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Methodology
We use Ivanoff & Hultberg’s (2006)1 “Basic Assumptions in Focus-Group Methodology” to 
define the goals, parameters, and criteria we ought to follow in the pursuit of successful 
sessions. In this context, success primarily relates to the extent to which we are capable 
of capturing useful, new, and “pattern-inducing” qualitative data and information. These 
criteria include but are not restricted to shared interactions, common experiences, 
participant empowerment, and an awareness-inducing and permissive atmosphere.

Participant Pools and Purpose of Involvement
The purpose of these discussions was to comprehend: 

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

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

3. The judgment of these participants towards independent outlets.

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

A total of four focus group sessions, each with specific participant attributes and 
demographics, were conducted between 25 August and 2 September 2021. There were 
six to seven participants per session. The participants’ ages all ranged from 18 to 25. 
Two sessions involved university educated students with an urban background, and 
two others involved low to moderately educated students with a rural background. The 
focus group discussions were held and moderated in real life to ensure high level of 
engagement, while respecting safety measures in light of the pandemic.

Discussion Outline
Participants were presented with several samples from outlets supported by the                
EU-funded, CFI-led D-Jil program, such as Raising Youth Voices and Feel. They were 
also compared in terms of visual appeal with other media outlets such as 972 Magazine, 
Dunya Al Watan, Metras, and Wattan. 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, the notion of credibility 
as well as how they deemed an outlet to be trustworthy were discussed at length. 

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

1- Synneve Dahlin Ivanoff & 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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Ethics
A concrete ethical 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.



5

Focus Group Analysis
The analysis conducted below, alongside the findings identified and elaborated in this 
same section, are categorized according to different clusters of questions utilized for 
the discussion process and mentioned in the methodology section (see above). We first 
highlight the recurrent habits and methods through which youth and university students 
from different backgrounds acquire news about events occurring locally and regionally. 
Then, in order to best understand if (and how) these habits are rationalized, we elaborate 
on some of the criteria mentioned by the participants in relation to the level of credibility 
enjoyed by different outlets.

The next cluster of findings pertains to the extent to which young participants are already 
familiar with or exposed to the outlets behind some sample texts, audio recordings, and 
video excerpts included in the presentation. Finally, a set of critiques and suggestions 
put forth by the participants is summarized at the end of the report. It is crucial to clarify 
that while the clusters below will mention minor yet noticeable discrepancies between 
the responses provided between male and female, and urban, university educated 
students and students residing in rural/peripheral areas, we do not pretend that the 
discussions were all encompassing and reflect a quantitatively representative sample 
of the population. Focus group discussions respond to the why question, not to the how 
many.

Consumption Habits and Media Trust Factors
Digital media took over the playing field as participants across the board relied heavily 
on social media and online news sites. Facebook, Instagram, and Twitter received an 
equal share of attention by rural attendees. In contrast, urban attendees relied more 
on Facebook and Instagram, hardly ever mentioning Twitter. Meanwhile, a male rural 
attendee stated that he does not watch TV or listen to the radio. Some female urban 
participants additionally mentioned that they could not recall the last time they turned 
on the television at home. 

Generally, participants considered the source of the news important; however, a few urban 
and rural attendees admitted to not always prioritizing this factor. A male rural attendee 
stated he would only take the extra step if he was interested in the topic discussed. The 
common parameter for trust is popularity of the source, whether it is an organization 
or individuals (particular journalists for example). Several rural participants trust news 
merely because it is on social media or went viral. A rural woman within the same group 
expressed a preference towards Twitter as it provides a peek into global news. 

In addition, a female rural attendee highlighted her increased trust in outlets that correct 
misinformation they may have spread. Nevertheless, a rural male participant added that 
a track record of integrity is no longer enough for him to have faith in outlets, as “they 
all seem to present lies today.” The trusted outlet mentioned the most by participants 
across the board was Palestine TV.

Sharing content proved to be another multifaceted conversation for attendees. 
Participants across all groups mainly shared content related to current events, especially 
the war and Gaza. A male urban attendee expressed he feels “a small sense of victory 
when he does so,” as he is “informing the world about the suffering of Palestinian people 
under occupation.” Several urban attendees stated that they do not like to share anything 
in general but provided no reason aside from personal preference. Meanwhile, multiple 
rural male participants admitted they do not share content, especially political content, 



6

as they are “afraid of being detained by either the occupation forces or the Palestinian 
authorities.” This also rang true for urban participants, who did not want to be branded 
as supporters of either Fatah or Hamas. There were exceptions among those who 
still shared political content; yet, this general reluctance is what the majority agreed 
on. Overall, participants displayed strong interest in local news, politics and military/
security developments.  

Regardless, when it comes to sharing content, they preferred to share a diverse selection 
of other topics. Matters which they found interesting or felt could personally impact them 
such as culture, sports, tech, economics, and health. Urban attendees also displayed 
more interest in news pertaining to the COVID pandemic.

Attractiveness Factors of Media Content
• Content Appeal

When shown the photo gallery that Raising Youth Voices (RYV) had on their website, 
female attendees appreciated the presence of women (both veiled and unveiled) in 
leadership/training positions. However, both men and women across all focus groups 
were unfamiliar with content produced by any of the presented outlets. Participants 
were also shown several pieces produced by Feel, which tackled mental health (bullying, 
anxiety, etc.). This piece for example, highlighting a mother’s experience with mental 
illness due to her upbringing within a dysfunctional family, enjoyed a mixed reception, 
which reflects the views of the attendees on other content as well.

Urban men acknowledged the importance of Feel’s topics but admitted that they would 
not share Feel’s content out of fear that they would get labelled as mentally ill. The 
stigma surrounding mental health is very clear and real. In addition, the majority of the 
urban women, and all of the urban men stated that they would not talk about the piece 
with their friends or families but would like to know more about the subject. An urban 
female participant mentioned it was the first time she is exposed to such a subject. 

Conversely, rural men seemed more open to Feel’s videos even though most of them 
would not share content related to mental health. There was, nonetheless, one solitary 
exception. This person detailed his experience as a victim of bullying due to him being 
overweight in high-school and insisted the answer must be more awareness as well 
as open conversations. And in a stark contrast with the urban men, rural men were far 
more eager to discuss such issues within their families, specifically with their mothers 
or sisters. Most of them would also like to learn more about the topic.

Most of the rural women expressed a willingness to share Feel’s videos and talk about 
it with their families, finding great interest in the topic of mental health. Similar to their 
male counterparts, they preferred videos over audio-only content, as they were more 
attracted to visual content. One rural woman also stated that she would be more likely to 
share content that has a visual aspect instead of audio/text-only media.

Content covering depression in particular was not well received by the rural women in 
any way. They were uninterested in learning more, they would not discuss it and sharing 
it was out of the question. They deemed the video, ironically, far too depressing. Their 
male counterparts as well as the urban males shared similar views; however, they were 
far less vocal in detailing their opinions on this video. Only one rural man expressed a 
willingness to learn more about the topic discussed. Urban women, on the other hand, 
were more receptive and showed eagerness to find out more about depression. One of 
them stated that she found the video about depression extremely powerful and could 
see herself sharing it.

https://www.youtube.com/watch?v=wln8vUR1gbE&list=PLd5SbiOF2SvrOzPf0WUjr6iyKIg-cDglv&index=3
https://youtu.be/anG5KDEhvro
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• Visual Aspect

Visual appeal is a subtle yet powerful component of audience engagement and even trust 
as demonstrated in the details below. This is even more evident as attendees across the 
different groups recurrently “wished” certain content was in video format. During this 
series of discussions, participants were shown websites of several outlets mentioned 
above, to better understand the aesthetics that are appreciated. 

972 Magazine was unfamiliar for all the attendees but was the only outlet to receive 
significant praise for its visuals. Most of that praise came from some of the urban 
participants for its sleek look and professional headlines, both of which inspired trust in 
their eyes. Only one rural man recognized 972 Magazine and labelled it a “leftist Israeli 
website.” Interestingly, social media platforms such as Instagram and Twitter 
were referenced once more across the different groups due to their friendly user 
interface and all-encompassing features. Overall, despite different visuals presented, 
the participants seemed more interested in quality of the content delivered. Clearly, 
a certain level of neatness was appreciated but the importance of visual attractiveness 
was not as crucial as the accuracy of the content or news presented.

Finally, it is worth noting that none of the participants had ever been exposed to any 
of the content or websites produced by DJIL-affiliated outlets, prior to the focus group 
discussions. None of them would consider signing up to “Kitab Sawti”, which needs a 
paid subscription. When asked if they would consider subscribing in order to access 
content produced by Feel, all responses were negative. 

https://www.972mag.com
https://kitabsawti.com/ar/?fbclid=IwAR1mNQXWxoqjVlA4dKBnoCWtcc2aozT5MnBziIPEllzJb9MjxJe05Ius2Pk
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Findings
These findings can serve as advice to Palestinian independent outlets who wish to 
produce more engaging content, and increase their reach, sustainability, and credibility:

1- Social media is a key resource for news. A primary factor is its friendly user 
interface. It also acts as a “one-stop-shop” where users can shape the types of 
media they consume. This forms a stark contrast with offline media, which made 
little notable presence for attendees across all groups.

2- Social media is considered a news source by itself, and several attendees took 
information there at face value. Given the effort required to verify information, 
most participants only took this extra step for topics they were genuinely 
interested in. Otherwise, some relied for confirmation on key journalistic figures 
or outlets who have proven themselves to follow higher professional and ethical 
standards.

3- Most attendees were extremely wary of sharing political content as they do not 
feel safe doing so or do not wish to be branded as supporters of certain political 
factions. 

4- The visual aspect is an important parameter for the participants, as they 
consistently and clearly expressed a preference towards video content. However, 
nothing excessively sophisticated is required, as they found simple yet fluid user 
interfaces appealing.

5- Despite the clear importance of visual appeal in engagement, participants 
continuously highlighted the importance of integrity and accuracy of information, 
in the media the wish to consume.

6- Participants expressed enthusiasm about a wide range of topics ranging from 
politics and military to art and technology.
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