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Abstract
The fast and global way which has characterized the presence of mobile phones in society has sparked the interest of 
several sectors of activity, including journalism. From the early stages of production to distribution, and then through 
the characteristics of content and consumption patterns, numerous changes have been introduced by these mobile de-
vices in an activity that has been undergoing one of the most uncertain moments in its long history. This uncertainty has 
stemmed from the decrease in income which was caused by the emergence of new competitors, such as the online press 
and social networks. This bibliographic review aims at identifying the changes caused by smartphones in the production 
distribution and consumption of news, analyzing its effect on the epistemology of journalism. We attempt to ascertain if 
the increasing influence of mobile technologies in the journalistic activity has changed its nature, improving the produc-
tion of knowledge. Upon closer reading of the bibliography, it can be concluded that the versatility of mobile devices has 
facilitated a set of new possibilities not only for journalists, namely more autonomy and a reduction in the time spent 
between the event and the publication, but also for consumers, who can do a mobile and personalized consumption 
on their screens. Due to its ability to continuously adapt to the rhythm of contemporary society, mobile journalism has 
become more universal and has been confirmed as a form of knowledge insofar as it responds more effectively to con-
sumers’ expectations, in particular young people’s, who are moving away from journalism and thus prevent the genera-
tional renewal of readers, something which is fundamental for the media business model.
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1. Introduction
Having been considered the seventh mass media (Ahonen, 2008), the mobile phone has conquered a central place in 
current daily life because it is a metadevice that combines several functions into an object of personal use, ubiquitous 
and permanently connected (Aguado; Martínez, 2006). These characteristics have allowed the mobile phone to be ea-
sily integrated in the daily life of human beings (Jensen, 2013).

Unsurprisingly, the success of mobile devices caught the attention of newspaper companies, which, witnessing the ex-
ponential growth of the penetration rates, realized that news consumption on these devices opened a new channel, a 
fact confirmed by the migration of the public to these platforms, which has made these devices become the audience’s 
preferred medium for receiving news (Walker, 2019). 
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Through the appropriation of the new media, journalism began to undertake changes in the production, distribution and 
consumption of the news (Da-Silva, 2015), a situation that brings us to the fundamental question in this work: does the 
introduction of mobile devices in the journalistic process have epistemological implications in this activity?

In order to answer this question, it is important to begin by analyzing the epistemology of the activity itself, a topic that 
has been widely discussed over the decades. As McNair (1998) claims 

“the form and content of journalism is crucially determined by the available technology of newsgathering, pro-
duction, and dissemination” (p. 125), 

so the way in which mobile technologies broke out and took root in society justifies a debate about epistemology in the 
current technological reality. 

Epistemological discussions about journalism are not new. Authors from diverse nationalities (Park, 1940; 2008; Me-
ditsch; 1997; Ekström; Westlund, 2019) argue that journalism is a form of knowledge, although they represent reality in 
a different way than Sciences or Philosophy do, for instance (Tambosi, 2003). 

Park (1940; 2008) seeks to establish a difference between “knowledge of” and “knowledge about”, framing journalism 
at a point of intersection between the lesser rigor of the first and the depth of the second. In spite of this, the fact 
that news information is objective, true and collected in a rigorous way following ethical and deontological principles 
defined in professional codes makes the author consider journalism as a form of knowledge, a situation reinforced by 
other authors who demonstrate that exists a connection between the levels of public knowledge patterns and the news 
treatment (Schroder; Larsen, 2009). Harré (1984) states that being a social activity, science is developed from people 
to people and its results have a social use. Talking about news, his social use is scrutinized and discussed, shapes public 
opinion and fulfills the relevant mission of providing guidance to man and society (Park, 1940; 2008). As a social beacon, 
journalistic information is essential to ensure the smooth functioning of democracies because it helps citizens choose 
the most appropriate policies and hence, they will seek to improve societies, as with scientific knowledge.

Meditsch (1997) discusses the pros and cons of journa-
lism as a form of knowledge concluding that the weak-
nesses resulting from the very nature of the activity li-
mits the universality of the conclusions because it can 
serve both to reproduce other knowledge or to degrade 
it. The author defends journalism as a form of knowle-
dge due to its scientific and philosophical framework in 
traditional areas, such as Sociology or Psychology, but 
also because this dimension implies a greater demand 
in relation to the contents and to those who produce or reproduce them, in a logic of strictness of what is required for 
scientific knowledge.

Ekström and Westlund (2019) reinforce the importance of this aspect by saying that 

“journalism is among the most influential knowledge-producing institutions in modern society, associated with 
high claims of providing relevant, accurate, and verified public knowledge on a daily basis” (p. 1). 

In addition, this knowledge is encoded in a medium language that aims to facilitate its understanding by the broad and 
heterogeneous public characteristic of the mass media, something that differs from the knowledge produced by scien-
tists.

It can be argued that the scientist produces science while the journalist produces information, but it is necessary to 
consider that 

“science is not just a set of knowledge governed by the judgments of reason and experience. It is also linked to 
a cultural and axiological context and rests on values admitted by the culture in which it is inserted” (Paty, 1997, 
p. 3). 

Therefore, this author considers that the universality of knowledge must be analyzed as a work of thought, as an activity 
of a social nature or as a science and technology system, with the repercussions that they have in the community. Paty 
(1997) also states that while the first two dimensions can be found in all eras and in all sciences, understood as a system 
of knowledge. The relationship between science and technology is more recent, especially since the 17th century after 
the link between science and technology. It is in this connection that journalism is embedded since its products –the 
news– are developed using methodologies similar to those of science, using a set of techniques that have evolved to 
follow technological progress.

In this sense, the scientific-technological dimension allows an epistemological approach to discuss whether mobile tech-
nologies have changed the way journalistic knowledge is produced and their ideal of universality has been altered. This 
issue is particularly important because it is in the preservation of this ideal audience that Journalism finds one of its main 
social justifications: that of maintaining the communicability between the physicist, the lawyer, the worker and the phi-

Due to its ability to adapt to the rhythm 
of contemporary society, mobile journa-
lism is more universal and is thus confir-
med as a form of knowledge by respon-
ding to consumer expectations in a more 
effective way



Epistemology of mobile journalism. A review

e300103  Profesional de la información, 2021, v. 30, n. 1. e-ISSN: 1699-2407     3

losopher. While science evolves by rewriting knowledge of common sense in formal and esoteric languages, Journalism 
works in the opposite direction (Meditsch, 1997).

If the mass media produce content for wide audiences made up of non-specialists (Ortega-Gutiérrez; Humanes, 2000) 
and mobile consumption allows personalized consumption, to what extent does this personalization not contradict the 
characteristic universality of knowledge? This is a significant question in our epistemological discussion.

A second epistemological approach can be made through a fundamental concept in journalism –objectivity– which has 
an epistemic and an ontological sense, both of which must be analyzed in the person/object dialectics (Tambosi, 2003): 

“the epistemic meaning applies to affirmations, to the way of knowing, (objective knowledge), while the ontological 
concerns the way of existence of things in the world (the objective reality)” (p. 439).

Thus, in epistemic terms, objectivity coincides with the truth, that is, there must be a confirmable fact that does not 
need any intermediation for its verification. Subjectivity, on the other hand, is related to the introduction of the human 
factor in the story, which inserts personal filters, adding elements to the narration.

In the ontological sense, objectivity is marked by the real and physical existence of people/objects or by raw facts inde-
pendent of the observer, while subjectivity is more linked to intuitions/feelings that can only be confirmed by the person 
who feels or, in the second example, by social/institutional facts already contextualized by the observer within their 
social reality (Tambosi, 2003).

In both senses, objectivity is always linked to a visible, palpable or confirmable reality, while subjectivity is directly rela-
ted to the belief that a report corresponds to the truth of the facts narrated by an observer.

Considering epistemology as the study of knowledge and the justification of belief (Dancy, 1985), we can say that 
knowledge is a true belief because it has been confirmed. The belief is confirmed if the fact reported coincides with rea-
lity, which can happen in two ways: by the dissolution of the subjectivity introduced by the observer in the transmission 
of that same report, making it more natural and less social, or by reducing the space between the event and its report. 
The first way refers to the discussion on the role of the observer in the reality codification process, repeating Tambosi’s 
(2003) argumentation regarding subjectivity. On the other hand, the second introduces a new variable –the question 
of space/time between the moment of the event and its report–. In this field, mobile devices influence the process to 
the extent that they compress the news process by accelerating production, even allowing its cancellation thanks to the 
possibility of making live broadcasts. This change leads to the discussion about the new role of the observer, but also to 
others related to the acceleration of information and the consequent reduction in its quality.

In a time where users live immersed in information, smartphones have changed the way we use and consume the news, 
creating a renewed ecosystem framed by new challenges to all stakeholders (López-García et al., 2020). This paper aims 
to address the challenges posed by mobility to journalism, which is only possible if we do not ignore the changes obser-
ved in the media ecosystem.

2. A changing ecosystem
The introduction of a new species in a biological ecosystem causes imbalances and can lead to the disappearance of nati-
ve ones. The fact that mobile devices have quickly become the preferred platform for news consumption (Nelson, 2019) 
has made it even more important to look at the ecosystem because adapting to a new reality is essential if the ancient 
species want to survive and can force newcomers to follow the rules of that ecosystem. Only in this way is it possible to 
achieve a rebalancing that ensures the survival of the ecosystem itself.

The switch from the biological reality to the mass media field led Canavilhas (2011; 2015) to propose three types of 
factors, in other words, three fields of investigation that allow us to analyse what happened when a new media arises: 

- intermediatic factors (study of the mass media and their relations), 
- contextual factors (consumption environments), and 
- techno-environmental factors (consumption interfaces and user action on the system itself). 

That means we have three areas that allow us to analyze mobile journalism from three perspectives. The most tech-
nological, as stated by Postman (1979), defines the mass media as machines that transmit information and encode it 
according to its characteristics. Therefore, it is important to dissect mobile devices, especially smartphones in order to 
identify the reasons that transformed it into the mass media that quickly became the most popular.

2.1. The new media and its relations
One of the various reasons that justify the success of smartphones is the fact that they are a mobile way to access the 
internet (Aguado; Martínez, 2006; Westlund, 2012; Canavilhas et al., 2020). For that reason, it makes sense to start this 
point with a reference to the internet, which in October 2020 reached 4,929 million users reaching a worldwide pene-
tration rate of 63.2% and registering a growth of 1,266% since 2000. 
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Mobile access through browsers or 
applications (apps) greatly contributed 
to increase these numbers, a fact which 
led the journalistic market to think of the 
new platform as an opportunity for this 
activity.

The success of mobile phones is due to 
the combination of several aspects. First-
ly, the fact that these devices are carried 
close to the body (Ling, 1997) means 
they are perceived as a human extension 
(Lasen, 2001; Gant; Kiesler, 2001) and 
therefore have a strong and emotional 
connection to their user (Katz; Aarhus, 
2002). Secondly, because mobile phones 
convey the feeling of personal security 
to their users (Dimmick; Sikand; Patterson, 1994), enabling integration in groups, communication with friends (Geser, 
2004; Quinn; Oldmeadow, 2013), mobility, fun and permanent connection (Lorente, 2002; Linger, 2002).

In the field of journalism, mobile phones in their most advanced technological version – smartphones– not only facilitate 
media consumption in any context (Peters, 2012), but also offer a dynamic multimedia continuum (Barbosa, 2013) and 
allow the appearance of new and more appealing journalistic narratives for the young audience. These prefer the new 
media (Raeymaeckers, 2004; Bernal, 2009; Casero-Ripollés, 2012) which offer them more attractive multimedia content 
(Huang, 2009).

Without young people, the market segment that ensures the renewal of the audience, journalism would lose sustai-
nability, because although it has a fundamental social role, it is an economic activity that depends on demand and has 
a stable business model based on the segmentation of audiences (Picard, 2013). For this reason, journalism has been 
forced to adapt quickly to economic and technological changes, hence the innovation in product, distribution channels 
and content is essential to ensure the future (Saad, 2011; Peters; Broersma, 2013).

The mobile communications service providers themselves have changed from a “telecom model”, based on the sale of 
voice services, to a “software model” in which the focus is placed on exploring the computational characteristics of the 
devices (Castellet; Feijóo, 2013) by exploiting the vast offer on the internet. Thus, a device that was born for interper-
sonal communication has become much more than that: nowadays the smartphone is an extension of our body, a mul-
tifunction device and a privileged channel for access to internet, surpassing its initial function –oral communication– to 
a secondary level due to technological innovations that combined the functions of a computer, camera, GPS, calculator, 
clock, music player or credit card in one device, among others (Klemens, 2010; Canavilhas et al., 2020). 

All this justifies the success of smartphones, a product whose sales increased between 2008 and 2016, stabilizing but 
not declining. This interruption of almost one decade in sales growth is due to the saturation of some markets and to 
a slower innovation dynamics (Richter, 2019). Nevertheless, the mobile devices continue to be the most transversal 
medium since their distribution in the various geographies of the globe is the most balanced of all mass media. For all 
these reasons, smartphones an object of innovation, change, and renovation of the older media (Goggin; Hjorth, 2009) 
offering a wide range of possibilities for bringing old and young media together in one device (Madianou; Miller, 2012).

2.2. Mobile consumption environments
Space is a fundamental variable in the field of journalism. We can refer to space as distance, which has always been one 
of the obstacles to distribution but, in this case, we are mainly interested in space as a consumer environment since 
mobile devices are characterized precisely by their ability to ensure the contextual users news consumption (Silva-Ro-
dríguez, 2013).

The printed press, for instance, has varied their consumption environments: from the times of low literacy when the illi-
terate learned of the news in the reading clubs until today, consumption has gone from a static assembly to an individual 
and mobile one. In this case, the phenomenon occurred more because of the increase in literacy rates than because of 
the characteristics of the newspaper that always has been portable. The radio has also undergone a progressive process, 
with mobility arising thanks to the appearance of personal receivers and later through its inclusion in automobiles. As 
far as television is concerned, mobility has also existed since the appearance of digital terrestrial television (DTT), but the 
mobile consumption of this medium has only truly grown with smartphones.

This culture of mobility (Kischinhevsky, 2009) compels us to rethink information consumption in different contexts. If 
places cannot be separated from their context of experience (Santaella, 2007), the fact that this experience now takes 
place anywhere due to the ubiquity offered by the smartphone (Goggin; Hjorth, 2009; Struckmann; Karnowski, 2016), 
opens up new perspectives for research. 

https://www.wowza.com/live-video-streaming/broadcast-and-OTT
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If until now all mass media had started in group consumption and only later evolved towards individual consumption, 
in the case of smartphones we are faced with a different situation because the collective spaces they have nothing of 
collective once they allow a consumption in an individual screen (Santaella, 2007), 

This means that even though one is within a group, consumption on the smartphone is individual, which introduces two 
variables that journalism needs to learn how to deal with: mobility, and personal consumption. In addition to these two 
variables, we must add a third one –the context– because news consumption is something that occurs in a specific place 
(Peters, 2012). That means that news consumption in mobility implies changes in news production, as we will see later. 

2.3. Consumption interfaces and user role on the ecosystem
One of the main changes in the techno-environmental factors was the hegemony of small screens as an interface for 
news consumption. Previous mass media –press, radio and television– started to be consumed on smartphones, tablets 
and wearables, such as smartwatches and glasses (e.g, Google Glass). More recently, personal assistants (Alexa, Siri, etc.) 
added the possibility of interacting via voice replacing the usual touch interfaces of mobile devices.

The media interface is assumed here as a place of interaction that evolves and co-evolves with its users because it is a 
space for innovation (Scolari, 2018). In the case of smartphones, the design of this type of interface is more difficult due 
to the small size of the interaction surface and the fact that users move between different contexts (Gong; Tarasewich, 
2004) while interacting. This is due to the fact that in addition to portability these devices have in common one charac-
teristic: they are connected to the internet, 

“(...) a multimedia channel, which tends to emulate and integrate many older media, blurring their boundaries 
without really supplanting them” (Pauwels, 2005, p. 609).

As stated by Goggin and Hjorth (2009), the characteristics of mobile media provide new ways of seeing, reading, liste-
ning and touching, transporting the media process to new contexts of consumption and enabling new forms of partici-
pation for the people.

These ways of participation have grown enormously with Web 2.0, a term created by O’Reilly Media in 2004 to mark a 
new level on the Web in which users have come to have a more interactive and participatory role through the production 
of information on blogs, video platforms, social networks, etc. Journalism ceased to be the centre of the media system, 
and began to share this space with users, the so-called prosumers (Jenkins, 2008) or “produsers” (Bruns, 2008).

Furthermore, the role of consumers is not limited to participation, since the level of demand in relation to journalism 
has also risen:

“The mobile phone, in the hands of a digitally literate population, has fundamentally changed the relationship 
between the media and consumers of news. Under the old model, journalists would tell the public what they 
needed to know, when they “needed” to know it (i.e., when it suited them). Today, consumers of news pull down 
what they need, when they need it and how they need it” (Jukes, 2013, p. 5).

This set of technological changes has radically changed the way we interact (Geser, 2004), which has repercussions on 
the media ecosystem, as we will see later.

3. Mobile phone as a journalistic tool: production
Although an interesting amount of scientific production in the field of mobile journalism can already be accessed, the 
lack of analytical and practical studies on the stages of production, distribution and reception of journalistic content on 
mobile devices is still a reality (López-García et al., 2020).

In the field of journalistic production, one of the most studied areas has been the use of smartphones as a new tool 
(Bivens, 2008; Westlund, 2013; Andrade et al., 2015) or the analysis of experiences made with mobile devices (Blanken-
ship, 2016; Mills et al., 2012). This set of studies has arisen due to the fact since very early it became evident that the 
cell phone challenges the journalism practices (Mielniczuk, 2013).

One of the first changes related to the appearance of mobile devices, in this case still with feature phones, was the 
possibility of establishing permanent contact between the newsroom and the journalist who collects information at 
the events. The journalist sent to the place of the event is so absorbed by his work that he loses the notion of the more 
global context, missing new information related to that event that comes to the newsrooms through different sources. 
Mobility communication facilitated by feature phones now allows the newsroom to send new information to the jour-
nalist that opens new paths of investigation and allows questions to interveners about data that have emerged but are 
unknown to those who are at the place where something is happening.

The introduction of this factor brings an epistemological change because the ontological subjectivity –the existence of a 
raw fact about which the journalist was collecting information in a certain perspective– can suffer a change motivated by 
the arrival of new information that leads the journalist to ask new questions to stakeholders or even interviewing new 
characters. With these quotes, the journalist seeks to make his work more objective by transferring responsibility for the 
information to the interviewees (Zelizer, 1995) who, when confronted with new information, confirm or reject it, thus 
giving more credibility to the news.
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Another important change was the replacement of image equipment, with digital cameras being replaced by smartpho-
nes. In addition to the miniaturization of equipment, the fact that they are discrete and easy to handle devices (Maccise; 
Marai, 2017) made it easier to obtain images in spaces where journalists were often prevented from taking them. With 
this change, it became possible to offer information consumers similar perspectives to those who have direct partici-
pants in events.

In a first moment, there was some distrust from the image professionals in relation to the use of smartphones in cap-
turing images (Guerrero-García; Palomo, 2015). However, the connection between smartphone manufacturers and ca-
mera or lens manufacturers, such as Leica or Zeiss, together with the increase in the number of cameras per device, 
enhanced the photographic capabilities of these devices transforming them into high quality machines. Moreover, nati-
ve applications (apps) were added, which made it easier to edit the images on the device itself and send them straight 
to the newsroom. A similar process occurred with sound and video, a situation that transformed those equipment’s 
into true personal editing studies, making the physical presence of these professionals in the newsroom unnecessary 
(Da-Silva, 2014).

The aesthetics of photography has changed as well (Germen, 2014) due to the fact that it has become possible to take 
images anywhere, at any time and with automatic shutters that in thousands of seconds offer thousands of perspecti-
ves on the object or situation photographed. If in part this change had already occurred with the appearance of digital 
cameras, the fact that the images started to be made with a common object which we carry around at all times further 
enhanced this possibility. 

Not all types of article formats and multimedia content from the news site could be auto-directed to mobile news plat-
forms. Journalists started to think one step ahead when reporting on breaking news to ensure that it was also displayed 
on mobile devices (Westlund, 2013, p. 15). 

“The omnipresence of smartphones as imaging devices has a strong impact on the fact that they encourage, 
help us to take photos in places, instances, settings, occasions, we would not otherwise think of photographing” 
(Germen, 2014, p. 307).

Once again, we can observe ontological changes because no longer are there limitations in the number of images that 
could be taken. From the 12, 24 or 36 photos of the analogic system, we switched to digital cameras with limited capacity 
and, later, to usable smartphones that allow us to quickly capture an unlimited number of images that are immediately 
available in the cloud. Not being concerned with spatial limits, the journalist tries to make the captured image convey 
reality the best way possible. Although there is always human intentionality resulting from the photographer’s positio-
ning in relation to the space where the action takes place and the professional’s own aesthetic criteria, the increase in 
the number of images captured increases the probability that some of these images reproduce reality more naturally. 

In the field of the moving image, in addition to the changes related to capturing and editing common to photography, 
another important change appears: the generalization of live broadcasts. What previously required expensive and com-
plex production, such as outdoor cars, human resources, satellite rental, etc., became possible with a simple device for 
personal use and without the need for more human resources than the journalist, thanks to devices and high-speed 
networks. Here too, more objectivity is introduced, both in epistemic and ontological terms. In the first case because 
being live the fact is confirmed; in the second, because in being raw images we have something that ontologically is the 
mere transmission of a real event.

In addition to the evolution of the devices themselves, the development of the App Stores deserves mention, as it is 
this change that allows the treatment of raw content. Since the importance of improving the processing and storage 
capacities of the equipment and the permanent connection to the internet was indisputable, the role of apps cannot 
be underestimated because they allowed smartphones to be more than a device for capturing and sending raw content 
(Goeldi, 2018).

“Initially planted as a secondary complement to platforms, virtual application tiers (‘app stores’, with Apple’s 
permission) have in only four years been converted in the axis on which the main transformations of the mobile 
ecosystem and its development horizons move” (Aguado; Castellet, 2013, p. 41). 

These apps, which also influenced consumption, transformed smartphones into a mobile and personal newsroom by 
allowing them to edit the content, its composition and by making it available to the public.

This set of changes has given more strength to the so-called MOJO, a way to telling stories by journalists that they are 
trained and equipped for being mobile and technically autonomous (Podger, 2018). Initially called backpack journalism 
(Steven, 2002; Strong; Zafra, 2016), in reference to the possibility of a journalist being autonomous thanks to a backpack 
with a laptop computer, a digital camera and a microphone, it was switched to pocket journalism (Renó, 2011; Twist, 
2005) that allows you to do all this with one device: a smartphone. With these mobile devices, journalists started to do 
their work more quickly due to the ease of handling, transport and mobility (Maccise; Marai, 2017).

Another aspect where changes have occurred with implications in the field of production was the participation of users 
in the news process. The people formerly known as the audience (Rosen, 2006) gained a place in the new media ecosys-
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tem leading to the emergence of movements such as citizen journalism (Gillmor, 2006; Meso-Ayerdi, 2005), participa-
tory journalism (Bowman; Willis, 2003; Hermida; Thurman, 2010) or collaborative journalism (Glaser, 2004), among 
others. This movement, born with Web 2.0, has evolved over the years and has challenged mainstream media with the 
emergence of new informational players that aroused the interest of users (Hermida; Thurman, 2010; Newman, 2012; 
Sasseen; Olmstead; Mitchell, 2013). Mobile devices have given citizens even more strength since they have made it 
possible to improve the technological capabilities of content production with a reduced investment in a device already 
used in their daily lives.

The importance of this phenomenon in the scope of this work is not so much the role of citizens as producers of infor-
mation, but as providers of information, that is, we are not interested in citizens’ participation as playground spaces, but 
those in which the citizen works as a source (Domingo, 2011), with the media themselves asking for the collaboration of 
users, sending complaints, as it happened on the Web, but now encouraging the submission of photos and videos. This 
participation allows the creation of a giant network of collaborators, which, due to its dispersion in the territory, enables 
access to any event more quickly, even though the quality of the information collected may be lower. Any sudden event 
that occurs can be reported with the use of amateur images captured by citizens who were on the spot at the time, a 
situation that can be seen as an approximation to objectivity in the ontological sense, since the citizen is limited to trying 
to capture the moment with no other purpose than to register a momentary reality.

The work inside newsrooms has also undergone changes because the production of mobile news requires interdisci-
plinary work among journalists, designers and programmers, among other specialists (Palacios et al., 2015). If there is 
a tendency abroad for the individualization of work, within the newsroom the movement goes exactly in the opposite 
direction since the contents are more complex and require the participation of so-called techno-actors in the production 
process that they assume to have the task of solving technical problems that allow the appearance of more appealing 
types of contents (Canavilhas et al., 2014). Each professional tries to enhance the characteristics related to his work in 
order to provide a good user experience, but he underlines that there are epistemic distances between the logic of com-
putational thinking, the artistic conception of visual culture and the textual and contextual journalistic model. The result 
of this professional miscegenation was the birth of new content formats and new ways of storytelling (data journalism; 
parallax reporting) that differentiate web and mobile journalism from that done in other media. This situation changes 
the epistemological nature of the journalistic product insofar as by improving the way of transmitting complex informa-
tion contributes to a consolidation of knowledge.

4. Mobile devices as a consumption platform: content and distribution
Among the changes resulting from the integration of mobile devices in journalism, the way the content has changed 
(Parry, 2011) is one of the most visible to the public.

A first alteration is related to the very nature of the content, which started out as monomedia and currently offer all 
types of multimedia content (Salaverría, 2014) that portray situations in a more realistic way (Zelizer, 2019).

In parallel with this change, the growth in consumption on mobile devices led to an increase in the supply of breaking news: 

“Not all types of article formats and multimedia content from the news site could be auto-directed to mobile 
news platforms. Journalists started to think one step ahead when reporting on breaking news to ensure that it 
was also displayed on mobile devices” (Westlund, 2013, p. 15). 

This offer encouraged a trend towards the consumptions of short and contextless news (Molyneux, 2018), something 
that was already stimulated by the characteristics of the devices themselves, namely the mobility and the reduced di-
mensions of the screens of these devices.

It is also the technological characteristics of smartphones that enable the consumption of multimedia content with diffe-
rent degrees of complexity, from the simplest ones that cross various types of content (text, sound, image), to the most 
complex, such as immersive content (Domínguez-Martín, 2015; Aitamurto et al., 2020) of virtual reality, augmented 
reality, 360º contents, etc. With or without recourse to cardboards or HMD (head-mounted display), immersive content 
is one of the great news brought by smartphones and has originated in the first immersive journalistic production in 
virtual reality: “Hunger in Los Angeles”, by De-la-Peña et al. (2010).

This kind of immersive content, which technically and stylistically is still in its early stages, offers sensory experiences 
through the sensation of presence in a real recreated space or in an imaginary space created for that purpose (Owen et 
al., 2015), using technological, aesthetic and interactive resources to eliminate physical boundaries in a sensorial way 
(Domínguez-Martín, 2015). By creating a strong sense of presence (Aitamurto et al., 2020), immersive content allows 
users to become more emotionally involved with the content (Grau, 2007), which represents a differentiating feature of 
mobile journalism in relation to other visual content and has an economic potential to be explored.

Despite this potential, newspapers’ greatest bet has been on 360º video content, perhaps because they are technically 
simpler and cheaper. By privileging spatial immersion over sensory immersion, journalism reduces both the level and 
the emotional involvement, preventing total immersion (Colussi; Assunção-Reis, 2020) and thus destroying one of its 
differentiating characteristics.
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4.1. Distribution for mobile devices
At a second level of changes, we already have a mixture of the content and distribution of information. Some of these 
changes had already occurred with the appearance of journalism on the Web, but they gained a new impetus with the 
possibility of distributing information to a device for personal use that is permanently connected to the network (Agua-
do; Martínez, 2006).

These mobile devices’ potential for the reception of personalized information makes it possible to switch from a mass 
content distribution to a personalized distribution adjusted to the user’s preferences. This possibility of personalizing 
the information may result from the user’s own choices, who agrees to receive notifications from the media with the 
highlights of the day or updated information. However, it can also result from reading our browsing habits made throu-
gh trackers (cookies) installed in browsers that linked to powerful databases cross our personal information to offer a 
multitude of products and services. 

It is undeniable that our digital footprint opens the door to a personalized distribution of information, a situation that 
has some advantages for companies, but it also has many disadvantages for consumers and society. From the perspecti-
ve of media companies, the possibility of offering us the information they know indicates our preference is an advantage 
because it responds to our difficulty in managing the enormous amount of information available, a situation that has 
benefited curators such as Google and Facebook (Nelson, 2020). In addition to this advantage, there is the possibility of 
selling our data and preferences to advertisers. 

From the consumer’s perspective, the advantage associated with personalizing information brings some loss of privacy 
and, in a mix of personal and social disadvantage, its incarceration in an information bubble (Pariser, 2011) that limits 
its global and contextual view.

Referring to current times as an “era of context”, Scoble and Israel (2014) argue that there are five forces available to 
each user when they touch a screen with their fingers: 

- mobile devices, 
- social networks, 
- data, 
- sensors, and 
- locations. 

The authors believe that these forces are changing our experience as buyers, users, patients or travellers, while also 
changing the business world. Specifically in the field of journalism, Aguado and Castellet (2013) state that the news 
can take advantage of the geolocation, context of use and Augmented Reality to increase the quality of the content. 
Schmitz-Weiss (2015) provides the example of weather information apps to illustrate the advantages perceived by con-
sumers in the consumption of geolocalized information, drawing attention to what she called spatial journalism.

The routines of users’ contact with the news have also changed. On the one hand, the massive use of mobile devices dee-
pens the transition from a “pull system” to a “push system” (Fidalgo; Canavilhas, 2009), in other words, it is no longer the 
user who looks for the information but the information that looks for the user. This change had already occurred with the 
appearance of information aggregators (Canavilhas; Satuf, 2016), but apps have further underlined this trend. By allowing 
these apps to send updates on certain topics, the user opens his personal communication channel, receiving information 
updates at any time without having to look for them. A recent study (Wheatley; Ferrer-Conill, 2020) confirms this trend by 
showing that push news is a consistent trend in European media distribution strategies, with information being sent during 
periods of low consumption to keep the consumer permanently connected to the media.

This continuous supply of new information is one of the problems of journalism as knowledge because it implies a speed 
of production, which in comparison with Science, is much faster and less profound. However, Meditsch (1997) reminds 
us that speed is a characteristic of modern society, which can represent an advantage in relation to other forms of 
knowledge in its ability to adapting the social needs. 

The speed of journalism became instantaneous (Bradshaw, 2014), changing the periodicity that characterized traditio-
nal daily information (newspapers), three to four times a day (TV) or hourly (radios), thus reducing the gap between the 
moment of the event and its dissemination. This acceleration of information responds to a human need to receive infor-
mation updates whenever a situation of great social impact occurs (Schneider, 2007). But it also calls into question the 
hierarchy of values   in journalism, demoting the commitment to truth and objectivity to levels below that of instantaneity 
and overestimating speed (Moretzsohn, 2002). More than the acceleration observed in the production and distribution 
of information, which is characteristic of journalism and does not alter its epistemological nature, it is the instantaneity 
that can strike its value as knowledge, as it is less rigorous to fulfil shorter information cycles.

4.2. Consumption in mobility
Mobile devices have changed the way users consume news (Westlund; Färdigh, 2015), even if compared to the medium 
that is closest to them: The Web. Though distribution is made through the same technological infrastructure –the Inter-
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net– consumption either on a computer, or on a 
smartphone, is different due to the technical cha-
racteristics of the devices and mobility, which are 
common features, despite still displaying notable 
technical differences, due to the decrease in the 
size of consumer platforms (Pellanda, 2009).

Although mobility truly started with the miniatu-
rization of radio receivers in the late 1960s, it is 
with smartphones that consumption truly gains 
mobility. The radio itself, a pioneer in mobility in 
electronic devices, felt the need to gain visibility 
on smartphones to survive in the new ecosys-
tem (Pedrero-Esteban; Herrera-Damas, 2017). 
With mobile devices, the information requested 
is provided ant the right time and place (Wolf; 
Hohlfeld, 2012). This possibility opens a set of 
potentialities when crossed with the change from group consumption in the living room or cafe to individual and mobile 
consumption on the smartphone.

With a personal and portable device, users started to take advantage of all available moments to update information, 
so the typical cyclical consumption marked by the periodicity of the media gave way to an always on consumption in 
response to the change in distribution, which also became instantaneous, as it was mentioned in the previous point. 
This is a good example of the way in which the media have quickly adapted to the new consumer’s demands, providing 
information throughout the day instead of waiting for information services with fixed schedules. When compared to ol-
der media, daily consumption on mobile devices happens more often, it is distributed over more moments, and sessions 
are shorter (Molyneux, 2018), a situation that largely relates to consumption on mobility that occurs in public transport 
or when the consumer is on hold.

This situation reinforces the idea that the consumption context is an important variable in the process. In fact, mobile 
journalism has enabled users to consume anywhere, anytime and in new content formats adapted to devices (Dimmick 
et al., 2011). In this new mobile reality, the context assumes a crucial importance because it conditions the emission and 
presents a potential for economic exploitation. The context is assumed as a multidimensional concept that includes not 
only the place or time, issues which are more linked to the consumption space, but also other technological and cultural 
dimensions (Courtois et al., 2013) that influence the process, due to the fact that the mobile news consumption occurs 
is a specific place (Peters, 2012) with unique characteristics.

The mobility of the consumer makes it possible to send information about the space where the user is, in addition to also 
facilitating what Canavilhas (2013) calls “divergent content” when moving from multimedia content by juxtaposition, 
coordination or subordination (Salaverría, 2014 ), for a distribution in which the contents recover their monomedia na-
ture (text, sound or video), but are distributed according to the situation in which the user finds themselves, which can 
be transmitted by the technologies incorporated in the reception platform. Thanks to the accelerometer and gyroscope, 
for example, it is possible to know if the user is on the move, whether walking or driving: in this type of situation, the 
content must be provided in audio format. Another possibility is the use of GPS: locating the user in a space such as a 
library or a church, for example, the ideal is to send the content in a format without sound, so it is preferable to send the 
information in textual format. Thus, we would have a contextual distribution of information that can take into account 
not only the user’s location for thematic purposes, but also the ideal format in each situation (Canavilhas, 2013). This 
divergent distribution is, in essence, a return to the initial nature of each type of content, but it can introduce some sub-
jectivity due to the difficulties in adapting some themes to a certain media language. If multimediality and immersive 
content can make information more objective, the return to monomedia content goes exactly the opposite way.

5. Mobile journalism: economic issues
The negative economic impact of digital journalism on media companies remains a problem that has not yet been resol-
ved during its 25 years of life (Salaverría, 2019). Sharing the same channel, mobile journalism is experiencing the same 
problem, however there are some untapped potentials.

“The combination of a technological revolution, new (and as yet not fully understood) business rules, and global 
recession has created, to use the cliché, a ‘perfect storm’” (Jukes, 2013, pp. 1-2).

The technological revolution brought new players to the information market, such as Google and Facebook. These are 
platforms that quickly managed to take the largest share of the advertising market, calling into question the traditional 
models of journalistic business and leaving the mainstream media in difficulties (Pauwels; Picone, 2012). These plat-
forms have also been joined by free digital publications, blogs and social networks, that also challenge the centrality of 
traditional media.

https://www.irishtimes.com
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The invasion of mainstream media space by foreign 
elements has fragmented audiences and created new 
consumption habits. The new generations moved away 
from the consumption of information in traditional me-
dia (Túñez, 2009; Brites, 2010) and knowing that the fu-
ture of any business depends on the renewal of its con-
sumers audience, (Lauf, 2001) the loss of young consumers substantially reduces the chances of survival of the media, 
making it necessary to look for new business models.

The inability of legacy media to attract young people to read news, in conjunction with the flight of audiences to con-
sumption on mobile platforms (Steensen; Westlund, 2020), leads to a bet on mobile devices because journalism must 
be where the public is. Knowing that smartphones have become a mandatory companion for young people (Cevallos, 
2009), it should be a priority develop journalistic work that focuses on such devices, using formats and languages   that 
respond to the expectations of new generations (Costera-Meijer, 2007; Huang, 2009) as this is the only way to renew 
the reader base.

This scenario prompts Jukes (2013) to say that journalism faces difficult obstacles to overcame because, to the economic 
problem, it adds the loss of public confidence in its role of watchdog and runs the risks of losing its social relevance and 
fails to influence public opinion.

Regardless of format or language, journalism aims to build a sense of community and keep the population informed 
so as to help citizens when they are called to choose their leaders (Kovach; Rosenstiel, 2014). For that, it needs to be 
consumed, a situation that previously was measurable by using the numbers related to sales and audiences and which 
nowadays is dispersed by a myriad of metrics. Tools such as Google Analytics or ChartBeat allow the media to know 
almost everything about their users, a situation that contrasts with the presumed audience from the perception of the 
journalist or from market studies carried out with samples.

In addition to the exact numbers of audiences measured by these tools, there are also “likes”, “shares” and other easily 
measurable variables that offer a much richer audience than the data available so far and allow the required segmenta-
tions by advertisers. The problem is that these new ways of measuring audiences allow us to realize that the media now 
have an unbeatable competitor in social networks due to the capillarity of their operating model.

Subscriptions to the paper-based newspaper have been replaced by digital subscriptions, constituting an advantage for 
the digital format due to the easy dissemination, but this audience represents a tiny part of the global audience mea-
sured, based on traffic on news sites. Kiosk sales which previously represented most of the audience, still have to find a 
substitute. 

What currently happens in premium journalism models is similar to what happened in the past when people stopped by 
the kiosks to read the covers and headlines without intending to buy the newspaper. The sales themselves, which were 
equally used by advertisers to choose newspapers to invest in, have not been replaced by any new model. Clearly this 
situation brought along economic and social repercussions.

With the exception of successful niche publications (Anderson, 2006) or global newspapers such as The New York Times, 
whose digital revenues have already surpassed traditional ones (Tracy, 2020), most media bet on the freemium model 
(free + premium), thus combining the offer of free content with other paid content (Casero-Ripollés, 2010), however, 
the revenue does not seem to work. Despite this, Anderson (2009) claims mixed models because free brings readers 
and some of them are supposed to pay to save time for the things they like or for what can give them status. As Gó-
mez-Barroso (2018) highlights, there is still a lack of economic models that explore the personal (public) data available 
in journalism and in advertising. 

The fact that the consumption of mobile devices is personal and takes place on a platform with very advanced technolo-
gical resources nowadays allows us to have statistics with a higher reliability than any other previous system because it 
is possible to know what is being consumed, how long for, at what time and where it is being consumed. This situation 
allows for the transition from traditional financing plans (sales + advertising), to 360º models (Canavilhas et al., 2016) 
that combine the sale of content per unit of information, new forms of advertising that involve the user, crowdfunding, 
the sale of apps and the inclusion of digital accesses to the media, not only in the packages sold by ISPs (internet service 
providers), but also on mobile devices.

The improvement in the economics of the media enter-
prises would make it possible to combat the precarious-
ness that has become established in the profession, with 
an impact on the quality of the journalistic product as a 
form of knowledge.

Mobile journalism is the fastest growing 
journalism, so it has challenged some of 
the fundamentals of this activity, which 
is used to undergoing slow evolutions

Portability, ubiquity, media functions of 
the phone and the “appification” have 
enabled the transformation of these 
devices into tools that offer more auto-
nomy to journalists
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6. Epistemology of mobile journalism
Mobile journalism is the fastest growing type ofjournalism (Perreault; Stanfield, 2019) and so it has challenged some of 
the fundamentals of this activity. Despite its close connection to journalism on the Web, mobile journalism has particu-
larities that once again call for the discussion of this activity’s epistemology.

In this paper, the changes introduced by mobile devices in journalism have been identified, aiming at understanding 
which of the various stages of epistemological changes are most evident, if they exist.

In a first epistemological approach, we tried to discuss if journalism produces knowledge. By reading the bibliography it 
is possible to confirm this hypothesis since mobile journalism follows rigorous work methodologies, is guided by ethical 
and deontological principles (Park, 1940; 2008), and provides periodically accurate and confirmed knowledge (Ekström; 
Westlund, 2019).

Another important epistemological discussion is related to objectivity, with an epistemic approach (way of knowing) and 
an ontological approach (way of existence), following Tambosi’s (2003) approach. In the first case, objectivity coincides 
with truth while subjectivity is related to the intermediary who reports the event. In ontological terms, objectivity is 
related to the reality or facts independent of the observer, while subjectivity is more linked to the viewer feelings. We 
try to situate this second discussion in the field of content production, trying to verify what influence mobile devices can 
have as a professional tool for journalists.

Within the scope of production, it appears that portability, ubiquity, media functions of the phone and the “appification” 
allowed for the transformation of these devices into tools that offer more autonomy to journalists. Furthermore, smar-
tphones help to decrease the existing space and time that mediates between the event and its publication, reducing 
human intent and increasing objectivity.

When collecting data, the mobile phone allows for an epistemological change because the fact that it can receive new in-
formation from the newsroom when already at the event site allows the introduction of changes in the approach to the 
interviewee and the stakeholders. On the spot, the journalist can confront the stakeholders with new data and obtain 
an immediate reaction that he will transcribe as a quote. There is an increase in objectivity here that gives credibility to 
the news in the face of the growing number of unidentified sources that have appeared in the news. If this advantage 
allowed by a simple mobile phone adds the possibility to record these statements in audio or video, there is an increase 
in objectivity and in this case, it is already a gain allowed by smartphones.

Image is also an area where ontological changes can be confirmed. The infinite storage capacity of a smartphone connec-
ted to the cloud, combined with the remaining technological potentials of smartphones, allows recording the event from 
various perspectives, reducing the reporter’s intentionality. The combination of the technical capabilities of the devices 
with the high-speed computer networks also allowed the greatest use of rights, which, being made by a mobile device 
from a position in the middle of the public, permits an approximation of the content transmitted to reality, which is why, 
ontologically more objective. With regard to the characteristics of the media, in this case in the field of reception, the most 
important question lies in a factor that differentiates journalism for mobile devices from traditional journalism: does the 
possibility of personalizing information due to the characteristics of the medium contradict the universality of knowledge?

Jensen (2013) states that the novelty introduced by mobile devices is the perfect way in which these devices were 
integrated into daily practices in a synchronous, localized, and individualized way. The integration news consumption 
patterns in daily routines leads to relative isolation, because although consumers are in the middle of many people, only 
users can see the small screen. (Van-Damme et al., 2015). However, this personalization is more related to the context 
of consumption in mobility and to the formats adapted to the devices than to the individualized distribution of content.

The media have been advised to serve the niches well instead of serving the masses poorly (Jarvis, 2009) which in the 
case of devices gains greater importance because they are personal channels that allow content to be adapted to the 
consumer. Such a situation does not invalidate the information being used by the community (Harré, 1984) and, thus, re-
mains universal knowledge. As in the specialized press, the more specific the theme is, the more demanding the readers 
are, and since they are specialists in that subject, demand more depth in the treatment that journalists give to topics.

In web journalism, and with greater accuracy in smartphone journalism, the response to users’ expectations assumes 
a fundamental importance due to the existing technolo-
gies for the measurement and knowledge of consump-
tion habits. The metrics currently available make it possi-
ble to interpret the data resulting from the measurement 
of the news item (Henshaw, 2006) with such precision 
that journalists can better understand their audience, 
deepen the relationship with it, and adapt the content 
so that users can use it, identify themselves as truth te-
llers (Usher, 2018) and, therefore, knowledge producers.

When collecting data, the mobile pho-
ne allows for an epistemological change 
because the fact that it can receive new 
information from the newsroom when 
already at the event site allows the in-
troduction of changes in the approach to 
the interviewee and the stakeholders
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This approach of journalism to science is also made pos-
sible by the use of content more suitable for explaining 
events and phenomena, such as interactive graphics, 
360º video, etc. For this, it relies on the participation of 
the so-called techno-actors, the new figures who gain 
more presence in the newsrooms. Although from diffe-
rent points of view, these professionals seek to improve 
the user experience, facilitating faster access to information (informatics), improving the usability and graphic aspect 
of the content (design) and producing contextualized and credible information (Canavilhas et al., 2015). It is from the 
joint work of these professionals that more elaborate content is born which responds to the information needs of the 
most demanding consumers and, above all, to the new generations. As previously mentioned, the survival of journalism 
depends on its ability to ensure the generational renewal of consumers, as stated before, which can be done using the 
type of content that most attracts them.

Content is precisely one of the areas where journalism for mobile devices has shown that it is possible to offer something 
different from the legacy media. Using the mobility, portability and technical characteristics of the devices, formats for 
smartphones emerged, such as immersive content, namely 3D sound, augmented reality and virtual reality. The use of 
the word “reality” in the designation of this type of content seeks to convey to users the idea of   truth, simulating an 
environment similar to that in which the action takes place, transporting the user to three-dimensional spaces and ena-
bling sensory experiences (Domínguez-Martín, 2015; Owen et al., 2015). In its connection to journalism, this reality is a 
form of objectivity, both in the epistemic and ontological strands since it removes the intermediaries and interpretations 
of the space where the action takes place, freeing the user for a free exploration that transforms him into the individual 
he feels.

Finally, the economic aspect may have an epistemological influence in journalism as the quality of the content is directly 
related to the ability to hire human and technological resources. The economic fragility of legacy media motivated by 
the exhaustion of its business model leads to social discredit (McChesney, 2013; Casero-Ripollés; Izquierdo-Castillo, 
2013) which in turn leads to a loss of audience, thus entering a negative spiral: the reduction in revenue leads to cuts in 
the newsroom, which leads to an increase in the workload for journalists, who resort more to agency information. Thus, 
there is a clear impoverishment of the journalism produced, also called “churnalism” (Harcup, 2004; Johnston; Forde, 
2017), which is limited to recycling information to produce content with low informative value for which users are not 
willing to pay and which has no social relevance nor constitutes knowledge.

A final word to emphasize that the remarkable growth in the consumption of push news, in other words, content that 
is characterized by its superficiality, could move journalism away from the characteristics of the sciences that produce 
knowledge. However, we must never forget that this lower complexity is balanced with greater speed, which responds 
to the needs of a more accelerated society that requires a greater cadence of information (Meditsch, 1997) and which 
value this kind of knowledge. The key is to maintain a permanent link between these informative “snacks” (Molyneux, 
2018) and contextual journalism, thus functioning as a starting point for consumption and never as an arrival point. 

7. Final notes
The fact that Web journalism and Mobile journalism share the same channel means that there is a great proximity between 
the themes discussed in this work. The great difference that separates them relates to the characteristics of access techno-
logies, but still a mobile device is a computer which has greater portability than desktops, laptops and even tablets. Perhaps 
for this reason, Bui and Moran (2020) claim that more and more digital journalism is becoming mobile.

In a broad perspective, we agree with Salaverría (2019) when he states that the area of   digital journalism, as mobile 
journalism, has become a fertile field for research, presently offering a multiplicity of approaches and methodologies 
specific to work in this field. The traditional area of   journalism, already influenced by Sociology and Psychology, has 
received expertise knowledge from Design and Informatics, and has managed to transform itself into an area of   mutual 
fertilization. That is why many avenues of research have already pioneered but are still in need of deeper and greater 
volume research so that meta-research and new theories can be achieved. Several authors (Ekström; Westlund, 2019; 
Fortunati; O’Sullivan, 2020) identify some of the questions that deserve a deeper and more thoughtful reflection when 
epistemological and technical issues related to mobile news are discussed. 

First of allt, it is interesting to continue developing stu-
dies in the field of audiences in order to reinforce un-
derstanding of why mobile consumption had such a 
rapid increase, not only among new generations but 
across the board. Another important line will be to know 
if the increase in speed in the circulation of information 
has an impact on the way people perceive the role of 
journalism as a form of public opinion. 

The novelty introduced by mobile de-
vices is the perfect way through which 
these devices were integrated into daily 
practices in a synchronous, localized and 
individualized way

The joint work of journalists and te-
chno-actors (designers and computer 
scientists) allows for the production of 
news content that satisfies the informa-
tion needs of the most demanding con-
sumers and, above all, of the new gene-
rations
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In the field of production, issues related to the changes 
caused by mobile devices in terms of production costs, 
the appearance of new professions and the skills de-
manded from journalists, deserve to be further studied. 
The conclusions of these works must be analyzed in the 
context of the new labor relations within companies and 
their repercussions on the epistemological ties with the 
profession.

As this area is strongly linked to technology, the opening 
of new lines of investigation is a constant since mobile 
journalism refers not only to digital content for smar-
tphones and tablets, but also for glasses and smart watches, among other wearables. In this arena, research in the field 
of content, namely in terms of languages, formats and genres is fundamental, as it explores its connection to the field of 
design and usability. Equally important is to use the experimental method to assess the impact of individual consump-
tion on mobility in the perception of users’ understanding and to ascertain what to change in the content in order to 
compensate for any loss of effectiveness motivated by less attention devoted to the content.

All these new devices have two characteristics in common: ubiquity and personal use. This situation opens enormous 
potential for the collection of reliable big data, one of the traditional problems in journalism research. For this reason, 
the area of   Statistics also acquires greater relevance in the studies to be undertaken in this field. The treatment of these 
personal data also raises issues of great relevance related to confidentiality, so Ethics is another area called for research 
in the field of mobile devices.

Finally, the study of new models for the economic viability of journalism are another important field of work, as the 
quality of the final product depends on the conditions of production, namely the existence of human resources and 
technical means that allow journalism to develop its social role.

For all these reasons, it is believed that Mobile journalism is an area with great potential for growth in the field of 
research, in addition to the fact that it brings together a set of characteristics capable of facilitating an approximation 
between research undertaken in academia and the needs of communication companies facing an unprecedented crisis. 
Perhaps the solution lies precisely in the joint work between two worlds that have always lived ‘back-to-back’, but that 
due to the technological and social acceleration are compelled to cooperate. 
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