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ABSTRACT

With the epidemic of social media and the empowerment of users to partner with media
organizations, the value creation has become an increasing trend in the media industry.
News agencies are among organizations that are significantly influenced by users’
participation through social media, citizen journalism, and user-generated content, and
benefit from users’ participation in a variety of ways, from news content to analysis and
discussions. The current research identifies components and dimensions of value creation in
news agencies and develops a strategic model by surveying 735 active users of "Fars.me"
system belonging to the Fars News Agency. The research model is based on the motivation
of users’ participation in value creation under the influenced of three types: relationship,
economic and entertainment values, which result in attitudinal and behavioral loyalty by
strengthening the brand. By executing a questionnaire and data collection from 12,330 users
who have registered a subject in Fars.me at least once, then using a quantitative approach as
well as SPSS, EXCEL, and SMART-PL software, completed questionnaires were analyzed
and the proposed model was confirmed. Findings show that the participation of news
network audience has had a positive effect on creating relational, entertainment and
economic values, respectively, and by strengthening the brand value of the news agency,
increases attitudinal and behavioral loyalty of the audience.
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INTRODUCTION

With the proliferation of digital audience and the shift from news to social media,
mobile apps, podcasts, and email newsletters, news media are facing a serious
challenge of attracting audiences and trying to maintain their position (Jesse &
Kristine, 2016). According to the Deloitte Management Consulting Institute (2016),
news media users are declining compared to social network users, and social media
has turned into a key source of news and interpersonal interactions. Thus, in an era
of audience fragmentation and media competition to attract and engage users,
participation and engagement has become the key to success of the media, and
hence, media companies can only, through interaction, reach users and create value
by strengthening communications (Chan and Wolter, 2018).

PURPOSE

In a highly competitive media market, especially in the news sector, using audience
as a source of innovation and creative ideas (Martinez-Canas et al., 2016) can give
organizations a valuable competitive advantage. In addition, within the
organization itself, it can lead to users’ participation in value creation and, in fact,
turn the audiences within it into a source of innovation and even motivate them
further. Therefore, considering the launch of the Fars.me system by the Fars News
Agency and their movement as one of the country's news agencies in the direction
of engaging the audience by providing various services to increase its news share in
the media industry, this study aims to model audience engagement and encourage
them to create value in order to make them loyal to the Fars News Agency.

METHODOLOGY

The present study is conducted with a quantitative approach, and in terms of
purpose, is a type of applied research. In this section, the first stage focuses on the
description of different aspects of the proposed study. Then, based on the initial
identification and by gathering quantitative data through a questionnaire, the
researcher models structural equations in order to explain the relationships between
variables.

FINDINGS

Based on Table 8, all research hypotheses have been confirmed. The findings show
that the value of entertainment with a factor of 0.698 has had the highest effect on
all-creative behavior and users of the Frans.me system consider the registration and
tracking of the subject as a fun value. Secondly, the value of a relationship with a
small difference and 0.694 coefficients had the greatest role in users’ participation,
and users sought to establish a network of communications with others and wanted
to have a high level of impact. Economic value with a factor of 0.592 had the least
impact on value-creation. The low economic value coefficient indicates that users



did not have an economic view of the Frans.me system and felt a serious shortage of
the perspective.

Regarding Hypotheses 4, 5 and 6, apart from confirming the effect of
entertainment, economic and relational value on strengthening of news agency
brand, are seen in accordance with the data analysis of Table 8, i.e. the relational
value with a factor coefficient of 0.423 has the highest effect on strengthening news
agency. In other words, following users' subjects and creating concerns have been
the most common reason for referring to and introducing the news agency and is
the basis of its popularity. Secondly, the entertainment value with 0.353 factor
coefficient and the least case of the economic value with 0.076 factors are effective in
strengthening the news agency brand.

In the seventh and eighth hypotheses, strengthening the news agency brand has
greater effect on users' attitude and shows that Frans.me users accept the Fars News
Agency as a reliable media reference, but in terms of their positive views, they are
less considerable to the aspect of subject registration and support for its value
creation.

CONCLUSION

Based on the results of the data in Table (8), it can be said that users’ participation
through relational value and brand strengthening has had the greatest impact on
attitudinal loyalty, followed by entertainment value and finally economic one.
Regarding users’ behavioral loyalty too, statistics show that their participation
through intervening variables of creational and brand values have an effect on this
type of loyalty and in terms of effectiveness is the same as that of attitudinal ones.

Likewise, the compassion of users’ participation through intervening variables
shows their impact on behavioral and attitudinal loyalties. In other words, users’
participation has a greater effect on attitudinal loyalty. At the same time, among
economic value as an intervening variable plays the least impact while the
relationship value having the most impact. The research results, as a whole, show
that this system, with more power, has been able to create relational and
entertainment values among the audience in proportion to the economic value.
The factor coefficient of all hypotheses in the category of economic value had the
lowest and it seems that those in charge should do more careful planning to create
economic value and profitable models for users in this system.

NOVELTY

In this article, the impact of users’ participation on value creation in news agencies
has been studied, with the case study being the Fars.me site of the Fars News
Agency. Here the effect of value creation on a brand news agency and the creation
of loyalty in both motivational and behavioral dimensions were examined. For this
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purpose, hypotheses were developed to investigate the issue and analyzed using
available information. As a whole, the issue of participation was a key component in
the value creation process and will be effective in creating media brand value and
user loyalty.

While the analysis of past researches is obvious, the models and frameworks of
value creation have been studied and presented both in general and in specific ways.
Reviewing these studies, it can be pointed out that in most of them, the elements
and factors of value creation, including interactors, customers and suppliers, have
been studies independently and the attention to value creation in the media
industry, has been raised as a new approach.
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2. Construct Crossvalidated Communality (CC-Com)
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