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Modeling the adoption of social media by newspaper organizations: An organizational 

ecology approach 

 

Abstract 

 
Although the ecological approach has been utilized in the field of communication, no prior 

research has applied this perspective to examine the organizational selection of social media. This 

study employs the framework of density dependence to understand what drives the adoption of 

social media by organizations. Fixed-effects negative binominal regression models were run to 

test the hypotheses that predicted the founding rates of 2007 Chinese newspaper organizations in 

31 provincial units on Sina Weibo from August 2009 to June 2015. The results show that the 

founding rate of party newspapers exhibits inverted U-shaped relationships to local or non-local 

party newspaper density and non-party newspaper density. At the same time, the density 

dependence hypothesis is supported only for the effect of non-party newspaper density outside 

the provincial unit on the founding rate of non-party newspapers. Unexpectedly, non-party 

newspaper density within the provincial boundary exerts no significant influence on this 

founding rate. Both local and non-local party newspaper densities significantly and negatively 

influence the decisions to start homepages on Sina Weibo among non-newspaper organizations. 

Discussion and implications are provided.  

 

 

1. Introduction 

 

The expansion of various new information and communication technologies has increased 

the consumption of digital online journalism and intensified the competition for scarce resources 

among news media (Boczkowski, 2004). In response to the environmental change spurred by 

technological innovations, traditional news media institutions have been initiating a wide range 

of strategies to increase their chance of survival. One such effort takes advantage of new 

organizational forms within the news media community to create online representations of their 

respective organizations (Ognyanova and Monge, 2013; Weber, 2012). For example, the New 

York Times has initiated its news website (nytimes.com), Twitter account (@nytimes), and 

Facebook account (https://www.facebook.com/nytimes) to enhance its influence in cyberspace.  

This trend is also prevalent in China. As of July 2015, the China Internet Network 

Information Center estimated that 668 million people had Internet access, and 83.1 percent of 

them consumed online news (CNNIC, 2015), indicating a boom in online news. Newspaper 

organizations in China have been aggressively adapting themselves to the new information 

environment by utilizing new organizational forms within the news media community, although 

some of them are still wary of the potential risks. Recently, the rapid diffusion of Weibo has 

ushered in a new era of possibilities for Chinese newspaper organizations to disseminate news 

and attract audiences in a more direct and quicker way. Weibo literally refers to a microblog or 

miniblog in the Chinese language. It offers a new channel through which newspaper 

organizations can set up homepages and broadcast professional news of high quality to audiences. 

Weibo utilization has several advantages for newspaper organizations. First, it creates a new 

form of news. Although there is 140-character upper limit for each microblog update, Weibo 

allows media outlets to combine texts, photos, emoticons, hyperlinks, hashtags, videos, and 
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