps not even by the journalists themselves. This increases the
chance that different people prioritise different aspects of the news event in these two
mediums of information. Likewise, in practice, press officers may send different or no
visual materials to journalists than they post on the webpage, potentially leading to a
divergence in materials the target audience is exposed to [Vergunst, personal communication,
February 10, 2026]. We argue that different powers are at play for visuals than for text
in the context of news generation, and future research should look into this further.
The contrast between the effects of visuals on media uptake and webpage engagement
appears to further confirm the different audiences at play (journalists vs. the general
public).


Compared to text, visual news factors showed little consistency. For example, only two of Caple
and Bednarek’s [2016] news factors for visuals correlated with our success metrics. Most of the
relations we found concerned visual content types. Negative visual valence seemed to attract
initial interest, visuals showing humans and research subjects increased time spent on the page,
and data visualisations seemed to encourage deeper scrolling. Consonance was negatively related
to scroll depth, perhaps indicating that overly predictable or repetitive visuals reduce engagement.
If this is the case, balancing text and visuals is crucial to optimise user experience and
engagement.


The question of whether news value theory applies to visuals is still relatively new [Caple
et al., 2020; Rössler et al., 2011], especially in science news contexts. While Caple and
Bednarek’s [2016] framework proved to be partially applicable, several news factors were
completely absent from our sample (e.g., positivity, novelty, and eliteness), and others
appeared to require adaptation. This research shows that, similar to what Badenschier and
Wormer [2012] did for text, revising the framework for science visuals is both feasible and
worthwhile.


Should future research elaborate on this, we feel that the operationalisation of aesthetic appeal
deserves more attention. Our practitioner-centred approach may have led to limited findings,
whereas a recipient-centred approach may provide more insight into how the content is actually
received, processed, and used.


Although our study was quite limited in sample size and investigated press releases from a single
institution, which reduces generalizability and limits extrapolation of our results, we do believe
that the high consistency in our materials enhances internal validity, while our use of AltMetrics
seems promising for providing a broader view of media uptake. We believe this study
can serve as a starting point for future research on practice and hope to expand this
dataset.


It would be interesting to see how the relations are affected when we include other
faculties of the same university, or different universities that may have different strategic
communication goals [Autzen, 2018]. Especially when taking visuals into account, we propose to
look beyond one institution, and even beyond one country, to be able to gain more
insight into how intercultural differences affect the news flow. More often than not,
news is international and today many science projects are performed by international
consortia. It might be interesting to see how these consortia report on the same research
in different counties, and investigate whether or not they purposefully tailored their
press release to that country, and, if so, how, and what that means for the news flow per
country.
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