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To assess the aesthetic appeal of the visuals in the dataset, a focus group was conducted with six members of the Faculty of Science’s external communications team. The participants were asked to evaluate whether visuals appeared to have been selected primarily for their aesthetic appeal (for example with the expectation that the target audience would find them visually pleasing), as opposed to more functional reasons such as clarifying scientific information or providing a researcher’s portrait.
All visuals in the dataset were reviewed one by one. For each visual, participants raised their hand if they believed it had been, or if they themselves would have, selected it for its aesthetic appeal. To save time, categories of visuals that were expected to be mainly functional (e.g., researcher portraits) were grouped and assessed collectively.
A focus group approach was chosen instead of developing an operationalization for the codebook, because aesthetic appeal is inherently subjective and difficult to evaluate objectively. Therefore, the decision was made to take the perspective of the communicators, and to let them judge from their professional perspective whether a visual could be considered aesthetically appealing. The variable for the news factor ‘aesthetic appeal’ is therefore a number between 0 and 6, reflecting the number of votes (the number of communicators that think the visual in question was chosen for its aesthetic appeal).
