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Abstract 

	 This	paper	offers	a	critical	examination	of	Canadian	news	guidelines	and	poli-
cies	on	user-generated	content	(UGC)	posted	on	news-related	comment	sections	and	
social	 media.

	The	outline	of	how	news-related	UGC	is	moderated	within	Canadian	news	is	achieved	
by	looking	at	the	online	comment	policies	of	major	Canadian	news	organizations	like	.

	 the	CBC,	CityNews	(Halifax),	CTV	News,	Glacier	Media,	Global	News,	The	Globe	
and	 Mail,	 Narcity	 Media,	 Postmedia,	 QUB	 (Québecor),	 and	 Torstar.	
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	 The	policies	highlight	how	Canadian	news	organizations	have	practical	strat-
egies	 to	manage	news-related	UGC	but	also	 call	upon	positive	and	negative	 social	
principles,	to	flag	ill	practices,	foster	democracy,	and	fight	against	online	hate	speech	
and	libel.	The	analysis	shows	how	guidelines	reflect	many	of	the	key	principles	high-
lighted	 in	 the	 literature	 review	but	make	no	reference	to	economic	principles	 that	
are	emphasized	as	important	in	academic	and	journalist	concerns	with	moderating	
news-related	 UGC.		
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الباحث
الإعلامي

كلية الإعلام - جامعة بغداد

استراتيجيات تعديل التعليقات  في وسائل الإعلام الكندية ومبادئها

جوزيف نيكولاي
أستاذ مشارك: احمد الراوي

مستخلص
يقــدم هــذا البحــث فحصًــا نقديًــا لإرشــادات وسياســات الأخبــار الكنديــة بشــأن المحتــوى الــذي   
ينشــئه المســتخدمون والــذي يتــم نشــره فــي أقســام التعليقــات المتعلقــة بالأخبــار ووســائل التواصــل 
الاجتماعــي.  تــم تحقيــق وضــع الخطــوط العريضــة  عــن كيفيــة إدارة  تعديــل المحتــوى الــذي ينشــئه 
المســتخدمون المرتبــط بالأخبــار الكنديــة مــن خــال النظــر فــي سياســات التعليقــات عبــر الإنترنــت 
للمؤسسات الإخبارية الكندية الكبرى مثل سي بي سي، ستي نيوز )هالفكس( ، سي تي في نيوز، 
كاشير ميديا،  كلوبل نيوز، كلوب اند ميل، نرستي ميدي، بوستميديا، كيو يو بي ، و تورستار.  
تســلط السياســات الضــوء علــى الكيفيــة التــي تمتلــك بهــا المؤسســات الإخباريــة الكنديــة اســتراتيجيات 
تدعــو  ولكنهــا   ، بالأخبــار  المتعلــق  المســتخدمون  ينشــئه  الــذي  المحتــوى  تعديــل  لإدارة   عمليــة 
أيضًــا إلــى المبــادئ الاجتماعيــة الإيجابيــة والســلبية ، للإبــاغ عــن الممارســات الســيئة ، وتعزيــز 
الديمقراطيــة ، ومحاربــة خطــاب الكراهيــة والتشــهير عبــر الإنترنــت. يُظهــر التحليــل كيــف تعكــس 
المبــادئ التوجيهيــة العديــد مــن المبــادئ الرئيســية التــي تــم إبرازهــا فــي مراجعــة الأدبيــات ولكنهــا لا 
تشــير إلــى المبــادئ الاقتصاديــة التــي تــم التأكيــد عليهــا باعتبارهــا مهمــة فــي الاهتمامــات الأكاديميــة 

والصحفيــة مــع تعديــل المحتــوى الــذي ينشــئه المســتخدمون المتعلــق بالأخبــار.

*  كلية الاتصالات ، كلية الاتصالات والفنون والتكنولوجياـ جامعة سيمون فريزر، كندا

* مدير مشروع المعلومات المضللة، كلية الاتصالات ، كلية الاتصالات والفنون والتكنولوجيا، جامعة سيمون فريزر، كندا

الكلمــات المفتاحيــة: سياســات الاعتــدال، المنظمــات الإخباريــة، وســائل الإعــام الكنديــة، الصحافــة، 
وســائل التواصــل الاجتماعــي؛ عنصريــة؛ حريــة التعبيــر
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Comment moderation strategies in Canadian news media

 Introduction

As Picard (2009) writes, the mantra for modern-day news organizations is to 
be “anywhere, anytime on any platform.” The digitalization of news has transformed 
not only where and when news is published but also the way in which non-journalists 
and journalists interact. These changes have not been without concern. The change in 
speed, scale and scope of audience participation and news-related user-generated con-
tent (UGC) afforded by comment sections have been an ongoing matter of public and 
professional contention. While platforms for audience-feedback forums have been fix-
tures of news media for centuries, today’s online digital news-related UGC as having 
“greatly expanded [this] dynamism” (Reader, 2012, p. 495). Despite periodical calls 
within journalism announcing the death of news-related comment sections (Finley, 
2015; Spencer, 2018), news-related UGC have not disappeared (Kovacs, 2020).

News-related UGC has been interpreted positively and negatively. On the one 
hand, the proliferation of UGC online has been celebrated. As Van Dijck (2009, p. 41) 
writes that after “decades of vilifying the passive couch potato, the press now vener-
ates the active participant in digital culture.” Part and parcel of this change has been 
the broader shift toward users “demanding the right to participate within the culture” 
(Jenkins, 2006, p. 24) in a society increasingly organized around participatory values 
(Barney et al., 2016). Others see the benefits of news-related UGC in giving feedback 
to news makers and possibly bringing increased “attention to issues and topics that 
traditional news media might have overlooked” (Picard, 2009, p. 11) or because it 
is economically beneficial to bring audiences’ eyeballs to look at news content (Pau-
lussen, 2011, p. 61; Spencer, 2018). On the other hand, UGC has been understood as 
increasing the work-load of journalists, and has been interpreted as being a part of 
explaining journalists and news organizations reluctance towards adopting or at the 
very least valuing UGC on news sites (Bergström & Wadbring, 2015; Mitchelstein, 
2011; Viscovi & Gustafsson, 2013; Witschge, 2012). Since the actual implementation 
of news-related comment sections, Smoliarova et al. (2021) argue “high expectations 
on rational, responsible, and civil user commenting have quickly vanished”. UGC has 
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been perceived as abusive, hateful or offensive by news makers, and has been interpret-
ed as everything from an ethical challenge to the antithesis of traditional journalistic 
news values (Conlin & Roberts, 2016; Hermida & Thurman, 2008; Hlavach & Freivo-
gel, 2011; Noci et al., 2010; Paulussen & Ugille, 2008; Phillips, 2015; Santana, 2014; 
Singer, 2009; Singer & Ashman, 2009). As Bergström & Wadbring (2015) put bluntly, 
from the perspective of journalists, user-generated content is “beneficial yet crappy.”

These concerns, among others, have prompted a variety of responses to the-
orize and operationalize responses from news providers in order to best manage 
news-related UGC through a varieties of strategies (Binns, 2012; Cammaerts, 2009; 
Engström, 2016; Erjavec & Kovačič, 2012; Hardaker, 2015; Harrison, 2009; Hille 
& Bakker, 2013, 2014; Hong, 2012; Jenks, 2019; Juneström, 2019; Reader, 2012; 
Sanfilippo et al., 2017; Weber, 2014; Wolfgang, 2018)”DOI”:”10.1080/17512786.2
011.648988”,”ISSN”:”1751-2786, 1751-2794”,”issue”:”4”,”journalAbbreviation”:”-
Journalism Practice”,”language”:”en”,”page”:”547-562”,”source”:”DOI.org (Cross-
ref. These concerning issues have led us to ask the following questions: What are the 
concerns, strategies and principles associated with maintaining and moderating UGC 
news-related content? How do Canadian news sites claim to manage UGC content 
on their websites? How do these, if they do, differ from the concerns, strategies and 
principles discussed above? 

In order to help shed light on these questions, this paper starts with a literature 
review of UGC strategies and principles, before examining how UGC on Canadian 
news sites is moderated. The literature review focuses on strategies in news-related 
UGC. In terms of moderation strategies, different forms of comment governance, regis-
tration and the question of anonymity, pre-moderation and post-moderation policy are 
discussed. In terms of principles, the economic realities, democratic ideals and princi-
ples of professional journalism in moderating are highlighted throughout. The exam-
ination of Canadian news site UGC strategies and principles is achieved by looking 
at the community guidelines of CBC, CityNews, CTV, Glacier Media, Global News, 
Globe and Mail, Narcity Media, Postmedia, QUB (Québecor), and Torstar. 
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Strategies and Principles in News-Related UGC

In this literature review section, we discuss democratic ideals, fears over in-
civility or even illegal posts, and the economic realities for the management of UGC.  
Also, the question of moderation strategies and social principles of UGC are highlight-
ed. Further, UGC news regulation can be understood as operating along three major 
strategic plains: user policy (pre-registration, pre-moderation and post-moderation), 
platform selection (in-house, outsourced), and finally, moderation through a combina-
tion of users, professionals and filters (machine-based automated content moderation). 

In terms of strategies, we will now review registration/anonymity, manual and 
automated moderation, and also moderation by the selection of platform. Anonymity 
has been interpreted by some academics and journalists as being a key problem for 
successful USG on news sites. For Reader (2012), journalists interpret the democratic 
promise of UGC on the requirement of real name identities for users. Anonymity has 
been understood as fueling incivility online (Arendholz, 2013; Donath, 1998), promo-
ting obscenity (Reader, 2012) and irrelevant content and even abusive content  (Hille 
& Bakker, 2014; Noci et al., 2010). Anonymity was also seen to be a link to lower 
quality of comments on a news site (Hille & Bakker, 2014; Noci et al., 2010). For 
this reason, pre-registration is interpreted as having a positive effect on the quality of 
comments while also, as Santana (2014) recognizes, results in an overall drop in the 
number of comments. 

In general, news moderation can be practically performed either manually or 
automatedly. This can involve the use of algorithm software to discover abusive com-
ments or to let users themselves moderate other comments by using buttons to rank 
comments, report abuse or flag content for moderation (Crawford & Gillespie, 2016; 
Hille & Bakker, 2014, p. 565). Pre-moderation refers to the practice of requiring a 
manual moderator or automatic filter to look validate each post before they are visible 
to the public online. Pre-moderation involving manual moderation is both labour-in-
tensive and economically costly (Santana, 2014). In Hille and Baker’s study (2014, p. 
566) of Dutch media systems and UGC governance, pre-moderation was found to be 
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much less common than all the other approaches. This could be because of the expense 
and time associated with this labor-intensive strategy. Post-moderation policy refers 
to the practice of moderating UGC after it is posted online. One way for users to par-
ticipate in moderation is through the process of “flagging,” which is a mechanism for 
reporting offensive content to a social media platform and is currently found on many 
sites with UGC (Crawford & Gillespie, 2016). 

Online news content providers carefully position themselves to users, clients, 
advertisers and policymakers as “platforms”  where they seek protection for facilita-
ting user expression yet also seek limited liability for what those users say (Gillespie, 
2010). With the introduction of outsourcing comment sections to social media sites, 
such as Facebook, many of the associated “problems” of UGC may be partly solved. 
Facebook, for example, does not officially allow for accounts under pseudonyms or 
fake names. Aside from automatic filters, more in-depth moderation can also be par-
tially or fully outsourced to users. As Colin and Roberts (2016, pp. 370–371) write, 
news organizations make two key decisions when allowing online user comments: 
firstly, whether to host comments using their own technology, and secondly, whether to 
moderate comments before or after submission. Many of the traditional channels res-
ponsible have, in recent years, relocated reader interactivity from their own websites 
and native commenting systems to non-native commenting systems on social media 
(Hong, 2012; Robinson, 2014; Santana, 2014; Weber, 2014), which has contributed 
to changing the ways in which news sources interact with readers (Hermida, 2010). 
Outsourcing UGC to social media has also been interpreted as reducing costs of main-
taining in-house UGC (Hille & Bakker, 2013). Hille and Bakker (2014) argue that 
there is an obvious dissimilarity in the quality of comments on news sites and social 
media. In their analysis, they found that not only did users post more comments on 
new sites, where the quality was seen as being higher and the tone of the debate more 
vibrant, but also this challenged the idea held by some journalists that transitioning to 
Facebook would be a “Troll-Killer” (Hille & Bakker, 2014, p. 570). For Hille and Ba-
kker (2014), Facebook, while diminishing the role of trolls on the news sites, provided 
fewer overall comments and reduced the quality of debates (Hille & Bakker, 2014, 
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p. 570).There could be the result of unintended consequences. For example, some of 
the news sources in a study by Juneströmism (2019),  which were posted by the news 
outlet on Facebook, were not always accessible by Facebook users unless they had a 
subscription. For Juneströmism, this creates a situation which might “increase the risk 
of getting comments from people who have not read the content” (2019, p. 703).

News-related UGC can be understood as revolving around professional, eco-
nomic and democratic principles. The principle of professionalism is a recurring theme. 
In general, news workers themselves have been understood as being enthusiastic and 
accepting of audience participation understood within a model of journalism where 
they retain firm control (Hermida & Thurman, 2008; Juneström, 2019; Karlsson, 2011; 
Paulussen et al., 2007; Singer, 2006; Williams et al., 2010). While journalists may gen-
erally not comment on their own articles, it has been observed they nonetheless have 
been found to feel responsible for governing abusive USG on their news stories, which 
has been interpreted as preserving the quality and authority of the news company and 
protecting users’ respective rights to speech (Braun & Gillespie, 2011; Hermida & 
Thurman, 2008; Robinson, 2010). In interviews with journalists, it was found that they 
“avoided interacting with their audience and developed simple routines and practices 
for moderation, including posting the rules at the top of the forum and silently deleting 
problematic comments or banning commenters” while they also “publicly stated an 
interest in promoting public discourse, but with one another spoke derisively of com-
menters and commenting” (Wolfgang, 2018, p. 2). 

 According to Picard (2009), the primordial question to raise with re-
gards to news organizations and their relationship to their decisions is: “How will the 
use of a given technology generate money?”. While there has been concerns over the 
lack of monetization models for UGC (Thurman, 2008), others have interpreted the 
business-driven motivations to develop UGC as being aimed at increasing user loyalty 
rather than fostering democracy (Chung, 2007; Vujnovic et al., 2010). Interviews with 
journalists showed how there was a belief that comment moderation was better at more 
prestigious news sites because of bigger budgets and also saw the ability to comment 
as a tool too often misused (Wolfgang, 2018, p. 12) with a struggle to “balance the 
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resources needed to control editorially [UGC] with the commercial potential of user 
media” (Hermida & Thurman, 2008, p. 352). This has been confirmed in interviews 
with Canadian news editors (Paulussen, 2011, p. 61). However, there is recognition 
that adding this responsibility creates more work, with concerns expressed by jour-
nalists on UGC actually reducing the time journalists have to create news  (Paulussen, 
2011, p. 64). For some news organizations, prohibitive moderation costs translated to 
an absence of mechanisms for audience participation (Hermida & Thurman, 2008, p. 
352). For Richard Withey, an employee of Independent.co.uk, there was a concern that 
moderation would “ drain resources away from what he called the good side of the 
newspaper model, meaning journalists researching and validating stories” (Hermida 
& Thurman, 2008, p. 352).  For Richard Burton, editor at the Telegraph.co.uk., com-
plained of the expenses required to effectively manage UGC and claimed that UGC 
was ‘‘just a complete and utter journalistic by-product’’ (Hermida & Thurman, 2008, 
p. 352). Other executives thought that UGC could be lucrative in certain spaces. For 
example, a travel section could be compelling for advertisers, but these opportunities 
were counterbalanced by fears among executives that they are of limited economic 
value (Hermida & Thurman, 2008, p. 352). Others saw UGC as a value because of 
its ability to inform newsgathering. For example, an editor wrote how TheSun.co.uk 
was getting three or four stories each week from readers postings content (Hermida & 
Thurman, 2008, p. 352). This was important as a form of newsgathering rather than as 
a way of allowing readers to express themselves (Hermida & Thurman, 2008, p. 352).

Academics, journalists and news executives have also celebrated the demo-
cratic principle of UGC. These involve ideals of community, participation and free 
speech. However, how this is understood to be realized differs greatly. Some argue that 
closing spaces for UGC actually improves the level of civility and online communities. 
Reader (2012, pp. 500–502), drawing from his analysis of U.S. news companies’ es-
says in closing their public online forums, anonymity was framed as producing “filth” 
or “swine” while closing UGC was understood as promoting the value of protecting 
an idealized “village square.” 
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To sum up, the policies examined here highlight how Canadian news organiza-
tions have practical strategies to manage news-related UGC but also call upon politi-
cal and social principles of journalism, civility and discourse. Many of these policies 
emphasize the need to maintain civility in online commenting in light of possible inci-
vility, while at the same time, they highlight the democratic ideal of open debate and 
freedom of speech. While these concerns are confirmed in the literature review, none 
of the policies themselves discuss how economic concerns play into making decisions 
related to UGC management, a factor that has been a consistent concern in academic 
work interviewing journalists and editors all over the world. 

 Canadian Comment Section Guidelines

As some news editors have claimed, community guidelines may only be be-
neficial in providing “ammunition when closing down an account or removing com-
ments” (Binns, 2012, p. 555). However, they are also arguably beneficial in laying out 
key strategies and principles that news sites want readers to believe. This section in 
the paper focuses on a comparative critical analysis of UGC guidelines found on the 
CBC, CityNews (Halifax), CTV News, Glacier Media, Global News, The Globe and 
Mail, Narcity Media, Postmedia, QUB (Québecor), and Torstar. We have summarized 
the discussion below in the tables found in the appendix of this paper.  

In terms of CBC (CBC Policies, 2017), CityNews (CityNews, n.d.), Glacier 
Media (Glacier Media Group, n.d.), Global News (Global News, n.d.), Globe and Mail 
(The Globe and Mail, 2018), Narcity Media (Narcity, n.d.), Postmedia (Postmedia, 
n.d.), Québecor (QUB, 2022) and Torstar (TheStar, n.d.), they all have a public-fa-
cing comment moderation policy which can be contrasted to CTV News (See CTV 
News, 2017) which no longer has comment policy since its on-site comment system 
was disbanded. Indeed, The Globe and Mail and the CBC have the most sophisticated 
explicit comment policy, while Global News’ is comparatively very short.  CTV News 
previously had a public-facing policy system, approximately the same length as Glo-
bal News, which was for its now-defunct in-site commenting system, but since then, 
the system and its corresponding policy page have been removed (CTV News, 2017).  
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In relation to the CBC and Global News, they provide more weight to both the 
negative and positive accounts, giving equal amount of attention to how comments 
should be posted according to general principles, be they civil and/or democratic, and/
or that they specifically add to the discussion by remaining on-topic. The Globe and 
Mail is unique in its naming of journalists who actively moderate and participate in 
comment discussions (The Globe and Mail, 2018). However, they point out that jour-
nalists adding to discussions happening on comment sections is not within their job 
description, citing its voluntary nature and time constraints: “While our journalists 
are certainly encouraged to read the comments and jump into the conversation, it is 
completely up to them [as] time constraints are often an issue […]” (The Globe and 
Mail, 2018). The Globe and Mail provide mostly a negative set of comment policies, 
ranging from what not to do according to legal rules to standards of bad behavior and 
to egregious misspelling.

All of the platforms outlined above have on-site commenting systems except 
for the now-defunct comment section on CTV News (See Table 1). Put another way, 
90% of the major news players in Canada have on-site commenting systems on their 
web pages. These are often supplemented by a wide range of social media outreach 
(i.e. Facebook, Twitter, etc.). It is also worth noting that the only platform that did 
not require first and last name registration to comment is the 2017, now-disbanded, 
comment section from CTV News (Table 1). Pseudonyms are, for the most part, not 
allowed across community guidelines, except for the fee-paying The Globe and Mail, 
CityNews (Halifax), Glacier Media, and the now-defunct CTV News comment section 
(Table 1). Both CBC and Torstar have time-sensitive comment sections. While there is 
no mention of the time from posting a news story to removing the comment sections 
on CBC’s guidelines, Torstar explains how posts are generally up for comment for 48 
or 72 hours (Table 1).  

Half of the comment guidelines examined here confirm relying on third-party 
automatic moderation to help support their in-house moderating strategies, but not 
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all mention the specific software or services that are employed (Table 2). All in-site 
commenting systems, except the CBC and the now-defunct CTVNews on-site com-
menting, have a user flagging section whereby users can flag content that they perceive 
to break community guidelines (Table 2).  Globe and Mail is also the only one with 
a featured comment section that is curated by staff (Table 2). When scrolling at the 
bottom of a news story on the Globe and Mail, one lands on the “Featured” comment 
section where top comments are highlighted. Only by clicking on the “All Comments” 
section can one see the other comments on the system.

In terms of positive social principles (See Table 3) in the guidelines, that is, 
principles called upon as the normative vision of how and why the comment sec-
tions operate, a wide range can be seen. All except the Globe and Mail and Postmedia 
make references to the democratic principles of debate, self-expression or freedom of 
speech, and only Postmedia and Torstar make reference the goal of honesty in posts 
online. CBC, City News (Halifax) and QUB are also the only ones to call on comments 
to have an entertainment value. 

In terms of negative social principles (See Table 4) highlighted in guidelines, 
that is, principles called upon as those which the guidelines do not want to see users 
transgress. Across the board, all of the user guidelines highlighted the danger of ille-
gal, vulgar and violent content. While many guidelines highlight the problem of trol-
ling, CBC, CityNews (Halifax), Torstar and the now-defunct CTV News guidelines 
make specific reference to the problem of misinformation.   

Some content guidelines have special caveats for certain subjects. Only Glacier 
Media and QUB do not specify that they sometimes close in-site comment sections for 
certain topics (See Table 5).

 In those that do close in-site comment sections, many highlight the legal dyna-
mics in reporting some stories – how user comments can provide information that goes 
against the law, and also highlight the possible racism and vitriol that can be found in 
some comment sections if left open on certain subjects. CBC highlights closing in-site 
comments on indigenous and some other racial issues in order to keep their platform 
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civil and legal. CityTV (Halifax) highlights closing comments on “race, immigration, 
religion and sexual identity among them,” including legal issues  (CityNews, n.d.). 
CTV News, Narcity Media, Postmedia and Torstar guidelines explain that while they 
do close comment sections on certain news stories, but they do not provide an expla-
nation of which news stories or why. CBC has a special policy to close their in-site 
comment sections when it comes to news related to indigenous issues and close com-
ments pre-emptively (Office of the GM and Editor in Chief, 2015). Further, CityNews 
Halifax explains how news related to certain subjects, “race, immigration, religion 
and sexual identity among them,” attract  “a high number of offensive and abusive 
comments that could be potentially libellous” and therefore comments on these sub-
jects may be closed pre-emptively (CityNews, n.d.). As for Postmedia, it explains how 
“comments are not enabled on all articles based on our internal guidelines” (Postme-
dia, n.d.).

Finally, none of the news organizations explicitly acknowledge in their com-
munity guidelines how their selection or change of content moderation platforms or 
software is due to legal changes, and none specify import of economic realities on their 
moderation choices for their platform.  

Discussion

This paper examines the Canadian news guidelines on user-generated content 
(UGC) by providing a synthesis of these policies with a critical review of the prin-
ciples associated with news-related comment sections. Many of the issues highlighted 
in the literature are reflected in the guidelines themselves. The near omnipresence 
of comment sections on these sites reflects the general direction of news today. The 
highlighting of democratic and related principles and stated concerns over illegal or 
unsavory principles are evident in both. At the same time, there are some omissions of 
some principles in the guidelines that are present in the literature review.

To answer the paper’s research questions, we found that 9/10 news sites exa-
mined here currently have on-site comment sections (Table 1), showing the ubiquity 
of UGC on news sites today and the demands for participation in a society increa-
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singly organized around participatory values (Barney et al., 2016; Jenkins, 2006). At 
the same time, with only 2/10 guidelines examined not stating that they close comment 
sections for certain topics (Table 5), it suggests that leaving UGC available for certain 
topics is a threat to these participatory democratic values. Relating this to the litera-
ture review, it seems that even with the availability of UGC on news-sites, and novel 
ways for public participation, news sites still maintain a gatekeeping function that has 
extended in to the comment sections themselves.  

With only 1/10 of the news sites examined requires paid subscription to the 
news site make comments on their on-site system (Table 1), it seems that news sites 
value the access to UGC which may in turn promote user interactivity on the site. As 
discussed in the literature review, increased interactivity may translate to consumer 
brand loyalty and economic benefits to the site (Chung, 2007; Vujnovic et al., 2010). 
At the same time, there seems to be a recognition that such access should not be wi-
thout caveats. With all except the now-defunct CTV News comment sections (9/10) 
requiring real name registration (Table 1), it confirms the problem of anonymity much 
is extensively discussed in the literature review. This seems to suggest that news sites 
balance the desire for interactivity and eyeballs (Paulussen, 2011; Spencer, 2018) and 
the fear of uncivil or illegal contributions (Hille & Bakker, 2014; Juneström, 2019).

With only the now-defunct CTV News guidelines not enabling user flagging, 
it shows the ubiquity of the practice (Table 2). In the guidelines over half (6/10) of the 
guidelines state that they use automated moderation tools, with only 3/10 making pu-
blic what tools these are in the guidelines (Table 2). Both the use of automated tools and 
outsourcing moderation to users could be because these help to cut costs in the form 
of requiring news staff to manually examine comments. Accidentally infringing on 
copywrite or allowing libelous comments to remain online may lead to legal expenses 
for the news site. This also helps explain how only the Globe and Mail has staff com-
ment curation (Table 2) given the corresponding otherwise prohibitive labour costs. 

The principle of UGC fostering democracy is highlighted by almost all the 
guidelines (8/10), far outweighing both calls to civility (6/10) or community (5/10), 
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suggesting a strong perceived role for news-related UGC as a component to democra-
cy (Table 3). This confirms to some extent discussions in the literature review, where 
a primary concern for journalists and academics is the democratic value of UGC. It is 
also worth noting that low presence of honesty (2/10) and entertainment (3/10) prin-
ciples in guidelines suggest that they are not the primary motivations for allowing 
UGC on Canadian news sites (Table 3). While most of the concerns with UGC are re-
lated to incivility, libel and the like, and not so much honesty per-say, journalists rarely 
commented that UGC should be entertainment beyond the confines of the economic 
principle of having consumers spend and interreact as long as possible on new sites. 

Finally, two omissions have been revealed during the course of this critical 
review. In our analysis of the literature, there was no discussions on how time sen-
sitive comment sections affect UGC. Despite this, they are a major feature of some 
the guidelines examined (2/10) (See Table 1). This made us question the reasoning 
behind making all comment sections open for a limited amount of time. The second 
omission is that for all the discussion on economic imperatives and the difficulties of 
news companies today to operate in a digital landscape, none of the user-facing gui-
delines outlined this economic aspect. This could be because of a sense of self-descri-
bed professional ideals highlighted throughout the literature review where journalists 
interpreted themselves as having an important public role in delivering the news. In 
other words, admitting to economic realities that constrain this work might harm their 
self-perception.     

One of the limitations of this paper as it lacks direct feedback from news mode-
rators’ editors and journalists regarding their professional views on news moderation. 
Another research gap that needs to be filled is cross-national comparative research on 
news moderation policies covering different countries.       
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Appendix 
Tables
Table 1: Moderation User Policy 

Name
 On-Site

Commenting

Paid Sub-
 scription
Required

 Real Name
Registration

 Pseudonym
 Usernames

Allowed

Time Sen-
sitive Com-

ment Section

CBC 🔴  🔴 *  **🔴

 CityNews
))Halifax

 🔴  🔴  🔴

 CTV News
))2017

 🔴

Glacier Me-
dia

 🔴  🔴  🔴

Global News  🔴  🔴

 The Globe
and Mail

 🔴  🔴  🔴  🔴

Narcity Me-
dia

 🔴  🔴

Postmedia  🔴  🔴

QUB  🔴  🔴

Torstar  🔴  🔴  ***🔴

* Except for “except in children and youth-oriented communities” (CBC Policies, 2017). 

** Unstated timelimit. 

*** The Star (n.d.) guidelines provide two timelines for how long a comment sec-
tion will generally be open for comment. They write typically 48 or 72 hours. 
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Table 2: Moderation by Professionals, Users and/or Algorithms 

Name
Staff Comment Cu-

ration

User Flag-

ging

 Third-Party Automatic

Moderation

CBC
🔴  🔴 Viafoura

 CityNews

))Halifax
 🔴 * 🔴

 CTV News

))2017

Glacier Media  🔴

Global News  🔴  🔴 Facebook

 The Globe and

Mail
 🔴  🔴  🔴

 Coral Project

& ICUC

Narcity Media  🔴

Postmedia
 🔴 * 🔴

QUB
 🔴 * 🔴

Torstar
 🔴

* The specific software(s) used are unstated in the respective community guidelines 
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Table 3: Positive Social Principles in Guidelines

Name *Democracy **Civility Community ***Honesty ****Entertaining

CBC  🔴  🔴  🔴

 CityNews

))Halifax
 🔴  🔴  🔴

 CTV News

))2017
 🔴

 Glacier

Media
 🔴  🔴

 Global

News
 🔴  🔴

 The Globe

and Mail
🔴  🔴

 Narcity

Media
 🔴  🔴

Postmedia  🔴  🔴  🔴

QUB  🔴  🔴

Torstar  🔴  🔴  🔴  🔴

* These include the principles of debate, self-expression, freedom of speech, and 
the like. 

** These include the principles of being polite, intelligent, respectful, insightful, 
and constructive.

*** These include the principles of transparency and truthfulness.

**** These include the principles of entertainment and enjoyment.
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Table 4: Negative Social Principles in the Guidelines

Name *Trolling **Vulgarity ***Violence ****Misinformation *****Illegal

CBC  🔴  🔴  🔴  🔴

 CityNews
))Halifax

 🔴  🔴  🔴  🔴  🔴

 CTV News
))2017

 🔴  🔴 🔴  🔴

 Glacier
Media

 🔴  🔴  🔴  🔴

 Global
News

 🔴  🔴  🔴  🔴

 The Globe
and Mail

 🔴  🔴  🔴  🔴

 Narcity
Media

 🔴  🔴  🔴  🔴

Postmedia  🔴  🔴  🔴  🔴

QUB  🔴  🔴  🔴  🔴

Torstar  🔴  🔴  🔴  🔴

* Comments that are perceived to be trolling, spam, written in all-caps or “SHOUTING”.

** Comments that involve vulgarity, pornography, pedophilia, obscenity or sexual-
ly explicit content.

*** Comments that embody or call upon violence, abuse, hate speech, personal attacks. 

**** Comments that involve misinformation, disinformation, clearly inaccurate 
statements, misleading, reasoning based on demonstrably false statements and/or 
inauthentic content or activity.

***** Comments that break copywrite, unlawful, illegal, trademark, libel, threate-
ning or calling on illegal activities that break other provincial or federal laws.



26  العدد ) 56 ( مجلة الباحث الاعلامي 26  العدد ) 56 ( مجلة الباحث الاعلامي

Comment moderation strategies in Canadian news media

Table 5: Pre-Emptive Closing of Comment Sections on Select Topics 

Name
 Closed Comments on Select

Topics
 Provides Examples of Select

Topics

CBC  🔴  🔴

)CityNews )Halifax  🔴  🔴

)CTV News )2017  🔴

Glacier Media

Global News  🔴  🔴

The Globe and Mail  🔴  🔴

Narcity Media  🔴

Postmedia
 🔴

QUB

Torstar
 🔴
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