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Methodology

Ivano� & Hultberg’s (2006)  “Basic Assumptions in Focus-Group Methodology” is used to define the 
goals, parameters, and criteria necessary for successful sessions. In this context, success primarily 
relates to the extent to which we are able to capture useful, new, and “pattern-inducing” qualitative 
data and information. These criteria include but are not restricted to: shared interactions, common 
experiences, and participant empowerment. The sessions were conducted in an atmosphere that 
was permissive and open. 

The purpose of these discussions was to comprehend:

1.The extent to which participants know about independent media outlets launched roughly in the 
past four years;

2.How the participants interact with the media landscape in general (as a source of breaking and 
in-depth news and analyses);

3.How the participants judge these independent outlets; and

4.What participants suggest these platforms can do to improve their performance, appeal and reach.

A total of four sessions were conducted between 15 January and 23 January 2021. In order to arrive 
at inclusive and comparative conclusions, the four participant groups contained specific attributes 
and demographics. There were eight to nine participants in each session. The participants’ ages all 
ranged from 18 to 25. Two sessions involved university educated students with an urban back-
ground, and two sessions involved low to moderately educated students with a rural background. 
Each focus group was moderated in real life to ensure that participants were interacting. Safety mea-
sures were implemented with respect to COVID-19 guidelines.

Discussion Outline

Participants were presented with several samples from di�erent channels and media outlets. They 
expressed their thoughts concerning each. The study aimed to identify what type of content appeals 
to the attendees, deters them or simply does not interest them at all. Engagement was another key 
factor as participants interacted more with certain topics. Furthermore, notions of credibility and 
trustworthiness were discussed at length during the sessions. 

Focus groups commenced with a few standard questions pertaining to the participants’ news 
sources and their judgements on outlets’ credibility. The moderator then proceeded to show three 
sets of text excerpts, videos, images and/or audio recordings from di�erent outlets in order to elicit 
feedback and recommendations from the participants.  

Ethics

A concrete ethical procedural standard was followed with all of the study’s participants:

1.Researchers informed participants of the purpose of the study, highlighting the overall mission 
and role of the Samir Kassir Foundation.

2.Researchers acquired total consent from participants for practical procedural purposes.

3.Researchers refrained from pressuring or intimidating participants into eliciting particular 
answers. Instead, a tolerant and conducive atmosphere allowed for a free flow of ideas.

4.Finally, researchers assured all participants that their personal information and identities would 
not be disclosed to any external parties. It was guaranteed to the participants that the study’s 
published results would not contain information that could identify them.

1-Synneve Dahlin Ivano� & John Hultberg. (2006), Understanding the multiple realities of everyday life:
Basic  assumptions in focus group methodology, Scandinavian journal of occupational therapy, 13(2), 125-132.
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Focus Group Analysis

The analysis of the findings, conducted below, is categorized according to di�erent clusters of ques-
tions from the sessions. These questions are mentioned in the methodology. Participants were asked 
how they acquire local and regional news, and what habits they have formed in seeking out informa-
tion. Then, their habits are rationalized through the elaboration of criteria required (in the 
participants’ view) for an outlet to be “credible.”

The next cluster of findings pertains to how familiar participants were with certain outlets. Samples 
of text, audio, and video were shown to gain an understanding of participant familiarity. Their 
perception of the content, graphical stylings, and ‘share-ability’ of the displayed samples were also 
discussed. A set of critiques and suggestions put forth by the participants will be summarized at the 
end of the section. While the clusters contain minor yet noticeable discrepancies between the 
demographics participating in the sessions, the sessions were limited in their ability to verify said 
di�erences. 

Consumption Habits and Media Trust Factors

Most of the participants from rural areas relied primarily on the internet for their news. Social 
media, especially Facebook, and electronic newspapers (including their social pages) were among 
the popular responses. One participant mentioned that he only focuses on government websites for 
his news. A female participant stated that she stays up to date via YouTubers or social media
influencers, while another said she appreciates the convenience of content via WhatsApp. Partici-
pants from urban areas relied heavily on social media (Facebook and Instagram in particular) as well 
as electronic newspapers and websites. One male mentioned Hespress and MAP as his outlets of 
choice. Some expressed a preference towards radio. For example, one male participant said that he 
enjoys exercising his imagination while another female participant finds that information on the 
radio is more current than on social media.

O�ine media outlets such as TV, newspapers and radio presented a rift, as participants either used 
them exclusively for news or not at all. For instance, one urban male university student mentioned 
listening to the radio but primarily to fall asleep, while another said he sees o�ine media as 
outdated and limited. On the other hand, one urban university student stated that she relies entirely 
on the radio. Nevertheless, a few participants expressed more confidence in o�ine outlets. An urban 
male participant believes this is because they are subject to tight legal supervision.

Curiously, the dichotomy mentioned relates greatly to trust factors, as many participants had confi-
dence in either social media or o�ine media, and this confidence dictates their choice source for 
news. For instance, an urban female described the level of trust she has in news received from the 
radio as “unquestionable.” On the other hand, many rural participants viewed Facebook as a more 
reliable platform than prominent traditional media outlets. In their view, for a source to be trust-
worthy, it needs to be o�cial (government-related) or at least presented by a person of influence. 
Urban participants also said they use social media, but they tend to use it in conjunction with the 
internet in general for news and tended to show a greater initiative in verifying accounts and 
information. 

Multiple rural participants referred to religious figures/groups as reliable sources. One male partici-
pant in particular condemned the agenda of leftists and secularists as suspicious, declaring that 
“you never know if they are telling the truth or not.” For some participants, the virality of an article 
a�rmed its credibility. For others, seniority in a particular field, fame, or at least a history of accurate 
information dissemination was an indicator of credibility. Participants noted that established outlets 
have more to lose if they spread false information. One urban male participant expressed faith in 
larger outlets like Al Jazeera and Al Arabiya, he stated that they have less bias than individual 
sources. 

3



The government was perceived as a credible source when it came to COVID-19 updates, especially in 
the midst of all of the misinformation on social media. However, participants were extremely wary of 
political a�liations and biases, no matter what outlet was being discussed.

Overall, there were di�erences within demographics when discussing consumption habits and trust 
factors. The participants leaned towards videos that inspired trust and opted for outlets and influenc-
ers that they were familiar with. Even WhatsApp is a noteworthy case, indicating that a personal 
element is a factor in the decision-making process. However, multiple attendees acknowledged how 
di�cult it can be to ascertain whether an outlet is truly credible. It is noteworthy that consumption 
habits were not indicative of trust; many participants refer to Facebook for news but claimed that 
Facebook is not entirely trustworthy. 

Attractiveness Factors in Media Content

Visual Aspect and Language

It is not surprising that visual appeal played a central role in media consumption for the majority of 
the participants. Video formats were generally well received. Participants were more likely to 
discuss their opinions of videos, delving into conversation, regardless of the content. However, for 
text-only content, attendees openly expressed their distaste for the format and did not engage at the 
same level as video content.

Attendees could not understand content that was written in French and agreed that the better 
language would be Moroccan Darija or Arabic. To illustrate, Openchabab’s piece on societal stereo-
types was far from engaging for the rural participants in particular, and the moderator had to trans-
late it for them. As one woman put it: “Treating this subject in French is nonsense. This is addressed to 
the elite, not us, the common populace, whose education is moderate. How are women supposed to read 
and understand this?” The participant expressed that if the piece had been written in Arabic, she 
would have happily shared it. She added that activists are failing to reach the oppressed and under-
represented and therefore, in her view, their e�orts are not yielding results. 

Pieces from 9rayti were recognized by the participants. The educational platform was well received 
during sessions. 9rayti has a clear, unique branding in terms of colors and content format, their 
thumbnails are consistently recognizable. This is combined with a large amount of content created 
regularly on YouTube, using an engaging format and covering topics which the participants are 
already interested in. Overall, attendees tended not to comment on the visual aspects of the content 
presented, unless it was text-only, which they found unappealing or boring. This reaction indicates a 
preference for other formats.

Content Appeal

A significant portion of attendees were interested in topics along the lines of politics and law 
because they believe it is important to be informed. However, they said that they are more likely to 
share content if it is inspirational, innovative or benefits others. There was a recurring theme of 
sharing positive, motivational, and artistic content. A couple of examples included funny videos and 
scholarship opportunities. One urban male participant stated that he wanted his posts to amuse and 
satisfy the public. Another urban participant expressed concerns about speaking her mind as a 
woman in Morocco. Meanwhile, some rural participants had strong views against content defying 
religion (Islam) in any way. 

Gender representation matters in content creation. This was noted when many female participants 
took a keen interest in an interview shown during the sessions with a female athlete who persevered 
in the face of hardships. It was obvious that this resonated with the female portion of the partici-
pants. 

Despite many rural participants’ disdain for pieces involving religious taboos, several were inclined 
to share content that highlighted the positive side of Islam, which showcased a separation from 
violent extremism. This was noted after participants watched a video of an ex-Salafist extremist who 
spoke about how prison and literature changed his perspective on Islam. 
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Rural participants of both genders showed more resentment towards the LGBTQ+ community than 
their urban counterparts. Several female participants noted that they would not share or discuss 
content related to LGBTQ+ issues with their communities, as it would propagate homosexuality. One 
urban female participant mentioned that she was okay with western homosexuals but not with 
Moroccan ones, under the pretext that Morocco is a Muslim country. Another participant stated that 
she would openly share and discuss LGBTQ+, believing that there is nothing wrong with the topic.

There was a contrast in the inclination of di�erent participants to share content. One urban male 
participant said that he had no desire to share content online, while an urban female participant 
stated she shared regularly because she values information exchange. Some participants saw shar-
ing as a form of self-expression, and the sharing of artistic content was highly valued across all four 
demographics. One rural female participant mentioned that the content she shares often articulates 
ideas more eloquently than she could. Another participant noted the draw people have to emotional-
ly charged content. Overall, most participants seemed most concerned with other people’s opinions 
and this played a pivotal role in the direction of conversation during sessions. This ties into the theme 
of self-censorship and demonstrates why most said they refrain from sharing content on sensitive 
topics. 

Certain participants expressed willingness to share content that they did not find interesting or 
appealing if it could benefit people in their network. This being said, even urban participants had 
reservations about sharing LGBTQ+ content, or content which is critical of religion, particularly if 
their family could see it. The only exceptions were a male and female participants who described 
relations with their parents as non-authoritative. Some participants believed that these are topics 
which need to be addressed in order for progressive societal change to occur, but sharing controver-
sial topics was overall, deemed risky. Participants declared that they could perhaps have discus-
sions with close friends, if there was a certainty that their friends would tolerate such topics. This 
does not necessarily reflect any shortcomings in content creation, as culture, family dynamics and 
interpersonal relations must be considered.

1-Synneve Dahlin Ivano� & John Hultberg. (2006), Understanding the multiple realities of everyday life:
Basic  assumptions in focus group methodology, Scandinavian journal of occupational therapy, 13(2), 125-132.
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Findings

The analysis of the data gathered helps to shed light on what approaches could increase engage-
ment, reach relevant audiences and help outlets grow sustainably:

1. Due to its accessibility and alternative nature, social media has become the primary source of 
news for Moroccan youth. It allows them to shape their experience rather than rely on traditional 
outlets. However, established o�ine media still plays a central part in news dissemination.

2. In line with the previous point, o�ine media remains relevant for a multitude of reasons, namely 
that these outlets have established their integrity and their commitment to reputable information. 
However, such factors are not limited to o�ine media; influencers and online newspapers have 
boasted a rise in faithful followers over the last few years. The sessions lend compelling evidence 
that familiarity with a person and reputable, primary sources are aspects of content which increase 
the audiences’ trust. 

3. Overall, participants felt that it is di�cult to discern which outlets can safely be deemed trust-
worthy.

4. The participants expressed enthusiasm about a diverse range of topics. Politics, law, art and 
professional development were the most common subjects of interest. 

5. Despite their interest in politics, participants stated they did not typically share controversial or 
negative political news online. Self-censorship was a recurring theme, especially among the female 
participants. Extraneous elements a�ect the shareability of content, namely Moroccan culture and 
the expectations of family and peers. The preferential content for sharing dealt with inspirational, 
career-oriented, funny or “safe” topics. These topics were more likely to benefit those in the partici-
pants’ networks, and less likely to alienate those sharing the content. 

6. Text-only pieces were deemed unengaging, especially when compared to video content. 

7. Many participants did not speak French and regarded French content as inaccessible. Participants 
expressed a need for Moroccan Darija and Arabic content, especially if outlets want to engage with 
the rural demographic.
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