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Summary 

Media organizations (in television, print, or radio) increasingly deploy emerging technologies 

to enhance their media offerings. While Information Systems research has extensively 

examined the impact of deploying emerging technologies on organizational and production 

processes, it has barely focused on this phenomenon in the media context. The dissertation aims 

to fill this gap and investigates five research topics. It analyzes sensor-based journalism as a 

form of journalistic content that is based on data collected by sensors. Specifically, it explores 

its potential, its impact on decision making, and associated ethical concerns. It also examines 

credibility formation in this context. Furthermore, the dissertation studies the broader 

deployment of technology in the media, including algorithm-based personalization and 

Artificial Intelligence-based imagery analysis to enhance media offerings, platform use, and 

divestment strategies in response to digitization and technological advancements. To address 

these research topics, the cumulative dissertation integrates thirteen research papers that apply 

both qualitative and quantitative methods. The findings show that sensor-based journalism 

enables insights into previously inaccessible phenomena and supports decision making under 

uncertainty, but raises ethical concerns related to privacy, accountability, and surveillance. They 

highlight that argument strength emerges as the primary credibility driver in sensor-based 

journalism, alongside other individual and source-related factors. Moreover, they identify 

limited use of personalization across German legacy newspapers. The findings further point to 

Artificial Intelligence-based imagery analysis for thumbnail customization as a means to 

increase consumption of hedonic media goods on video and e-commerce platforms. The 

findings also illustrate the coexistence of empowerment and disempowerment that women with 

caregiving responsibilities face when using platforms. Finally, they derive causal configurations 

that theoretically ground divestment strategies as organizational responses to digitization and 

technological advancements. The dissertation provides a foundation for future Information 

Systems research on technology deployment in the media to safeguard a healthy, democracy-

relevant journalism (Loebbecke et al., 2025).   
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Kurzfassung  

Medienorganisationen (beispielsweise Fernsehen, Print oder Radio) setzen zunehmend neue 

Technologien ein, um ihr Medienangebot zu verbessern. Während die Wirtschaftsinformatik-

Forschung die Auswirkungen des Technologieeinsatzes auf Organisations- und 

Produktionsprozesse umfassend untersucht hat, wurde dieses Phänomen im Medienkontext 

bisher wenig behandelt. Die Dissertation zielt darauf ab, diese Lücke zu schließen und 

betrachtet dabei fünf Forschungsthemen. Sie untersucht sensorbasierten Journalismus als eine 

Form journalistischer Inhalte, die auf durch Sensoren erhobenen Daten basieren. Insbesondere 

analysiert sie dessen Potenzial, die Auswirkungen auf Entscheidungsprozesse sowie damit 

verbundene ethische Bedenken. Ferner erforscht sie die Glaubwürdigkeitsbildung in diesem 

Kontext. Darüber hinaus prüft die Dissertation den breiteren Technologieeinsatz in den Medien: 

algorithmische Personalisierung und Bildanalyse mittels künstlicher Intelligenz zur 

Verbesserung des Medienangebots, Plattformnutzung und Veräußerungsstrategien als Reaktion 

auf die Digitalisierung und den technologischen Fortschritt. Um diese Forschungsthemen zu 

behandeln, umfasst die kumulative Dissertation dreizehn Beiträge, in denen sowohl qualitative 

als auch quantitative Methoden angewendet werden. Die Ergebnisse zeigen, dass 

sensorbasierter Journalismus Einblicke in bisher unzugängliche Phänomene ermöglicht und die 

Entscheidungsfindung unter Unsicherheit unterstützt, jedoch ethische Bedenken in Bezug auf 

Privatsphäre, Verantwortlichkeit und Überwachung aufwirft. Sie heben hervor, dass neben 

anderen individuellen und quellbezogenen Faktoren die Argumentationsstärke als primärer 

Glaubwürdigkeitsfaktor im sensorbasierten Journalismus hervortritt. Des Weiteren stellen sie 

fest, dass Personalisierung in deutschen etablierten Zeitungen kaum genutzt wird. Sie 

beleuchten zudem eine Bildanalyse mittels künstlicher Intelligenz zur Anpassung von 

Miniaturansichten als Mittel zur Steigerung des Konsums hedonistischer Mediengüter auf 

Video- und E-Commerce-Plattformen. Außerdem veranschaulichen die Ergebnisse die 

Koexistenz von Selbstermächtigung und Entmachtung, mit der Frauen mit Betreuungsaufgaben 

bei der Plattformnutzung konfrontiert sind. Schließlich erkennen sie kausale Konfigurationen, 

die Veräußerungsstrategien als organisatorische Reaktionen auf die Digitalisierung und den 

technologischen Fortschritt theoretisch untermauern. Die Dissertation bildet eine Grundlage für 

die zukünftige Wirtschaftsinformatik-Forschung zum Technologieeinsatz in den Medien, um 

einen gesunden, demokratie-relevanten Journalismus zu erhalten (Loebbecke et al., 2025). 
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1. Introduction 

1.1 Problem Statement 

Amid ongoing digitization across various sectors, media organizations (in television, print, or 

radio) increasingly deploy emerging technologies. Examples of such technologies are sensors, 

algorithm-based personalization, Artificial Intelligence (AI), and digital platforms. They 

support decision making processes, accelerate content generation, and thereby enrich content 

portfolios, distribution, and allow for content personalization (Diakopoulos, 2019). 

However, media organizations face risks from relying on these technologies. Declining 

production costs increase competition and lead to an abundance of media content (Rifkin, 2012; 

Shirky, 2008). Alongside the growth of automated and user-generated content, the prevalence 

of misinformation and deepfakes expands (Diakopoulos, 2019). The "wealth of information 

creates a poverty of attention" (Simon, 1971, p. 40), as individuals have to process growing 

media content with their limited cognitive resources (Tversky & Kahneman, 1974). Ethical 

concerns appear regarding data privacy, transparency, accountability, and surveillance 

(Diakopoulos, 2019; Morini et al., 2023).  

Information Systems (IS) research has extensively examined the impact of deploying emerging 

technologies on organizational and production processes (Chen et al., 2012; McAfee & 

Brynjolfsson, 2012). Furthermore, it has studied system design and the organizational, societal, 

and individual-level effects of deploying technologies (Galliers et al., 2017; Loebbecke & Picot, 

2015; Zuboff, 2015). However, IS research has barely investigated technology deployment in 

the media, especially in the context of providing democracy-relevant journalism (Loebbecke et 

al., 2025). The dissertation aims to fill this gap. 

1.2 Research Focus  

1.2.1 Sensor-Based Journalism 

In the first part [Papers #1 – #6], the dissertation analyzes sensor-based journalism, also named 

'sensor journalism' (Diakopoulos, 2019; Howard, 2014). Sensor-based journalism refers to 

journalistic content based on data collected by sensors. It relies on sensor-based data collection 

on phenomena that are beyond direct reach and inaccessible without sensors (Chen et al., 2012; 

Howard, 2014; Osterlie & Monteiro, 2020). Sensors such as temperature, pressure, proximity, 

and humidity sensors capture signals of physical or chemical variations and convert them into 

data for analytics and AI-based systems (Chen et al., 2012; Osterlie & Monteiro, 2020). In 
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journalism, early forms of sensor-based journalism emerged in the 1950s with the use of 

temperature data for weather reports (National Environmental Satellite, Data, and Information 

Service, 2025). More recent applications use sensor data to report on air pollution or recycling 

journeys (Flip, 2021; Hook et al., 2019). Prior journalism research highlights both opportunities 

and risks of sensor-based journalism. Sensors alongside drones enable science-like reporting 

and economic efficiencies (Howard, 2014), but also raise ethical concerns related to privacy, 

transparency, and accountability (Morini et al., 2023). Sensor-based journalism further blurs 

boundaries between journalism, science, and activism as it fosters collaborations among 

journalists, startups, media organizations, and citizens (Hamm, 2024; Hepp & Loosen, 2021). 

However, sensor-based journalism has received limited attention in research fields beyond 

journalism studies. 

Hence, the first part of the dissertation examines two research topics in the context of sensor-

based journalism. Drawing on prior research on human and organizational decision making 

(Galliers et al., 2017; Kahneman & Tversky, 1979; Loebbecke & Picot, 2015), it explores the 

potential of sensor-based journalism, its impact on decision making, and associated ethical 

concerns [Paper #1]. Referring to prior research on credibility formation as a key mechanism 

of persuasion (Hovland & Weiss, 1951; Metzger et al., 2003), it studies credibility in sensor-

based journalism [Papers #2 – #6]. 

1.2.2 Technology-Enabled Offerings Enhancements, Platform Use, and Divestments 

The second part of the dissertation [Papers #7 – #10] takes a broader perspective on technology 

deployment in the media, addressing three distinct research topics.  

Although prior IS research has increasingly examined personalization and AI-based design for 

enhancing offerings (Gregor & Hevner, 2013; Tam & Ho, 2006), their application in media 

contexts has received less scientific attention. Accordingly, the second part of the dissertation 

investigates such technology-enabled offerings enhancements in the media. Building on prior 

research on algorithm-based content personalization to increase readership and revenues 

(Benlian, 2015), the dissertation analyzes such personalization in legacy newspapers [Paper 

#7]. It further leverages prior research on AI-based design (Gregor & Hevner, 2013; Yoon & 

Kim, 2019) to investigate AI-based imagery analysis for customizing thumbnail designs to 

increase consumption of hedonic media goods on media and e-commerce platforms [Paper #8]. 

Moreover, previous IS research has extensively studied how platform use transforms work 

processes (Deng & Galliers, 2024). As gender-specific effects remain underexplored in IS 

research, the second part of the dissertation builds on prior platform research (Ameen et al., 
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2024; Deng & Galliers, 2024) and examines how women with caregiving responsibilities use 

platforms for work [Paper #9]. 

Finally, the second part of the dissertation theorizes on divestment strategies, a concept 

increasingly studied in management research (Kaul, 2012) but still little understood in IS 

research. It particularly focuses on divestment strategies, such as downscoping, reconfiguring, 

asset sales, reallocations, spin-offs, and carve-outs, in response to digitization and technological 

advancements (Barney, 1991; Karim & Capron, 2016; Kaul, 2012; McKendrick et al., 2009). 

Drawing on two theoretical perspectives, the resource-based view (Wernerfelt, 1984) and the 

concept of ambidexterity (Montealegre et al., 2019), it explores divestment strategies [Paper 

#10]. 

1.3 Research Approach 

The dissertation follows a methodological pluralism approach, applying various qualitative and 

quantitative research methodologies. 

As the qualitative research methodologies, the dissertation utilizes a case-based discussion, a 

conceptual, and a configurational approach based on publicly available data from real-life cases 

and literature reviews. The dissertation conducts a case-based discussion based on insights from 

real-life cases to explore sensor-based journalism, including its potential, its impact on decision 

making, and the associated ethical concerns [Paper #1]. Case-based discussions facilitate the 

contextualization of emerging research phenomena, dynamics, and unintended consequences in 

understudied processes (Monteiro et al., 2022). Furthermore, the dissertation adopts a 

conceptual approach to synthesize the dynamics (Suddaby et al., 2023) observed in platform 

use for work processes into research propositions [Paper #9]. Finally, it applies a 

configurational approach to illustrate the theoretical multiplicity (El Sawy et al., 2010; Fink, 

2010; Meyer et al., 1993) that explains divestment strategies [Paper #10].  

Regarding quantitative methodologies, the dissertation runs statistical analyses, including 

regression analyses, analyses of variance, and structural equation modeling – all conducted in 

R. It further conducts a frequency analysis. These quantitative studies rely on data collected 

from online experiments on the crowdsourcing platform 'Prolific' and publicly available, 

observational data from a web-based simulation and digital media and e-commerce platforms. 

The dissertation evaluates experimental data with statistical analyses to explore credibility 

formation in sensor-based journalism [Papers #2 – #6]. Such statistical analyses on 

experimental data enable testing relationships between attributes in emerging phenomena and 

addressing issues for which real-world data are not yet available (Maruping et al., 2025; 
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Schwenk, 1982). Ultimately, the dissertation examines observational data from a web-based 

simulation and from video and e-commerce platforms to investigate technology-enabled 

offerings [Papers #7 – #8]. Such observational data provides insights into actual behavior in 

real-life settings (Cyr et al., 2009; Deng & Poole, 2010).  

1.4 Research Structure  

As outlined above, this cumulative dissertation includes a total of thirteen papers, divided into 

two parts. Part 1, titled 'Sensor-Based Journalism', entails nine papers, six of which are 

standalone [#1 – #6], alongside three papers [#2a, #2b, #2c] which are earlier versions of Paper 

#2. Part 2, titled 'Technology-Enabled Offerings Enhancements, Platform Use, and 

Divestments', contains four papers [#7 – #10].  

Table 1 provides an overview of the thirteen papers included in the two parts of the dissertation. 
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Table 1: Overview of the Papers. 

# Author(s) Title Theoretical 
Background 

Core Finding Publication 

1 Loebbecke, C., 
Boboschko, I. 

Reflecting upon sensor-
based data collection to 
improve decision making 

Prospect theory 
(Kahneman & 
Tversky, '79) 

Evidence-based insights, 
decision making support, and 
ethical concerns in sensor-based 
journalism 

Journal of Decision 
Systems, '20a, 29(Sup1), 
18-31, 
[VHB: B]. 

2 Boboschko, I., 
Loebbecke, C. 

Reader information 
processing in sensor-based 
journalism: the impact of 
identity cues on credibility 

Heuristic-based 
persuasion 
(Chaiken, '87) 

Positive effect of contributor 
jobs on source credibility in 
sensor-based journalism 

Information Technology 
& People [VHB: B]  
- under review. 
prior versions: 2a-c. 

2a Boboschko, I., 
Loebbecke, C. 

Identity cues influencing 
article credibility in 
sensor-based journalism 

Heuristic-based 
persuasion 
(Chaiken, '87) 

Positive effect of contributor 
jobs on source credibility in 
sensor-based journalism 

Europ. Conf. on 
Information Systems 
(ECIS '25),  
[VHB: A]. 

2b Boboschko, I., 
Loebbecke, C. 

Names below sensor-
based articles impacting 
the credibility of the article  

Heuristic-based 
persuasion 
(Chaiken, '87) 

No impact of author and 
contributor names on credibility 
in sensor-based journalism 

World Media 
Economics and 
Management Conf.  
(WMEMC '25). 

2c Boboschko, I. The impact of seeing 
human involvement in 
sensor-based journalism 
on reader appreciation 

Social 
translucence 
(Erickson & 
Kellogg, '00) 

Two hypotheses and a research 
model for testing the impact of 
human involvement on 
credibility in sensor-based 
journalism 

Int'l. Conf. on 
Information Resource 
Management  
(Conf-IRM '24), 
- Best Paper Award. 

3 Boboschko, I., 
Loebbecke, C. 

News outlet reputation 
and content credibility in 
sensor-based journalism 

Heuristic-based 
persuasion 
(Chaiken & 
Maheswaran, '94) 

Positive (negative) effect of 
(less) reputable news outlets on 
content credibility in sensor-
based journalism 

Europ. Conf. on 
Information Systems 
(ECIS '26),  
[VHB: A]  
- under review. 

4 Boboschko, I., 
Loebbecke, C. 

Information processing 
and content credibility in 
sensor-based journalism:  
a comparative elaboration-
likelihood perspective 

Elaboration 
Likelihood Model 
(Petty & 
Cacioppo, '86) 

Stronger effect of argument 
strength than news outlet 
reputation on content credibility 
in sensor-based journalism 

Information Systems 
Journal [VHB: A]  
- under review. 

5 Boboschko, I., 
Loebbecke, C. 

Argument strength and 
content credibility in 
sensor-based journalism:  
a comparative experiment 

Argumentation-
based persuasion 
(Hoeken & 
Hustinx, '09) 

Positive effect of sensor-based 
articles on argument strength 
and content credibility 

Europ. Journal of 
Information Systems 
[VHB: A]  
- under review. 

6 Boboschko, I., 
Loebbecke, C. 

Deploying online 
experiments to investigate 
content credibility in 
sensor-based journalism 

Experimental 
research design 
(McCroskey, '69) 

Appropriateness of online 
experiments to investigate 
credibility in sensor-based 
journalism 

German Society for 
Online Research Conf. 
(GOR '26). 

7 Loebbecke, C., 
Oberschulte, F., 
Boboschko, I. 

Mass media deploying 
digital personalization: an 
empirical investigation 

Concept of web 
personalization 
(Tam & Ho, '06) 

Limited use of content 
personalization by German 
legacy newspapers in online 
contexts 

Int'l. Journal on Media 
Management, '21,  
23(3-4), 176-203, 
[VHB: C]. 

8 Loebbecke, C., 
Obeng-Antwi, A., 
Boboschko, I., 
Cremer, S. 

Towards AI-based 
thumbnail design for 
fostering consumption on 
digital media platforms 

Framing theory 
(Tversky & 
Kahneman, '81) 

AI-based imagery analysis for 
customized thumbnail variations 
and increasing consumption of 
hedonic media goods 

Int'l. Journal of 
Information 
Management, 2024, 78, 
1-12, 
[VHB: B]. 

9 Hoedl, T., 
Boboschko, I. 

The double-edged sword: 
empowerment and risks of 
platform-based work for 
women 

Concept of 
women's 
empowerment 
(Kabeer, '99) 

Four propositions illustrating 
gendered effects of platform use 

Int'l. Conf. 
'Wirtschaftsinformatik' 
(WI '25),  
[VHB: B]. 

10 Boboschko, I. IT-driven divestments: 
towards theoretical 
multiplicity through a 
configurational approach 

Resource-based 
view (Wernerfelt, 
'84), ambidexterity 
(Montealegre et 
al., '19) 

Two causal configurations to 
theoretically ground 
technology-driven divestment 
strategies  

Europ. Conf. on 
Information Systems 
(ECIS '22),  
[VHB: A]. 
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Part 1: Sensor-Based Journalism 

Paper #1 (Loebbecke & Boboschko, 2020a), titled "Reflecting upon sensor-based data 

collection to improve decision making", published in the Journal of Decision Systems, reflects 

on sensor-based journalism with regard to its potential, its impact on decision making, and 

associated ethical concerns along three cases. Based on views from behavioral economics 

explaining organizational and individual decision making, such as prospect theory (Kahneman 

& Tversky, 1979), it shows that sensor data can generate evidence-based insights into 

previously inaccessible phenomena and support decision making under uncertainty. It raises 

ethical concerns related to privacy, accountability, and surveillance. 

Paper #2 (Boboschko & Loebbecke, 2025a), titled "Reader information processing in sensor-

based journalism: the impact of identity cues on credibility", is under review at Information 

Technology & People [VHB: B]. Drawing on the literature on heuristic-based persuasion 

(Chaiken, 1987) and social presence heuristics (Gefen & Straub, 2004), it investigates how 

identity cues – contributor names and jobs – impact credibility in sensor-based journalism. Data 

from a between-subjects online experiment with 233 participants show that displaying 

contributor jobs increases source credibility, whereas displaying contributor names has no 

effect. 

Paper #2 builds on three conference papers [Papers #2a, #2b, #2c]: 

- Paper #2a (Boboschko & Loebbecke, 2025b), titled "Identity cues influencing article 

credibility in sensor-based journalism", appeared at the European Conference on 

Information Systems (ECIS '25), Amman, Jordan [VHB: A]. 

- Paper #2b (Boboschko & Loebbecke, 2025c), titled "Names below sensor-based articles 

impacting the credibility of the article", appeared at the World Media Economics and 

Management Conference (WMEMC '25), Warsaw, Poland. 

- Paper #2c (Boboschko, 2024), titled "The impact of seeing human involvement in 

sensor-based journalism on reader appreciation", appeared at the International 

Conference on Information Resources Management (CONF-IRM '24), Cairo, Egypt.  

Paper #3 (Boboschko & Loebbecke, 2025d), titled "News outlet reputation and content 

credibility in sensor-based journalism", is under review at the European Conference on 

Information Systems (ECIS '26), Milan, Italy [VHB: A]. Building on the literature on heuristic-

based persuasion and particularly reputation and recognition heuristics (Chaiken & 

Maheswaran, 1994), it examines how news outlet reputation impacts credibility in sensor-based 

journalism. It evaluates data from a between-subjects online experiment with 809 participants. 

It shows that reputable news outlets slightly, but significantly, increase credibility.  
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Paper #4 (Boboschko & Loebbecke, 2025e), titled "Information processing and content 

credibility in sensor-based journalism: a comparative elaboration-likelihood perspective", is 

under review at the Information Systems Journal [VHB: A]. Guided by the Elaboration 

Likelihood Model (Petty & Cacioppo, 1986), it investigates how content-related, source-

related, and individual factors shape credibility formation in sensor-based journalism compared 

to other forms of journalism. It analyzes data from a 2×2 online between-subjects experiment 

with 1,570 participants. It finds that argument strength remains the primary credibility driver, 

while news outlet reputation and individual factors play smaller, context-dependent roles.  

Paper #5 (Boboschko & Loebbecke, 2025f), titled "Argument strength and content credibility 

in sensor-based journalism: a comparative experiment", is under review at the European Journal 

on Information Systems [VHB: A]. Grounded in views on argumentation-based persuasion 

(Hoeken & Hustinx, 2009), it studies whether arguments supported by evidence based on sensor 

data are perceived as stronger and thus more credible than those without such evidence. It 

analyzes data from a between-subjects online experiment with 853 participants. It shows that 

argument strength fully mediates the effect of evidence type on credibility. Mediation effects 

are slightly stronger when journalistic content includes evidence based on sensor data compared 

to journalistic content without such evidence.  

Paper #6 (Boboschko & Loebbecke, 2026), titled "Deploying online experiments to investigate 

content credibility in sensor-based journalism (Extended Abstract)", appeared at the German 

Society for Online Research Conference (GOR '26), Cologne, Germany. By applying literature 

on experimental research design to study the effects of evidence in persuasive communication 

(McCroskey, 1969), it illustrates the suitability of online experiments for analyzing credibility 

formation in emerging journalistic practices. It exemplifies an experimental investigation into 

how argument strength impacts content credibility in sensor-based journalism. 

Part 2: Technology-Enabled Offerings Enhancements, Platform Use, and Divestments  

Paper #7 (Loebbecke et al., 2021), titled "Mass media deploying digital personalization: an 

empirical investigation", published in the International Journal on Media Management [VHB: 

C], draws on the concept of personalization in online contexts (Tam & Ho, 2006). It examines 

whether and to what extent mass media personalize their content delivery. Based on 

observational data from a one-week browsing simulation across five German legacy newspaper 

websites, it finds minimal personalization. 

Paper #8 (Loebbecke et al., 2024), titled "Towards AI-based thumbnail design for fostering 

consumption on digital media platforms", published in the International Journal of Information 

Management [VHB: B], is grounded in framing theory (Tversky & Kahneman, 1981). It 
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investigates how AI-based imagery analysis allows for automatic classification of visual cues 

to design customized thumbnail variations and, hence, to increase consumption of hedonic 

media goods on video and e-commerce platforms. Data from an AI-based imagery analysis on 

nearly 500,000 thumbnails from a video and an e-commerce platform show that faces with 

negative emotions and less text increase consumption.  

Paper #9 (Hoedl & Boboschko, 2025), titled "The double-edged sword: empowerment and risks 

of platform-based work for women", appeared at the International Conference 

'Wirtschaftsinformatik' (WI '25), Muenster, Germany [VHB: B]. Based on the concept of 

women's empowerment (Kabeer, 1999), it applies a conceptual approach and reflects on three 

cases of using platforms for work processes. It derives four propositions, conceptually 

illustrating how such platform use can both empower and disempower women with caregiving 

responsibilities. 

Paper #10 (Boboschko, 2022), titled "IT-driven divestments: towards theoretical multiplicity 

through a configurational approach", appeared at the European Conference on Information 

Systems (ECIS '22), Timisoara, Romania [VHB: A]. It follows a configurational approach by 

drawing on two theoretical perspectives, the resource-based view (Wernerfelt, 1984) and the 

concept of ambidexterity (Montealegre et al., 2019). It derives two causal configurations 

theoretically grounding divestment strategies in response to digitization and technological 

advancements. 
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2. Sensor-Based Journalism 
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2.1. Reflecting upon sensor-based data collection to improve decision 

making 

 

 

Loebbecke, C., & Boboschko, I. (2020a). Reflecting upon sensor-based data collection to 

improve decision making, Journal of Decision Systems, 29(Sup1), 18-31 [VHB: B], 

doi.org/10.1080/12460125.2020.1776926. 
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2.2 Reader information processing in sensor-based journalism: the 

impact of identity cues on credibility 

 

Reproduction from: 

Boboschko, I., & Loebbecke, C. (2025a). Reader information processing in sensor-based 

journalism: the impact of identity cues on credibility, under review at Information Technology 

& People [VHB: B]. 
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2.2a Identity cues influencing article credibility in sensor-based 

journalism  

 

 

Boboschko, I., & Loebbecke, C. (2025b). Identity cues influencing article credibility in sensor-
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2.2b Names below sensor-based articles impacting the credibility of the 

article 

 

Reproduction from: 

Boboschko, I., & Loebbecke, C. (2025c). Names below sensor-based articles impacting the 

credibility of the articles, World Media Economics and Management Conference (WMEMC), 

Warsaw, Poland. 
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Names below Sensor-Based Articles Impacting the Credibility of the Article 

Over the past decade, sensor-based journalism has gained importance as pertinent innovation 

for media management. It involves the use of sensors to collect data on phenomena that humans 

cannot observe directly and presumably fosters data-driven, seemingly neutral 'sensor-based' 

articles. 

At the same time, bylines crediting authors have become important attributes in journalistic 

articles as they affect individuals' perceptions regarding the credibility of an article (Graefe et 

al., 2018). In journalism contexts, the heuristic-systematic model of information processing 

(Chaiken, 1980) puts forward that readers use systematic analysis and heuristics as cognitive 

shortcuts to evaluate an article. It suggests that identifying an author enhances social presence 

perceptions and triggers social presence heuristics, which influence the perceived credibility of 

an article (Sundar, 2008). 

With our work, we combine both insights, as we investigate empirically whether and how author 

and contributor names displayed below a sensor-based article influence the perceived 

credibility of the article, i.e., content credibility of sensor-based articles. We also explore how 

readers' level of media skepticism and familiarity with sensor-based journalism play a role. 

To this end, we conduct a between-group online experiment with 149 participants residing in 

Germany, who we recruited via Prolific in October 2024. First, we assess participants' 

demographics, level of media skepticism, and familiarity with sensor-based journalism. Then, 

we assign the participants randomly to one of two experimental groups, who we both ask to 

read a sensor-based article from a given news outlet. One group sees the article with author and 

contributor names displayed below the article; the other group does not see any names. 

Participants in both groups complete a questionnaire containing previously validated constructs 

(Graefe et al., 2018) on their level of media skepticism, familiarity with sensor-based 

journalism, and perceived credibility of the article's content. We analyze the data using ANOVA 

and moderation analysis. 

Counterintuitively, we do not find any significant effect on the credibility of the article 

depending on whether participants see the author and contributor names or not. Hence, at this 

stage, we cannot confirm social presence theory when applied to sensor-based articles. Further, 

our data indicates that media skepticism directly impacts the credibility of the article. However, 

we do not indicate any moderation effects – neither from higher levels of media skepticism nor 

from familiarity with sensor-based journalism. 
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As we acknowledge the relatively low number of participants in our study, future research may 

want to enlarge the sample size to enhance the generalizability and reliability of the findings. 

Our study contributes to the growing literature on social presence perceptions in journalistic 

environments (Graefe et al., 2018). It provides empirical insights showing that the presence of 

author and contributor names displayed below a sensor-based article does not influence readers' 

perceptions regarding the credibility of the article. Our work extends the application of the 

heuristic-systematic model of information processing to sensor-based journalism. Finally, it 

offers practical implications for media organizations on the design of bylines below sensor-

based articles. 
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2.2c The impact of seeing human involvement in sensor-based journalism 

on reader appreciation 
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reader appreciation, International Conference on Information Resource Management (Conf-
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2.3 News outlet reputation and content credibility in sensor-based 

journalism 

 

Reproduction from: 

Boboschko, I., & Loebbecke, C. (2025d). News outlet reputation and content credibility in 
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2.4 Information processing and content credibility in sensor-based 

journalism: a comparative elaboration-likelihood perspective 

 

Reproduction from: 
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2.5 Argument strength and content credibility in sensor-based 

journalism: a comparative experiment 
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2.6 Deploying online experiments to investigate content credibility in 

sensor-based journalism (Extended Abstract) 

 

Reproduction from: 

Boboschko, I., & Loebbecke, C. (2026). Deploying online experiments to investigate content 

credibility in sensor-based journalism (Extended Abstract), German Society for Online 
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Deploying online experiments to investigate content credibility 
in sensor-based journalism (Extended Abstract) 

 
Relevance & Research Question: 
The emerging field of sensor-based journalism relies on data beyond human reach collected by 
sensors (Diakopoulos, 2019; Loebbecke & Boboschko, 2020). Earlier works on sensor-based 
journalism study the impact of identity cues and outlet reputation on content credibility (Sundar, 
1999). Communication and media studies investigate testimonial-based argument strength as 
driver of content credibility (Boller et al., 1990; Wathen & Burkell, 2002). To fill the gap, we 
ask how argument strength influences content credibility in the context of sensor-based 
journalism. 
 
Methods & Data 
This study deploys a between-subjects online experiment (N= 853) followed by multi-group 
covariance-based structural equation modeling. Two treatment groups read an article on traffic 
affecting air pollution in London, one drawing evidence from sensor data, the other from 
testimonials. As endogenous latent variables, we measure argument strength with four items 
and content credibility with five items. Measurement items, wording of all items, descriptive 
statistics, standardized factor loadings, squared multiple correlations for each indicator, 
construct-level reliability, and convergent validity are available upon request. 
 
Results 
Sensor-based journalism fosters argument strength and credibility formation; statistical details 
and interpretations are available upon request. Controlled online experiments (McCroskey, 
1969) allow for realistically simulating (journalistic) media consumption. 
 
Added Value 
Promoting research in sensor-based journalism – in times of AI-based hallucinations, 
increasingly relevant phenomena in today's democracies. 
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3. Technology-Enabled Offerings Enhancements, Platform Use, and 

Divestments  
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3.1 Mass media deploying digital personalization: an empirical 

investigation 
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3.2 Towards AI-based thumbnail design for fostering consumption on 

digital media platforms 

 

 

Loebbecke, C. Obeng-Antwi, A., Boboschko, I., & Cremer, S. (2024). Towards AI-based 

thumbnail design for fostering consumption on digital media platforms, International Journal 

of Information Management, 78, 1-12 [VHB: B], doi.org/10.1016/j.ijinfomgt.2024.102801. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

My contribution to this paper includes the revision based on the comments from the co-authors 

and reviewers. 

 

  



 136 

3.3 The double-edged sword: empowerment and risks of platform-based 

work for women 
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3.4 IT-driven divestments: towards theoretical multiplicity through a 

configurational approach 
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4. Conclusion 

4.1 Summary 

Considering sensor-based journalism with regard to its potential, its impact on decision making, 

and associated ethical concerns, the dissertation finds that sensor-based journalism enables 

evidence-based insights into previously inaccessible phenomena and supports decision making 

under uncertainty. It further shows that sensor-based journalism introduces ethical concerns 

related to privacy, accountability, and surveillance. The findings extend across individual, 

organizational, and societal levels [Paper #1]. 

Regarding the credibility formation in sensor-based journalism, the dissertation finds that 

contributor names do not impact credibility, while individual factors, such as issue involvement 

and expertise, and source-related factors, such as contributor jobs and news outlet reputation, 

slightly enhance it [Papers #2 – #5]. Compared to source-related and individual factors, 

argument strength as a content-related factor is the primary credibility driver in sensor-based 

journalism [Papers #4 – #5]. In this context, argument strength and, hence, credibility are 

perceived as higher in journalistic articles containing evidence based on sensor data compared 

to articles without such evidence [Paper #5]. Furthermore, the dissertation indicates that online 

experiments are well-suited for investigating credibility formation in the context of sensor-

based journalism. Thereby, it particularly highlights the value of experiments for studying 

emerging, technology-enabled phenomena for which real-world data are not yet available 

[Paper #6]. 

Referring to technology-enabled enhancements of media offerings, the dissertation identifies 

little use of personalization among German legacy newspapers that go online [Paper #7]. 

Moreover, it finds that an AI-based imagery analysis enables automated classification of visual 

cues and customized thumbnail design for fostering consumption of hedonic media goods on 

video and e-commerce platforms [Paper #8]. Based on data from an AI-based imagery analysis, 

thumbnails containing faces with negative emotions and less text are associated with increased 

consumption of hedonic media goods on video and e-commerce platforms. 

Concerning platform use, the dissertation derives four propositions conceptualizing how 

women with caregiving responsibilities use platforms for work processes. It shows that such 

platform use can empower women by fostering occupational flexibility and financial 

independence, while simultaneously disempowering and exposing them to financial, 
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employment, mental health, and privacy risks that may reinforce patriarchal power structures 

[Paper #9].  

Considering divestment strategies, the dissertation suggests two causal configurations that 

theoretically ground strategic divestments in response to digitization and technological 

advancements for enhancing organizational and innovation performance. These causal 

configurations propose that divestment reconfigurability alone (1) or together with a high level 

of organizational separation via divestments (2) leads to higher organizational and innovation 

performance [Paper #10]. 

4.2 Discussion  

The findings offer several issues for discussion.  

• Sensor-based journalism as a socio-technical phenomenon 

The findings regarding the potential and impact of sensor-based journalism on decision 

making confirm earlier work highlighting efficiency gains from data-driven practices for 

managerial decision making (Loebbecke & Picot, 2015; McAfee & Brynjolfsson, 2012; 

Miles et al., 2018; O'Leary, 2013). At the same time, ethical concerns related to privacy, 

accountability, and surveillance at individual, organizational, and societal levels underline 

the socio-technical nature of sensor-based journalism through the interdependence of 

technologies, organizations, and social systems (Loebbecke & Picot, 2015; Mumford, 2006). 

By shaping decision making beyond organizational contexts, sensor-based journalism 

operates within the broader institutional role of journalism as a fourth pillar of democratic 

societies. It links technologies, organizations, and social systems and enables public 

deliberation for a vital and inclusive pluralistic democracy (Diakopoulos, 2019; Loebbecke 

et al., 2025).  

• Sensor-based journalism as a differentiator in credibility formation and persuasion 

The finding that argument strength is the primary driver of credibility in sensor-based 

journalism extends earlier persuasion research (Hoeken & Hustinx, 2009; Sussman & Siegal, 

2003; Yalch & Elmore-Yalch, 1984). While prior studies indicate that data-driven evidence 

increases cognitive load and diminishes the influence of content-related factors while 

increasing the impact of peripheral, source-related factors (Thaesler-Kordonouri et al., 2024; 

Yalch & Elmore-Yalch, 1984), sensor-based journalism acts as a differentiating context. 

When evaluating the credibility of content based on evidence drawn from sensor data, 
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individuals scrutinize arguments thoroughly rather than relying on peripheral, source-related 

factors. 

• Mismatch between the potential of deploying technology to enhance offerings and actual 

deployment 

Building on prior work on the potential of deploying technologies to enhance media 

offerings (Diakopoulos, 2019), the dissertation finds that this potential is not fully realized 

in practice. Although technological capabilities to customize and enhance media offerings, 

such as through algorithm-based personalization and AI-based imagery analysis, are 

increasing, legacy newspapers in Germany use only limited personalization. While these 

insights are based on one journalistic genre and a single geographical context, the observed 

mismatch points to underlying organizational, strategic, legal, and societal barriers. For 

example, the findings indicate that legacy newspapers are aware of the need to weigh 

potential gains in engagement or sales against the risks of reduced content diversity, 

increased costs, and heightened data protection and privacy concerns. These trade-offs tend 

to result in a conservative approach to personalization. Furthermore, overly intensive 

personalization may be perceived as intrusive by users (Sutanto et al., 2014) or erode brand 

equity (Keller, 2013). Moreover, in a context of declining credibility in news media 

(Newman et al., 2019), even the perception of small manipulation can undermine journalistic 

credibility (Carroll, 2020). These barriers highlight the need to contextualize investigations 

of technology-enabled offerings enhancements within their specific organizational, 

regulatory, and societal settings. 

• Persuasion patterns in utilitarian versus hedonic media contexts 

The dissertation shows that persuasion patterns in sensor-based journalism differ from those 

observed on video and e-commerce platforms. Identity cues play only a limited role in 

credibility formation in sensor-based journalism, whereas faces and emotional expressions 

drive consumption of hedonic media goods on video and e-commerce platforms. 

Additionally, quantitative evidence based on sensor data enhances argument strength and 

credibility in sensor-based journalism, whereas more text decreases consumption of hedonic 

media goods on video and e-commerce platforms. A likely explanation for these persuasion 

divergences lies in the nature of the contexts investigated (Deng & Poole, 2010; Jones et al., 

2004; Li et al., 2022; Thaesler-Kordonouri et al., 2024). The dissertation examines 

persuasion patterns in sensor-based journalism from a utilitarian media perspective (e.g., 

traffic-related news). In contrast, it studies persuasion patterns on video and e-commerce 

platforms from a hedonic media perspective (e.g., videos, books, music, movies, and games). 
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Consequently, this dissertation adds to prior research that emphasizes the context-

dependence of persuasion processes (Pornpitakpan, 2004). 

• Temporal dynamics of studying technology deployment in the media 

Investigations of technology deployment in the media should be interpreted and built upon 

through a time-sensitive lens, given the rapid evolution of both technologies and regulatory 

frameworks. The deployment of algorithm- and AI-based systems is increasingly shaped by 

legal constraints associated with data protection, transparency, and accountability – 

particularly in efforts to safeguard democracy-relevant journalism (Diakopoulos, 2016; 

Zanker et al., 2019). In addition, media organizations' growing restrictions on access to 

content for AI-based systems further complicate the scalability of automated media analysis, 

and hence AI-driven product enhancements (Fletcher, 2024). Consequently, research on 

technology deployment in the media requires ongoing contextualization, and future 

replications should account for shifting technological, regulatory, and institutional 

conditions when building on prior findings. 

• Terminological and conceptual inconsistency in credibility research 

By examining the concept of credibility, the dissertation addresses a terminological and 

conceptual inconsistency in research (Appelman & Sundar, 2015). With regard to the 

terminology, the distinction between 'credibility' and 'trust' remains inconclusive. Some 

scholars use the terms interchangeably (Self, 1996), while others distinguish between them 

(Tseng & Fogg, 1999). Further disagreement exists regarding their causal ordering, with 

credibility conceptualized as an antecedent of trust (Pavlou, 2002) or, conversely, trust 

viewed as an antecedent of credibility (Hovland & Weiss, 1951). The dissertation adapts the 

terminology from Hovland and Weiss (1951) and focuses on the term 'credibility' determined 

by trust. Similarly, prior research is also inconclusive about the measurement of credibility 

as different measurement constructs exist for different types of media and outlets, 

additionally distinguished through both online and offline contexts (Appelman & Sundar, 

2015). Hence, the diversity of definitions and measurement constructs limits cross-study 

comparisons. Accordingly, the comparability of the dissertation's findings is bounded by the 

specific conceptual framing and measurement constructs employed. This constraint 

underscores the conceptual plurality and context dependency in credibility research 

(Appelman & Sundar, 2015; Henrich et al., 2010).  
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• Multiperspectivity of technology-enabled phenomena in the media and beyond 

The dissertation draws on critical perspectives, such as women's empowerment (Kabeer, 

1999), and approaches emphasizing theoretical multiplicity, such as the configurational 

approach (Meyer et al., 1993). Thereby, it highlights the potential of applying underutilized 

research perspectives when studying technology-enabled phenomena in the media context 

and beyond. It extends dominant IS research perspectives, which have long overlooked 

dynamics related to interdisciplinary, critical, and diversity-aware perspectives (Henrich et 

al., 2010; Trauth, 2017). 

• Methodological pluralism for studying technology deployment in the media 

In the context of a fast-evolving media environment, the dissertation underlines how 

methodological pluralism facilitates the investigation of complex and context-dependent 

dynamics of technology deployment. Further, it allows for capturing a diverse empirical 

view of the phenomenon of technology deployment in the media (Agerfalk, 2013). 

Combining qualitative and quantitative approaches enables both exploratory insights and 

systematic testing, thereby opening new, complementary research opportunities for scholars 

in IS research and beyond. 

4.3 Contribution 

Contribution to Theory 

The dissertation contributes to behavioral economics research, particularly prospect theory 

(Kahneman & Tversky, 1979). While prior IS research has primarily examined how technology 

deployment supports individual and organizational decision making under uncertainty 

(Loebbecke & Picot, 2015; McAfee & Brynjolfsson, 2012; Miles et al., 2018; O'Leary, 2013), 

the dissertation extends these insights to decision making processes beyond the individual or 

organizational scope, namely to journalistic and societal contexts. It extends the applicability 

of prospect theory to the context of sensor-based journalism. It highlights that sensor-based 

journalism enables evidence-based insights into previously inaccessible real-world phenomena, 

thereby supporting decision making under uncertainty.  

Furthermore, the dissertation contributes to dual-process theories and especially the concepts 

of heuristic-based information processing and the Elaboration Likelihood Model (Chaiken, 

1980; Evans, 2008; Gigerenzer et al., 1999; Petty & Cacioppo, 1986; Sundar, 2008). It 

challenges established assumptions about how social presence, reputation, and recognition 

heuristics impact persuasion and credibility (Gigerenzer et al., 1999; Erickson & Kellogg, 
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2000). Whereas earlier studies grounded in heuristic-based information processing suggest that 

source-related factors increase credibility (Chaiken & Maheswaran, 1994; Gigerenzer et al., 

1999; Kim & Dennis, 2019), the dissertation shows that such factors often have a limited impact 

in sensor-based journalism. This research challenges core assumptions of the Elaboration 

Likelihood Model (Petty & Cacioppo, 1986) and argumentation-based persuasion literature 

(Hoeken & Hustinx, 2009). Despite the higher cognitive demands associated with quantitative 

content based on data-driven evidence (Thaesler-Kordonouri et al., 2024; Yalch & Elmore-

Yalch, 1984), individuals do not shift toward the peripheral route of information processing in 

sensor-based journalism. Instead of relying on news outlet reputation, argument strength 

remains the primary credibility driver in sensor-based journalism. Additionally, the dissertation 

confirms prior research on context-dependence in persuasion processes (Pornpitakpan, 2004) 

by highlighting that content containing numerical, data-driven insights persuades individuals in 

utilitarian media contexts, while more text does not in hedonic media contexts (Deng & Poole, 

2010; Jones et al., 2004; Li et al., 2022; Thaesler-Kordonouri et al., 2024).  

The dissertation extends experimental design research (McCroskey, 1969) by demonstrating 

the applicability of experimental methods to study credibility formation in the emerging context 

of sensor-based journalism. It also corroborates prior IS studies on experimental design research 

(Maruping et al., 2025; Schwenk, 1982). It shows that experiments represent a suitable 

methodological approach for studying underexplored, technology-enabled phenomena in the 

media context whose insights may serve as a foundational step for future research. 

The dissertation contributes to research on personalization in online contexts (Tam & Ho, 2006) 

as it provides contextual insights and boundaries for applying personalization in the mass 

media. It adds to prior work on mass media and news personalization across devices and 

journalistic genres (Chung et al., 2016; Gershon, 2017; Jesse & Jannach, 2021; Thorson & 

Wells, 2016).  

Moreover, the dissertation contributes to theories of visual information processing and framing 

in the context of hedonic media consumption (Tversky & Kahneman, 1981). It confirms prior 

research on how insights from AI-based imagery analysis may enhance consumption on digital 

media platforms (Li et al., 2022). It extends literature on AI-based design (Gregor & Hevner, 

2013; Yoon & Kim, 2019) by pointing to the potential of AI-based support to reconceptualize 

thumbnails as persuasive, customized, decomposable micro-level recommendation entities. 

The dissertation advances prior IS research on the platform use for work processes (Deng & 

Galliers, 2024) as it integrates gendered perspectives in the media context and beyond. It 

extends the concept of women's empowerment (Kabeer, 1999) to IS research. Thereby, it shows 
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that platform use for work processes, such as social media blogging, can simultaneously 

empower and disempower women with caregiving responsibilities and, hence, reinforce 

gendered power relations. 

Finally, the dissertation contributes to IS research by applying the resource-based view 

(Penrose, 1995; Wernerfelt, 1984; Wade & Hulland, 2004) and the concept of organizational 

ambidexterity (Montealegre et al., 2019; Zhang et al., 2018) to theoretically ground the 

underexplored phenomenon of strategic divestments in response to digitization and 

technological advancements. It demonstrates how the deployment of emerging technologies in 

the media and beyond necessitates not only resource accumulation, as a dominant research 

stream in IS (Hess et al., 2016), but also strategic withdrawal and reconfiguration. Thereby, it 

provides a perspective of theoretical multiplicity underlying the phenomenon of how media 

organizations may respond to emerging technologies. 

Recommendations for Practice 

In light of the findings on the potential of sensor-based journalism, its impact on decision 

making, and the associated ethical concerns, media organizations should consider deploying 

sensors to support journalistic reporting. Besides providing insights into phenomena that are 

difficult to observe by humans, evidence based on sensor data can strengthen arguments and 

increase credibility. However, media organizations should pursue strategies that balance the 

potential of deploying sensors with their accompanying risks. When deploying sensors, ethical 

data practices remain essential to sustain readership and economic viability (Loebbecke & 

Picot, 2015; Zuboff, 2015).  

Given the distinct persuasion patterns observed across various technology-enabled contexts in 

the dissertation, media organizations should adapt context-dependent content strategies 

(Diakopoulos, 2019). For utilitarian media goods, such as news, they should deploy sensors to 

strengthen arguments and, hence, credibility. For hedonic media goods, they may consider an 

AI-based customized thumbnail design to align visual cues with individuals' preferences and, 

for instance, avoid excessive use of text or include faces with strong emotions. However, media 

organizations should balance economic incentives for deploying sensors, algorithm-based 

personalization, or AI-based imagery analysis with the risks of reduced content diversity, 

increased costs, and heightened data protection and privacy concerns. This balance is critical in 

utilitarian media contexts, such as news, where content diversity carries greater societal 

relevance in safeguarding democracy-relevant journalism than in hedonic media contexts. 

Furthermore, platform-based media organizations should offer more inclusive work 

arrangements. They should account for power distributions and adopt practices that mitigate 
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financial, employment, privacy, and mental health risks for women with caregiving 

responsibilities.  

Finally, media organizations should remain flexible and adaptive and view technology-driven 

divestments as a strategic lever to actively rebalance resources when responding to emerging 

technology developments and market shifts.  

4.4 Limitations and Suggestions for Future Research 

The dissertation has limitations that open multiple paths for future research. 

• Selected settings 

The selected settings for investigating technology deployment in the media are illustrative. 

The exemplary cases of sensor-based journalism [Paper #1] do not capture the heterogeneity 

of deploying sensors in the media. They do not consider technologies such as drones, satellite 

imagery, or blockchain-based sensing infrastructures, which may entail distinct implications 

for journalistic practices, regulatory frameworks, and societal outcomes (Kazmierczak et al., 

2025). Likewise, restricting the analyses to a small set of empirical settings, such as 

personalization practices among five German legacy newspapers or platform use in one 

setting, may constrain the generalizability of the findings. Future research may therefore 

study a broader range of technology deployments. Moreover, future research may assess 

whether and how the findings from the selected settings may translate to other media-related 

contexts.  

• Theoretical groundings 

The dissertation may overlook additional theoretical perspectives that may further explain 

technology deployment in the media and its role in safeguarding an inclusive, democracy-

relevant journalism. The configurational approach is inherently limited in capturing the full 

range of relevant attributes and theoretical interdependencies (Fink, 2010; Meyer et al., 

1993). Hence, future research may broaden the theoretical scope by drawing on both well-

established and underutilized IS perspectives. Future research could incorporate insights 

from the Technology Acceptance Model (Davis, 1989) or the concept of socio-technical 

systems (Mumford, 2006). Critical or inclusion-oriented perspectives may also enrich 

analyses of technology deployment in media contexts (Faik et al., 2024; Oreglia & 

Srinivasan, 2016; Zuboff, 2019). 
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• Online experiments 

The online experiments [Papers #2 – #6] are subject to limitations in generalizability for 

several reasons: 

1) Sampling and temporal scope: The experimental studies applied convenience sampling 

to collect the data. Although convenience sampling is common in behavioral research, 

it limits the generalizability of the findings. Moreover, the one-shot design captures 

perceptions at a single point in time, which limits conclusions about longer-term effects. 

Future research should consider random sampling and longitudinal or repeated-

measures designs to assess longer-term effects and increase external validity.  

2) Unobserved factors: The limited explanatory power of some models suggests that 

individuals' perceptions may depend on additional unobserved factors beyond those 

explicitly varied and observed. Such unobserved factors may include content features, 

such as topic, tone, or contextual framing. Woelker and Powell (2021) find that, 

particularly in sports articles, identity cues decreased credibility. In this regard, the 

impact of the evidence drawn from sensor data on credibility could vary in different 

topical contexts, such as environmental reporting versus political journalism. Future 

research could extend the experimental models by explicitly controlling for additional 

content-related factors that may shape individuals' perceptions. Varying emotional 

versus neutral framing could clarify whether evidence drawn from sensor data can 

counterbalance the polarizing effects of emotionally framed reporting (Thaesler-

Kordonouri et al., 2024). Accounting for gender or racial bias related to the identity cues 

may yield additional insights. Furthermore, applying within-subjects designs with 

multiple stimuli across diverse topics and tones would help control for topic- and tone-

specific effects. In addition, future research may want to combine multiple stimuli 

within the same condition to test their interaction effects on individuals' perceptions. 

3) Simplified operationalizations: The operationalizations of source- and content-related 

factors examined in the dissertation are simplified representations used for the 

experimental treatments. News outlet reputation, as a key source-related factor, was 

varied by assigning participants to an article from either a reputable and well-known or 

a less reputable and unknown news outlet, according to a ranking (YouGov, 2023). Even 

though the categorization of the news outlet reputation was verified in pre-treatment 

checks, source-related factors in the real world extend beyond binary news outlet 

reputation categories (reputable versus less reputable). Similarly, the variation of the 

two evidence types (evidence based on sensor data and evidence that is not based on 
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sensor data) may not fully reflect the diverse ways in which sensor-based journalism 

can be implemented in journalistic practice. Hence, the operationalizations reflect rather 

superficial and prototypical features of source- and content-related factors. Future 

research could apply more variations. Operationalizations of source-related factors may 

involve additional dimensions, such as partisan leanings of news outlets. 

Operationalizations of content-related factors may extend to mixed formats of evidence 

based on sensor data (numerical values versus visualizations). Future research may 

implement more realistic treatments, which could provide richer insights into how 

individuals perceive and evaluate journalistic content related to sensor-based 

journalism. In this context, future research may also consider utilizing alternative 

operationalizations for measuring the inconsistent construct of credibility. 

4) Artificiality of experimental settings: The experiments were conducted in a controlled 

but simplified and artificial environment, whereby the participants were exposed to 

journalistic content in a forced and decontextualized manner. Such artificial 

experimental media consumption settings differ from natural consumption of 

journalistic content, characterized by content abundance and selective exposure. Thus, 

it remains unclear to what extent increased credibility perceptions translate into actual 

consumption behavior or economic outcomes. Also, the journalism industry has 

historically depended on readers' credibility perceptions (Appelman & Sundar, 2015). 

In today's media markets, increasingly relying on indirect revenue models and shifting 

consumption patterns, it is more difficult to derive actionable implications from insights 

into credibility perceptions for financial outcomes. Future research could therefore 

apply more naturalistic experimental designs, such as field experiments or observational 

studies, to better capture real-world media consumption and strengthen external validity.  

5) Unobserved individual factors beyond demographics: While individual factors, such as 

issue involvement, expertise, and age, emerged as significant factors impacting 

credibility perceptions in sensor-based journalism, other unobserved individual-level 

factors may also play a role. The effects of cognitive and affective mechanisms, such as 

novelty effects, comprehensibility, or cognitive load, remain unobserved (Thaesler-

Kordonouri et al., 2024). Besides extending questionnaires to these factors, future 

research could integrate process-tracing methods (e.g., eye-tracking, think-aloud 

protocols, or physiological measures) to identify which additional individual factors 

drive credibility perceptions in sensor-based journalism.  
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6) Filtering criteria: Before analyzing the experimental data, a notable proportion of 

participants' data was filtered according to failed treatment and attention checks and 

time criteria. Although robustness checks indicate that results remain substantively 

unchanged when including the data of filtered participants, filtering the data may still 

introduce selection biases. In some models, younger participants were more likely to 

fail the treatment and attention checks. Future research could explore whether the 

treatment design needs adjustment in terms of clarity or whether certain participant 

groups require additional assistance. 

7) Interpretation challenges of experimental findings: In the dissertation, multiple findings 

in the experimental studies diverge from prior research, such as the limited influence of 

news outlet reputation or identity cues. While this is not a limitation per se, experimental 

research appears to serve here primarily as an entry point for future research rather than 

offering an exhaustive explanation of the phenomena. Given the complexity of emerging 

technology-enabled phenomena, future research may benefit from complementary 

qualitative approaches. Interviews or ethnographic research could deepen the 

understanding of the underlying processes through which individuals perceive and 

evaluate content related to sensor-based journalism. 

• Observational data 

The insights based on observational data [Papers #7 – #8] are subject to limitations in 

measurement depth and external validity, which also affect their generalizability.  

1) The observational data from the web-based simulation of newspaper consumption on 

legacy newspaper websites is limited to desktop usage only, constraining insights into 

mobile and cross-device personalization. Short data collection periods and dynamic 

website content positioning limit conclusions about personalization deployment and its 

evolution over time. Future research could apply longitudinal and large-scale designs, 

longer exposure periods, and mobile and cross-device usage contexts to enhance 

generalizability.  

2) The observational data from the AI-based imagery analysis, performed through third-

party software, may be affected by classification errors. Furthermore, the focus on only 

focal thumbnails may overlook the influence of adjacent visual cues. Future research 

could validate automated classifications through human coding or alternative imagery 

analysis models and examine the effects of visual cues within full visual environments. 
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• Geographical and cultural contexts 

The findings from all thirteen papers are dependent on geographical and cultural contexts, 

thereby limiting their generalizability to those particular contexts. Investigating credibility 

relies on perceptual credibility judgments, which are socially learned and sensitive to cultural 

norms, prior experience, and situational context (Henrich et al., 2010). Hence, perceptual 

measures based on convenience samples face limitations with regard to external validity and 

generalizability. Polarized media systems, societies with low institutional trust, or contexts 

where technology-enabled attributes are perceived differently may act as additional 

confounders (Davidov et al., 2014). Also, technology deployment or platform use may differ 

across countries or geographical regions as they may depend on different legal constraints, 

subsidiaries, or innovation mentalities. Therefore, future research may consider conducting 

more cross-cultural comparisons of technology deployment in the media (Davidov et al., 

2014). 

• Economic effects 

While the AI-based imagery analysis captures actual consumption effects, the remaining 

studies do not provide direct insights into the financial outcomes of technology deployment 

in the media. Future research could explicitly examine the economic implications associated 

with such deployments. In addition, analyzing regulatory, institutional, and societal 

constraints or competitive dynamics may help explain why certain technologies are adopted 

or resisted in practice. 

4.5 Outlook 

The dissertation investigates technology deployment in the media as an underexplored 

phenomenon in IS research. It focuses on sensor-based journalism, including its potential, its 

impact on decision making, the associated ethical concerns, and credibility formation. In 

addition, it studies the broader deployment of emerging technologies in the media, such as 

algorithm-based personalization, AI-based imagery analysis for enhancing offerings, platform 

use, and divestment strategies in response to digitization and technological advancements. It 

concludes with multiple paths for complementary research endeavors to refine the present 

insights.  

Beyond these paths and especially in the context of a fast-evolving media environment, future 

IS research may broaden the research scope when studying technology deployment in the 

media. It may want to explore the deployment of other emerging technologies, such as extended 
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reality, generative AI, or blockchain technology across additional media genres. Furthermore, 

it may also deepen the understanding of changing media consumption patterns, including 

convergence dynamics across devices. In rapidly shifting geopolitical and regulatory contexts, 

media, technologies, organizations, society, and politics are increasingly intertwined, calling 

for future IS research to situate technology deployment in the media within broader socio-

technical structures. 

Overall, the dissertation underpins the growing need for continued investigations into the 

deployment of emerging technologies in the media to safeguard healthy, democracy-relevant 

journalism and a resilient media industry in increasingly challenging times (Loebbecke et al., 

2025). 
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