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Abstract
Legacy media have responded to the introduction of digital-born news sites by instigating their own online platforms, reflecting the extent to which journalism operates within a hybrid media environment. This article aims to test if and how digital journalism makes its hybridity manifest by using various online affordances. We used content analysis to compare the extent to which BBC News, Mail Online, The Guardian, Buzzfeed and Huffington Post exploit video, hyperlinks, and Twitter posts to better inform citizens about politics during the 2017 UK election. We found that online news sites did not use video extensively. Hyperlinks were frequently used. Digital-born news sites linked more widely than their public service and commercial legacy counterparts who, in contrast, used more internal links. Digital-born sites used more embedded tweets than legacy sites. We also found that online news preferred to link to journalistic content and tweets than, say, official government or other expert sources. These findings show the hybridity of online news in the UK because both public service and commercial legacy media adopt some online practices but reject others, just as digital-born sites blend traditional journalism with digital tools to produce new ways of supporting their journalism. 
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Introduction 

[bookmark: _Hlk48725397]Digital journalism has introduced new digital-born or online-only news platforms. In response to these new competitors who can report in real-time, legacy media organisations have incorporated online platforms into their standard operating procedures and changed the way they organise the workflow and exchange of information to incorporate a faster news cycle (Allan, 2006). This interplay between legacy and digital news media reflects the fact that journalists now operate in a hybrid media environment where both digital and legacy media adapt and appropriate everyday journalism practices from each other (Chadwick, 2013). 
Online news can distinguish itself from print and broadcast rivals by embedding audio-visual material alongside standard content. They can also link directly to millions of webpages to supplement news stories with corroborating evidence, different perspectives, or additional context to aid audiences' understanding. These features mean they can overcome some of the constraints of analogue news, such as time and space restrictions (Steensen, 2011; Himelboim, 2010). Early research from the late 1990s show that online news sites were hardly exploiting the multi-media technology or opportunities for interactivity, and instead, they relied on their parent organisations for content (Schultz, 1999; Quandt, 2008). Mitchelstein and Boczkowski (2009) argue that this results from ‘path dependency’ which means online news is shaped more by existing institutional norms than by technology. 
[bookmark: _Hlk38967327]In his account of the hybrid media system, however, Chadwick (2013) argues that any medium is best understood in terms of its interdependent relationships with other media. Online news must then be understood in relation to the practices and norms of its print and broadcast counterparts, as well as in relation to the functions and affordances of other digital platforms (such as blogs, social media). The hybrid media system, therefore, shows the interconnectedness of different media but also the many ways that the practices of one medium are appropriated, integrated or renegotiated by other platforms. Our study aims to test if and how the use of hybridity in digital journalism is manifest in its practice of using online affordances. To do this, we will assess how the most consumed news sites in the UK make use of their digital affordances. The UK is of particular interest because of the mixture of public service news, commercial legacy media and digital-born outlets that make up the information environment. This allows us to see if there are any noticeable differences between the practices of news outlets with divergent organisational structures, funding models and audiences.  Hybridity implies that there is likely to be diverse practices at work, given that some older ways of communicating the news will be retained alongside the introduction of newer ways of doing things. Our study takes the 2017 UK general election as its case study. It is essential to analyse news coverage of elections because they represent critical moments in which politics and politicians are most visible and when citizens need reliable information about politics in order to make fully-informed decisions about their voting choices (Cushion, 2012). Elections are also fast-moving events where the hybridity and interconnectedness of media are particularly visible. We use a content analysis of the complete campaign coverage of five online news sites (identified as the most consumed in the UK). We analysed the extent to which video, hyperlinks and embedded social media posts are used and the destinations and sources they link to in the coverage to see how these features are made use of by online news sites. In this article, we will first set out what is already known about the extent to which online news sites make use of video, hyperlinks, and social media posts in their journalism. We will then outline our research questions and methodology before going on to present the findings of our content analysis of how online news coverage of elections in the UK makes use of digital affordances to enhance their reporting. 

Digital affordances in the hybrid media system
[bookmark: _Hlk38971182]The hybrid media system approach proposed by Chadwick (2013) emphasises that different media do not just co-exist but that they form an information system which evolves due to the interactions between older and newer forms. The concept of hybridity rejects the idea that the logics, processes and cultures of one medium are simply imported into the practices of another.  Instead, the reality is more complex, and newer media selectively integrate and adapt the practices of older forms to create their own norms and practices. This has been observed by studies of digital-born news sites like Buzzfeed who combine established reporting practices with new ways of presenting the news (Tandoc and Foo, 2018). Crucially, though the idea of hybridity also means that these newer forms also influence older forms of media. This is evidenced by the fact that print and broadcast journalists routinely appropriate the genres of social media sites as part of their news-making routines to reinvent themselves (Chadwick, 2013). The use of social media to incorporate public responses in live television debates is a good example of this (Anstead and O'Loughlin, 2015). 
Many scholars have noted that the opportunities provided by the internet are working to change journalism in practice. However, this is dependent on the kind of media system that the news sits within as well as the national context (Benson et al. 2012). Early research into the role of new technologies in news production was enthusiastic about the potential of digital affordances to foster new and innovative approaches in journalism (Steensen, 2011). We argue that these digital affordances are an important means in which the hybrid nature of online news is made manifest, and it is essential to analyse their use to assess the extent to which online news is informed and influenced by existing journalism practices. The three most used technological affordances include multimedia, hyperlinks, and interactivity.
Multimedia 
Multimedia involves news stories being packaged using two or more media formats or as the distribution of news stories packaged through different media, such as print newspaper, website, television (Deuze et al., 2004). Research suggests that multimedia use is not uniform. Some authors suggest that online news sites affiliated with TV stations are more likely to include multimedia in their webpages (Janowski and Van Selm, 2000). In contrast, others claim that the majority of TV stations provide text-only stories and do not make the most of online affordances (Quandt, 2008). While broadcasters do invest in digital video online, they prioritise their broadcast outputs (Doyle, 2010). News publishers also tend to limit their digital video production to digitising analogue content from their broadcasts (Schmitz Weiss and Domingo, 2010). More recently, some legacy newspaper sites have begun investigating in multimedia for their news (Usher, 2014). There is little agreement about whether multimedia journalism has increased over time. Some research shows no substantial increase (Dimitrova and Neznanski, 2006), while others found a definite increase over the same period (Greer and Mensing, 2006). Social media sharing is an important factor in the increased use of video given that platforms like Facebook have specifically prioritised such content (Kalogeropoulos, 2018). 
Hyperlinks
Hypertext refers to “a computer-based non-linear group of texts that are linked together” (Steensen, 2011: 313) that offer different pathways to the reader. Its advantages are multiple. There are no space limitations; links offer the opportunity to see a variety of perspectives, they offer direct access to sources, and personalised pathways into the further context of the story (Steensen, 2011). Hypertext aids credibility because it allows the reader to see background information and corroborating evidence for themselves (De Maeyer, 2012). Hyperlinks can also help to overcome political and economic barriers by linking to content which organisations are unable to produce themselves (Himelboim, 2010). Hyperlinks can be classified in three ways: target links within documents which enable navigation to other parts of the same text; relative links to other pages on the same site; or external links to content outside of the site (Steensen, 2011). Studies have shown that it is common for news sites to link to their own content, for example, newspapers like the New York Times and USA Today link predominantly to their own stories (Tsui, 2008). Hyperlinks that take users to previous stories carried by the same news media help to legitimise their work (Chang et al. 2011). When studied in international perspective, research tends to show that websites rarely use external hyperlinks (Himelboim, 2010). For example, in their study of 26 international websites, Dimitrova and Neznanski (2006) found that relative links were the most frequently used type of hyperlink. Quandt’s (2008) study of 10 online news sites from five countries also found that relative links were the most commonly used but also found more extensive use of other kinds of links. For example, 24.7% of the articles contained links to external websites.  
Using hyperlinks presents a dilemma for news organisations because while they add more context, they also expose users to competitor websites, potentially undercutting their audience base (Chang et al. 2011). Lack of hyperlinks might, therefore, be explained by a protectionist strategy which aims to keep readers on-site (Steensen, 2011). News organisations may also be hesitant to link to rival websites over which they have no control (Chang et al. 2011). Nevertheless, links are important for the web economy because they assist search engine ranking and reputational factors (De Maeyer, 2012). 

Social Media
Research from several countries has demonstrated that journalists prefer using Twitter above other social networking sites, but this preference is very pronounced in the US and UK (Fincham, 2019; McGregor, 2019). News organisations use Twitter as a tool to distribute news, to market stories, to establish relationships with new consumers, and finally as a tool for reporting. Journalists can also use it as a means of accessing sources (Broersma and Graham, 2012, 2013; Cozma and Chen, 2013; Hermida, 2010). Twitter also acts as a story generator by providing quotes directly from those involved (Bane, 2017). 
Evidence suggests that journalists who work for online news outlets use online sources regularly (Gulyas, 2013). Contextual factors are important indicators for when and how online sources might be used, for example, journalists might use social media more in stories relating to human interest or ‘soft’ news (Moon and Hadley, 2014). However, using social media sources can also be format-specific, meaning that social media are used more frequently in digitally born formats such as live blogs (Thorsen and Jackson, 2018).
Twitter can sometimes shape journalists’ coverage by influencing the events, sources, quotes, and background information they cover (Parmlee, 2014). There are several benefits, including cost-saving, to using Twitter in reporting. Reporters can take statements from relevant sources straight from their Tweets rather than needing direct access to them (Broersma and Graham, 2012). Journalists can also gather eyewitness accounts from ordinary people, activists, and other non-journalists (Hermida, 2010) to inform their coverage. Twitter can also facilitate the fact-checking of political statements (Coddington et al. 2014). Information sharing on Twitter, on the one hand, threatens journalists claim to an authoritative and legitimate representation of the world, but on the other, it opens journalism to new voices, topics and publics (Broersma and Graham, 2012; Hermida and Thurman, 2008). 
Embedding tweets in reportage is also increasingly common. Tweets are used to fulfil several different functions in online news, such as adding some flavour to the story. Individual tweets can trigger a news story, such as when a politician tweets something controversial (Broersma and Graham, 2013). Social media also provide an emerging means for journalists to represent public opinion. McGregor (2019) shows how social media are increasingly being used because they provide metrics which give journalists an almost instantaneous way of assessing candidate/party performance amongst the public. Social media are increasingly being used as a form of ‘vox pop’ in political reporting (Anstead and O’Loughlin, 2015). Broersma and Graham’s (2012) comparison of Dutch and British election coverage found that in the UK Twitter is used as a means of providing responses/reactions from ordinary people in tabloid news while quality news uses them to give colour to their political coverage. Bane’s (2017) research showed that the majority (68%) of Tweets were used to convey opinions or reactions rather than information. Using social media posts allows journalists to avoid openly criticising candidates themselves by posting critical tweets, providing an easy form of evidence to support the journalists’ meta-narratives about a candidate (McGregor, 2019). Some argue that this means using Twitter in news stories can lead to a loss of impartiality or objectivity in journalism (Coddington et al. 2014; Houston et al. 2018; Lasorsa et al. 2012). Studies have, however, shown that online sources such as embedded tweets have not replaced traditional sourcing strategies (Thorsen and Jackson, 2018; Bane, 2017). 

Lack of use of digital affordances
[bookmark: _Hlk38632042]The studies described above demonstrate that the digital affordances that online news sites have to offer are not being used to their full potential (Chang et al. 2011; Steensen, 2011). Deuze et al. (2004) argue that there is a gap between online journalists’ perceptions of the internet’s potential for empowering readers, and their use of online affordances in practice. There is some evidence to suggest that digital-born news sites may be better at making use of their digital affordances. Bane (2017) compared web-only news organisations with traditional outlets and found that sites like Buzzfeed and the Huffington Post use Twitter for reporting information more often. She argues that they use more tweets in reporting because they have no word count or space limitations, they have more capacity for images and links to give context to the tweet, but also because some of these organisations have different journalistic values. Buzzfeed reporters, for example, argue that they pay more attention to audiences and are more open to using new techniques to those working in traditional news outlets (Tandoc and Foo, 2018).   
Much of the research in this area tends to analyse the usage of video, hyperlinks and embedded social media posts separately. We argue that it is important to analyse these digital features together to see how they help to provide opportunities for journalists to enhance their reporting. They are also important indications of the interconnectedness and hybridity of digital journalism. Our study aims to test how the use of digital affordances makes the hybridity of digital journalism manifest. To do this, we will assess if and how the most consumed news sites in the UK make use of their digital affordances, and whether there are any noticeable differences between public broadcasting, commercial legacy media websites and digital-born news providers.  

Data and Method
We conducted a detailed content analysis of weekday news coverage of the UK General Election (i.e. Monday to Friday inclusive) between 4 May and 6 June 2017 from the following news outlets: BBC News, Mail Online, The Guardian, The Huffington Post and Buzzfeed. Digital news in the UK features a mixture of media: public service media, commercial legacy media and digital born news sites, which are reflected in our sampling.  We chose the first four outlets because, at the time, they were the four most used online brands in the UK, according to the Reuters Institute for Journalism’s Digital News Report. Since we are particularly interested in any potential differences between legacy websites and online-only publications, we included Buzzfeed in the analysis because it was the second most read only-online outlet after the Huffington Post and seventh most-used overall (Newman et al. 2017).
We analysed the ten most prominent election-related news stories or comment features on the main news page starting at the top, reading left to right and scrolling down on all the websites mentioned earlier. If there were fewer than ten items, we simply coded as many as were on the homepage. We did not code items from the politics section or specific election sections. This was done to emulate the experience of an ordinary user logging onto the home page. It also reflects that these items are being placed in the most prominent part of the website, which implies importance. To keep the sample consistent the news items were captured at 9 to 10 am every day throughout the campaign and were converted to PDFs. Our sample consisted of 1001 news items. These items were then coded according to a coding manual. The key variables were as follows: 
Video: we coded whether the item included a video.
Hyperlinks: we counted the total number of hyperlinks and then recorded the destination of the first three hyperlinks included in the news item. 
Twitter: we coded how many tweets were embedded in the article and we recorded the author of the Twitter account for the first three tweets per item. 
We also kept notes of links to other social media sites such as Facebook and Instagram. The data collected were analysed using SPSS.
Intercoder reliability 
This research ensured that appropriate levels of reliability were achieved through rigorous coder training, and by conducting reliability tests, and addressing areas of weakness that these exposed early on. We conducted a reliability test using a random sample of 50 news items. Inter-coder reliability (ICR) scores were calculated using the ReCal web resource (Freelon, 2010; 2013). The ICR scores for all variables discussed in this article exceeded 0.83. Krippendorff (2004: 241) deems 0.800 as a good indicator of intercoder reliability with 0.667 as ‘acceptable’ for tentative conclusions. 

Results 
Each digital affordance is analysed separately. First, we discuss the extent to which video is used, followed by the number of hyperlinks and their destination. Finally, we discuss the extent to which embedded tweets are used and whose tweets are featured in the coverage.
[Table 1 here]

Table one shows the total percentage of news items across the campaign that included a video as part of the news item. This is a simple test of whether online outlets utilise online functionalities in their election reporting. The results showed that the use of video across items was not widespread, however, almost a third of all items did make use of video suggesting that it is not uncommon. There was a lot of variation across the sites, although no noticeable distinction between commercial legacy and digital born sites. The only public service website, BBC News featured the least video content (10.9%) despite having the most access to video content as the leading national broadcaster. The Huffington Post used video content the most, including it in 55% of its news items. The lack of audio-visual content on the BBC website in particular is a missed opportunity for their users. It is also significant because this contradicts earlier findings that websites derived from broadcasters use more audio-visual material (Janowski and Van Selm, 2000). Quandt’s (2008) cross-national study which included the BBC website showed that it used video in around 24% of its articles, the highest percentage in this sample of ten websites. He attributes this directly to its ability to draw on pre-produced content. It is striking then that our sample shows the BBC is the least likely to supplement its coverage with video suggesting that that their tendency to draw on pre-produced content has declined or is not as common during elections. It is also striking because its public service remit means that providing informative content to voters is a core part of its function.  
[Table 2 here]

The literature suggests that the use of hyperlinks to external sources is one way that online outlets could utilise digital affordances to provide added information for their audience (Steensen, 2011; De Maeyer, 2012). During elections, items could link to polls, party manifestos, and other sources to provide further evidence or context. Across all outlets, 20% of items contained no hyperlinks whatsoever, and only 8% had ten or more hyperlinks. Research suggests the lack of hyperlinks can be explained by the use content which originally published in print form (Steensen, 2011).

Our analysis reveals that there was substantial variation between outlets (Table 2). The Mail Online deployed the fewest hyperlinks in their coverage (445) and had the lowest average across items (2.3). This contrasts dramatically with the other commercial legacy site, the Guardian who included 1532 hyperlinks in their election coverage, with an average of seven per item. The BBC linked to slightly fewer on average than the Guardian. The digital-born outlets linked to only slightly more on average than the Mail Online, at 3.1 and 2.8 hyperlinks per item, respectively. Cushion’s study of eight UK news sites in a non-election period shows a similar pattern; the BBC included links in 97.3% of its stories and the Guardian 96%. The Mail Online contained the lowest proportion of hyperlinks (66.7%) while the Huffington Post (74.7%) also scored lower. Oblak’s (2005) study of 10 primarily Slovenian news sites showed online-only outlets used more links than legacy outlets which could be explained by the fact that legacy sites adapt a lot of content from print/broadcast news (Schultz, 1999; Mitchelstein and Boczkowski, 2009). Our findings suggest that in this case, the assumption that digital-born sites are more willing to exploit digital affordances is flawed. 
While the number of hyperlinks gives us an impression of how willing news sites are to support their reporting with further evidence or context, it does not tell us about the quality or diversity of these links. Table Three shows the sources of all hyperlinks. A striking 62% of all hyperlinks linked back to their own content, demonstrating a general unwillingness to link externally. The links frequently directed readers to previous news stories from earlier in the campaign. Previous studies have shown that it is common for news sites to link to their own content (Tsui, 2008; Quandt, 2008; Himelboim, 2010; Dimitrova et al. 2003). Dimitrova and Neznanski (2006), for example, analysed the use of hyperlinks in 26 international websites and found that internal links were the most frequently used. Our results show that the reluctance to link externally has not declined since these studies were conducted over a decade ago.  
The results are perhaps more surprising if we examine the second most frequently used hyperlinks by type.  In total, 18% of hyperlinks directed users to content from other news outlets. This means that over 80% of all hyperlinks were linked to journalistic sources of one kind or another. Most links went directly to national media sites, with just 37 links directing readers towards local or regional news. Only 7% went directly to expert sources of evidence such as polls, academic studies, and charity and think tank reports or similar. Just 3% of hyperlinks went directly to a party or individual politicians’ websites/reports. Only 4% of links went to governmental or official sources such as the Electoral Commission. Quandt (2008) found that external links were more common, with almost a quarter of articles, including them. Our results, on the other hand, suggest that news outlets seem to have largely passed up the opportunity to connect their readers with a range of evidence to help them become informed about the political record or priorities of those seeking election. All online news sites instead preferred to link to their own content or that of other journalists. Potential reasons for this will be discussed later. The use of hyperlinks varied considerably across the five sites. 
[Table 3 here]

	


Commercial legacy news sites used a lower proportion of external links than the public service or digital born sites. The Mail Online for example failed to link to a single source that was not one of their own webpages, or another news outlet. Almost 97% of the hyperlinks they included were internal links. This perhaps reflects an unwillingness to link to potential competitors for financial reasons (Chang et al. 2011; Steensen, 2011). This reticence to link widely contrasts markedly with BuzzFeed which linked to external sources with 30% of their hyperlinks. Similarly, 24% of the Huffington Post’s hyperlinks were links to external sources. Crucially, these two sites also link to non-journalistic sources at higher rates than the BBC (18.2%) and Guardian (20.6%) websites. The performance of the BBC in this regard is particularly noteworthy. Cushion (2019) reminds us that the BBC has an obligation to link to external content as part of its operating licence and while it does this our results suggest that it could do more in this regard. The destination of hyperlinks seems to be where digital-born news outlets outdo their public service media and commercial legacy counterparts. Overall, there were six direct hyperlinks to party manifestos and 18 links to polling data (10 to YouGov and 8 to other pollsters’ websites). Items which linked to relevant academic studies such as the British Election Study appeared just four times. There were six links to party websites and ten hyperlinks to voter registration services. It should be noted, however, that as these figures show, linking to official or expert sources could not be said to be a widespread practice. Cushion (2019) analysed eight UK news sites and found that digital-born outlets linked more widely than legacy counterparts. 52.9% of links in the Huffington Post and 73.1% in BuzzFeed were external. In contrast, legacy outlets preferred internal links. Just 15.2% of links on the BBC website were external, compared to 19.1% in the Guardian and 16.3% in the Mail Online. Although it is not a direct comparison, if we read our results in relation to Cushion’s work, it shows that legacy media (apart from Mail Online) seem more willing to link externally during election periods. The digital-born sites, however, remained committed to hyperlinking externally at similar rates, with Buzzfeed linking externally slightly less often than the Huffington Post. Tsui’s (2008) study comparing legacy news sites with online political blogs (which included the US version of the Huffington Post) also suggested that digital-born sites link to comparatively more external sources. Our findings are also important here because it suggests that over a decade on legacy sites have not sought to enhance their use of external sources. Potential reasons for this will be discussed later. 

Twitter

Our analysis shows that tweets were frequently embedded in news stories—digital-born sites linked to tweets much more frequently than their public service and commercial legacy counterparts. Table Four also shows whose tweets were included. The analysis found that tweets from journalists and other media outlets were the most featured category, echoing the findings for hyperlinks discussed above. These accounted for almost 35% of all Tweets. The second most frequently included tweets came from politicians (just over 33%) demonstrating a preference towards amplifying elite Twitter users. This shows that journalists’ well-documented preference for elite sources is reflected in their choice of social media sources. Our research demonstrates that while linking to these figures is still very prevalent, the leading elite source for hyperlinks and social media posts was to other media organisations or individual journalists. Ordinary people were the next most frequently included category (24%). These tweets tended to function as a form of ‘virtual vox pop’ representing opinions or responses from the public. Research shows that social media are increasingly being used as a form of ‘vox pop’ in political reporting (Anstead and O’Loughlin, 2015).  Broersma and Graham's (2012) study of Dutch and British election coverage found that in the UK, Twitter is used as a means of providing responses/reactions from ordinary people. 

In contrast, links directly to experts were rare, accounting for only 5% of Tweets featured in coverage. These results, much like the use of hyperlinks, show that online news is not making as much use of its digital features as it could. Although Twitter is used to offer something different to the information readers might gain from hyperlinks, there is potential to include tweets which enrich the news story. For example, journalists could also draw on the large number of experts who are on Twitter and give evidence-based assessments or analysis of political developments and policy information as a matter of course.  This may help to inform readers. There was, however, a considerable variation in how the different outlets made use of tweets in their reporting. 

[Table 4 here]


There were considerable differences between media systems. BBC News rarely included tweets in their coverage, linking to only seven tweets across the whole campaign, all of which were to ordinary people or journalists. Digital-born sites on the other hand frequently used tweets. Buzzfeed included 224 tweets overall and the Huffington Post linked to 166 tweets. Commercial legacy sites only linked to tweets occasionally. Bane (2017) compared Twitter use by web-only news organisations with traditional outlets and found that they use Twitter more often. She argues that web-only news sites use more tweets because they have no word count or space limitations, and they have more capacity for images and links to give context to the tweet. Buzzfeed and Huffington Post also use tweets to create different ways of reporting. For example, both Buzzfeed and the Huffington Post often included articles that sought to convey online reactions to specific events, such as the televised debates. They did this by constructing articles which showcased the ‘best tweets’ or ‘best memes’ in reaction to them. These differences suggest that digital-born outlets are more willing to use digital affordances in their attempts to create different kinds of news item. There were, however, also clear differences between these two digitally born outlets. The Huffington Post was more likely to link to tweets of journalists and other media, whereas Buzzfeed was more likely than the Huffington Post to link directly to politicians’ tweets. The Guardian was the site most likely to link to experts' tweets, with around 10% of the Tweets they featured being from experts. The two digital-born sites also linked to tweets from expert sources, whereas the BBC and Mail Online did not. The Mail Online was most likely to feature citizens’ tweets. Broersma and Graham (2012) also found that tabloid formats were more likely to link to ordinary people. There were also occasional links to other social media sites, for example, one article linked to Prime Minister Theresa May’s official Instagram account. There were also two links to Facebook Live interviews, and a small number of links to specific candidates’ Facebook pages. 
Our findings, however, suggest that journalists use Twitter in their electoral coverage to privilege and amplify elite voices. Making widespread use of politicians’ tweets in news coverage also gives elites more control over the discourse (Broersma and Graham, 2013; Bane, 2017). The same must be said for disseminating tweets from journalists widely. These results support the idea that linking to social media has not ended the dominance of elite sources in news coverage (Lecheler and Kruikemeier, 2016; Bane, 2017). Evidence from the US and UK also shows that political journalists are much more likely to engage with other political journalists on Twitter by following, retweeting and replying to them (Bane, 2017; Fincham, 2019). This will be discussed in more detail later. 

Discussion and Conclusions 
Our study aimed to test how the hybridity of digital journalism is manifest in the way public service, commercial legacy news, and digital-born outlets use online affordances. The crucial question is, what does this tells us about what practices and norms older and newer news providers share, and to what extent do they differ? The results indicate that there are some similarities and quite a few differences. The concept of hybridity already implies that there will be diverse practices at work, and this is established by the empirical results. In terms of similarities, the results showed that overall online news sites did not use video material extensively in their reporting, although this varied across the outlets. In contrast, hyperlinks were pervasive. In terms of differences, public service and commercial legacy media used considerably more hyperlinks in total, as well as per news item compared to digital-born sites (apart from Mail Online). Conversely, while they used fewer links, digital-born sites tended to link to a wider variety of other sources. Both public service and commercial legacy sites, on the other hand, provided mostly internal links to their own pages. Digital-born sites also linked to tweets much more frequently than legacy media. These findings suggest that on balance, digital-born journalists made more use of digital affordances than public service and commercial legacy media. These results show the importance of hybridity because the legacy websites sit alongside their print or broadcast counterparts as part of a wider organisation meaning that the function of their online spaces could vary significantly compared to digital-born sites. This means that legacy media may not prioritise digital affordances in the same way. Commercial legacy sites may be unwilling to drive web traffic away from their own pages for financial reasons (Chang et al. 2011). Potential reasons for the BBC website’s resistance to link externally despite its public service obligations and relatively secure funding remains unclear and requires more research.  
If we look at the results holistically, one of the clearest similarities was that journalists across all five sites linked most frequently to a journalistic source, whether this was an internal link or not (80% of all hyperlinks and 35% of all tweets). The tendency of online news to be self-referential is not unexpected (see Dimitrova and Neznanski, 2006; Himelboim, 2010; Thorsen and Jackson, 2018). However, the scale raises questions about the function of links. This tendency to give credence and attention to other media professionals in their coverage also tells us something about the way news organisations continue to emphasise their own role in the political process. This is often termed ‘meta-coverage’ and involves reportage of the behaviour, products and performances of the news media alongside coverage of candidates’ use of professional communications personnel and strategies (Esser and D’Angelo, 2003; Deacon and Harmer, 2019). 
Our analysis also shows the way journalists use hyperlinks and tweets to insert themselves into the news. It can also be another means of emphasising the importance of the interpretive role of journalism (Salgado and Stromback, 2011). Interpretive journalism is opposite to or goes beyond descriptive, fact-based journalism to include analysis and personal reflection. The insertion of tweets from other media organisations or individual journalists may signal a preference for the opinions or perspectives of other media professionals in responding to the campaign. Zelizer (2017) has long argued that journalists should be conceived of as an interpretive community that are united by shared interpretations of reality. Group members, therefore, follow certain patterns of authority, communication and memory to establish the conventions that they work by, thus creating shared interpretations of events and their significance over time. Given that journalists are invested in the community, they refer to other media sources because they know and trust how this knowledge is produced. In doing this, journalists constitute themselves not only as the objects of the accounts they give but also as the subjects of other accounts that elaborate on their earlier reports. This enables them to establish themselves as qualified to report on critical incidents. We argue, then, that journalists attempt to sustain the authority and credibility of journalism by linking to other news stories or tweets from journalists which helps to consolidate the boundaries of journalists as an interpretive community. So, the use of digital affordances is another means for journalists to sustain their authority in the hybrid media system. The overwhelming reliance on linking so extensively to other news stories and journalists means that audiences could be missing out on potentially useful information, such as expert analysis and research, official evidence, and responses to policy proposals from the voluntary sector for example. Unfortunately, citizens are missing out on content that could help them to make informed political choices, and which might make them feel more able to trust the news.  On the other hand, linking to content may aid transparency by demonstrating to the public that news is shifting, unfixed and part of a process rather than a finished product (Revers, 2014).
Our study however has some limitations which hamper our ability to draw broader conclusions. It is important to recognise that the practices of journalists may be rather different in non-election periods when the news cycle works differently, as some of our results hinted earlier. Elections tend to be fast moving events so during non-election periods journalists may have more time to incorporate more external content or may be less wary of linking to tweets and other websites that may be partisan. Our study focused on the main pages of the website, meaning that we have analysed news items which are prioritised by the media organisations themselves. This means that items which appear in more specialist sections could feature different patterns of linking and social media use. This is especially important, given that many users will access news directly from social media sites or search engines. Our method of data collection meant that we were limited as to which aspects of interactivity we analysed. As discussed above, we collected news items by turning the top ten stories into PDFs. Using PDFs means that some digital affordances are not always visible or cannot be probed further, for example this meant we were unable to assess the content of the videos (other than their presence in the news item). It would also have been useful to record the exact location of the ‘other news site’ links to establish which news organisations are linked to by their rivals. It also means that we were unable to study the way that online news provides real-time or frequent updates throughout the day. The difficulties of adapting traditional content analysis methods to digital content have been discussed at length by Karlsson and Strömback (2010). Finally, since our study is focused solely on the UK, there may well be different patterns in other countries. Comparative research would enable us to determine whether our findings are a broader problem for journalism.
However, the results of our study show that take-up of digital affordances in UK election coverage is partially contingent on whether the news sites is derived from legacy media or if it is digital-born. These findings support Chadwick's (2013) contention that moving journalism online is part of a complex negotiation whereby legacy media adopt some practices and processes from the online environment but may reject others. Similarly, digital-born sites are still marked by the practices and processes of traditional journalism, which keep them part of the interpretive community. However, they are more willing to adopt the affordances of the internet to produce new ways of supporting their journalism. On the other hand, both legacy websites and digital-born news media seemingly continue to operate as interpretive communities who share consistent ideas about who should be providing authoritative accounts about significant events and the importance journalists in interpreting the political world for their audience.  
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