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Special Issue Article

Media Credibility as a Marketing Tool:
How the Mainland Chinese Press Copes with
Technological Challenges and Economic Crisis

Haiyan WANG, Colin SPARKS, Yu HUANG

Abstract

Faced with the challenge of new media technology and the general crisis
of media economics, the traditional press is experiencing a hard time. In
particular, the credibility upon which its claims to legitimacy and authority rest
has suffered. Credibility has long been regarded as an important concept in
normative journalism theories, and it plays a central role in regulating media
behavior and ethics. Based on a comprehensive study of six print media
organizations and 92 in-depth interviews with journalists and media managers,
conducted between 2016 and 2017, this research finds that credibility is today
used as a marketing tool helping newspaper groups survive the current
economic crisis. Rather than being a normative tool regulating ethics, media
credibility has become more of an economic tool serving market ends. Chinese
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media organizations tend to exploit the market potential of media credibility in
three main ways: the reconfiguration of organizational structures; the expansion
of “side businesses”; and a redefinition of journalistic roles. The paper
demonstrates that the wide adoption of these strategies has profound
implications for the reshaping of media ecology, and raises important issues
regarding the transformation of media and journalism in the new era.
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