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EXPLORING CONTENT CRBNGCERITIVES

ABSTRACT

This qualitative case study explores how social media platforms incentivize professional content
creators by examininthe incentivesoffered basedon the four components o$ocial media logic:
programmability, datafication, popularity, and connectivity, with an additional focus on financial
incentives.Using this theory of social media logic as a lens through which platform incentives are
examined, this study applies a quatitze case study approach emalyzeten different social media
platforms. Simultaneously, this methodological framework provides the opportunity of
comprehensively understandirige features and options employda social media platform®
stimulatecontent creation efforts while steering the behavior of theeators. The results of the

study reveal significant findings pertaining to each component. Programmability emerges as a
crucial aspect, empowering content creators by enabling profile customizatidrcontent

strategizing. Through these customizable features, creators can share personal anddieaed
information, facilitating audience connection and distinguishing their brands from others. This
aspect of programmability not only allows for infieation dissemination but also servisfoster
community building, as creators engage with audiences and form relationships. Popularity is
employed to inform content creators on preferred actions through specific choices within platform
architectureaswél | & | NI AOf S&a KAIKEAIKGAYI 06Sad LINI OGAO
attain visibility and achieve recognition. Next, through facilitating access to peers and audiences,
connectivity fosters parasocial relationship building, collaboration amtbmarking tools, where

data on other creators can be used as feedback for content optimization. Lastly, financial
incentives, including sponsorships, donations, subscriptions, and revenue sharing, incentivize
consistent content creation efforts and aftaee brand building on platforms. While providing
sponsorships and acquiring donations from audiences allows creators to leverage their brands to
form a consistent base of income, sponsorships and revenue sharing leaves creators vulnerable to
platform contol in order to generate revenue. The findings suggest that all four components play a
NREEfS Ay ONBIOGAY3 YR LINBaSyilAy3a AyOSyiuAaoSa (G2 L
objectives for brand strengthening and content monetization increasgegendency of these
incentives may limit creators' freedom in decisimaking. The practical implications of this study
therefore include using the findings to inform content strategy mapping, improving algorithmic
literacy, and aiding strategic decisiomaking and audience engagement in social media. By
understanding how platforms incentivize content creators, professionals in the digital media
industry can navigate and optimize their efforts effectively.

KEYWORDSocial media platforms, content creagyrsocial media logic, incentives
professionalization
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1. Introduction

1.1 Social media platforms for content creation

The emergence of social media platforms in the early 2000s with platforms like MySpace
and Friendster (Wilkinson & Thelwall, 2010) seems very different fromuhentdigital
landscag. Still,it's their ability to connect people digitally through usktendly interfaces that
allow for content to be shared, lead to a global paradigm shift in communication and social
interaction that is blatant characteristic of current social media platforms. As social media platforms
became increasingly accessilfler the general publidfs impact on information sharing ¢ailed the
inanity of traditional media channels for communication to tbensmitted and consumed through,
ly 52201 HnmMoUO® ! RRAGAZYIFIffeY GKAA akKATO (261
transitioned from being mere consumers of content to being creators that simultaneously shape
the production and consumption of media (Jenkins, 2006). The evolotioantent creation on
social media platforms has thus witnessed a significant shift from personal expression to
professional engagement, including both individual creativity and brand communication. Initially,
social media served as a space for individtalexpress themselves, sharing personal updates,
thoughts, and experiences (Marwick & Boyd, 2011). However, as social media platforms grew in
popularity and sophistication, they also became fruitful ground for brand expression, allowing
businesses to erage with their target audience and build brand identity.

Additionally, social media platforms provided a space for creatives to showcase their work
and reach a wider audience as opposed to offline, where these creators leverage their
communication intcsimilar businessriented practices (Poell et al., 2017). The growth and
diversification of content creation on social media were facilitated by the expanding possibilities
and features offered by these platforms, empowering users to produce variousgyehoentent
while professionalizing their efforts. As a result, creators with significant followings and the ability
G2 ONBIGS OFLIAGIGAYT O2yiGSyild KIFEZS 0S02YS LINRYA
to attain brand recognition and garnegvenue (Ouvrein et al., 2021). This shift has turned social
media platforms into a significant source of income for these creators, enabling them to monetize
their content and build sustainable careers. As a result, professional content creators now hold
power as media makers, shaping narratives, influencing trends, and setting cultural agendas.
Besides garnering business acumemeators can reachnd engage with a large and dedicated

audience, effectively becoming digital tastemakers and opinion leg@griagada & Bishop, 2021).



1.2 Academic relevance and research questions

wSaSI NOK 2y GKS AYLIEAOFGAR2ya 2F a20Alt YSRAL
sociopolitical contexts (ARawi, 2018; Enli & Simonsen, 2016; Hermida & Mellado,)2@2&tform
studies also focus on how digital platforms facilitate the online/offline hybridization of professions
(Muntaner, 2018; Churchill & Craig, 2019), leaving room to examine-eooimmic implications
for professionals for whom digital content @ton is their main vocation. Additionally, when
studying the affordances of social media, it is examined through the perspective of the general user
05QKSSNE HAamMyo0X gAGK AYyadzZFFAOASYyG F20dza 2y (GKS
influence content creators. It also devotes focus on the implications of these affordances on the
NEOSAGAY3I SYyR 0/ FT0ARRdz SG Ff®X wanmn0 2N K2g dza S
experience of said user (Georgakopoulou, 20¥ah Dijck, Nieborgnd Poell (2019) already
highlight the impact of platformization on content producers specifically, which in turn only proves
the necessity for a study on how these specific ways of impacting content creators come about.
Although research is conducted dmetdesign of social media platforms and the influence it has on
dzZASNEQ |3Syodezx F20dza |y Ay@Saidraaridizy (G426l NRa C
how this specific subgroup of social media users are targeted. (Lukoff et al., 2021)alWhese
examples highlight, is the necessity for research to be conducted on social media platforms and
their modes of incentivizing content creatowlthough research has been devoted on the
mechanical aspect of platform configurations as well as tlwéetal impact of platform use on
consumers and creators, concentrating on the incentives that are produced and presented to
creators across platforms allows for the potential manipulation of creators to be understood
holistically. This can thereforgrovide valuable insights into the mechanisms through which these
platforms encourage and support professional content cragtighile simultaneously contributing
to the understandingof how thesespecific incentives offered by social media platforimsteer
creators thatrely on digital platforms as their primary vocation.

Therefore, the following research question was constructed to explore this established
phenomenonHow do social media platforngnployincentives to stimulat@rofessional content
creators? As Munzel and Kunz (2014) distinguish between casual usersidianke creators, the
deliberate decision was made to focus on incentives for social media platform creators. This choice
provides a clear focal point through which the mechanisms and strategies employed by platforms
to incentivize content creation can be&a&mined within the context of professional content
creators. The focus on incentives provides ground for this research to delve into the successful
nature of creatosplatform connections, rather than exploring affordances without considering how

they are pesented as relevant.



Using the notion of social media logic informing the ways in which social media platforms
operate and affordances are composed (Van Dijck & Poell, 2013), four subquestions related to the
four components of social media logic have beenstructed to subdivide the focus of the research
qguestion. As Chapter 2 explicates previous research that highlights the impact of programmability
on creators within social media platforms (Kang & Marwick; 2013, Sundar, 2016; Lomborg &
Bechmann, 2014;dMmaschek, 2022; Duffy et al., 2021), the first-gutestion is:How do social
media platforms use programmability to incentivize professional content creadasdly, with
research indicating that datafication has an influence on professional conteatars (Livingstone,
2019;Ayodeji & Kumar, 2019; Bishop, 2021; Oelddirsch & Neubaum, 202¥.ang et al., 2022),
the second sulguestion isHow do social media platforms use datafication to incentivize
professional content creatordhirdly, as it habeen illustrated that popularity shapes decisions
made by creators on social media platforrieferding et al., 201Hoiles et al., 2017; Szazi et al.,
2018; Petre et al., 2019; Su et al., 2020; Weismuller & Harrigan, 2021), the third subquestion is:
Howdo social media platforms use popularity to incentivize professional content crektmrdfly,
with connectivity being relevant in shaping the contexts in which content creators execute their
efforts on social media platforms (Hamaski, 2009; Katona.g2@11; Wu et al., 201%/ong et al.,
2021; Vrontis et al., 2021), the fourth subquestioil®mwv do social media platforms use
connectivity to incentivize professional content creatdva&tly, an additional fifth suguestion was
constructed, as Chapt& shows the impact of financial incentives on professional content creators
(Parkinson, 2019; Wohn et al., 2019; Kim & Kim; Bonifacia & Wohn, 2020; Soegoto & Semesta,
2018; Kopf, 2020; Tabares, 2019) making it relevant for this research. Thetbtoféth and last
subguestion isHow are professional content creators financially incentivized on social media

platforms?

1.3 Societalrelevance

. SaARSa doktAbatorgditzRrd&sianding of social media platforms ahe
expansion oéxisting knowledge in platform researdhe social relevance of the research can be
understood as providing a framework for content creators to understand the ways in which their
practices areboth enabledand manipulatedy the configurations of these platformAs this
research focuses on professional content creatdns, main findings of this research can therefore
be used to improve upon professional strategic behavior, as this relsedms to uncover the role
those digital platforms play in the current economy of digital content creators specifically. When
this influence is considered, professional creators are provided with a critical lens through which

practices of digital platfans can be understood. In times where the ways in which digital platforms
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research becomes particularly relevant.

1.4 Thesis structure overview

With the aim of answering the posed research question and aforementioned subquestions
in a structured manner, this thesis is logically structured in chapters that highlight different phases
of the research process. First, Chapter 2 contains a literatwiewewhere the relevant concepts
related to the research questions are critically reviewed. This review is then used to inform the
conceptual model. Next, Chapter 3 provides an overview of the methodological approach that is
taken for this research. It alsllustrates the case study template through which the theoretical
conceptual model is operationalized, so as to ensure reliability and validity of the investigation.
Furthermore, the chapter focuses on the justification of decisions made regardingdearoh
method of a qualitative comparative case study. Chapter 4 presents the results stemming from the
analyzed data, organized and categorized according to the case study template, which serves as a
structuring model for this section. This approach epald systematic presentation of the findings,
providing a comprehensive understanding of the research outcomes. Finally, the research
concludes with a discussion of the findings and its theoretical as well as practical implications,
whereafter the limitatons of the research are discussed and suggestions are made for future

research.
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2. Theoretical Framework

In this chapter, present studies and theories are introduced and reviewed concerning the
key concepts of the thesis subject. The subchapters fociikenonceptualization of a platform
and its content creators, as well as the components that make up social media logic and the types
of affordances that can be found on social media platforms. Eventually, the reviewed literature is

synthesized in a conptual framework that serves as the groundwork for this study.

2.1 Defining social media platforms

It is essential to establish whatn be onsideredas aplatform to make sense of the
specificrole that social media platforms have in professional conté&s the notion of platforms in
communication and media technology studies is rather broad, this subchapter conceptualizes the
key characteristics of a social media platform by delving intduhdamental elements that
distinguish it from other digital platforms. Finally, this section investigates the notion of
professional content creators as divergent from casual users or audiences. This provides a focal
point that addresses the specific typekactivity that make up professional content creation on

social media platforms.

2.1.1 Platforms

Discussing online platforms for content creators begins with asking to what degree a
platform allows for any interactions to take place. Boyd and Ellisodi7(2@efined the concept of
social networking sites (SNS) as a digital environment where one can create a public profile,
manage a pool of users with which one is connected and engage with both their own and other
dzaSNEQ LI22f ad 9 0S ighlights thelpiekaletc df iterpeSdanal gchvilids thyhe K
digital realm, the ability to communicate and form relationships seems to be langelyr lookedn
defining social media platforms as SNSs (Carr & Hayes, 2014). Additionally, attemptinge@ureat
I OF RSYAOlI tte SEKIdAGADBS RSTFAYyAGAZY GF1S8a Fgle i
experience plays when considering a digital platform to be social. Platformsahdieconsidered
Wa 2 OA I dre p&r&iRekd BsGuch through various reascsuch as the marketing and branding of
a platform or social psychological factors (Rhee et al., 2021). Here, the distinction between social
media platforms and digital platforms becomes vital, as the concept of digital platforms could more
broadly pertan to digital atmospheres for business operations to be carried ousooh as
LEYEFET 2y 2N | LJPark& Qvan Alstydie)and CibnBry, 2016; Drewel et al, 2021).
Therefore, providing a definition for social media platform should not focus on providing a holistic

explanation of what all online platforms are. Instead, defining the key features of social media
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platforms should focus specifically on understanding thenunicative properties and social
dynamics made possible through online platforms.

Bayer et al. (2020) build upon the dynamicity of social media platforms, as they believe that
ARSY(UATFeAYy3 GKS StSYSyda GKI G Yl adbSseldeldhich cadf I G F 2 N
be used for socipsychological research of social media use. The first identified element is the
WLINEFAES SESYSYyiliQo ¢KAa NBTSNA (2 GKS FoAfAade 2
their personal identity and acce@sii K SNR & Ay F2NXI GA2y d . & LINRPGDARAY3
photos or disclosing information about oneself, social media platforms allow for selective self
LINBaSyidlFidAzy o6{Kdzil £t S@F Si It ®X HnuHOI ¢KS WySi
interface on which users can engage with other profiles available on the platform. As much as
digital platforms are used to disseminate content for audiences to consume, the ability for users to
engage with each other and form relationships are deemeitasinic for a digital platform to be
successful (Myers et al., 2014).

¢KS UGKANR WaidNBlIY StSYSyidQ LISNIlIAya G2 GKS
heart of the platform, which contains information accessible to all users. Platforms such a
CI0S0221 FYR ¢A1¢21 O2yilAy | WFSSRQ gikeh OK RAAL
must be following or must have liked similar content). Where the stream of content becomes a
LIA@2GFt StSYSyd Aa Ay (GKS RSINBS (G2 gKAOK LI I GF
(Steiger et al., 2016). Additionally, platforms such as InstagraghiTwitter contain ways of
WNBKFAaAYy3aQ AYF2NNIGA2Y Fa AKFINARYy3I 2 G0N dzd SNE C
NBLZada FyR NBGgSSiGa NBaLSOAgSted [Ladtesx GKS
messages to users as well as cteitg audiences on social media platforms. The study claim that
this component particularly distinguishes social media platforms from media broadcasting, as it is
this element that allows for private and individual relationships to take place outside &f Suf O S & Q
reach. Additionally, the integration of the messaging possibilities is different across platforms, with
Facebook having their own app (Facebook Messenger) and Instagram integrating the feature in the
platform (Direct messaging or DM).

Althoughthe four emergent theories from Bayer et al. (2020) exemplify key features of
social mediavith a focus on casual usethe objective of professional content creators to entice
these users makes the theory suitable to incorporate in social media platforrandseclating to
professional content creator$lowever, to provide a more comprehensive understandingocial
mediaplatforms it is valuable to incorporate the theory of social media logic (Van Dijck & Poell,

2013). This theory delves into the undenlgiprinciples that govern the design and operation of
social media platforms, shedding light on the intricate interplay of programmability, datafication,
popularity and connectivity between technology, creators, and content. By integrating the theory of

12



sacial media logic into the typology proposed by Bayer et al. (2020), researchers can gain a deeper
understanding of digital platforms, encompassing both the tessrtric theories and the underlying
logics that drive platform creation and operation. Thieiptation has been recognized in
communication and media research, where the framework has been successfully applied to
examine the impact of platforms on social relationships (Brown et al., 2022), understand the key
features of digital communication techtomies (Brown & Lewis, 2021), and conceptualize social
media for research in platform affordances (Sajtos et al., 2022). Consequently, the typology by
Bayer et al. (2020) combined with the theory of social media logic provides a robust foundation for
defining and comprehending the multifaceted naturesaitial mediglatforms making it

appropriate for this thesis to focus on this distinction.

2.1.2 Content creators

When researching possible incentives and injunctions for professional content creation on
social media platforms, it is imperative to distinguish the creators from all other users. However,
with digital platforms being as accessible and tfsiendly as tley are, this distinction can be rather
OKIFfttSyaAayaod adzyi1 St FyR Ydzyl o6uwnmn0d RABARS AYyRA
distinction between lurkers, creators and multipliers. They claim that these three archetypes
highlight distinctive patternd Y RAIA Gl f a20ALf AYydiSN}YOGA2YyAaAX GAd
create their own content, creators being users that both interact and create and multipliers sharing
content on platforms which do not originate from their own personal profilestias typology,
however, considers all users that create content to have similar digital behavioral patterns, an
opportunity resides as to further specify professional content creation from casual activity. The
concept of influencers already separates taisurely from the dexterous content creation efforts,
as influencers use all kinds of digital platforms to reach a specific target audience and attempt to tie
them to their brand personality (Ouvrein et al., 2021). Here, the presence of a crowd of users
combined with the active pursuit of earning revenue on social media platforms gives insight into
what separates a content creator from a casual user.

Still, platforms such as YouTube provide additional possibilities for casual users and
amateur content crators to earn money by producing videos resulting in the concept of
professional amateurs: Hobbyist creators who gained the ability to generate revenue with their
content through partnerships and advertising (Tabares, 2019). This shift meant the emeajence
new type of creator who does not need active ambitions to professionalize their efforts in order to
gain opportunities to make that happen. Where some creators set out to generate revenue from
the jump, others increase their activity and strategicatien efforts when commercialization

becomes feasible (de Veirman et al., 2020) In turn, current creators on social media platforms exist

13



as a mixed labor force between complete professionals and ones that simply reap what is given to
sow (dos Santos, 2021

Considering these facets of professionalization and focused efforts to build and maintain a
brand, Cunningham and Craig (2019) came up with a definition of creators which encompasses all
Fo2@3S YSYlGA2ySR T OG2NRAY a/ 2a8ySdddnietid usdrsaiicd | Yy R L
generate and circulate original content to incubate, promote, and monetize their own media brand
2y GKS YI22NJ a20AFf YSRAIF LIXIFGF2N¥Ya +a ¢Sttt I &
revenue directly through medicontent, creators possess the ability to leverage their online brand
and gain opportunities for offline engagements such as brand collaborations, live events, and
merchandise sales (Baym, 2021). It is thought that the methods and strategies creatorgadn s
media platforms differs in terms of the degree of professionalization, yet very frequently have the
objective of either generating revenue directly through the platform or derived from built up brand
equity (Uttarapong et al., 2022; Zabel, 2023).iDiafy professional content creators as producers of
content with a commercial objective also helps distinguish what changes in a platform are relevant
to these creators specifically, as changes in user experience may be less significant for casual users
asopposed to creators who derive revenue from their personal brand and overall activity on social

media platforms (Arriagada & Ibafez, 2020).

2.2 Affordances

For content creators, social media platforms are the metaphorical main stage. However, it
is the irfrastructure of a platform that dictates who gets the microphone, as well as what sound is
being amplified. As this process is not unidirectional, the technology must be interpreted by its
users, and imposed practices can be technologically counteractéuelylatform itself. Through
the concept of affordances, it can be understood how those technological features take part in the
content creation process and how these are interpreted. Van Dijck and Poell (2013) therefore speak
of the mutual shaping of infmation flow, with technological affordances being the component
linked with the organization of digital platforms through data and coded information. The flipside of
the coin is then made up by the concept of human, which is concerned with the poweetidés
AY AYRAQGARdAZ t&aQ dzal 3S 2F GSOKy2f23ASaz aGKFG Fff
a platform or contest its set boundaries with their actions. While creators strive to remain popular,
the platform must also prioritize content andteractions that enhance engagement and align with
its financial objectivesSIK A & oA f I G SNFXf AGe 2F RAIAGEFE LI FGF2NXa

expounded through the exploration of platform affordances for creators.
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2.2.1 Affordances theory
Gibson(1979) presented the idea of affordancas a concept whichxplairs phenomena in
ecological psychology. His work showed particular interest in understanding the way that organisms
interacted with their physical atmosphere, hoping to provide context to the psychological behavior
of intelligent entities. With this came theonceptualization of affordances as the presented
possibilities for potential courses of action available to organisms. Gibson (1979) argues that
& 0 KffSrdancesof the environment are what ibffersthe animal, what iprovidesor furnishes,
eitherfor2 2R 2NJ Affé¢ OLID MHTODP wSASIENDODK 2y AYF2NXNI
they related to the technological implications for its users (Kennewell, 2001; Conole & Dyke, 2004).
Closely related to this thinking is the technology affordance @ntstraint theory (TACT),
which highlights the interplay between societal customs and technological attributes in expediting
certain activities while limiting others (Majchrzak & Markus, 2012). TACT has been applied to
examine selpresentation on digitainedia in relation to what presentational practices are made
possible (DeVito, Birnholtz and Hancock, 2017). Additionally, the effects of affordances and
constraints have been examined in terms of their role in planned dissemination of online content
(dosSantos Jr., Lycarido & de Aquino, 2019). What thus becomes evident is the prominent role
affordances play in their active influence of content creation, with the possibilities of actors being
directly affected by these affordances, even as they vary @fgoin (Autio et al., 2018). Bucher
and Helmond (2017) distinguish different variations in platform affordances, with this theoretical
framework dedicating particular attention to the taxonomy of technological, social and perceived or

imagined affordances.

2.2.2 Technological affordances

On social media platforms, content creation is guided and dictates the nature of activities
made possible (Bucher & Helmond, 2017) The concept of technological affordances thus gives
insight into the technical properties @ platform that frame the context of content creation
through what is made possible and what is restricted. Technological affordances determine the
mechanics of possibility on social media platforms, as they are the features that allow for the
distribution of content as well as the gathering of information for content optimization (Postigo,
2016). The features of a platform provide users and creators with a framework through which
communication can be funneled (Treem & Leonardi, 2013). One example & tinesnotion of
Wi A1S4aQ LINPOGARAY3I ONBFG2NAR G(KS lFoAftAGe G2 odzAf R
content, whereas restrains on the length of texts on Twitter favors direct communication of short
information or personal fleets of thahts over long form textual content (Siegert et al., 2020).

However, one should not address technological affordances through their possibilities, they should
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also be examined in terms of their potential to withdraw actionsth social media platforms sb
L2aaSaaAray3d FSIFGdz2NBaA adzOK Fa WdzyF2tf26Ay3Q3 dzyf A
FSFGdzNBa ft26Ay3 GKS 6AGKRNI g1t 2F aaGsSLia OFy v
platform as features that encourage content creation (WelR917).

Not only do such technological affordances impact how content creators communicate on
platforms asthey also fom their overall experience. The way in which a platform is configured,
influences the extent to which content is made available tceotirsers, independent of the
temporal context in which a content creator has published (Kaun & Stiernstedt, 2014). Besides this,
infrastructural tools such as a search bar, hashtags and rubrics based on topics provide users with
infrastructural tools to acess specific content of their interest (Karamalak, Kalbaska & Cantoni,
2021). The visibility of content is then entrusted to the platform configurations, leaving little room
for influenceon the creator once their efforts are published online (Poell, Migb& Duffy, 2021).
The technical properties of digital platforms additionally determine the audiences that are
accessible to content creators. Preferences of certain digital platforms over others were found to
be contingent to the modes of interaction thare available to users, specifically in the case of
preferring visual imagery over textual content (Sh&impson et al., 2018). Furthermore, the
ability of content creators to achieve commercial success is partially dictated by technical
affordances, ashanges in the configurations of platforms force creators to modify their creation
efforts to keep audiences attracted but also retain a competitive advantage over other creators
(Arriagada & Ibafiez, 2020).

2.2.3 Social affordances

Sociakffordances describe the ways in which platforms allow for participation in social
practices (Schmidt, 2007). Changes in society are made possible through a particular technology,
such as the invention of the telephone facilitating interaction, which ckdrge role of
geographical proximity in social engagement and helped reshape the concept of distance (Postigo,
2016). Where technological affordances provide information on what kind of activity is made
possible, social affordances explore the prospettshaping interpersonal connections and the
dynamics of social practices. Platforms provide opportunities for fostering relationships and
strengthening communities, as the options for pergoaperson communication and opeaccess
content distribution clos geographical gaps and lower the barrier of cultural participation (Valenti
& Gold, 1991; Sutcliffe et al., 2011). An essential factor of social media platforms is the extent to
which they afford the process of social meanimgking to occur, as users alute different modes
of identity presentation to specific platforms (Boczkowski & Mitchelstein, 2018). In this case,

content creators also engage in sphesentational activities according to the structure that is
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RAOGI G4SR ( KNZR dz3 K THe cohdtructioF ¢f tNévs8lfzas ietlbds thelotliBr s ¢herefore
facilitated through these platforms and their features, with creators presenting themselves
FIL@2Nrofe G2 FAGGNY OG | dzRASYyOSa YR YIFAYUGlIAy Lk2L
these seHbranding activities, content creators additionally find themselves in a dance of self
monitoring to maintain their image towards other users on a platform (Duffy & Pooley, 2017).

Besides communicating personal identity and a creator brand, saft@etiances of digital
platforms allow for audiences to feel closely connected to content creators. Just as contemporary
O2YYdzyAOlIGA2y (SOKy2ft23ASa KIFI®S YIRS Al Llkaairof
digital content platforms allow forwiences to actively engage with their admired creators as well
as other users with similar interests (Galuszka, 2015; Bury, 2017). Social media platforms can
therefore also be thought of as affording community building with online fandoms (Galuszka, 2015)
Through these platforms, content creataranform relationships with users that might not be
realized physicallyet have strong emotional impact on the individual (Baek, Bae & Jang, 2013).
This idea of parasocial relationships can additiorefigctadzRA Sy 0S4 Q o6 N} y R G NHza § |

intention when considering endorsements and brand partnerships (Leite & Baptista, 2021).

2.3 Social media logic

To understand a platform is to understand the logic through which it operates. For media
technologies, the notion of media logic provides a framework to understand the ways in which
traditional media could be understood as an entity shaping institutioltb¢ile & Snow, 1992).
Hjarvard (2008) further illustrated the importance of media for society, referring to the
phenomenon of mediatization as the interplay of influence between media and-satiaral
institutions. However, the distinctive nature of sakcmedia technologies resulted in the concept of
media logic being outdated, as social media brought about the possibility cheserated content
and the digital maintenance of mutual relationships. Van Dijck and Poell (2013) therefore explain
the modus operandi of contemporary media technologies through social media logic. They highlight
four components that drive social media and the way they can be understood, namely
programmability, datafication, popularity and connectivity. Platform research hdsared the
theory of social media logic wholly, applying it to various studies of the functionality and
implications of platforms. Research regarding the way Facebook is used to structure social
NBflFdA2yaKALA O2yaiRSNJI + lefitabmuBddrstantdingBe t 2 St f Q&4 OH
interlocking of social practices with platform infrastructures (Pangrazio, 2017). Similarly, Szulc

(2019) adapted the model to research individual users and their practices on digital platforms.
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2.3.1 Programmability

Progranmability refers to the management of content being created and presented online,
which can be done actively by platform owners or passively through the features of a social media
platform. In other words, social media platforms contain programmable compisribat can be
manipulated by users as well as the platform itself. Social media platforms allow its creators a great
deal of customization options, from choosing a username to uploading a profile picture and
providing biographical information on a prefiiMarwick, 2013). As such, the creator is allowed an
experience that is programmed to their own personal preference. This personal configuration of
the platform journey continues through the possibilities for creating and distributing content.
Depending a the technological affordances provided on a platform, creators can make their own
content directly from platforms or use features such as filters, hashtags and other editing
components to further customize their content (Kang & Sundar, 2016). What rsek&s media
platforms even more programmable, is its integration of Application Programming Interfaces (APIs).
With API integrations, creators gain various opportunities to streamline their content workflow and
keep track of relevant data pertaining togtperformance of their content or thekr dzZRA Sy 0S Q &
engagement with their profiles (Lomborg & Bechmann, 2014).

However, even though the programmability of social media provides opportunities for
creators to monitor their content creation efforts, stmultaneously poses the challenge of
O2yAydzz2dza I RFLIWI GA2Y ickangingOrfigutations SAR dotial madia  F 2 NIV &
platforms are highly programmable, the addition as well as subtraction of platform features calls for
the ability to createcontent that can accommodate vast changes in how content is distributed or
even made. One recent example is that of Instagram changing from a platform mainly used for
sharing photos to one where videographic content seems to be the norm (Tomaschek, 2022).
Besides the need for content to be distinct and tied to a personal brand, creators are additionally
expected to be able to adapt the content to the changing platform configurations constantly (Duffy
et al., 2021)

2.3.2 Datafication

Datafication denotes th way information about content, creators and audiences allow for
the quantification of platform ecosystems. As social media platforms are highly programmable, the
amount of data that is obtained is subsequently used to inform creators on the available
opp2 NIidzy AGASE (2 2LIGAYATS GKSANI O2y(iSyid ONBIGAZ2Y
audiences and their responses to content can be converted into data points that provide
information on the reception of content (Livingstone, 2019). This gives aseafiportunities to

strategize their content creation efforts and systematically apply the information to grow their
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audience (Yang et al., 2022). Creators on social media platforms are therefore encouraged to
engage in highly datdriven decision making, & (G KS &dz00Saa 2F 2y SQa 02yl
reliant on the monitoring of social media analytics (Ayodeji & Kumar, 2019; Bishop, 2021).
Not only does datafication involve the ways in which creators can improve their content, it
is also an integrgart of the configuration of content streams. The curation of social media feeds is
highly informed by data on audience reception, which is automated by the means of various
algorithms (DeVito, 2017). Therefore, the datafication of social media platfdo®s not solely
involve the opportunities provided for creators to monitor their content, as it also dictates the ways
in which their content is distributed. This means that for a creator to gain success on a platform, it
is considered crucial to be awa2eNJ WI f 32 NAGKYA Ottt & tAGSNIGSQ O2y

platforms use to make content available to audiences. (Oeldidch & Neubaum, 2021).

2.3.3 Popularity

Popularity in social media logic refers to the extent to which content is consumeddby an
engaged with by audiences. Technological features such as likes, shares, and reposts reflect how
popular individual pieces of content are (Hoiles et al., 2017; Su et al., 2020), whereas the visibility of
- ONBIFG2N 2y I dzd S NDa&aprofilSdy RéanslofjaRerificétién batged and vy OG A 2 y
follower counts provide information on the overall popularity of a creator, which indicates the
credibility of a creator and makes audiences favor their brand (Weismuller & Harrigan, 2021). By
the means of grating and moderating content streams, social media platforms partake significantly
in what is made popular.

The success of a content creator is therefore strongly linked to the popularity of their
content, making it vital to adhere to the best practidbat are suggested by platforms. Whereas
the gamification of platforms provides creators with rewards or incentives to adhere to preferred
practices (Deterding et al., 2011), social media platforms also nudge creators by the way platforms
and affordances NE O2y FAIdzNBRX I O2yOSLIi (y26y | a WOKz2A
the way social media platforms are designed, and the placement of certain buttons, links or texts
informs the creator on how they should navigate the platform, influentimegdecisions of creators.
As not only the substance of content is influenced, the visibility of creators and their work is also
subjected to moderation when platforms decide what gets shown to audiences and in which way.
Zeng and Kaye (2022) refer todlas the notion of visibility moderation, where content and their
LR2AAGAZ2Y 2y FdZRASYyO0SaQ FTSSRa& INB RSIUSNXYAYSR o8
which most of the information regarding these benchmarks is not made available. Thus, even
though creators seem to have an unlimited amount of agency and potential reach on social media
L FGF2NYVas GKS Y2RSNI A2y Lidzi dzalzy GKS O2yGSyi
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HAHANO® . & Sy3raay3a Ay Wl f 32 Kikgcenrealdd diettodhd2 NRE ONSB |
moderative practices of digital platforms (Popescu et al., 2018). This labor includes revising the
formats or adapting the publishing schedule, sometimes with little understanding as to what
automated system is being adjusted tumar, 2019).

Not only do the algorithms that are put into place by social media platforms play a role
here,as heyalsoframe(l KS ONBI §2NARQ dzy RSNRGI yYRAY3I 2F &dzOK a
to manage their efforts that gives insight into how the algorithmic nature of content curation
aKI LISa Oz2yiSEiGa 2F O2yiGaSyid ONBIlIGAZ2yanbed 20G3GSNE Hn
categorized as either shaped by relational influence, where the relationship with an audience is
sought after on a social platform and the authenticity of content is valued strongly, or simulated
influence, where such relationships are simulatedrides to improve visibility and overall
engagement. In contrast to relational influence, simulated influence is concerned with the virality of
content rather than the authenticity of it (Cotter, 2016). By highlighting best practices for creators,
platformsy 2 N | G A @St & FI @2NJ gl ea 2F WIFYAyYy3a GKS aegads
while scrutinizing practices that platforms deem inappropriate (Petre et al., 2019). Content creators
on digital platforms feel dependent on the algorithms and regulaitmat are dictating their

visibility and possible content distribution options (Vaccaro, Sandvig & Karahalios, 2020).

2.3.4 Connectivity
¢tKS y2ira2y 2F O2yySOGAQOAGe SydlAfa LI GTF2NY:
interactions beyond geogratal boundaries. Social media platforms provide their creators with
opportunities to build networked relationships with audiences and creaters. If efforts to
Sy3al3S gAGK dzaASNER | NB adz00Saa¥fdzZ z ySis2N] STFFSC
brand image to grow (Katona et al., 2011). As their audience sees an increase, the brand of a
creator becomes more valuable which might make platforms favor their content over that of
others. Content made by creators might also increase in popularityresuét of this expanded
ySGig2N] o0¢Sttra Si fdX wnmpod 'a GKS INRSGK 27
efforts, a feedback loop emerges in which the instant feedback that creators receive enables them
to adapt in reatime based on thegsponse of their audience (Wu et al., 2019). Creators therefore
do not have to solely rely on metrics or other blocks of dathcanalsoinstantly engage with
FdRASYO8a yR GFAE2NI GKSANI O2yasSyd G2 FL@2N) §KS
The connectivity of soal media platforms additionally nullifies the significance of
geographical boundaries. Creators can engage with other creators without physical intervention,
whichcreates?2 LJLJ2 NIlidzy A GASa G2 O2tftFo02NIGS RAIAGIEEE 2V
beAy3d LI NI 2F &a2YS2yS StasSqQa o1 FYlFalAZ HAndT 22y
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leverage the global accessibility for potential audiences to increase their revenue. Retaining an

SELI yaArAdS ySiég2N] AyONBI &S aingdHed a podtibidfrom whk vy R LI2 &
more lucrative brand deals or bigger revenue shares can be negotiated from (Vrontis et al., 2021).
Similarly, the loyalty of a niche audience can be utilized to establish a consistent stream of

donations (Yoganathan et a2021).

2.4 Financial incentives

The two types of affordanceas referred to in its respective subchapteccur
independently yet work together within technologies of social platforms (Pos#@b6). However,
Bucher and Helmond (2017) contend that a third kind, namely perceived or imagined affordances,
ties these two together by considering the subjectivity of individual users in unlocking the potential
of a technology or platform. Nagy and fN€015) argue that it is through imagined affordances
that the cognitive capabilities afsers and creators playrole in how any platform features are
experienced and thus used. In other words, imagined affordances are specific features that
emphasizenot only what a creator believes to be possible on a platform, but also what platforms
they should be active on over others to meet certain goals. Simultaneously, social media platforms
target distinct features towards creators that aim to professionalmsr content creation efforts.
Therefore, imagined affordances can also be seen agtentives steered towardsreators. Here,
the imaginative component of the concept pertains to the assumption that professional content
creators have the objective generating revenue with their content (Cunningham & Craig, 2019;
Uttarapong et al., 2022; Zabel, 2023), which allows for the consideration of platform affordances to
LINE GARS 2LILRNIdzyAdGASa (2 Y2y SGiAl S ONBFG2NEQ SYR
incentives or reward systems which are key constituents for the professionalization of content

creation

2.4.1Gaining sponsorships

There are various ways in which content creators can monetize their efforts. Firstly, as
previously mentioned, creators can acquire sponsorships by brands. In exchange for monetary
compensation, content is crafted in collaboration with a brand to favorhlgilight a certain
product, service, or overall company. Gillooly and Anagostopoulos (2017) differentiates four
different sponsorship types for social platforms, namely informing, entertaining, rewarding and
interacting, with informing being the most pralent in their sample. As agreements between
sponsor and sponsored vary between sponsorships, no true guideline for how these should be

fulfilled can be established. Moreover, the degree to which content creators should disclose such
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agreements is oftenebated. Kay, Mulcahy and Parkinson (2019) denote how sponsorship
disclosure is more beneficial for purchase intent in comparison tedisclosure.

Similarly, Coursaris and Van Osch (2018) found disclosure to positively affect brand
attitude. With this iformation, it becomes clear that content creators should be precarious in their
sponsorship strategies, as the results of their collaborations with brands can influence the amount
of leverage other companies believe these creators to have when branddstitudisclosed
sponsorship seems to become positive. However, the personal brand of a content creator is also
affected by these sponsorships, as the refusal to disclose is argued to lead to distrust of the creator
(Kim & Kim, 2021).

2.4.2Receiving donatins or subscriptions

Another way of generation revenue is through the acquisition of financial compensation
through donations by other users. What is innovative about this potential revenue stream, is that it
is not dependent on advertising or the collabtion with brands. Content creators are empowered
through their personal brands, which in turn attracts fans or followers to donate. Wan et al. (2017)
attribute this willingness to contribute to the emotional attachment that fans feel to creators,
meaningd K ¢ GKS &GNRBy3 ARSYUAFAOFIGAZ2Y (G2 2ySQa LISN
backing. Additionally, Wohn et al. (2019) descsibed SNBE Q Y2 (1A @Sa F2NJ R2y I GAY
of providing social and emotional support to creators of whialke is thought to have a connection
with. In their research of five content platformBpnifacioand Wohn (2020) found digital
patronage to take form in various ways. Platforms such as Patreon, Facebook, OnlyFans and
YouTube allow for paid subscriptiomghere the user pays a monthly fee, and the creator receives a
percentage of the paid fee. Additionally, some platforms allow for patron incentives, which refers
to features that entice users to donate. Examples are special badges, exclusive contertyart r

systems.

2.4.3Monetizing through revenue sharing

Finally, the most traditional way of generating revenue on digital platforms is through
advertisements. Creators can insert ads in their content, of which they receivegepalick
monetary compenation. YouTube is the platform where advertising revenue is used the most,
where integrated Google AdSense advertisements provide content creators with this way of
Y2YySGATAy3a GKSANI O2yiSyid NBtIFGADBS (2 oéget&& NI FA S5
Semesta, 2018). Similarly, Facebook allows for its users to use Google AdSense to monetize their
content (Digital Setups, 2020). Some social media platforms actively provide financial compensation
for content creation efforts, such as YouTube #imel Partner Program. Through this program,

creators who are eligible to join are then provided with tools to facilitate their transition to
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professionals, such as access to a Creator Support team and opportunities of connecting with peers
(YouTube Help, 21). However, the Partnership Program is not without its flaws as its heavy
regulation and close ties to advertising objectives make it less emancipated than its name suggest
(Tabares, 2019)ith some addressing the requirements to join the program adagtative (Kopf,

2020).

2.5 Conceptual model

Following the theoretical arguments provided in this chapter, a conceptual model was
constructed to visually arrange the key findings of the literary framework (Figure 1).
In understanding the role that platforms play in incentivizing creators, the relationship between
social media logic and platform affordances is reciprocal. Whereas the four components of social
media logic make up the science of reasoning that explainsduzial media platforms are
technologically and socially configured, it is the affordances of a platform that make it possible for
these components to be translated into actions for creators to partake in during the creation,
distribution and monitoring bcontent. In addition to this, platforms provide various financial

incentives to creators that adhere to the logic of the social media platform.
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Figurel - Conceptual model of professional content creation on digital platforms.
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3. Methodology

3.1 Qualitative multiplecase studies

In order to conduct a study on the influence of social media platform configurations on
professional content creation, a qualitative approach is deemed most suitable. In contrast to
guantitative reseach methods, qualitative research affords the exploration of patterned processes
which serve as the foundation for meaningful connections between concepts (Brennen, 2021).
Since the aim of this research is to identify patterns of influence regardingldigitéent creation,
using a qualitative research method provides the opportunity for researching concepts in their
contextual conditionsin addition to this, the specific objective that the research concerns itself
with, lends itself mosappropriately for a comparative case study, in comparison to other
gualitative methods. As the specific configurations of social media platforms are under study, a
methodological approach such as case studies provides focus on the platforms as opposed to
interviews or focus groups, which are highly concerned with actors and their perspectives or
opinions (Brennen, 2021).

Using a comparative case studgsign researchers can conduct andepth exploration of
a particular case or phenomenon within isaklife context (Yin, 2018). With this study focusing on
the patterned ways in which social media platforms are configured, case study research on various
platforms can help in developing an understanding of how such patterns come about. Here, the
importance of conducting a comparative multiptase study becomes especially vital. As this
research question wants to uncover patterns that lay in the affordances of social media platforms,
O2yRdzOGAY3 | OlFasS aiddzRe 2y 2 yi&madtilnktoidrizeMigattesr? dzf Ry C
from. Through a multipkease study, the critical comparing and contrasting of cases helps
AUNBYIGKSY GKS NBaSIFNOKSNRA | NBdzYSyid 6KSYy | yags
are successfully implemented (Yin, 20M@)jch is a type of question that echoes the same
qualitative world of thought as the one posed in this thesis.

What makes a case study a suitable methodological approach, is its ability to provide focus
on complex occurrences that occur in reabrld cortexts (Yin, 2018). By conducting a case study,
one can delve into a phenomenon and explore patterns or relationships that may explain what is
discerned when investigating the data. Furthermore, the application of a case study allows for the
units of analyss to not be limited to one particular kind, as multiple sources of data can be used
within the context of the analyzed case (Yin, 2018). This provides a rich body of information from
which themes and relationships can be derived triangually (Noble & H2aid). When studying

the cases at hand, an iterative process where one continuously evaluates the analyzed data can
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help in strengthening arguments made, as well as provide the researcher with enough flexibility to

refine the research questions or ovdrdesign where needed (Yin, 2018).

3.2 Validity and reliability

3.2.1 Validity

When discussing the validity of a qualitative study, it addresses the extent to which the
findings are an accurate representation of the phenomenon being investigasethsestudy
research focuses on specific cases, one needs to be particular in the kinds of inferences that are
made using the data, especially when studyangpecificcase (Starman, 2013)he concept of
construct validity as well as external validity #nerefore particularly relevant (Yin, 2003).

Construct validity is concerned with the extent to which the concepts that are used to examine an
phenomenon are an accurate representation of its reakld occurrence (Brennen, 2017). Ih order

to ensure that a corept is validly constructed, incorporating triangulation in the data collection
process is vital. Yin (2018) argues that using a diversity of sources improves the quality of a case
study, particularly when using both internal and external sources. Follawisdpgic, this research
incorporates multiple sources of data per analysed case to improve the construct validity of the
researchBy using a case study templated based on the theoretical concepts synthesized in Chapter
2, the incorporation of this temate enhances the validity of this research. The examination of the
sources is aligned with the conceptual framework, which in turn provides a potent foundation

rooted in theoretical constructs.

Secondly, external validity refers to the extent to which a study produces findings that can
be generalized to the entire context that is investigated (Brennen, 2017). Yin (2018) notes that the
generalizability of a case study is limited due to its foauspecific cases. However, the careful
selection of cases that are considered successful in applying a particular concept can enhance the
external validity. Since the research question of this thesis is concerned with social media platforms
that successfly incentivize content creators, selecting the cases that showcase this with great
success should provide answers to the specific question how social media platforms incentivize
content creators. Additionally, since the number of social media platformisateahighly popular
and frequently used is rather small (Van Dijck, Nieborg & Poell, 2019) the centralized nature of
social media platforms further ensures that the cases that are selected represent what could be

inferred for a large part of social mediaeators.
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3.2.2 Reliability

The reliability of a study is concerned with the degree to which the research process can be
replicated across researchers (Brennen, 2017). As a qualitative research method such as a case
study is highly centered around tlesearcher, potential bias is introduced during the research
process which should be addressed (Yin, 200&).researcher may introduce their own biases and
assumptions into the study thanay influence the data collection and interpretation stages
potentially leadingto researcherasinstrument bias (Xu & Storr, 2012). However, this kind of isias
combatted by constructing an appropriate case study template (Yin, 28d8jtionally, the
transparency of the research process is further strengthened eyrémsparent deliberation that
was taken in the research process, as well asdmgtructing a case study data base containing all

collected points of informatiomndthe documents concerning the analysis.

3.3 Case study selection
Yin (2018gmphasizes the importance of carefully selecting cases for a multiple case study,
as this establishes a representative body of cases that provide sufficient diversity to answer the
posed research question. It is also suggested that cases are selectedecimgsine connections
with the theory as well as practical considerations. For this reason, a few criteria have been applied
to select the cases for this research. First, a social media platform had to incargueegbour
elements (profile, network, st@m & message) as denoted Bgyer et al. (2020). Secondly, the
platform needs to be populaamongprofessionatontent creatorsAs the ten platforms with the
highest number of active users and creators have been selected, this entaissfence of
content creators that specifically create for an audience, in contrast to platforms with a primary
base of casual users that merely interact within their own networksrdly, seleted platforms
must provide creators with opportunities to monetize their contereation efforts. Lastly, the
cases have been selected in terms of the diversity of the kinds of content that the platioems
available for. This gives the research a wider range of platforms on which incentives are provided.
Based on the aforementioned selection criteria, eleven cases have been selected that are
considered to be examples of platforms that successfully incentivize content creators. This notion
of success is considered to be highly important, as it providesdke study with information on
how a concept is implemented correctly (Yin, 2018). Consequently, the use of successful cases is
GAGEE F2NJ FyagSNAyYy3a  NBaSkNDODK ljdzSadArAzy GKIFG LR

is done right.
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Instagram

The first case to be analyzed is Instagram. On the platform, creators partake in the

professionalization of their content by incorporating branding strategies and actively seeking
opportunities for monetization (van Driel & Dumitrica, 2021). Throughrtivebpage dedicated to

creators, Instagram provides information on how to perform the right practices to grow their brand
YR o0dzaAySaa 6¢dzNYy F2f{ft26SNE Ayid2 Flyas yoROL O
revenue through sponsored conteahd ad revenue shares, Instagram introduced a subscription

model through which users can subscribe to creators in exchange for a monthly fee (Introducing

new tools, 2022). Even though the platform has a substantial user base of casual profiles whose aim
isto engage with their own network, creators continuously seek ways of organically attracting these

users to grow audiences while simultaneously profiting off of them (Horan, 2021).

TikTok

The second case is TikTok. The mobile application that specializes Hioshovideo content is

popular among creators for the amount of unique features that are available, giving creators a

sense of creative control through an easyuse interface (Ziy2020; Hautea et al., 2021). The

algorithmic recommendation system that TikTok uses to distribute content has been noted as an

effective way for creators to promote their content and extend their audience (Figueiredo et al.,

2021). With its Creator FundjkTok helps creators monetise their efforts, as the amount of money
0SAYy3 IAGSY 2dzi Aa fAY]ISR (2 FdzZRASyOSaQ Sy3al 3Sy
Not only can individual creators professionalize their content on the platform, the pbrde
WRAzSGGAYIQ Ay@2t @dSa GKS O2fflFo02NIGA2Yy gAGK 20KSE
wider audiences (Kaye, 2022).

Facebook

The third case is Facebook. The platform has been denoted as being effective in engaging audiences
and creating band engagement for building commercial objectives (de Silva, 2020). On the

platform, creators can monetize their content through advertising revenue, sponsored posts and
brand deals (Fink et al., 2020). Facebook's Creator Studio offers creators thetabnhnage their

pages, access metrics, schedule content, and monetize their content across Facebook and
Instagram (Facebook, n.d.). Additionally, Facebook has launched several features to enable creators
to earn money from their content, including Starghich enables fans to tip creators during live

streams, and Fan Subscriptions, which allows fans to subscribe to exclusive content from creators

(Ha, 2020). Furthermore, Facebook offers a range of incentives to encourage content creators to
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engage with tleir audiences, such as badges and rewards for top fans and the ability to offer

exclusive content to subscribers (Facebook, n.d.).

YouTube

The fourth case is YouTube. Being one of the most popular video creation platforms currently
available, YouTube hasnsistently provided its creators with guidelines for how content should be
made in order to reach wider audiences (Burgess, 2012). Besides the availability of revenue sharing
through sponsors and advertisers, the platform actively presents opportundiesntent creators

to monetize their work, such as through the YouTube Partner Program (Kopf, 2020). Research on
the technical foundations of the platform has found that the recommendation of content is largely
controlled through algorithms (Arthurs, 200L8\s these systems are rather opaque, creators have
spoken out on the effects that its algorithmic content curation practices has on their content

creation strategies (Pedersen, 2019; Glatt, 2022).

Patreon

The fifth case is Patreon. From 2013 until 202@re than $2 billion had been pledged from

I dZRASy O0Sa (2 ONBIG2NR 2y GKS LT GF2NY O6{ I y&2dzNI

ability to provide creators with a large amount of creative agency in terms of the topics covered, as
well as fhancial freedom through the financial revenue model of direct patronage in exchange for
exclusive rewards (Sanyoura & Anderson, 2022kators are expected to continuously work on

the establishment of parasocial relationships with its audiences, whitiNak 6 dzi S& G2 GKS
success (Hair, 2021). As audiences can unsubscribe to a creator at any given moment, the
patronage mechanism of Patreon provides its creators a direct feedback loop to stimulate content

creation (Regner, 2021).

OnlyFans

The sixih case is OnlyFans. This platform is largely known for its success in commodifying adult
content into contemporary digital environments (Sanchez, 2022). As the platform is considered to
provide creators with a great amount of creative agency as well asnewoial opportunities, its
popularity immensely grew during the COMI® pandemic, when creators were looking for new
ways to earn income (Hamilton et al., 2022). OnlyFans is a strongly cfeatsed platform, as it

only employs a subscription model thrgh which audiences pay a monthly fee to gain access to
content. On the app, the success of a creator is thus dependent of the extent to which they can

sustain parasocial relationships with their audiences (Uttarapong et al., 2022).
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Spotify

The seventhase is Spotify, albeit specifically for its podcasts. Spotify has been able to leverage its
position as a popular music streaming platform to attain podcast listeners and creators to its

LI F F2NY 6DdzLIit S HaHMO® ¢KS LI ik kighlg pedéapalizedJ2 RO &
through user data and algorithms (Nazari et al., 2020). With the acquisition of podcasting platforms
Gimlet and Anchor, Spotify has shown great interest in incentivizing podcast creators by

incorporating their respective content créan and distribution features, as well as improving the

ones already present (Gupta, 2021). Additionally, the platform provides monetization options

through advertisers and through community funding (Spotify for Podcasters, n.d.).

Snapchat Spotlight

Theeighth case is Snapchat Spotlight. Although the mobile application is largely used to

communicate with friends and share updates about daily life, Snapchat indicates interest in

encouraging content creators to use their platforms. In 2019, they launchéd &8 NI y SNJ { dzY YA {
where creators were made aware of innovative tools and practices to enhance the content creation
process on the app (Craig, 2019). Snapchat provides specific information on how to gain access to
ALISOALFE WONSBI (2 N TFiddtuiesavaiable to klliuses Hod2 cardl Bet dieator(i K S
features, n.d.). Through subscriptions, Snapchat creators can charge their followers a fee

(Mangalindan, 2022). With the introduction of Spotlight, a-gldtform similar to TikTok, creators

are further encouraged to createn sheform content for Snapchat in exchange for financial

rewards (Get rewarded on Spotlight, n.d.)

Twitch

The ninth case is Twitch. It is claimed that, with its initial opportunities for casual gamers to turn

their hobby intoaplB FSaaA2y | £ & 2 NredingWBtiory fadBodibutédkoShet A 3 S
development of the digital creator economy (Mousavi Haghshenas & Shahghasemi, 2023). Research
KIa FTRRAGAZ2YLIfft& F2dzyR SOARSYOS T2 Nalpdsiiod OK (2 0
AYLINROSE (KNRdAzZAK GKS LI dF2N¥Qa yShGegza2Nl Ay3a OF LI
(Wohn et al., 2019). Although there are various ways creators can monetize their efforts on Twitch,

the distribution of revenue has been critictzéor favoring a small group of top earners (Houssard

et al., 2023).

Bandcamp
The tenth and last case is Bandcamp. As a dieéan music distribution platform for independent

artists, creators on the platform rely solely on their audience for attainivgnue (Hesmondhalgh
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et al., 2019). As it has been compared to the tpemerated contertbased platform SoundCloud,
Bandcamp is considered to be beneficial for musicians that wish to retain commercial and creative
agency in the music industry (Hesmontiifaet al., 2019). Where during the CO\MDpandemic,
musicians experienced difficulty connecting with offline fan communities, Bandcamp offered a
digital setting where music could be consumed and artists compensated (Léger, 2021). However,
the acquisitim of the platform by Epic Games in 2022 poses the question whether a potential

reinvention of the platform may result in business model changes for musicians (Ismael Ruiz, 2022).

3.4 Units of analysis

In this case study, the unitd analysis primarily consists of the digital environments of the
eleven platforms, meaning their respective webpages or mobile applications. Within these
environments, the features that are available to create, distribute and monitor content are
examined Such observational data is then collected by taking screenshots of platform applications
and incorporated in the case study database (Appendi¥uétfhermore, webpages that provide
extra information for creatorsg(g.,C! v & 2 NJ W OQN&elais@inddrppratddRnitte analysis.
Information was additionally garnered from quarterly reports, press releases, news articles,
advertisements and videos published between 2018 and 2023, under the condition that it iy closel
related to the way social media platforms provide content creators with opportunities to
professionalize their content creatiofaking the context into consideration, triangulation was
applied when observational data highlighted patterns that need todsgsited in other cases,
which was the case for changes in platform features or revenue shaiéise garnered data is
then collected and stored in a case study database, labelled per platform ardltseited per data

source(Appendix A).

3.5 Data cdlection process

The data for this research has been collected using a purposive sampling method. Through
purposive sampling, the specific characteristics that are addressed in the research question can be
taken into account when collecting the data thrduthe units of analysis. These characteristics or
criteria have been carefully determined before the collection took place, as to ensure a reliable and
repiicable case study (Yin, 2018). First, only data was published or created from 2018 up until 2023
wascollected, as to ensure that the information is topical and reflects the current state of social
media platforms.

Secondly, data derived directly from the platforms is collected throughHhasd use of the
platforms and taking snapshots of featurestexts, which is consequently stored in the case study

database. The decision was made to collect snapshots from desktop interfaces where possible, yet
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snapshots from mobile interfaces were incorporated when that interface contained a larger
number of creabr-specific features than were made available on the desktop version of a platform.
Personal information on creator and user profiles is blacked out to preserve anonymity. To collect
external sources, the search engine Google was primarily used. Hereyamfaund using related
search terms combined with the platform name. Additionally, webpages, blogs and other
documents published directly through the platforms or its connect websites were analyzed as to
find out what information they provide that is mfant to creators.

By incorporating a multitude of data points per case, an attempt is made to apply
triangulation to the data collection process. By doing so, the trustworthiness and credibility of the
research increases (Yin, 2018). By consistentlgiting the case study database and iteratively
refining the data collection process where needed, the data was collected up to a point of

saturation, where enough data is garnered to answer the research question (Brennen, 2017).

3.6 Operationalization

Ba®d on the theoretical arguments made in the conceptual model, a case study template
was constructed with which all ten cases were analyzed. The tabel below provides information on
how each (sub)concept is operationalizied it to be recognized and examidevithin the individual

cases.

1. Programmability

a. Profile customization Assessed through the features that are
available on a platform to create and make
changes to a profile, such as choosing a

username and personal biography.

b. Contentcustomization Assessed through the features that are
available on a platform to make changes to
content, such as editing tools or adding Clos¢

Captions.

c. API Integration Assessed through the API information that is
made available to creators and developdo
integrate data from platforms into other
applications, such as scheduled publishing

sites.

2. Datafication
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a. Content optimization

Assessed through the features that are
available on a platform to monitor content an
2LI0AYAT S | OdiBtioniefad®) &
such as audience analytics and content

performance data.

b. Algorithmic content streams

Assessed through available documents, artic
and other pieces of content related to the
algorithms, with specific regard to perception

on how they wak.

3. Popularity

Choice architecture

Assessed through the available features on g
platform that guide creators towards preferre
behavior or specific activities (i.e. pap
buttons) as well as available documents,
articles and other pieces of content réda to

best practices to create content on a platform

Algorithmic adaptations

Assessed through available documents, artic
and other pieces of content related to how
creators perceive the algorithmic labor they

must partake in to stay popular on a fiatm.

4. Connectivity

Access to audience

Assessed through the features that are made
F @ AfFofS G2 AyGaSNF O
base, such as a comment section or a chat

function.

Access to peers

Assessed through the features that are made
available to interact with other creators such
as a comment section or features that enabl€

collaborative content creation.

5. Financial incentives

Sponsorships

Assessed through the features made availab
on a platform to attain paid sponsorships, as

well as available documents, articles and oth
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pieces of content related to best practices to

gain and retain these sponsorship deals.

Donations Assessed throughe features made available
on a platform to attain donations, as well as

available documents, articles and other piece
of content related to best practices to gain ar

retain these donations.

Subscriptions Assessed through the features made availab
on a platform to offer subscriptions, as well a
available documents, articles and other piece
of content related to best practices to gain ar

retain these subscriptions.

Revenue sharing Assessed through the features made availab
on a platform to attairadvertisement revenue
as well as available documents, articles and
other pieces of content related to best
practices to gain and retain this revenue

through advertisements.

Tablel - Operationalization

3.7 Thematicanalysis

Toestablish results for a case study that provide useful information for the context of the
research that is reliable, it is imperative to choose the appropriate method of analysis (Yin, 2018).
Therefore, this research makes use of a deductive thematic sisaly investigate the collected
data. With a thematic analysis, research data can be analyzed systematically to uncover and decode
categorial patterns (Braun & Clarke, 2012; Brennen, 2017). As this study aims to inquire the
different ways in which sociahedia platforms stimulate professional content creators, a method of
analysis through which these distinct configurations can be properly explored is imperative. Under
this logic, the use of a thematic analysis is consistent with the objective of thisrobsguestion, as
I GKSYIFIGAO Fylfteara 3IdzARSa (GKS RSTFAYAlGAZY 2F @Gt
79).

Approaching the analysis with a deductive strategy rather than an inductive one is a
deliberate decision. Whereas inductive thentaginalysis allows for theory to emerge from the
02ttt SOGSR RIGFXZ RSRdAzO0 A @S -ekisfimgtre8eaarshaquedtionStatisy & ¢ A K
GKSy (SaGSR 6A0GK GKS RIGIE 6. Nrdzy 9 [ fFNYSZT HAw
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framework contudes with a conceptual model which is echoed as the case study instrument with
which the concepts under study are operationalized. As both this conceptual model as well as the
case study instrument are grounded in theoretical arguments, conducting a tieeltitcematic
analysis is in line with the empirical framework that is constructed (Pearse, 2019).

Braun and Clarke (2012) describe the process of thematic analysis consisting of six phases.
This research follows the same phases, with the exception of the third, fourth and fifth. As these
phases are concerned with the construction and evaluation otlleenes, yet this research uses
theories that are presstablished and categorized before the data analysis had taken place, these
LIKIFaS&a INBE O2Y0AYSR Ayd2 2yS gKSNBE GKS GKSYSa
YFGOKAY3IQ 0t SNBSS HAMPO P

Inthe first phase, the collected data is read and continuously in order for the research to
become familiar with the data (Braun & Clarke, 2088condly, the next phases entails the
generation of initial codedn these phases, themes ought to be distirsdped from the initial codes,
using an inductive method to construct the themes (Braun & Clarke, 2012). As aforementioned, this
research merges these steps into one, using the conceptual model as a guide to deductively match
the patterns found in the dataith what is argued through the conceptual model (Pearse, 2019).
During this step, special attention was given to the extent to which the data linked back to the
initial question that is posed in the study. Braun and Clarke (2012) consider this to bz stiep
to proper thematic analysis, as the data as well as the conceptual model should be examined
iteratively. This idea of iteration provides the researcher with room to revisit steps of the research
process to ensure that the garnered insights agorous, relevant and reflective of the
phenomenon under study (Brennen, 2017). The sixth and final phase details the production of the
report, where the findings of the analysis are categorized into emergent themes (Braun & Clarke,
2012). Here the same oed of the conceptual model as well as the case study instrument is
followed, as the logical structure of themes is considered vital for a thematic analysis to be

interpreted correctly (Braun & Clarke, 2012).
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4. Results

Using the previously described thedological instruments, this chapter details the results
garnered from the analysis of ten social media platform cases in relation to the incentivisation of
professional content creation. The concepts that are highlighted in the subchapters follow the
order of the operationalized case study instrument. All categorized patterns are followed by a table,
which per case highlights the specific findings that explain the connections between the individual

cases and the theoretical concepts as they appear irctimeeptual framework of this research.
4.1 Programmability

4.1.1 Profile customization

All the ten cases were found to have a degree of profile customization for creators, which
can be categorized through customizability, the parity between usercegators and the
distinction between users and creators.

Although the customizability of a creator profile is present in all the platforms, the extent to
which these profiles can be adjusted varies. Every case contains a textbox where creators can input
biographical information. Whereas in the case of TikTok, this space is limited to one small sentence,
YouTube, Patreon and Spotify provide creators with room for longer texts. Interestingly so,
Instagram and Facebook creators additionally receive the oppdst to distinguish the kind of
brand or field of content creation they are active in (Figure 2). Additionally, nine out of the ten
platforms provide visual customization options, varying from a single profile picture (i.e. Instagram,

TikTok and OnlyFan&) additional banners and profile color changes (i.e Spotify and Twitch).
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Secondly, thearity between users and creators is found to be relevant for the creation and
customization of a profile as a creator. This implies that for some platforms, users and creators
have similar profile configurations. For exampMhereas creators and users YouTube and
TikTok have access to the same profile customization options, all Instagram and Faaeldais
have similar profilesapart fromthe aforementioned brand distinctions.

Contrastingly, some platforms specifically distinguish its users fts creators. In the case
of Patreon, Spotify, Twitch and Bandcamp, creator profiles are different from casual user profiles.
This is logical, seeing as the creation and/or input of content is done through different digital
environments (albeit owned bine platform) than where the content is consumed, which is not the
case for platforms such as Instagram, TikTok and Facebook where creation and consumption is
integrated in the same interface. In other words, creators on these platforms do not gain &ecess
creator optimization options by merely creating a profile on the platform. On Spotify, profile
creation is done on a specific Spotify for Podcasters webpage in contrast to the listener
environment where a subscriber creates a listener profile and arefra, profiles are categorized
Fad SAGKSNI WONB I i AthsRertidedd tothighlightNEayORlyFans & thelohiy o 0 @
platform where creator profile customization options are only made available under the condition
that the creator verifies thir identity, whereas the remaining nine platforms contain no other

requirements to create a profile as a creator.

Creator

Giani Kasanmo...
. F ran V’
+atran

Giani Kasanm...
Patron

Figure3-t  iNB2y RAAUGAYOlGA2Yy 06Si6SSy ONBFG2NI LINPTFAL Sa
Overall it can be saithat the notion of profile customization on social media platforms
plays a significant role il the ten casesThe hierarchy of producers and consumers of content is
characterized by a lesser extdny the provision of customization options that are similar for users
and creatorsallowing for the creator to be perceived as more authentic and similar to its audience
(Cotter, 2016)Although the function of a profile varies across the platforms, thpastunity to
disclosure of information about oneself as a creator and the kind of content that they produce is
used to either make audiences relate to creators or provide proper distinction from other creators.
This falls in line with Marwick (2013), whlaims that the construction of an online identity is used
by creators to communicate authenticity but also categorize oneself as belonging to a certain group
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of creators within a specific field of intere$ti/hat this shows is that even though social madsars

can be categorized as either casual users or creators (Munzel & Kunz, 2014), this distinction cannot
always be found within or@ profile. The notion of a content creator elevating their brand for

financial objectives (Arriagada & Ibafez, 2020) #htherefore be derived from more variables

than one® profile to paint the bigger picture of a content creator.

Case Customizability User/creator parity | User/creator distinction

Instagram | Biographical information and | Similar customization| Additional features to distinguish
visuals, in addition tepecific options as other user{ creator field or brand

brand distinctions.

TikTok Limited customization with Equal customization
visuals and limited biographica| options to all users

information.

Facebook | Biographical information and | Similar customization| Additional features to distinguish
visuals, in addition to specific | options as other user{ creator field or brand

brand distinctions.

YouTube | Biographical information, Similar customization
visualsand links. options as other user
Patreon Biographical information, Separate profile for creators in
visuals and links. comparison to audience of
patrons
OnlyFans | Biographical information, Creator customization options
visuals and links. available (when identity is verifie(

and account is approved)

Spotify Color customization, visual Separate profile for podcast
banners, biographical creators

information and links.

Snapchat | Customization options limited Option to display subscriber cour

to username and biography on profile
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Twitch Color customization, visual Separate creator profile
banners, biographical customization in comparison to
information and links. stream viewers

Bandcamp| Biographical information, a Separate creator profile
profile picture and links. customization in comparison to

audience

Table2 - Profile customization

4.1.2 Content customization
Besides providing ways of customizing ones profile, social media platforms additionally
provide creators with the opportunity to customize the kind of content that is made public. Across
all the ten cases, the ways in which content can be created witld@rpthtform were investigated
(e.g. through an iapp creator studio). Moreover, features related to the distribution and visibility
of content were examined (e.g. post scheduling options or content viewing possibilities).
Of all the ten cases, nine proeidreators with the opportunity to create content within the
digital environment of the platform. In the sole case of Bandcamp, the platform functions as a
distribution platform, as musical content can not be made on Bandcamp itself. For thefairort
video platforms Instagram, TikTok, and Snapchat, visual content can be shot and customized on
mobile applications. On YouTube, video content can be uploaded for distribution, but simple editing
tools e.g. making cuts and adding captions are provided in difigdgn-app creator studio.
However, although most platforms provide all users the same creation features, Snapchat creators
Ay 1 00Saa (G2 ALISOATAO W/ NBIFG2NI FSIFGdz2NBaAaQ GKI G
studio options when one makesCreator profile (Figure AVhat these kind of customization
options provide, is a sense of agency for creators to adapt their content to their own preferences of
those of their audiences. The convenience of creating within platform environments aditio
Y] Sa LI I (-FPpAKALID HRYOK FLOAECAGIFGISA  AGNBFYTAY

continue using the platforms.
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In terms of thecustomization o¥igbility of content, various configurations can be found
across the ten case®/hen publishing the content, creators can limit who has access to their
contentin the case of YouTube, this entails the categorization of content as either publicly
g At ofSsE LINAGEGStEe 6&Sd | 00SaaAroftsS GKNRAAK |
visibility option, YouTube is the only platform where content cardtegorized as being destined
for a specific target audience. Creators can run their content against particular criteria in order to
determine whether the additional visibility configuration is necessary (YouTube Helm)n.d.
Additionally, some platformpartake in content prioritization through the features that they offer.
Platforms like Instagram, TikTok, Facebook, and YouTube organize content based on publication
date using linear feeds or profile grids. However, creators can selectively prioritiEntc by
"pinning" or "highlighting" specific posts to ensure they appear prominently. Creators additionally
have the option to promote their posts on Instagram, TikTok and Facebook, which results in posts
being distributed to a wider audience in exchamje financial fee.

Considering the distribution options that the platforms offer its creators, it can be said that
besides immediate publication, some platforms help streamline the content distribution process
through the availability of post schedulifeatures. This functionality allows creators to schedule
the release of content that is made ahead of its publication, enabling them to efficiently manage
their workflow and divide the content creation and distribution process into manageable segments.
OnlyFans extends this service to include aapp calendar, enabling creators to access a
comprehensive overview of scheduled content or private messages, including specific publication

dates (Figure 5).
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Figure5 - OnlyFans irapp content calendar. (OnlyFans, 2023)

AsShaneSimpson et al. (2018) claim that technological affordances and the kinds of content that
they make available impact the audience that is interested in a specific platform, it can similarly be
argued that the armunt of options creators have to customize their content might impact their
imagined audience, thus result in a preference over one platform over the athgr] ¢ 2 | Qa
popularity could therefore be attributed to the high amount@fstomizability and editability of its
visual content, even though it asks for little audiovisual skills (Haenlein et al., 20Rjonally,
Patreon and OnlyFans offer textugisual,and interactive content creation opportunities, which
might attribute to their success across various target audiences.
In line with what Weller (2017) states regarding the withdrawal of actions, the possibility
for the removal of content is as much of a technological affordance as features that allow its
creation and digibution. Within all the cases, content deleting options are present. However, in
GKS OFras 2F tA0S AaGNBIFIYAYy3d Fa 2yS$Qa YFEAYy F2N)¥ 2
only be removed either after it has already been filmed or halted dutiegstream. As such,
2Sfft SNRA oHnAamMTUO | NBdzYSyid OfFAYAYy3 GGKIFIG GKS 2LJA
ONBI G2NDRa LINBTSNBYOS 2F | LI FGF2NY 20SNI I y23GKSN
to neglect these platforms because dietimmediate nature of its content. The same can be said

for content creation options such as going Live on InstagFamebookand YouTube.
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Case Content creation Content visibility Distribution options

Instagram | In-app creator studio that is Additional promotion of | Post scheduling or immediat
similar for all users, as well as | posts through paid publication and the
the ability to upload content. visibility boosts, pinning | disclosure of sponsored

L2ada 2y 2y Jcontent

TikTok Highly cstomizable irapp Additional promotion of | Immediate publication on the
creator studio that is similar for| posts through paid platform
all users, as well as the ability t{ visibility boosts, pinning
upload content Ll2ada 2y 2y 9

Facebook | In-app creation of textual Additional promotion of | Ability to upload visual
content. posts through paid content and add captions,

visibility boosts, pinning | post scheduling or immediat
Ll2ada 2y 2y 4 publication

YouTube | In-app creator studio fosimple | Option to cater content | Post scheduling or immediat
editing and the option to add | viewing possibilities to publication (publicly or
tittes and captions. specific audiences (e.g. | privately)

children)

Patreon Uploading and creating visual § Content made available | Uploading visual content
well as textual and interactive | through paywall through premium profiles,
content post scheduling or immediat

publication

OnlyFans | Uploading and creating visual § Content made available | Post scheduling or immediat
well as textual andhteractive through paywall publication
content

Spotify Uploading podcasts or editing | Content made available t{ Post scheduling and optional
audio inapp, with the option of | Spotify subsdbers crossplatform distribution
incorporating Spotify music in
recordings.

Snapchat | Content customization Content made available t§ Immediate publication on the

expansion with a Creator

account.

subscribers

platform
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Twitch Large amount of stream Content accessible to Live streams and the option
customizations, such as audio | audiences with or without{ 1 2 NB g G§ OK { K
j dz £ AG& 2 NJ RA &|aTwitch account profile
Bandcamp Content can be made Uploading musical content,
accessible publicly, metadata and additional
privately or fo specific information, immediate
subscribers. publication on the platform

Table3 - Content customization

4.1.3 API integration

Thirdly, the programmability of social megiatforms allows for API integration to be
possible in varying degrees. To examine this, the cases were scrutinized in relation to the API
integration that is available. All ten social media platforms that were analyzed incorporate API in
their platforms,

The use of API can be categorized in two ways. First, APIs can be used to foster synergy
across platforms. The technology allows for content that is created on one platform to be
distributed on another, widening its reach. For example, YouTube creatorsnshed their videos
2y 20KSNJ LI I §F2N¥a dzaAy3 Ada !'tL 6D223t8 5805t 2
embedding of clips on creators own websites and further customize their own streams (Twitch
Developers n.da). Patreon even states the aurlaus ambition to be a vessel for exclusive content
to be made accessible through their platform, as they developed an API that would allow for other
platforms to use Patreon as base for providing exclusive content through different payment tiers
(Consting HAmMTO® {8YySNBSGAO O2y(GSyid ONBFiIA2Y A& I|fa
extraction to monitor content, which is the case for TikTok, Facebook and Spotify (TikTok for
Developers, n.da; Meta, n.da; Spotify Engineering, 2020). Instagraawever uses API to not
only connect platforms together, but also creators across platforms (Instagram for Business, 2023).

As the integration of APl accommodates the streamlining of the content creation process
(Lomborg & Bechmann, 2014), its abilitycimnnect platforms, creators and other parties together
can be considered as a helpful tool for content creators. In this study, it can be concluded that APIs
are also used to inform and improve research and development processes. As visualised in Table 3,
FTAQS 2F GKS GSy OFLasSa O2yidlAy !'tL NBfFGISR (G2 (K
academic API is specifically branded as such (Brown, 2023), all other API integrations can still be

used to extract data from and conduct research on, dapieg on what kind of information is
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needed for the specific investigation.

Case Content creation synergy Research and development

Instagram Increase creator marketplace reach

TikTok Content monitoring and distribution flexibility Academic API farser data
research

Facebook Content monitoring and distribution flexibility Analytics API for Page
engagement research

YouTube Crossplatform video embedding

Patreon Paywall exclusive content across multiple platforms| Variows Analytics API available

through Patreon integration

OnlyFans Not made available on the platform

Spotify Content monitoring and distribution flexibility Various Analytics API available

Snapchat Developing AR lenses and othefaipp features

Spotlight

Twitch Guidedcontent monitoring and distribution flexibility | Various Analytics API available]

Bandcamp Sales management purposes

Table4 - OnlyFans irapp content calendar. (OnlyFans, 2023)

4.2 Datafication

4.2.1 Contenbptimization

In terms of the ways in which social media platforms use datafication to incentivize

professional content creation, the concept of content optimization has been found to be of

influence in all ten analyzed cases. The ways in which conteritecaptimized is segmented as

through engagement analytics, audience analytics and financial analytics.

Incipiently, the use of engagement analytics aids creators in understanding the reception of

created content amongst audiences. On platforms whereiencks can use metrics to display their

enjoyment of content (i.e. liking or sharing posts), engagement analytics provide a quantified

overview of these data points. However, the priority of data appears to be dependent on what a
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platform considers to bemportant information for content to be produced and displayed

optimally. For Facebook, content engagement metrics are combined with demonstrated Page likes

G2 LINPGARS AYyTF2NXIGA2Y 2y K2¢g 6Stf 2ySQa cCl O0Soz2
TkTok, the engagement metrics section only give insight in the overall engagement of an account

with no data on individual content pieces. Analytics of viewership in terms of audiovisual content is

also prominently provided, which can particularly be saethie case of YouTube. Here, the

platform gives creators an extensive look into the viewership of videos, e.g. with watchtime

analytics and viewer retention data. To help creators interpret this data, YouTube articles explain

these metrics in detail¥pperdix A, p112)This overview is brief for OnlyFans, Spotlight and Twitch
creators, although the latterdoes provide suggestions for what categories are relevant for video

streams to be placed in to improve their performance (Figure 6).

Figure6 - Twitch category suggestions (Twitch, 2023).

Another interesting find is that somglatforms make use of ranking content and its
popularity based on viewership or overall engagement, such as Spotify providing a ranked order of
created podcast episodes. This gives the creator insight in what audiences listened to most
intensively (Figur&). Besides engagement analytics, all ten platforms provide audience analytics,
NEFTSNNAYI G2 AYyF2N¥YIdGA2Y 2F GKS RSY23ANF LIKAOK Y
GNBYR 2F | ONBIFG2NRa F2¢f2gAY Isd BHkTdkand SriagchaR A & LI |
Here, audience engagement on content appears to be of greater relevance than building and
retaining an engaging group of followers, which is evidenced through the limited audience analytics

in comparison to their engagement anabg.
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