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Methodology
Ivanoff & Hultberg’s (2006) 1 “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 9 January and 1 February 2021. In order to arrive
at inclusive and comparative conclusions, the four participant groups contained specific attributes
and demographics. There were four to seven participants in each session. The participants’ ages all
ranged from 18 to 25. Two sessions involved university educated students with an urban background, and two sessions involved low to moderately educated students with a rural background.
The sessions were also divided by gender in order to minimize “subconscious domination” and allow
the female participants to express themselves with ease. Each focus group was moderated over
Zoom in order to respect COVID-19 safety measures.

Discussion Outline
Participants were presented with several samples from Ahkifree La Télé, an independent alternative
Tunisian Media outlet and other 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 different 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 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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Focus Group Analysis
The analysis of the findings, conducted below, is categorized according to different clusters of questions 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 information. 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
differences.

Consumption Habits and Media Trust Factors
Consumption habits were heavily linked to trust factors. Digital media, namely Facebook, was the
primary source for most participants due to its accessibility. Some prominent news outlets were also
cited. One urban male participant mentioned his reliance on The New York Times and BBC for international information and supplemented these with Google searches for relevant sources. A female
urban participant stated she scrolls through Facebook and keeps an eye out for pages like Le Monde,
Libération as well as Tunisian pages: Nawaat, Inkyfida, and Mosaïque. She stated that she actively
avoids BFM TV, CNES and is wary of Nessma’s “clickbait” articles. Clickbait articles were deemed
generally off-putting and could lead to the decline in an outlet’s credibility. One female participant
said she avoids Facebook and opts for Google News. Another female participant told the group she
avoids Islamist websites, so that she does not internalize their content. One male participant stated
that he follows prominent journalists on Twitter for news.
Some women declared the internet has become polarized, especially in comment sections which can
be “scary” and “bad for mental health.” One male participant stated he makes an effort to read
comment sections to consume other perspectives. He had concerns over echo chambers, where the
same ideas are circulated without refutation.
Forms of offline media were relevant to the participants. One female participant stated that she
watches TV and tries to avoid biased media. Word of mouth was also discussed in the focus groups
as a news source. One male participant noted that he avoids social media and relies on family
dinners as a source of information. He admitted that his family is loyal to a particular political party,
so the information shared at family gatherings is still biased and needs verification. His choice
outlets for international news were The New York Times and Wall Street Journal.
The general consensus among urban participants was that social media is beneficial for acquiring
news but is mainly considered a gateway to information. There was a general concern for the level
of integrity of an outlet, and participants stressed the importance of verification and cross referencing. They also relied more heavily on international outlets for world news than national or local
outlets.
Attendees were generally wary of the impact of sharing false news. One male participant stated
most of the information circulated on social media warrants further examination. There was not the
same hesitation in trusting offline outlets, based on their reputations in Tunisia. The reliability of
offline news sources was a recurring theme throughout the sessions.

3

It was interesting to incorporate “personal sources” into the discussions. Word of mouth plays a role
in the cultural distribution of information in Tunisia. Some participants mentioned the value of knowing journalists and using that connection as a source of information.
Whether or not a participant chose to share a piece of news online depended heavily on the credibility of the outlet, and on how much emotion is invoked by the content. This was evident when participants discussed the inclination to share content during the protests in Tunisia.
One participant discussed an instance of sharing false information and the social repercussions that
followed. He admitted learning from the experience; he has since started verifying information
before sharing it.
Participants were also more likely to share articles if they felt they had some expertise on the
content. One woman who was involved in women’s rights activism and the emancipation of women
in rural Tunisia, felt comfortable sharing articles on those topics. In conclusion, content that the
participants felt passionate about, or content that was emotional, funny or entertaining was more
shareable.

Attractiveness Factors in Media Content
Production Quality
Participants considered the quality of the videos shown, drawn from Tunisian D-Jil recipient outlet
“Ahkifree La Télé, to be low, in terms of production and scriptwriting. They claimed the poor quality
explained the low number of views on the videos. “Terrible,” “mediocre” or even “catastrophic” were
some of the words used by several participants when describing the cinematography, sound, storytelling and production of the samples. Most of the participants expressed distaste for what they
called a “severe lack of framing.”
Videos with a promotional style were also not highly regarded, and the thumbnails shown garnered
general disapproval. Several participants claimed they would likely ignore the videos if they saw
them on social media. The participants also used the term “clickbait” for some samples which
looked “misleading.” The low production quality and questionable credibility of the videos shown
made them “unshareable” to some participants.
Several participants enjoyed shorter videos with clear messages. Their brevity and directness made
them shareable.
A couple of attendees likened the videos discussing a dying craft to content produced by El Watania.
In a particular video, the camera follows a bicycle on the same street that a participant grew up on.
This participant said he appreciated the simplicity and nostalgia associated with the video and would
certainly share it. This highlights the correlation between emotionally charged content and the shareability factor.
In conclusion, the participants were generally disappointed in the production value of the samples
shown. The poor quality of a news production can often dismay viewers and hinder the outlet’s credibility. Participants agreed that the samples needed professional guidance. It was also highlighted
during the sessions that content which triggered an emotion, especially nostalgia, was worth
discussing and sharing. Participants also valued clarity in the presentation of information.
Content Appeal
Most of the content presented was not well received due to its low production quality; though some
participants agreed that if it would encourage and benefit the young producers, they might share it.
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It was generally agreed tourism, sightseeing and consumption of Tunisian goods are exhausted
topics, but some participants thought otherwise, arguing that there is always more to discover in
Tunisia. Participants thought the topic of “dying crafts” in Tunisia to be significant, one participant
wished that the sample highlighting dying crafts was researched more thoroughly, as he found it
interesting.
Most participants connected with the content addressing mental health resources within the education system. Many felt it resonated on a personal level due to their experiences growing up in Tunisia.
Despite the topical nature of mental health issues, some participants felt the content was not well
delivered.
After presenting a video on the electoral process, participants were excited to see children engaging
in political discussions. There was refutation from others though, claiming that the children in the
sample video were likely regurgitating the political opinions of adults. Some said they would share
the video, based on the importance of youth engaging in the civic debate; others would refrain.
When the topic of divorce was presented in a video, most of the participants believed that the
children presenting it could not grasp such a complex subject. One participant stated that some information in the sample was false, and others believed it pushed an agenda, and was not a fair presentation of divorce. Others were concerned the children were just reiterating the opinions of adults.
It was generally agreed that women’s rights and the issue of domestic violence should be discussed.
One participant said that violent images would stop them from sharing content, while one man
declared he had no issue with sharing violent content. Amongst the attendees, a female journalist
made the point that sharing the testimony of a harassment victim would have been more impactful,
relatable and authentic.
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Findings
These findings can serve as advice to Tunisian independent outlets who wish to produce more engaging content, and increase their reach and credibility:
1. Participants used a mix of social media platforms and TV/radio to acquire news. Word of mouth
was also a noteworthy source of information. Many participants expressed a distaste for comment
sections. It was generally agreed that information found on social media should not be taken as
truth.
2. The majority of attendees verified information they acquired, especially news from social media
platforms. News that was not credible was deemed not worthy of sharing. The participants were
scrupulous when it came to cross referencing news.
3. Global news sites were perceived as more trustworthy when it came to international news. The
New York Times, for example, was mentioned multiple times.
4. Participants were open to a diverse range of topics including politics, culture, and women’s rights.
They felt that education and local tourism as standalone subjects were overused. The integration of
mental health resources into the education system sparked discussion and tackled a concept many
deemed important.
5. Content that resonated with participants on a personal or nostalgic level was valued. Content that
was funny, entertaining or lighthearted also increased its shareability.
6. Participants were particularly critical of production quality, and believed the samples shown
needed professional guidance. The poor quality affected the clarity of these samples’ messages, and
also made them seem less credible. Production quality was highly valued by all four groups.
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