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Resumen
Los medios de comunicación desempeñan una 
labor de servicio público, que pone a las personas en 
contacto con los acontecimientos. Para realizar esa 
función, la transparencia mediática se erige en un 
elemento esencial de las sociedades democráticas, 
entendida como una forma de rendición de cuentas. 
Sin embargo, en el escenario comunicativo actual 
la confianza de los medios está cada vez más en 
entredicho. En ese contexto, la presente investigación 
selecciona los medios nativos digitales más consumidos 
en España (n=10) para identificar la posible relación 
entre aquellos que poseen más alternativas de 
transparencia y mayores índices de audiencia. 
Mediante un análisis cualitativo se exploran las webs 
de estos medios para catalogar los mecanismos 
de transparencia que ofrecen en función de tres 
variables: transparencia corporativa, autorregulación y 
participación de los públicos. Las dos primeras variables 
abordan la información pública del medio, como 
su línea editorial o ingresos, mientras que la tercera 
contempla todos aquellos mecanismos que interpelan 
al público y tratan de fomentar su interacción. Se 
buscan posibles coincidencias entre más transparencia 
y más consumo, con el propósito de comprobar si la 
transparencia es un factor que aumenta la confianza 
que los públicos depositan en los medios. Los resultados 
revelan que no existe ningún tipo de relación vinculante 
entre transparencia, consumo y confianza. En cambio, 
priman los mecanismos de participación de las 
audiencias frente a la concepción y el desarrollo 
de sistemas de autorregulación o corregulación, lo 
que obliga a repensar el valor que se le atribuye a la 
transparencia periodística.

Palabras clave
Medios digitales; transparencia; audiencias; consumo; 
confianza.
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Abstract
The media play a public service role, putting people 
in contact with events. To perform this function, media 
transparency is an essential element of democratic 
societies, understood as a way of accountability. 
However, in today’s communication scenario, media 
trust is increasingly being challenged. In this context, 
this research selects the most popular digital native 
media in Spain (n=10) in order to identify the possible 
relationship between those with more transparency 
alternatives and higher audience ratings. Through a 
qualitative analysis, we explore the websites of these 
media to catalogue the transparency mechanisms 
they offer according to three variables: corporate 
transparency, self-regulation and audience 
participation. The first two variables address the 
public information of the media, which includes 
items such as its editorial line or income, while the 
third considers all those mechanisms that appeal 
to the public and try to encourage its interaction. 
Possible coincidences are sought between more 
transparency and more consumption in order 
to check whether transparency is a factor that 
increases the trust that audiences place in the media. 
The results reveal that there is no binding relationship 
between transparency, consumption and trust. 
Instead, mechanisms for audience participation are 
prioritized over the conception and development 
of self-regulation or co-regulation systems, which 
lead to rethinking the value attributed to journalistic 
transparency.
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consumption; trust.
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1. Introduction
Unlike matrix media, digital native media (Cebrián Herreros, 2009) were born and grown entirely 
online. Today they are already an indispensable part of digital journalism, which in its third decade 
of life is characterised by its technological dimension, by the need to continue searching for new 
methodologies to analyse its complexity (Pérez-Seijo et al., 2020), as well as to incorporate contributions 
and approaches that come from other fields of knowledge beyond the Social Sciences (Steensen et 
al., 2019).

Digitisation has enabled news companies to test various forms of value creation through machines (Sangil 
et al., 2023), although there is still a need for more innovative innovation, in the sense of truly ground-
breaking innovation (Sixto-García & López-García, 2023). In digital journalism, networked environments 
and practices favour the expansion of opportunities and spaces for news (Carlson, 2023; Waisbord, 2019) 
and sometimes even digital media can take precedence over journalism (Duffy & Ang, 2019). 

Digital journalism is not only a fully consolidated reality in the media scene, but also in the scientific 
field, as platforms, technology, audiences and business models have been studied, as well as other 
cross-cutting issues such as methods or journalistic theory itself (Salaverría, 2019; Westlund et al, 2023). 
However, there are no previous studies that analyse transparency in digital native media, despite the 
fact that there are several people that question how news should be broadcast (Carlson, 2024) at a 
time when journalism, although it has always acted as an element of oversight and control of power, is 
going through a strong crisis of credibility, enhanced by polarisation and the increase in misinformation 
(Pérez-Curiel & Casero-Ripollés, 2022).

Several authors have explored the transparency of mainstream media in Spain, reporting a range 
of requirements to be met (López Cepeda & Manfredi, 2013; Pauner Chulvi, 2023), although these 
transparency mechanisms are evaluated modestly by both journalists and citizens (Ramon et al., 
2020). In this country, specific media models such as elDiario.es, characterized by its efforts to improve 
transparency mechanisms, are also analysed (González Esteban, 2014; Rius Baró, 2019).

In fact, in the academic debate, transparency has experienced exponential growth in recent decades 
and is a fully established concept (Adeoye & Ran, 2023; Gorwa & Garton-Ash, 2020). The literature review 
identifies two key moments: Barack Obama’s Memorandum for Transparency and Open Government 
statement in 2009 and the Cambridge Analytica scandal in 2018 (Campos-Domínguez & Díez-Garrido, 
2023). Some studies that analysed the transparency of Spanish and Portuguese media point out that less 
than half of the most popular media comply with minimum transparency standards (Renedo-Farpón et 
al., 2023). 

In Spain, from a legal point of view, Law 19/2013, of 9 December, on transparency, access to public 
information and good governance does not include the media in its subjective scope of application, 
except in the case of the Corporación RTVE as a public company or those media that as private entities 
receive public aid or subsidies for one year of over 100,000 euros, or when at least 40% of their total 
annual income comes from public aid or subsidies, provided that they reach at least 5,000 euros. The 
transparency of digital native media generally responds to a deontological approach, without coercive 
capacity, as they are not obliged to exercise active advertising or to provide public information.

We assume that in digital media, transparency refers to the possibility of knowing the sources of 
information, the ways of obtaining information, the organisation and management of the media or the 
possibilities that audiences have to contact the media. In this sense, the following research questions 
are posed: 

•	 Which transparency mechanisms do Spanish digital native media offer? (RQ1).

•	 Are the most popular digital media those with the most transparency options? (RQ2).

•	 Is it possible to determine a direct relationship between more transparency, greater trust and higher 
consumption? (RQ3).

2. Transparency to build trust
Trust in the media is at historic lows, leading to a drastic reduction in news consumption, an increase 
in citizen polarisation and, ultimately, a threat to the survival of journalism (Wilner et al., 2022). After 
increasing during a time of heightened information tensions such as the COVID-19 pandemic, the most 
recent data show that trust has stabilized at 40% (Newman et al., 2025), lower than in past decades. The 
assessment of trust in the media should not be limited exclusively to audience measurement systems 
(Mangold, 2023), as what really matters is that citizens use the media to inform themselves and that they 
trust them (Strömbäck et al., 2020).
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A large part of the public bypasses traditional media and prefers to be informed through social media 
(Groshek & Koc-Michalska, 2017), even though the absence of control mechanisms for the information 
disseminated also poses a threat to the credibility of the news (Dabbous et al., 2022), although additional 
studies revealed that trust in networks positively affected the dissemination of information and reduced 
privacy concerns (Cao et al., 2023). Other research points to a preference for unconventional sources 
of information (Kalogeropoulos et al., 2019; Mourão et al., 2018), while work by Doll and his team (2023) 
points to general trust in the media being conditioned by political ideology. 

More than a decade ago Williams (2012) stated that trust in the media was determined by trust in 
information, journalists and media corporations. However, eleven years later, other studies such as 
Hutchens and his collaborators (2023) concluded that the comments made by audiences about 
published information were also a determining factor in whether a media outlet was more or less 
trustworthy. Even the influence of news parody can condition whether a media outlet is more or less 
trustworthy (Peifer, 2018). 

Paying to consume news does not increase trust or credibility in the media either (Vara-Miguel et al., 
2023). Peifer and Partain (2023) found that in the United States, audiences questioned the trustworthiness 
of the media because there was a lack of transparency in the knowledge of sources and the news 
production system was not well explained to audiences, while also highlighting the effectiveness of 
citizens’ forums and their link to more engaged journalism. During the COVID-19 pandemic, Stivas and 
Cole (2023) stated that the combination of transparency and trust helped improve governance systems. 
Open access repositories have also been identified as infrastructures that favour transparency and a 
possible increase in trust in the media (Zamith, 2024). Also the j-vlog as a hybrid form of professional-
amateur reporting was analysed as an alternative for journalists to realise journalistic transparency 
(Meng & Wang, 2025).

Likewise, professional ethics understands transparency as an indicator of ethical reporting (Campos-
Domínguez & Redondo-García, 2015), while the accountability that comes with disclosing the media’s 
operations is a core value of the profession (Steel et al., 2025). However, the consolidation of a culture 
of transparency remains slow in many journalistic organizations (Becker & Christofoletti, 2020).

In Europe, the lack of transparency as a safeguard for editorial independence is one of the greatest 
challenges facing the media, especially in the light of the recent European Media Freedom Act 
(Seipp et al., 2023). There is a consensus that information transparency of companies, including media 
companies, is crucial to ensure audience satisfaction, but what is less clear is which data should be 
provided to meet this requirement (Fu et al., 2023). 

Traditionally, the media have always been seen as public service institutions (McQuail, 2010), connecting 
people to events because of their broadcasting role (Peters, 1999). To undertake this function with 
guarantees, transparency in the media is now an indispensable element in all democratic societies 
(Andersen, 2009), since marketing began to involve the public in order to achieve a better society and, 
in particular, with the development of corporate social responsibility (Bowen, 2013; Kotler & Keller, 2012). 
Rodríguez-Navas and his collaborators (2021) understand that transparency must be conceived as a 
model of online communication, since there is emission of information and reception by users, who end 
up becoming prosumers of the content by redistributing it or generating new ones.

A decisive aspect in guaranteeing information transparency comes from the fact that the public can 
know the sources of financing of the media and the origin of the income. For this reason, the field 
of communication has almost always been linked to media accountability (Schedler, 1999; Schedler, 
2021), so that, like institutions and governments, the media are also required to have transparency 
mechanisms in order to exercise responsibility for the content they publish.

Media accountability must be conceived as a dynamic of interaction between a media and the 
sets of values of the people who receive its messages (Plaisance, 2000). This transparency linked to 
accountability has been widely analysed internationally (Eberwein et al., 2011; von Krogh, 2012), with 
studies showing that transparency practices on the Internet vary between countries due to different 
perceptions among journalists and media, or the editorial objectives of the latter (Heikkilä et al. 2012).

On the other hand, it has never been easier to create a news site than in the digital era (Tenor, 
2018), which implies that all entrepreneurs are not necessarily aware of the accountability that their 
media should exercise with respect to society. For example, media accountability so far ignores the 
disruptive force of technology and algorithm-driven platforms (Zaid et al., 2023), although all studies 
on transparency agree in highlighting its goal of keeping citizens informed so that they can make 
responsible decisions (Díez-Garrido, 2024).
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3. Methodology
This research analyses the transparency of digital native media in Spain. The methodology employed 
consists of a multiple case study, which develops multi-method strategies combining exploratory 
and descriptive approaches (Gómez-Diago, 2010; Rivas-de-Roca et al., 2020). Digital native media, 
understood as those designed specifically for the Internet, are analysed (Vázquez-Herrero et al., 2023).

Specifically, this study examines 10 digital native media in Spain (see Table 1), so it is a specific and 
homogeneous sample of elements that share similar characteristics (Etikan et al., 2016). These media 
were identified according to the Digital News Report Spain (Novoa-Jaso et al., 2024) as the digital 
natives most consumed by respondents in a previously given list. Furthermore, all these news companies 
comprise the study sample for an R&D&I project on digital native media in Spain.

Table 1. Media sample (n = 10)

Media Web

Público https://www.publico.es/

El Confidencial https://www.elconfidencial.com/

elDiario.es https://www.eldiario.es/

El Español https://www.elespanol.com/

Huffington Post https://www.huffingtonpost.es/

OK Diario https://okdiario.com/

Libertad Digital https://www.libertaddigital.com/

ElNacional.cat https://www.elnacional.cat/

Vozpópuli https://www.vozpopuli.com/

Esdiario.com https://www.esdiario.com/

Source: own elaboration.

The analysis of the media was carried out by scanning their websites as of November 2024. Sixteen items 
based on previous studies (Groenhart & Bardoel, 2012; Renedo-Farpón et al., 2023; Caro-González et al., 
2024) were used to identify transparency mechanisms. Three variables were established (see Table 2): 
corporate transparency, self-regulation and audience participation, aligned with Ramon et al. (2016). 

From an operational perspective, corporate transparency is defined here as the clear disclosure of 
information about the media outlet’s business operations, which should include information about its 
structure, editorial objectives, and funding. Self-regulation refers to the existence of internal standards 
that the media outlet voluntarily establishes to ensure its quality, while participation refers to mechanisms 
that allow the public to interact with it.

Specifically, the first two variables are related and address the media’s public information, including 
aspects such as its editorial line or revenues, but also strategies adapted to ensure the quality of content. 
The third variable considers all those mechanisms that engage the audience and try to encourage their 
interaction. It is true that the existence of some categories in this last block, such as the inclusion of a 
button to share the news on social media, may be related to the search for web traffic, but it is also a 
participation tool collected in previous studies (Caro-González et al., 2024).

All items were explored from a quantitative point of view by dichotomisation, in an approach similar 
to previous studies (Renedo-Farpón et al., 2023). In addition, item 1.4 included quantity, if any. At the 
method implementation level, two researchers participated, codifying the data jointly to ensure the 
reliability of the process, after an initial phase of checking the websites of the selected media outlets. 
The minimum criterion required to consider compliance with each item is that there is at least one 
section on the website with information about it.
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Table 2. Transparency item analysis sheet

Variable Items

V1. Corporate 
transparency 

1.1 Corporate information

1.2 Organizational structure of the media (staff)

1.3 Identification of the editorial line

1.4 Revenue information

1.5 Donor/sponsor publication

V2. Self-regulation 2.1 Publication of code of ethics, handbook of ethics or style guide

2.2 Reader’s ombudsman

2.3 Publication of ethical limitations on advertising

V3. Audience 
participation

3.1 Accessible form of contact

3.2 Allow comments

3.3 They publish information on comment policy

3.4 Content submission option

3.5 Ways to share the news piece

3.6 Letters to the editor section

3.7 Benefits for subscribers/members

Source: own elaboration.

The quantitative analysis is complemented by the qualitative analysis, in the sense that the dichotomous 
assessment of each item includes an analytical description and a description of the transparency 
information available in each media outlet. The audience data are also taken from the Digital News 
Report Spain (Novoa-Jaso et al., 2024). The secondary data analysis allows us to see whether there is 
a possible link between levels of transparency and consumption, based on trust in these media. To 
this end, a ranking of the publications with the most transparency is established, and a comparative 
analysis is made with the ranking of the most popular media.

4. Results
Compliance with the identified transparency mechanisms reaches at least 50% in seven of the ten 
selected media (Table 3), a value calculated on the total of the variables, and not on the three items. 
In fact, the average percentage of compliance is 52.49%. However, these figures are modest, as only 
elDiario.es achieves a high figure (87.5%), followed by three media (Público, El Español and Libertad 
Digital) at a similar level, which is close to two thirds of the indicators.

Table 3. Percentage of media transparency by order of compliance (%)

elDiario.es 87,5

Público 62,5

El Español 62,5

Libertad Digital 62,5

El Confidencial 56,2

OK Diario 50

ElNacional.cat 50
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Vozpópuli 37,5

Esdiario.com 31,2

El Huffpost 25

Source: own elaboration.

There are publications that show an extremely low use of transparency mechanisms: Vozpópuli, Esdiario.
com and El Huffpost. In any case, the types of indicators show differences that warrant exploration 
based on qualitative information on transparency provided by each media entity. In this sense, the 
order established in the table between media with the same percentage is due to their volume of 
qualitative information.

4.1. Corporate transparency and self-regulation
Corporate transparency is the block with the greatest amount of information in the media, which 
contrasts with a relative absence of self-regulation mechanisms. Following the established ranking, 
elDiario.es complies with all the indicators of corporate transparency. This media incorporates a text in 
which it defines itself as follows: “elDiario.es is a digital media founded in 2012 by a group of journalists 
who do not give up, despite the crisis, the pressures of power, and the lack of press credibility. We 
believe in journalism, despite everything. At elDiario.es we believe that society needs independent 
and professional information with social values. We want to give a voice to so many citizens who are 
drowning in a monotonous and suffocating supply of information.”

It also provides information on its list of managers and workers by sections (131 employees), as well as its 
editorial line, for which it has a statute that establishes the guiding principles and priorities of the media. 
In addition to this, there is information on revenues. In 2023, the revenue of elDiario.es was 13,828,403 
euros, which gave it a profit of 1,428,765 euros.

With regard to advertising, it states that no advertiser may account for more than 10% of total 
revenues. This is related to the existence of self-regulation systems. In this sense, elDiario.es includes 
ethical principles in its statute and reports limitations on advertising, given that advertisers only buy 
advertising to communicate their services and products, and not to obtain differential treatment in the 
newsroom. However, the newspaper does not have a reader’s ombudsman. It did have a “Community 
Ombudsman” in the early days, but it is now considered that readers do not require an intermediary 
because the statute provides them with self-advocacy mechanisms.

This high level of compliance is experienced to a lesser extent in Público. The digital media, heir to the 
obsolete paper version, describes itself as a free, independent and progressive-oriented publication. 
Its website provides information on the composition of the team, in terms of names, positions and 
photographs. The editorial policy is channelled through the “10 flags of Público”, which function as 
editorial principles. 

Although it does not disclose the exact amount of revenue or its donors and sponsors, it does report that 
95% of that revenue comes from advertising, of which institutional advertising accounts for 5-8%. Público 
does not have an ethics manual or an ombudsman, but it vetoes any advertising that collides with its 
editorial principles. The “10 flags of Público” serve as a basic document to guide ethical limitations on 
advertising. 

El Español, which provides information on all items of corporate transparency, with the exception of 
donors and sponsors, has a similar level of transparency. This newspaper defines itself as an independent 
media guided by a mission, vision and values based on truthfulness and plurality of information. Its 
revenue in 2023 was 25.6 million. This corporate transparency contrasts with the absence of elements 
of self-regulation.

The above situation is repeated in Libertad Digital, although this media incorporates a small manual 
that addresses stylistic issues. The publication defines itself as “a refuge for ideas and intellectuals who 
wanted to guarantee the existence of a safe harbour where they could disseminate them”. In addition, 
it describes its staff and states that it recorded revenues of 7 million euros in the last available financial 
year (2022). It is important to note the identification of a series of values that articulate its editorial line 
(see Figure 1).
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Figure 1. Headline of the section “Our Values” of Libertad Digital

Source: Libertad Digital.

For its part, El Confidencial is in an intermediate position with respect to all the media in the sample. It 
lacks self-regulation mechanisms and does not provide data on revenues or donors and sponsors, but 
it does provide corporate information on its purpose and the composition of its staff, while identifying 
its editorial line with four values and principles. Its aim is to “defend a citizen’s right to know the truth”.

This idea of the sense of the media is not present in OK Diario. Instead, this digital media details its 
management team and section chiefs, as well as its editorial principles through ten sentences that give 
the OK to certain measures such as lowering taxes or a united Spain. Advertising rates are reported, but 
once again there is a lack of self-regulation figures. In terms of revenue, it shows a turnover of 9.7 million 
euros, although this figure is not updated (2021).

ElNacional.cat achieves the same percentage of compliance as OK Diario (50%). This Catalan 
newspaper was founded by the journalist José Antich, which is mentioned in the corporate information 
available. Its website gives an account of the organisational structure of the media (composition of 
the editorial staff with their emails) and provides a general idea of its editorial line: “El Nacional.cat is 
committed solely to serve the reader as the ultimate objective of the informative task. The newspaper 
assumes the values of journalism as a tool to explain and better understand reality and its application 
in the digital environment.” The newspaper does not provide information about its income, nor does it 
publish the names of its donors or sponsors. In terms of self-regulation, it does not have an ethics manual, 
a style guide or a readers’ ombudsman, nor does it publish ethical limitations on advertising, although it 
does report on its support of Self-control.

In the lowest segment of the transparency scale are Vozpópuli, Esdiario.com and El Huffpost. Apart 
from lacking self-regulatory mechanisms, Vozpópuli has hardly any corporate information. It only cites its 
editorial team, providing names and email addresses of each member. In editorial terms, they state that 
sports content is not a priority. On the other hand, they list a series of areas of journalistic specialisation in 
which they consider themselves to be leaders: “economy and business, reporting on corruption, politics, 
technology, culture and science.”

Esdiario.com follows a similar system, since they only mention the management and editorial team 
in corporate terms. This media has a style manual that includes the separation between news and 
opinion, the editorial statutes or the recognition of conflict situations and cases of special protection. 

The last newspaper in the sample (El Huffpost) does not have a similar system. The only corporate or self-
regulatory item they include information on is the organisational structure of the media by identifying its 
management and editorial staff. 

Regarding the joint evaluation of all the media, the composition of the staff is diagnosed as the lowest 
common denominator of the mechanisms analysed, within a tendency to prioritise the dissemination of 
corporate data over the development of self-regulation.

4.2. Audience participation
Public participation is a block with notable differences between the different digital native media, 
ranging from the proliferation of participation channels to mere contact, although advantages are 
detected in almost all of them for subscribers and/or registered users. The first media in the ranking 
(elDiario.es) addresses all the defined items, with the exception of letters to the editor. It has an easy 
form of contact by email and telephone, and only allows subscribers, known as members, to publish 
comments, for whom a comments policy is established. These members enjoy benefits such as nightly 
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news previews, ad-free browsing, face-to-face meetings with staff and a free paper magazine. Anyone 
can share the journalistic piece on social networks (Facebook and X) or send content to the media 
through the “leads” section (see Figure 2), which serves to uncover relevant cases and send information 
confidentially. In addition, the newsletter “Up-to-date” and the podcast “One subject per day”, which 
are produced daily to explain current affairs, are freely accessible.

Figure 2. Guidelines for sending tips to the editorial staff of elDiario.es

Source: ElDiario.es

The benefits for subscribers to Público are very similar, as they are limited to aspects such as browsing 
without advertising, participation with comments, attendance at events or the receipt of a commercial 
monograph. It is possible to contact this media by email and telephone, although the latter option 
is exclusively for subscribers. Only subscribers can comment, but registered users can read these 
comments, for which there are no open guidelines. 

In the case of El Español, there is a paywall, so being a subscriber opens the door to unlimited access 
to content, in addition to advantages such as newsletters or advertising-free browsing. This media 
repeats the parameters of elDiario.es by incorporating all the transparency items for the audience, 
except for the letters to the editor. The newsroom and section managers can be contacted by email, 
while comments are restricted to registered users, to whom a prior filter is applied, as explained in the 
comments policy. Any reader can share the news on social networks or instant messaging services such 
as WhatsApp and Telegram, although the option of sending content is only possible for subscribers who 
eventually publish in the so-called “subscriber’s blog”.

The availability of audience participation mechanisms is lower in Libertad Digital, a media that in global 
terms reached the same percentages of compliance as Público and El Español. The difference lies in 
the fact that Libertad Digital limits itself to having a contact email, allowing registered users to publish 
comments, sharing the piece on social networks and offering a few advantages to members in the form 
of advertising-free offers and navigation. The biggest disruptive element is the possibility of listening to 
articles as an accessibility mechanism.

El Confidencial has most of the audience participation mechanisms, as it only lacks the option of 
sending content. This media offers contact by email and telephone, while only allowing subscribers 
to publish comments, although reading is accessible to any visitor to the website. This is why it publicly 
discloses its comments policy: “In order to promote and maintain that atmosphere of useful and free 
exchange of views, we have established a set of simple rules that aim to ensure the proper conduct of 
such discussions. Failure to comply with them will result in the removal of the comment, or even expulsion 
from The Community in the case of repeated behaviour that disregards previous warnings.” It also has 
buttons for sharing news pieces on social networks and an outdated letters to the editor section, which 
was only accessible to subscribers. These users have other benefits such as unlimited access to the 
paywall, exclusive newsletters and events.

OK Diario offers some level of participation formulas, dispensing only with the sending of content and the 
letters to the editor section. This media provides email and telephone addresses as forms of contact, and 
allows registered users to publish comments, for which it defines a policy that tries to avoid hate speech 
or propaganda. Any user can share the news on social networks, but members, among which there is 
a premium category, have advantages such as advertising-free browsing, newsletters or cultural offers.
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ElNacional.cat’s formulas are quite similar to those of OK Diario (both have a 50% compliance with the 
set of transparency mechanisms). The Catalan publication does not have a paywall either, but offers 
benefits to subscribers, who are the only ones allowed to publish comments. ElNacional.cat has an 
email and telephone number as contact formulas and also allows the sharing of journalistic texts on 
social networks. It also has an option to send content, which contrasts with the absence of a comments 
policy or a section for letters to the editor.

Although Vozpópuli only reached 37.5% of overall compliance with transparency standards, and in 
terms of audience it is in a similar position to the two previous newspapers. Once again, email and 
telephone are identified as contact formulas, while news can also be disseminated in networks. In 
addition, Vozpópuli accepts comments from registered users, for whom it has developed a comments 
policy centred on respect and prior moderation. Registered users enjoy preferential tickets to events, a 
newsletter from the director and an exclusive WhatsApp channel. Neither the option of sending content 
nor a section for letters to the editor are among the alternatives, but it is important to note that the 
subscription system and the financial contributions system work independently, in the form of a donation 
of a chosen amount.

Both Esdiario.com and El Huffpost show little concern for audience involvement. The former limits itself to 
including a contact email, allowing the distribution of news in networks and offering a Google account 
registration option, which leads to unlimited access to content and other services such as newsletters. 
El Huffpost includes an accessible form of contact (email and telephone), the possibility of sharing the 
pieces on social networks and a content submission option to suggest ideas or blogs.

In the sample as a whole, the conclusions of the qualitative analysis point to the existence of direct 
contact mechanisms and news sharing buttons as the preferred ways of incorporating audiences. 
In addition, the registration options offered by the media enable certain benefits for members or 
subscribers, although these benefits or the articulation of comments are relatively different from one 
media outlet to another.

4.3. Relationship between consumption and transparency
The results of the transparency index can be related to the weekly audience data collected by the 
Digital News Report in Spain. This comparison makes it possible to analyse whether there is a coincidence 
between the most popular media and those that offer greater transparency options, while at the same 
time exploring a possible link between transparency, trust and consumption.

The data (see Table 4) show a coincidence in that elDiario.es is the media with the greatest transparency 
and is the most consulted. El Español experiences a similar situation, since it is in third position in both 
rankings. However, these cases are exceptions, since this correlation is not observed in the rest of the 
media. This means that a lack of transparency does not lead to a lack of trust that reduces audience.

Table 4. Coincidence between transparency ranking and consumer ranking

Transparency ranking Audience transparency

1. elDiario.es 1. elDiario.es

2. Público 2. OK Diario

3. El Español 3. El Español

4. Libertad Digital 4. El Confidencial

5. El Confidencial 5. El Huffpost

6. OK Diario 6. Público

7. ElNacional.cat 7. Libertad Digital

8. Vozpópuli 8. Esdiario.com

9. Esdiario.com 9. Vozpópuli

10. El Huffpost 10. ElNacional.cat

Source: own elaboration.
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Público and OK Diario are particularly interesting cases. Público has a high transparency index (second 
position) whose percentage of compliance is similar to El Español and Libertad Digital, although with 
qualitative nuances. On the other hand, in terms of audience ratings, Público is in sixth position. The 
opposite is the case of OK Diario. Despite being the sixth media in terms of transparency, its audience 
rating rises to the second position.

Likewise, the media with the least transparency (El Huffpost) presents intermediate audience levels (fifth 
place). Therefore, the most popular digital media are not always the ones with the best transparency 
strategies. The fact that some widely read media such as elDiario.es or El Español are highly transparent, 
and that others such as Vozpópuli and Esdiario.com are at the bottom of both rankings, does not 
prevent us from stating that the relationship between transparency, trust and consumption is weak and 
casual. 

It would be interesting to compare this data with the public’s perspective, which would allow us to 
understand to what extent the credibility associated with transparency is a value that fuels the audience 
to consume a product, as well as whether transparency itself constitutes a positive feature for them. In 
the specific case of elDiario.es, its percentage of compliance with transparency mechanisms (87.5%) is 
well above the rest. This high level of transparency could be linked to greater citizen trust, but this is only 
an indication that would require specific research to determine whether this is really the case.

The following table (Table 5) summarises the results obtained for each item of the three variables 
analysed by each media outlet.

Table 5. Transparency items complied with by media and models

Variable Items Media members Models

V1

1.1

Público
El Confidencial
elDiario.es
El Español
Libertad Digital
ElNacional.cat
El Español

Literal definition of the media and general principles

1.2

Público
El Confidencial
elDiario.es
El Español
El Huffpost
OK Diario
Libertad Digital
ElNacional.cat
Vozpópuli
Esdiario.com

Team composition: names, positions, and sometimes 
email addresses and photographs

1.3

Público
El Confidencial
elDiario.es
El Español
OK Diario
Libertad Digital
ElNacional.cat

Editorial principles (statute in elDiario.es)

1.4

Público
elDiario.es
El Español
OK Diario
Libertad Digital

Raw data or percentage distribution

1.5 elDiario.es Percentage restrictions on what a sponsor can provide
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V2

2.1
elDiario.es
Libertad Digital
Esdiario.com

Style manual in Libertad Digital; ethics manual in elDiario.
es (statute) and Esdiario.com

2.2

2.3 Público
elDiario.es

Advertising must be identified and comply with editorial 
principles

V3 

3.1

Público
El Confidencial
elDiario.es
El Español
El Huffpost
OK Diario
Libertad Digital
ElNacional.cat
Vozpópuli
Esdiario.com

Email and telephone number, on different occasions for 
members

3.2

Público
El Confidencial
elDiario.es
El Español
OK Diario
Libertad Digital
ElNacional.cat
Vozpópuli

Only subscribers

3.3

El Confidencial
elDiario.es
El Español
OK Diario

Description of comment management

3.4

Público
elDiario.es
El Español
El Huffpost
ElNacional.cat

Sending content by email (except subscriber’s blog in El 
Español)

3.5

Público
El Confidencial
elDiario.es
El Español
El Huffpost
OK Diario
Libertad Digital
ElNacional.cat
Vozpópuli
Esdiario.com

Social media share button

3.6 El Confidencial Conventional letter section

3.7

Público
El Confidencial
elDiario.es
El Español
OK Diario
Libertad Digital
El Nacional.cat
Vozpópuli
Esdiario.com

List of benefits for members, such as access to content, 
events, promotions, etc.

Source: own elaboration.
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5. Discussion and conclusions
Although Groenhart and Bardoel (2012) see transparency as one of the pillars of ethics and deontology 
in journalism, this is not the case of digital native media in Spain. In general terms, these media do 
not exercise transparency as an inexcusable part of good journalism, nor is it possible to determine a 
direct relationship between transparency and trust. The lack of correlation may be linked to the public 
prioritizing other variables, such as content, when seeking information, even though not all transparency 
mechanisms are used equally.

In the analysed media audience participation mechanisms are more important than the conception 
and development of self-regulation or co-regulation systems. The existence of deontological codes, 
editorial statutes or ethical codes is anecdotal among digital native newspapers. Something similar 
happens with style books, another indispensable element of deontology in journalism as a guarantee of 
the orthographic, syntactic and lexical quality of the stories.

Among the formulas contemplated by these media to interact with the public, social networks stand 
out as spaces in which web content is disseminated. This coincides with the results of the research 
carried out by Castro-Higueras and his team (2024), also in the networks chosen (Facebook and X) to 
increase communication and the participation and involvement of social communities. According to 
their research, these communities are ideologically in line with the media outlet, so they don’t appear 
to be solely focused on audience growth.

A large part of the sample belongs to the second generation of native publications, as classified by 
Salaverría (2021). These publications are characterized by having staff made up of journalists with a 
consolidated professional career, but who had been dismissed from their companies or who had left 
them on their own initiative. This is in line with the fact that the websites offer contact mechanisms with 
these professionals, so that it is the journalists themselves, with their personal brand, who contribute to 
increasing media credibility and trust. 

The results include cases of accountability based on the publication of income and expenditure 
balances. Although this option is valued as a transparency mechanism, there is no evidence of the 
existence of practices that offer open data on the sources of financing or the detailed list of expenses. 
On the other hand, there is evidence of a lack of relationship between advertising funding and 
interference in news content. 

Although Regulation 2024/1083 establishing a common framework for media services in the EU highlights 
the importance of transparency, and journalists believe that these mechanisms promote the quality 
of information (Ramon et al., 2020), their presence is limited in the digital natives considered, which 
denotes a dissociation. Advertising becomes, precisely, one of the priority means of financing in this 
type of media. As pointed out by Vázquez-Herrero in a previous study (2021), there is an exploration of 
business models that combine advertising with payment by subscription. Subscribers have full access to 
content and to all audience participation formulas, so that the paywall marks the boundary between 
the readers’ connection with the media outlet. Advertising becomes, precisely, one of the priority means 
of financing in this type of media. As pointed out by Vázquez-Herrero in a previous study (2021), there is 
an exploration of business models that combine advertising with payment by subscription. Subscribers 
have full access to content and to all audience participation formulas, so that the paywall marks the 
boundary between the readers’ connection with the media outlet. 

In relation to RQ1, there is heterogeneity in the transparency mechanisms offered by the digital native 
media. While elDiario.es, Público, El Español and Libertad Digital comply with a considerable number 
of the items contemplated in corporate transparency, self-regulation and the offer of audience 
participation mechanisms, in other cases these alternatives are not significant. The identification of 
the corporate and organizational structure of the workforce is the most repeated pattern, followed 
by the provision of corporate information and the identification of the editorial line, although the latter 
is based more on values and attributes than on the organizational mission or vision. In the information 
on accountability, there is a lack of transparency in terms of the source of income and destination of 
expenditures, as well as a lack of updated information on published fiscal years. 

The options for audience participation differ among the digital native media, with formulas that border 
on co-creation by allowing readers to send additional comments, for example in elDiario.es, on cases in 
which the possibilities for participation are limited to email contact. The greatest commitment to public 
involvement is based on the visibility of buttons or widgets for sharing news on social networks, mainly 
on X and Facebook. 

On the other hand, discrimination of audiences is confirmed, depending on whether or not there is 
access to open content for registered users or subscribers. In the second case, the differentiation can 
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be seen in registration forms that enable audience loyalty options through newsletters. In the case 
of subscribers, it is the paywall that limits the exclusivity of the content or attendance at events or 
meetings in which the management of the media or the editorial staff participate. Sometimes it is the 
diversity options, in particular the reading of texts through artificial voice systems, which allow greater 
accessibility. 

According to RQ2, there is no direct relationship between offering greater transparency options and 
achieving a greater number of readers. The coincidences that occur between both circumstances 
are casuistic and only the case of ElDiario.es raises certain doubts about the possibility of such a 
coincidence. This result concerning the disconnection between more transparency and a greater offer 
of participation mechanisms for audiences coincides with the findings of Sixto-García, Duarte-Melo and 
Andrade (2024) when analysing this same situation in the most popular media in Portugal, where it was 
not possible to identify any kind of direct or binding relationship. In other European countries such as 
Austria, it is also evident how audience expectations are only partially aligned with journalistic values ​​
such as accountability, of which transparency is a part (Juarez Miro et al., 2025).

Therefore, in relation to RQ3, some widely read media such as elDiario.es or El Español are highly 
transparent, while others such as Vozpópuli or EsDiario.com are at the lower end of both the 
transparency ranking and the audience ranking, so it is not possible to establish a link between 
transparency, consumption and trust. Neither the most transparent media are the most popular nor are 
the least transparent those with the lowest audience in Spain. Transparency does not increase the trust 
that audiences place in a given media outlet for information, since there is no relationship between 
these variables, and this opens up future lines of research on the factors that encourage consumption. 
Furthermore, the value of journalistic transference must be put in perspective for it to be perceived as 
such by the audience.

Our study is in line with previous approaches to the Spanish context, which illustrate the limited reach 
of media-driven accountability instruments (Ramon et al., 2016), explained by the low level of trust 
they generate. Therefore, the value of journalistic transfer must be emphasized so that the audience 
perceives it as such, considering that audience sensitivity to transparency has a structural component 
connected to the existence of different journalistic cultures (Eberwein et al., 2011). The functioning of 
transparency within these journalistic traditions is an element worth exploring in future studies.

6. Specific contribution of each author

Task Author 1 Author 2 Author 3

Conceptualisation X X X

Content curation  X  

Formal analysis  X  X  

Funding acquisition  X  X 

Investigation X  X  

Methodology X X  

Project administration  X   

Recourse  X X  

Software   X  

Supervision    X

Validation  X X  

Visualisation  X X X 

Writing: original draft  X X  

Writing: review and editing   X X 
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