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Several adaptations were made to the framework used for coding in this study compared to the original frameworks. The news factor ‘eliteness’ was subdivided into the categories ‘person’, ‘region’, ‘institution’ and ‘journal’ to allow for a more nuanced analysis of different type of eliteness. Additionally, the following news factors were excluded:
· Newspaper agenda: the UU news webpage is not a newspaper, and all articles fit the UU commercial and ideological agenda of increasing visibility for UU research, making this factor redundant.
· Composition: unlike traditional newspapers, where topic variety within an issue may affect newsworthiness, the articles in this study are published in a constant stream of news articles, and not in one ‘entity’ of a news issue. 
· Intention: all articles have the same main intention of popularization (Dr. N.L. Vergunst, personal communication, Jan 10, 2025). This factor therefore does not provide meaningful variation. 
· Exclusivity: UU communicators always have exclusive access to the scientist and they consistently utilize this as well (Dr. N.L. Vergunst, personal communication, Jan 10, 2025), making this factor redundant.
Harcup & O’Neill (2016) proposed the new news factor ‘shareability’, but lacked a concrete operationalization. To address this gap, Nowak-Teter & Łódzki (2024) provided a more detailed categorization of ‘shareability’, describing eight factors based on an extensive literature review. Some of these were already included in the codebook as news factors. The factors that were not already included were: ‘emotionality’ (sadness, shock/anger), ‘threat and fear’, ‘humor and satire’, ‘weird stories’ and  ‘transparent positionality’. For the purposes of this study, emotionality and threat/fear were grouped under ‘emotional appeal’, incorporating anger, fear, hope and sadness. The category ‘weird stories’ was left out due to the subjectivity involved in determining when a story “evokes disgust and deviance” or is “shared just because “you’ve never seen something like this before””. Finally, the authors mention that ‘transparent positionality’ is mainly applicable to political stories, and it was therefore left out of the analysis due to the content not being political in nature. This resulted in the addition of two key shareability factors to the framework:  ‘emotional appeal’ (encompassing anger, fear, hope and sadness) and ‘humor/satire’. Finally, based on literature described earlier, the news factor ‘practical utility’ was added as an additional extension to the news factor ‘shareability’ proposed by Harcup & O’Neill (2016).
For the analysis of the visuals elements of the press releases, one key adaptation was the addition of the news factor ‘positivity’, based on an updated list of visual news factors in Caple et al. (2020), which included this new news factor. In addition to the news factors from the framework of Caple & Bednarek (2016) and Caple et al. (2020), a factor ‘type of graphical material’ was added. By categorizing various types of graphical materials, ranging from scientific illustrations to researcher portraits, this factor allows for a more nuanced analysis of how specific types of visuals shape the news- and shareworthiness of science news articles. Table A2 outlines the selected visual news factors.
