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interpretation.
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1. Introduction

Recently, the boundary between news and non-news content has become 

increasingly blurred across various media environments, including TV news 

content. News programs are tending towards “softening,” actively utilizing 

non-traditional elements such as storytelling techniques, emotional appeal, 

and the appearance of celebrities to attract viewer attention. Conversely, 

entertainment and educational programs are adopting news structures or 

reporting formats, thereby resembling news. This trend is becoming more 

pronounced with the spread of hybrid genres referred to as ‘infotainment’ 

(Hwang, 2024).

This transformation is further accelerated by the rise of alternative media 

ecosystems, such as YouTube and social networking sites. Unlike traditional 

broadcast journalism, news distributed via digital platforms encompasses a 

diverse range of formats. The proliferation of non-traditional content—
ranging from commentary by individual creators and briefings by non-experts 

to live streams and infographics—is rendering the external criteria for news 

increasingly fluid. Furthermore, this content diverges significantly from 

traditional media regarding production entities, delivery methods, and 

distribution structures. While traditional news undergoes rigorous verification 

by professional journalists and editors, alternative media operates in a more 

autonomous and deinstitutionalized manner. Consequently, audiences find it 

difficult to identify news based solely on source or format, making the 

perception of what constitutes news increasingly subjective and ambiguous.

In practice, users encounter diverse information resources beyond traditional 

media, including YouTube videos, blog posts, and social media content (Tong 

et al., 2020), selectively consuming some of these as news. Consequently, the 

determination of what constitutes news is no longer defined solely by 

objective criteria or institutional authority. Instead, the concept of news 
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varies according to an individual’s media experiences, political orientation, 

and expectations of the content. It is becoming increasingly common for the 

same content to be regarded as ‘news’ by one individual while being dismissed 

as ‘non-news’ by another.

In this context, the concept of ‘news-ness’ has recently gained scholarly 

attention. Edgerly and Vraga (2020) define news-ness as the degree to which 

content is perceived as news, arguing that this perception exists on a 

continuous spectrum rather than as a dichotomous judgment. They identify 

five key determinants of news-ness: content form, delivery method, speaker, 

distribution medium, and audience characteristics. Crucially, they emphasize 

that news-ness is constituted primarily by the recipient’s perception rather 

than the producer’s intent. Accordingly, contemporary news should be 

understood as a dynamic concept defined by audience interpretation and 

context, rather than as a fixed format or genre.

Building on the premise that ‘news-ness’ is a subjective construct shaped by 

individual contexts rather than solely by content properties, the present study 

aims to empirically examine the determinants of this perception. Specifically, 

we investigate how audiences evaluate the news-ness of traditional formats 

(e.g., anchor-centered bulletins) vis-à-vis newer formats, such as 

investigative or feature reporting programs. Furthermore, this research 

analyzes the interaction effects between individual-level characteristics and 

program attributes on the perception of news-ness. By elucidating the 

multi-layered relationship between audiences and content, this study seeks to 

contribute to the theoretical redefinition of news within an evolving 

journalistic landscape.
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2. Literature Review

1) News Values

Defining “news” has long been a subject of extensive academic debate. The 

concept is so fluid that both scholars and practitioners struggle to establish a 

clear definition, making the inquiry “What is news?” a perennial challenge in 

communication research. To address this, scholars have focused on “news 

values” to theoretically ground the traditional concept of news. News values 

refer to the intrinsic criteria that determine whether an event, figure, or 

issue is recognized as news (Lee, 2019). This approach attempts to define 

news by identifying the specific conditions or attributes that facts must 

possess to be selected from the myriad occurrences in the world (Braun, 

2009).

In a seminal study, Galtung and Ruge (1965) proposed the first systematic 

taxonomy of news values based on an analysis of international news. They 

identified twelve factors influencing the selection process, including frequency 

(alignment with the news cycle), threshold (scale and impact of the event), 

unambiguity (clarity), meaningfulness (cultural proximity), consonance (pre-

dictability), unexpectedness, continuity, and compositional balance (editorial 

balance). They also emphasized factors such as reference to elite nations/ 

regions, reference to elite persons, personification (discussed in terms of 

actions of individual actors) and negativity (the tendency for negative events 

like conflict or crime to have higher news value). Through this framework, 

Galtung and Ruge (1965) sought to explain the gatekeeping process by which 

an event is deemed newsworthy.

Harcup and O’Neill (2001) updated this framework to reflect contemporary 

journalism, basing their revisions on an analysis of the British press. While 
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verifying the existing theoretical framework, they reclassified news value 

elements to align with modern practices. Notably, they identified “power elite,” 

“celebrity,” and “entertainment” as significant values in modern news, and 

differentiated between “bad news” (negative events) and “good news” (positive 

outcomes). Furthermore, they introduced new classifications such as 

“magnitude” (impact), “relevance” (importance to the audience), “follow-up,” 

and “newspaper agenda.”

Following the rapid transformation of the news environment driven by 

digital and social media, Harcup and O’Neill (2017) revisited these values. To 

align with the digital era, they added specific criteria such as “audio-visuals” 

(emphasizing visual impact) and argued that “conflict” and “exclusivity” remain 

critical determinants. Additionally, reflecting the characteristics of the social 

media age, they proposed “shareability” as a key news value.

In the Korean context, news values function as the foundational criteria for 

both pedagogy and practice. Ko (2007) categorizes these values into factors 

such as impact, prominence, conflict, rarity, and human interest, which 

define newsworthiness based on the scope of influence or the unusual nature 

of an event. Similarly, American journalism education emphasizes practical 

application, with widely used texts like those by The Missouri Group (2005) 

condensing these into six core tenets: impact, conflict, novelty, prominence, 

proximity, and timeliness. Across both systems, these standards act as the 

operational logic for news production, directly shaping editorial decision- 

making and agenda setting.

2) News-ness

In the contemporary hybrid media environment, the boundaries between 

media genres have become increasingly porous, rendering the criteria for what 

constitutes ‘news’ more ambiguous and contentious than in the past (Hwang, 
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2024; Baym, 2017; Edgerly & Vraga, 2020). While news and entertainment 

were previously distinct and normatively defined categories, the emergence of 

diverse media forms—including social media—has destabilized these traditional 

distinctions. In response to these shifts, Edgerly and Vraga (2020) proposed 

the concept of “news-ness.” This construct is designed to capture how users 

process information in the modern media landscape by measuring the degree 

to which specific content is perceived as news. Essentially, news-ness refers 

to the extent to which audiences define or recognize specific media content as 

news.

Edgerly and Vraga (2020) identify three primary characteristics that define 

this concept. Fundamentally, news-ness shifts the locus of definition from 

the producer to the consumer, prioritizing the audience's subjective evaluation 

over traditional prescriptive criteria set by journalists or institutions. This 

judgment operates on a continuous spectrum rather than as a fixed 

dichotomy; instead of a binary classification where content is strictly “news” 

or “non-news,” audiences assess the degree of proximity to news. This 

perspective aligns with Baum’s (2003) assertion that the difference between 

news and other genres is a “matter of degree, not type.” Furthermore, this 

evaluation is intuitive and context-dependent. Research suggests that while 

individuals often struggle to articulate an abstract definition of “What is 

news?”, they rely on existing cognitive schemas to intuitively determine 

whether specific instances constitute news when encountered in practice.

Edgerly and Vraga (2020) further posit that this perception is contingent 

upon five distinct dimensions: “what is delivered” (content), “how it is 

delivered” (form), “who delivered it” (source), “where it was delivered” (platform), 

and “who received it” (audience characteristics). In subsequent research, they 

empirically demonstrated that the perceived degree of news-ness is also 

modulated by psychological distance, specifically the content’s relevance and 

similarity to the user (Vraga & Edgerly, 2023). These findings confirm that 
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news-ness is not a static property but is dynamically shaped by subjective 

experiences and attributes.

Building on this theoretical framework, the present study empirically 

investigates the determinants of news-ness within the specific context of 

Korean news programming. While the literature suggests that news-ness is a 

fluid construct, there is a need to isolate which specific objective attributes 

serve as the primary heuristic cues for audiences.

We analyzed a diverse range of domestic news and current affairs programs

—ranging from traditional anchor-centered bulletins to investigative features

—to measure their perceived news-ness. This study aims to move beyond 

static definitions to capture the dynamic relationship between recipients and 

evolving media forms. To this end, we propose the following research 

questions:

RQ1: Which program attributes are significantly associated with a higher 

perception of news-ness?

RQ2: How do audience characteristics, including demographics and media 

usage habits, influence the perception of news-ness?

3. Research Methods

1) Data collection

Data collection was conducted via an online survey administered by Embrain 

Consulting Co., Ltd. over a one-week period from October 17 to 23, 2024. 

The study employed a quota sampling method based on gender, age, and 

region to ensure a representative sample of the South Korean population. The 

final sample consisted of 1,500 adults aged 20 to 69 residing in 17 provinces 

and metropolitan cities nationwide.
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The demographic composition of the respondents included 50.9% males and 

49.1% females, with a mean age of 46.0 years (SD = 13.6). In terms of 

education level, 1.4% were middle school graduates or below, 19.7% were high 

school graduates, 67.5% held a four-year university degree or lower 

(including college), and 11.4% were currently attending or had graduated from 

graduate school.

2) Variables

(1) Dependent variable – Perceived news-ness

To measure the dependent variable, perceived news-ness, respondents 

evaluated a list of television programs airing as of October 2024. The 

selection of programs followed a systematic process: 1) Programs airing on 

four terrestrial channels (KBS1, KBS2, MBC, SBS) and four general 

programming channels (TV Chosun, JTBC, Channel A, MBN) were identified; 

2) The most recent viewership ratings were verified via Naver; and 3) The top 

10 programs by viewership rating for each broadcaster were selected, 

excluding drama series and ensuring that no single genre (news, current 

affairs, or entertainment) exceeded 50% of the selection. This resulted in a 

total of 80 programs.

Respondents were asked to rate the extent to which they perceived each of 

the 80 programs as “news” on a 5-point Likert scale (1 = Not close at all to 

news, 5 = Very close to news). The response values indicating proximity to 

news were used as the perceived news-ness score. The overall mean 

news-ness score for the 80 programs was 2.46 (SD = 1.08).
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[Figure 1] Distribution of Mean Perceived News-ness Scores for Analysis Programs

To isolate programs relevant to the study's focus, programs with a mean 

news-ness score of 3.0 or higher were initially selected from the pool of 80. 

While 24 programs met this criterion, one program (Independent Film Theater, 

KBS1) was excluded to ensure analytical validity, as it diverged significantly 

from reported news formats despite its score. Consequently, 23 programs were 

used in the final analysis of news-ness perceptions. Finally, due to the 

distribution of the dependent variable being skewed toward higher values (3.0 

or above), a log transformation was applied to improve the model fit for 

statistical analysis
1)
.

1) Due to the skewed distribution of the dependent variable, the use of raw values resulted in 

heteroscedasticity of the regression residuals and violated the assumption of linearity. To address these 
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<Table 1> Descriptive statistics of perceived news-ness by program (Mean score ≥ 3)

Program name Broadcaster
Perceived 

news-ness

Log-transformed 

perceived news-ness

Mean SD Mean SD

JTBC 뉴스룸 (JTBC Newsroom) JTBC 4.60 0.79 1.50 0.25

오대영 라이브 (Oh Dae-young Live) JTBC 3.34 1.11 1.13 0.44

사건반장 (Case Chief) JTBC 3.76 1.08 1.26 0.40

뉴스 9 (News 9) KBS1 4.55 0.94 1.48 0.33

뉴스광장 (News Plaza) KBS1 4.48 0.99 1.46 0.35

경제콘서트 (Economy Concert) KBS2 3.51 1.12 1.18 0.43

아침뉴스타임 (Morning News Time) KBS2 4.38 0.99 1.43 0.34

뉴스데스크 (Newsdesk) MBC 4.67 0.81 1.51 0.27

뉴스투데이 (News Today) MBC 4.62 0.83 1.50 0.27

실화탐사대 (True Story Expedition) MBC 3.04 1.19 1.01 0.50

탐사기획 스트레이트 (Investigative Planning Straight) MBC 3.39 1.17 1.13 0.46

아침& 매일경제 (Morning & Maeil Business) MBN 4.07 1.05 1.35 0.37

뉴스와이드 (Newswide) MBN 4.38 0.99 1.43 0.34

그것이 알고싶다 (Unanswered Questions) SBS 3.49 1.10 1.18 0.43

궁금한 이야기 Y (Curious Story Y) SBS 3.06 1.16 1.02 0.49

8 뉴스 (8 News) SBS 4.62 0.80 1.50 0.26

뉴스 9 (News 9) TV Chosun 4.33 1.13 1.40 0.41

사건파일 24 (Case File 24) TV Chosun 3.69 1.13 1.24 0.42

보도본부 핫라인 (News Headquarters Hotline) TV Chosun 3.85 1.17 1.28 0.43

시사쇼 정치다 (Political Talk Show) TV Chosun 3.65 1.18 1.22 0.45

김진의 돌직구쇼 (Kim Jin's Fastball Show) Channel A 3.09 1.24 1.02 0.51

뉴스 A (News A) Channel A 4.35 1.04 1.42 0.36

뉴스 TOP10 (News TOP10) Channel A 4.14 1.09 1.37 0.38

3) Independent variables

(1) Individual-level variables

Individual-level variables primarily consisted of demographic factors, including 

age, gender, education level, and income. Additionally, political orientation 

and political intensity were included as independent variables.

issues and improve model fit, a log transformation was applied to the dependent variable.
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Demographics: Age was measured on an ordinal scale with five categories 

ranging from 20s to 60s and above. Education level was categorized into four 

groups: middle school graduate or lower, high school graduate, college/ 

university graduate (including 2-year colleges), and graduate school attendance 

or higher. Monthly household income was measured in 1 million KRW 

increments, ranging from “less than 1 million KRW” to “7 million KRW or 

more,” resulting in an 8-point ordinal scale. Although demographic variables 

such as age, education, and income were measured on ordinal scales, they 

were treated as continuous variables in the regression analysis. This approach 

was chosen to preserve model parsimony, maximize degrees of freedom in the 

mixed-effects model, and facilitate the interpretation of complex interaction 

terms, consistent with common practices in social science research regarding 

ordinal variables with sufficient categories. Table 2 summarizes the demo-

graphic characteristics of the respondents.

<Table 2> Descriptive statistics of demographics

Variables Categories Frequency (n) Percentage (%)

Age 20s 245 16.3

30s 270 18.0

40s 315 21.0

50s 355 23.7

60s and above 315 21.0

Education level Middle school graduate or lower 21 1.4

High school graduate 296 19.7

College/University graduate 1,012 67.5

Graduate school attendance or higher 171 11.4

Monthly Household Income Less than 1 million KRW 50 3.3

1 – 2 million KRW 88 5.9

2 – 3 million KRW 250 16.7

3 – 4 million KRW 241 16.1

4 – 5 million KRW 221 14.7

5 – 6 million KRW 179 11.9

6 – 7 million KRW 155 10.3

More than 7 million KRW 316 21.1

Total 1,500 100.0
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Political orientation & intensity: Political orientation was measured on an 

11-point scale ranging from 0 (Most progressive) to 10 (Most conservative). 

The mean was 4.83, and SD was 1.84. To capture political intensity, a new 

variable was constructed by calculating the absolute deviation from the 

midpoint (5). Lower values indicated a moderate stance close to the center, 

while higher values indicated a stronger ideological intensity (either 

progressive or conservative). The mean was 1.25, and SD was 1.37.

Media usage: The model also included individual media usage behaviors. 

This comprised three variables: daily TV viewing time, daily news 

consumption time, and the primary mode of TV viewing (Linear vs. 

Non-linear).

∙ Time variables: Respondents reported their total TV viewing time and total 

news consumption time (across TV, newspapers, internet, etc.) for the 

previous day. For both variables, outliers exceeding three standard 

deviations from the mean were treated as extreme values and recoded to 

the value of the mean plus 3SD (Mean news time = 69.96, SD news time = 

66.99; Mean tv time = 144.28, SD tv time = 109.40).

∙ Viewing mode: Respondents indicated the ratio of their real-time broadcast 

viewing versus non-real-time viewing (e.g., OTT, online platforms, VOD). 

If the proportion of real-time viewing was higher, the primary mode was 

categorized as “Linear viewing”; if non-real-time viewing was higher, it 

was categorized as “Non-linear viewing.” 47.87% of respondents were 

categorized as linear viewers, while 52.13% engaged primarily in 

non-linear viewing.

(2) Program-level variables

Program-level variables were derived from the formal characteristics of the 

80 selected programs. Initially, variables were coded based on formal features 

such as the presence of celebrities, politicians, or journalists; whether the 
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program was broadcast live or recorded; and whether studio filming was 

utilized.

For the final analysis, which focused on programs with a news-ness score 

of 3.0 or higher, the following specific variables were constructed:

Presence of celebrities: A binary variable indicating whether celebrities 

appeared in the program. For the purpose of this study, the ‘presence of 

celebrities’ was operationally defined as the appearance of individuals whose 

primary public recognition stems from the entertainment industry (e.g., 

comedians, actors, singers) or reality television. This definition distinguishes 

them from journalists, politicians, or subject-matter experts (e.g., professors, 

lawyers) who may appear on air.

Live broadcasting: A binary variable indicating if the program was aired 

live.

Studio filming: A binary variable coded as 1 if the program was filmed in a 

studio.

Panel composition: A binary variable coded as 1 if three or more panelists 

appeared, and 0 otherwise.

Traditional news format: A binary variable indicating whether the program 

followed a traditional news format (e.g., MBC Newsdesk), characterized by an 

anchor delivering a series of bulletin-style items.

In the preliminary analysis, “Presence of Celebrities” and “Live Broadcasting” 

exhibited a perfect negative correlation (r = -1). To avoid multicollinearity 

issues, Live broadcasting was excluded from the final model, and only 

Presence of celebrities was retained.
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<Table 3> Descriptive statistics of program attributes (Perceived news-ness ≥ 3.0)

Program Attribute Frequency (n) Percentage (%)

Presence of celebrities 3 13.04

Live broadcasting 20 86.95

Studio filming 22 95.65

More than 3 panelists 7 30.43

Traditional news format 13 56.52

(3) Control variables

The study identified the respondent's prior awareness of a program as a 

potential factor influencing the perception of news-ness. When respondents 

lack specific information about a program, they are likely to infer its 

news-ness based on heuristic cues, such as the program's title or its 

promotional poster thumbnail. Consequently, the criteria for judging 

news-ness may differ significantly between familiar and unfamiliar programs.

To control for this potential variance, program awareness was included in 

the model. During the survey, respondents were presented with the 

representative poster image (thumbnail) for each program and asked to 

indicate whether they recognized the program. This measure was 

operationalized as a binary variable (1 = Aware, 0 = Unaware).

4) Data Analysis

The data analysis was conducted in two sequential stages to systematically 

address the research questions. In the preliminary phase, a multiple 

regression analysis was performed on the full set of 80 programs to identify 

specific program-level attributes that influence the general perception of 

news-ness. This initial step verified the impact of formal characteristics 

(such as format and panel composition) on the mean news-ness scores across 

the broader sample.
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Subsequently, to investigate the primary research question regarding the 

influence of individual attributes on news-ness perception, a second analysis 

was conducted on a targeted subset of programs. To ensure analytical validity 

by focusing on content that is plausibly regarded as “news,” the sample was 

restricted to the 23 programs that recorded a mean news-ness score of 3.0 or 

higher. The cutoff score of 3.0 was established to limit the analysis to a 

‘relevant universe’ of programs that at least a significant portion of the 

audience plausibly considers to be news or current affairs. Including clear 

entertainment programs (which typically score very low on news-ness) would 

artificially inflate the variance and obscure the subtle distinctions we aim to 

analyze within the ambiguous 'hybrid' genre zone.

The final dataset for this main analysis comprised 34,500 observations, 

derived from 1,500 respondents evaluating 23 programs. This dataset exhibits 

a cross-classified structure, where each individual observation is simultaneously 

associated with two non-nested higher-level clusters: the individual 

respondent and the specific program. Because respondents are not nested 

within programs, nor are programs nested within respondents, conventional 

hierarchical linear models are insufficient for this data structure.

To appropriately estimate the effects of key variables while controlling for 

unobserved random effects at both the individual and program levels, a 

crossed mixed-effects model (CCREM) was applied. In this model specification, 

the 34,500 individual ratings constituted Level 1, with program awareness 

included as a Level 1 control variable. The 1,500 individuals and 23 programs 

served as the cross-classified Level 2 structures. Individual-level independent 

variables (e.g., demographics, political orientation) and program-level 

independent variables (e.g., presence of celebrities) were entered as fixed 

effects. 

Finally, the log-transformed perceived news-ness score was utilized as the 

dependent variable to satisfy the assumption of linearity and improve model fit.
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4. Results

First, the study examined which program attributes influence the perception 

of news-ness. The results of the analysis regarding the 80 programs aired on 

general programming channels are presented in Table 4. 

The analysis identified presence of celebrities (b = -0.396, SE = 0.211, p = 

.065) and live broadcasting (b = 0.522, SE = 0.274, p = .061) as the 

attributes influencing news-ness
2)
. Specifically, programs featuring celebrities 

were perceived as having significantly lower news-ness compared to those 

without. Conversely, live broadcast programs were perceived as having higher 

news-ness than recorded programs. Variables such as the appearance of 

politicians, the presence of journalists/media professionals, and the inclusion 

of studio footage were not statistically significant.

<Table 4> Program attributes affecting perceived news-ness

Estimate Std. Error t value Pr(>|t|)

(Intercept) 2.096 0.197 10.617 <2e-16 ***

Presence of celebrities -0.396 0.211 -1.872 0.065 +

Presence of politicians 0.560 0.451 1.242 0.218

Presence of journalists 0.626 0.437 1.432 0.156

Live broadcasting 0.522 0.274 1.904 0.061 +

Studio filming 0.153 0.167 0.920 0.361

F value 40.030 (5, 74) ***

R2 0.730 adj. R2 0.712

*** p < .001, ** p < .01, * p < .05, + p < .01

To analyze the combined influence of individual attributes and program 

characteristics more precisely, a crossed mixed-effects model (CCREM) was 

2) Given the relatively small number of observations included in the analysis (N=80), a significance level 

of p < .10 was utilized as a supplementary index for interpretation to address potential limitations in 

statistical power.
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applied specifically to the subset of programs with a news-ness score of 3.0 

or higher.

Table 5 presents the estimation results for the effects of individual-level 

and program-level variables on the dependent variable. The model controlled 

for random intercepts at both the respondent and program levels, as well as 

random slopes for program awareness.

The analysis revealed that age, gender (female), income level, and political 

intensity were the variables exerting a statistically significant influence on 

the perception of news-ness.

Regarding the news and news-like programs currently airing on general 

programming channels, the results indicated that older respondents perceived 

the news-ness to be lower (b = -0.015, SE = 0.005, p < .001). Conversely, 

women perceived the news-ness to be higher compared to men (b = 0.052, SE 

= 0.011, p < .001).

In terms of socioeconomic factors, higher income levels were associated with 

a generally higher perception of news-ness (b = 0.006, SE = 0.003, p < .05). 

On the other hand, higher political intensity was associated with a lower 

perception of news-ness (b = -0.009, SE = 0.004, p < .05), and longer news 

consumption times were also marginally associated with a lower perception of 

news-ness (b = -0.000, SE = 0.000, p < .05). Furthermore, at the program 

level, programs featuring celebrities were perceived as having significantly 

lower news-ness compared to those that did not (b = -0.209, SE = 0.051, p < 

.001).

These findings demonstrate that even for the identical program, the 

perception of news-ness can vary significantly depending on the audience's 

demographic characteristics and their level of news consumption.
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<Table 5> Influence of individual and program attributes on perceived news-ness.

Random effects

Groups Name Variance Std.Dev. Corr

Individual Respondent (Intercept) 0.040 0.199

Program (Intercept) 0.010 0.099

Program 

awareness
0.006 0.077 -0.81

Residual 0.104 0.322

Observations: 34500, Group:  Individual respondent, 1500; Program: 23

Fixed effects

Estimate Std. Error df t value Pr(>|t|)

(Intercept) 0.993 0.088 27.160 11.333 0.000 ***

Age -0.015 0.005 1491.000 -3.344 0.001 ***

Gender(Female) 0.052 0.011 1488.000 4.673 0.000 ***

Education 0.017 0.010 1487.000 1.817 0.069 

Income 0.006 0.003 1488.000 2.165 0.031 *

Political intensity -0.009 0.004 1487.000 -2.262 0.024 *

Political orientation 0.005 0.003 1489.000 1.756 0.079 

TV viewing time 0.000 0.000 1488.000 1.662 0.097 

News consumption time -0.000 0.000 1491.000 -2.065 0.039 *

Linear viewing -0.007 0.012 1487.000 -0.573 0.567 

Program awareness 0.202 0.017 23.810 11.841 0.000 ***

Presence of celebrities -0.209 0.051 17.390 -4.090 0.001 ***

Studio filming 0.107 0.077 17.070 1.389 0.183 

More than 3 panelists -0.035 0.051 17.540 -0.680 0.506 

Traditional news format 0.101 0.052 17.540 1.954 0.067 

AIC 23507.21

BIC 23676.19

*** p < .001, ** p < .01, * p < .05

Table 5 serves as the baseline model, estimating the main effects of 

individual and program attributes on news-ness perception. While this model 

identifies general predictors, it does not capture the conditional nature of 

these judgments. To strictly test the study’s central objective—specifically, 

whether the influence of individual characteristics varies depending on the 

structural format of the program—Tables 6 and 7 extend this baseline by 

introducing cross-level interactions.
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These interaction models are theoretically motivated by the hypothesis that 

audiences employ different heuristic criteria when evaluating traditional news 

formats (e.g., anchor-led bulletins) versus non-traditional genres. By 

incorporating interaction terms between individual attributes and the binary 

variable “traditional news format,” the model determines whether the 

predictors of news-ness systematically differ when content aligns with 

established journalistic conventions compared to when it does not.

As shown in Table 6, the analysis revealed statistically significant 

interaction effects for education level, income level, political orientation, and 

news consumption time. These findings indicate that the relationship between 

an individual's background and their perception of news-ness is not uniform; 

rather, it is significantly moderated by whether the program utilizes a 

traditional news format.

<Table 6> Interaction effects of individual and program attributes – Traditional news format
Random effects

Groups Name Variance Std.Dev. Corr

Individual Respondent (Intercept) 0.040 0.199

Program (Intercept) 0.010 0.100

Program 

awareness
0.006 0.076 -0.81

Residual 0.104 0.322

Observations: 34500, Group:  Individual respondent, 1500; Program: 23

Fixed effects

Estimate Std. Error df t value
Pr

(>|t|)

(Intercept) 1.064 0.088 28.450 12.034 0.000 ***

Age -0.013 0.005 1874.000 -2.608 0.009 **

Gender(Female) 0.056 0.012 1911.000 4.689 0.000 ***

Education 0.001 0.010 1905.000 0.068 0.946 

Income 0.002 0.003 1905.000 0.591 0.555 

Political intensity -0.009 0.004 1906.000 -2.167 0.030 *
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Estimate Std. Error df t value
Pr

(>|t|)

Political orientation 0.002 0.003 1909.000 0.579 0.563 

TV viewing time 0.000 0.000 1907.000 1.023 0.307 

News consumption time -0.000 0.000 1913.000 -0.440 0.660 

Linear viewing -0.007 0.012 1487.000 -0.567 0.571 

Program awareness 0.200 0.017 23.820 11.920 0.000 ***

Presence of celebrities -0.207 0.051 17.390 -4.069 0.001 ***

Studio filming 0.107 0.077 17.050 1.400 0.180 

More than 3 panelists -0.036 0.051 17.530 -0.702 0.492 

Traditional news format -0.025 0.057 25.460 -0.435 0.668 

Age 

× Traditional news format
-0.005 0.003 32970.000 -1.627 0.104 

Female 

× Traditional news format
-0.006 0.007 32970.000 -0.882 0.378 

Education 

× Traditional news format
0.030 0.006 32950.000 4.809 0.000 ***

Income 

× Traditional news format
0.007 0.002 32960.000 4.234 0.000 ***

Political intensity 

× Traditional news format
0.000 0.003 32950.000 0.136 0.892 

Political orientation 

× Traditional news format
0.006 0.002 32960.000 3.141 0.002 **

TV viewing time 

× Traditional news format
0.000 0.000 32960.000 1.591 0.112 

News consumption time 

× Traditional news format
-0.000 0.000 32970.000 -4.339 0.000 ***

AIC 23525.88

BIC 23762.44

*** p < .001, ** p < .01, * p < .05

To further elucidate the nature of the significant interaction effects 

identified in the model, the predicted values of perceived news-ness were 

visualized across different levels of the moderating variables.

As illustrated in Figure 2, the relationship between education and 

news-ness perception is conditional upon the program format. Among 

respondents with lower levels of educational attainment, there was little 

distinction in perceived news-ness between traditional news formats and 

non-traditional programs. However, as education level increases, a clear 

divergence emerges: highly educated respondents perceive programs utilizing a 
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traditional news format as having significantly higher news-ness compared to 

non-traditional formats.

[Figure 2] Interaction effect of education level and traditional news format

A similar pattern was observed regarding income level. As shown in Figure 

3, respondents in lower income brackets perceived the news-ness of 

traditional and non-traditional formats similarly. However, as income level 

increases, the perceived news-ness of traditional news formats rises relative 

to non-traditional programs. This suggests that for individuals with higher 

socioeconomic status, the structural cues of traditional journalism (e.g., 

anchor-led bulletins) serve as a stronger heuristic for defining news.
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[Figure 3] Interaction effect of income level and traditional news format

As illustrated in Figure 4, a distinct pattern emerged across the political 

spectrum. Respondents identifying as progressive exhibited little diffe-

rentiation in their assessment of news-ness between traditional and 

non-traditional program formats. In contrast, as political orientation shifted 

toward the conservative end of the spectrum, a significant preference for 

traditional formats became apparent; conservative respondents perceived 

programs utilizing traditional news formats as having substantially higher 

news-ness compared to non-traditional ones. This suggests that the 

structural conventions of traditional journalism serve as a more potent 

heuristic for news recognition among conservative audiences.
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[Figure 4] Interaction effect of political orientation and traditional news format

Regarding news consumption time, an inverse trend was observed. As shown 

in Figure 5, respondents with low levels of news consumption perceived 

traditional news formats as having significantly higher news-ness than 

non-traditional programs. However, as news consumption increased, the 

perceptual gap between the two formats narrowed significantly. This 

convergence suggests that heavy news consumers rely less on external 

formatting cues to define news, whereas light consumers depend heavily on 

traditional structural markers (e.g., the presence of an anchor) to distinguish 

news content.
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[Figure 5] Interaction effect of news consumption time and traditional news format

In addition to program format, the study investigated the conditional effects 

of “Presence of celebrities”—a key program attribute previously identified as 

negatively influencing news-ness perception. To determine whether the impact 

of celebrity appearance varies according to audience characteristics, 

cross-level interaction terms were introduced into the model.

As with the analysis of traditional news formats, the results indicated that 

education level, income level, political orientation, and news consumption time 

significantly moderated the effect of celebrity presence at a statistical level. 

Additionally, TV viewing time was identified as a significant moderator in this 

context.
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<Table 7> Interaction effects of individual and program attributes – Presence of celebrities
Random effects

Groups Name Variance Std.Dev. Corr

Individual Respondent (Intercept) 0.040 0.199 

Program (Intercept) 0.010 0.099 

Program 

awareness
0.006 0.077 -0.81

Residual 0.103 0.322 

Observations: 34500, Group:  Individual respondent, 1500; Program: 23

Fixed effects

Estimate Std. Error df t value Pr(>|t|)

(Intercept) 0.948 0.088 27.270 10.792 0.000 ***

Age -0.015 0.005 1532.000 -3.198 0.001 **

Gender(Female) 0.052 0.011 1533.000 4.578 0.000 ***

Education 0.026 0.010 1533.000 2.677 0.008 **

Income 0.007 0.003 1534.000 2.558 0.011 *

Political intensity -0.009 0.004 1533.000 -2.324 0.020 *

Political orientation 0.007 0.003 1535.000 2.422 0.016 *

TV viewing time 0.000 0.000 1533.000 2.292 0.022 *

News consumption time 0.000 0.000 1537.000 -2.454 0.014 *

Linear viewing -0.007 0.012 1487.000 -0.571 0.568 

Program awareness 0.201 0.017 23.890 11.813 0.000 ***

Presence of celebrities 0.126 0.061 36.430 2.052 0.047 *

Studio filming 0.107 0.077 17.080 1.391 0.182 

More than 3 panelists -0.035 0.051 17.540 -0.676 0.508 

Traditional news format 0.102 0.052 17.550 1.963 0.066 .

Age 

×Presence of celebrities
-0.004 0.004 32970.000 -0.973 0.331 

Female 

×Presence of celebrities
0.005 0.011 32940.000 0.441 0.660 

Education 

×Presence of celebrities
-0.064 0.009 32940.000 -7.113 0.000 ***

Income 

×Presence of celebrities
-0.009 0.003 32960.000 -3.331 0.001 ***

Political intensity 

×Presence of celebrities
0.003 0.004 32950.000 0.652 0.514 

Political orientation 

×Presence of celebrities
-0.016 0.003 32950.000 -5.507 0.000 ***

TV viewing time 

×Presence of celebrities
0.000 0.000 32970.000 -5.244 0.000 ***

News consumption time 

×Presence of celebrities
0.000 0.000 32960.000 3.382 0.001 ***

AIC 23475.69

BIC 23712.26

*** p < .001, ** p < .01, * p < .05
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To further elucidate the directional nature of these significant interactions, 

the predicted values of perceived news-ness were visualized. As illustrated in 

the figure below, the influence of individual attributes on news-ness 

perception is conditional upon whether the program features a celebrity.

As shown in Figure 6, the relationship between education and news-ness 

perception varies significantly based on celebrity appearance. Respondents 

with lower levels of education perceived the news-ness of programs with and 

without celebrities relatively similarly, showing little differentiation. In 

contrast, as education level increases, a clear divergence emerges: highly 

educated respondents perceived programs without celebrities as having higher 

news-ness, while simultaneously perceiving those with celebrities as having 

significantly lower news-ness. This suggests that higher educational 

attainment is associated with a sharper discernment between traditional news 

formats and celebrity-driven content.

<Figure 6> Interaction effect of education level and presence of celebrities

A comparable pattern was observed regarding income level. Results indicate 

that individuals with higher income levels differentiate the news-ness of the 
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two program types more distinctly than those with lower income levels. 

Specifically, higher-income respondents were more likely to discount the 

news-ness of programs featuring celebrities while assigning higher news-ness 

scores to those without, whereas lower-income respondents showed less 

variation in their judgments.

[Figure 7] Interaction effect of income level and presence of celebrities

As illustrated in the Figure 8, the interaction between political orientation 

and celebrity presence revealed a distinct ideological pattern. Respondents 

identifying as progressive exhibited little differentiation in their assessment 

of news-ness between programs featuring celebrities and those that did not. 

In contrast, as political orientation shifted toward the conservative end of the 

spectrum, a significant divergence emerged. Conservative respondents 

perceived programs featuring celebrities as having substantially lower news- 

ness, while rating programs without celebrities significantly higher. This 

indicates that conservative audiences apply stricter heuristic criteria regarding 

the “seriousness” of the source, penalizing celebrity-driven content more 

heavily than their progressive counterparts.



100／KISDI 디지털경제사회연구(2025) 제3권 제2호

[Figure 8] Interaction effect of political orientation and presence of celebrities

Regarding news consumption habits, the analysis indicated that the reliance 

on celebrity cues varies by consumption level. Heavy news consumers 

demonstrated a relatively attenuated distinction between the two program 

types; they did not perceive a substantial difference in news-ness between 

programs with and without celebrities. Conversely, light news consumers 

exhibited a sharp differentiation. This group perceived programs featuring 

celebrities as having significantly lower news-ness, while assigning much 

higher news-ness scores to those without. This suggests that individuals with 

lower exposure to news rely more heavily on external cues—such as the 

presence of an entertainment figure—to categorize content, whereas heavy 

consumers may prioritize other content-based attributes over the nature of 

the presenter.
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[Figure 9] Interaction effect of news consumption time and presence of celebrities

Finally, a significant interaction was observed regarding general TV viewing 

habits. As illustrated in the figure below, the perceptual distinction between 

program types became more pronounced as viewing time increased. 

Respondents with higher levels of general TV consumption perceived programs 

featuring celebrities as having lower news-ness, while simultaneously rating 

programs without celebrities as having higher news-ness. Consequently, the 

perceptual gap between the two formats widened significantly among heavy 

viewers compared to light viewers. This trend suggests that extensive 

exposure to the television medium reinforces the differentiation between 

entertainment-based (celebrity) content and traditional information formats, 

leading heavy viewers to apply stricter categorization criteria.
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[Figure 10] Interaction effect of TV viewing time and presence of celebrities

5. Conclusion and Discussion

This study empirically examined how news audiences perceive “news-ness” 

and how this perception varies contingent upon the formal characteristics of 

the program and the individual attributes of the user. By applying Edgerly 

and Vraga’s (2020) concept of news-ness to the context of Korean 

broadcasting, the analysis revealed that the definition of news is not intrinsic 

to the content itself but is constructed through the dynamic interaction 

between the user and the format.

1) Summary of Findings and Theoretical Implications

The empirical results demonstrate that traditional news formats and the 

presence of celebrities serve as critical heuristic cues that interact with 

audience demographics and media habits to shape news-ness judgments. 

Specifically, respondents with higher socioeconomic status—those with higher 

education and income levels—demonstrated a stronger affinity for traditional 
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cues, rating programs utilizing standard news formats as having significantly 

higher news-ness. Crucially, the preference for traditional formats among 

these groups should not be interpreted merely as a habituation to visual 

heuristics. Instead, the traditional format, such as anchor-centered bulletin 

format, likely functions as a symbol of institutional authority and journalistic 

orthodoxy. For conservatives and high-status individuals, this format signals 

compliance with public responsibility and verification standards, thereby 

enhancing perceived news-ness. 

Political orientation also played a decisive role; conservative respondents 

effectively penalized celebrity-driven content, perceiving programs without 

celebrities as having substantially stronger news-ness. Interestingly, however, 

this reliance on formal cues was not uniform; as the volume of news 

consumption increased, the perceptual distinction between traditional and 

non-traditional formats diminished. These patterns suggest that the judgment 

of news is not solely determined by formal criteria. Instead, the same content 

may be validated as “news” by one user while being dismissed as “non-news” 

by another, contingent upon their background and consumption habits.

These findings offer critical empirical support for the theoretical framework 

proposed by Edgerly and Vraga (2020), who identified 'form'—how content is 

delivered—as a primary dimension of news-ness. Our results converge with 

their proposition by demonstrating that structural cues act as powerful 

heuristics for defining news. However, our study extends prior research by 

revealing that the reliance on these formal cues is not universal but strictly 

conditional. Consequently, normative definitions based on traditional “news 

values” are insufficient for capturing the reality of the contemporary media 

environment. News exists less as a fixed genre or static format and more as 

a dynamic attribute—“news-ness”—that is constructed through the user's 

contextual interpretation and experience. This study holds significant 

theoretical value as it explores the intersection between traditional news 



104／KISDI 디지털경제사회연구(2025) 제3권 제2호

concepts and user-centric perceptions, highlighting the ongoing 

epistemological shift where the authority to define news is transferring from 

the producer to the user.

Finally, treating “news-ness” as a dependent variable is theoretically 

significant because this perception functions as a cognitive gateway for 

information processing. Whether a user classifies a piece of content as “news” 

or “non-news” fundamentally alters their engagement with it. As Edgerly and 

Vraga (2020) argue, classifying content as news triggers a distinctive set of 

expectations regarding truthfulness, importance, and civic relevance. 

Therefore, an increase in perceived news-ness implies the granting of 

epistemic authority and higher credibility to the message. Conversely, when 

content is perceived as lacking news-ness—due to the presence of celebrities 

or non-traditional formats—it risks being processed through a lens of 

entertainment, regardless of the factual quality of the information. Thus, 

understanding the determinants of news-ness is essential for explaining how 

public authority is constructed and maintained in a hybrid media environment.

2) Limitations and Suggestions for Future Research

Despite these contributions, this study is subject to several limitations that 

suggest important directions for future research. First, the operationalization 

of news-ness determinants was not exhaustive. While the analysis focused on 

program format and celebrity presence, it did not account for other potential 

influencers such as specific narrative structures, visual production styles, or 

the nature of the topic covered. In particular, the current study employed a 

binary coding for “presence of celebrities,” which treats all non-journalist and 

non-politician celebrity figures as a homogenous group. However, there is 

likely a qualitative difference between “entertainment celebrities” (e.g., 

comedians, actors) and “expert figures” (e.g., professors or critics with high 
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media visibility). While the former may signal “soft news,” the latter might 

actually serve as heuristic cues for professional authority and reliability. 

Future research should adopt a more multi-dimensional approach, 

distinguishing between these categories to examine their differential effects 

on news-ness perception.

Furthermore, while this study was limited to broadcast television programs, 

the boundaries between news and non-news are arguably most porous on 

alternative platforms such as YouTube, blogs, and social media. Given that 

formats like “one-person media,” influencer briefings, and hybrid talk shows 

are prevalent in these spaces, the judgment of news-ness is likely more 

subjective and complex in the digital domain. Consequently, future studies 

should expand the scope of analysis to digital platforms to compare how 

news-ness perceptions differ across diverse media environments. 

Finally, inquiry must extend beyond perception to examine the consequences 

of news-ness. It is necessary to analyze how the perception of “news-ness” 

influences downstream variables such as credibility assessment, fact-checking 

behaviors, political polarization, and civic engagement. Since content rated 

high in news-ness likely commands greater trust and influence, understanding 

the causal link between perceived news-ness and information effects remains 

critical for both theory and practice.
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