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SECTIONS

AUDIENCE AND RECEPTION STUDIES

When the TV viewer reacts to international news: from critical expression to citizen
engagement. Study and analysis of mails received by France 2 news ombudsman
Aubert, Aurélie, Université Paris 3 Sorbonne Nouvelle, France

This proposition of communication presents results of an analysis (PhD work) conducted on
TV audiences and their reactions about international news. This work examines the motives
and nature of the mails about international news in 2001 and 2002 sent by TV viewers to
French public service news ombudsman. Those letters and e-mails consist both of critical
remarks of the way news is covered, how the news is perceived and also related comments:
they reveal new forms of the relationship between people and the media. Sending a mail to a
media is an act that compounds criticism, civic commitment and a form of self-questioning.
This illustrates how the contemporary public sphere re-appropriates its own media in search
of its own identity and citizenship. This communication deals with questions such as - does
this audience interaction herald a new form of access to the public sphere by a given category
of TV viewers? What are the criteria for decoding news-items? Are they related to
expressions of identity? Are they determined by personal sets of references? The study has
been conducted with statistical surveys and content analyses of reactions to international
events during 2001 and 2002.The study casts new light on the links between news, individuals
and the civic culture in a context where new technologies increase the possibilities for media
users to comment on news, and even to themselves act as journalists. This research aims at
deepening the knowledge of relationships between publics and media, and the building of
individual and collective identity through the use of new technologies.

Web-based Questionnaires in Contemporary Audience Research
Barker, Martin, University of Aberystwyth, Wales, UK

I want to explore the possibilities and limitations of web-based questionnaires within
contemporary audience research. This may sound a primarily pragmatic question, but I
believe that it is much more. Drawing on the experience of a series of audience research
projects using such questionnaires —notably the (2003-4) Lord of the Rings international
audience project, and the (2006) Responses to Screened Sexual Violence project — I will focus
on Scale: the turn to qualitative research consequent upon the rise of cultural studies and the
critique of the mass communications model led to many studies using small numbers of
participants. The limitations of this are important, however valuable the findings in
demonstrating variety of audience responses. The great advantage of web-based
questionnaires is their capacity to generate very large numbers of responses very cheaply.
Sampling: the Internet is not a neutral domain either in terms of who participates in it, or how
they participate, and there are a series of sampling issues that need addressing. In particular, I
would like to raise how to check the skew of recruited populations; and problems of cross-
national demographic categorisations. Cross-national studies: a number of people have
commented on the relative absence of strong cross-national/cultural audience studies. From
experience in particular of the LoTR project, in principle web-questionnaires evidently have a



powerful capacity to solve this — but at a price: researchers need to build in ways of exploring
the significance of ‘national’ vs other memberships to respondents. The problem of
(un)shared theories and methodologies: audience research appears currently to be ‘between’
theories, and this can constitute a real barrier to international collaborations. We need an open
debate about this issue. The problem of ‘difficult topics’: the Screened Sexual Violence
project brought very clearly into view the issue of why people will participate (or not) in an
audience project, and what problems are posed for researching highly controversial topics
such as positivity towards screened sexual violence. Quali-quantitative research: following a
period in which it was broadly taken for granted that quantitative research ‘belonged’
problematically to the mass communications tradition, while qualitative research ‘belonged’
to more hermeneutic traditions, the idea of combining the two traditions has returned. The
web questionnaire here offers unique opportunities. It particularly offers, I will argue, the
opportunity to explore audiences’ “vernacular categories” (McLaughlin). Modes of analysis:
taking full advantage of all the benefits offered will require audience researchers to take
distinctive steps in how they conceive and conduct analysis. It will require us to revisit many
issues around the structured analysis of qualitative materials. I will aim to illustrate these
points by reference to examples of findings from the use of our questionnaires in the two main
projects. I would like to close by addressing a possibility for the future, that it might be
possible to develop an online equivalent of Mass Observation, receiving and storing for
analysis people’s responses over time, in a way that could take audience research beyond its
current tendencies to ‘snapshots’.

The End of Imagining: Audience Defined in Indian News Channels
Batabyal, Somnath, SOAS, London, UK

This paper will draw from a year of ethnographic research in Indian newsrooms in 2006,
specifically Star News, a 24-hour national news channel. The paper will focus on the
journalists’ understanding of the audience and claim that the era of imagining the audience is
over and the news producers in India have defined and captured their audience. Through a
sociological and a “scientific” approach, this paper will attempt to support the claim.

a) Sociological: Who is the audience? In over 80 interviews conducted, the answers never
varied. “I am the audience, my family and close friends are the audience. What I like to see is
news?” Journalists come from middle or upper middle class families and thus what they want
to see and therefore produce results in a homogenous content across nearly 40 news channels
b) Psuedo scientific: There are 4500 electronic monitoring boxes fixed to TV sets in India,
with around 120 million sets, to create an index of popularity (TRP ratings). The number of
boxes is heavily loaded towards metros and the upper middle classes with spending power.
No boxes are found in rural or semi-rural areas. Advertisers and TV marketing bosses are
guided by these ratings, which in return prompt editorial bosses about viewers’ preferences.
With journalists and their audience coming from the same socio-economic class, the news
content produced is a skewed and distorted image of a happy, middle class India, unmindful
and wishing away the 400 million living below the poverty line.



Active, Creative and Monitored: The Audience Transformed in Online Media
Boone, Gloria M. Suffolk University, Boston, USA
Gallant, Linda M. Bentley College, Waltham, USA

Online media has revolutionized the targeting of micro audiences with the personalization of
messages. Companies like Tacoda, digg, YouTube, Google, and Yahoo are changing online
communication. Companies use behavioral targeting to monitor and consume the personas
developed on social networks, user-generated blogs, user-generated video, mobile media, and
in quick response logos. Communication online is changing the traditional communication
models and theories. The nature and role of the audience, message, time, and place are being
transformed with new technology. The audience is more fragmented, active, creative and
monitored than ever before in history. We build upon existing New Media theories by Sonia
Livingstone, Berry Wellman, A. Fuat Firat, and Ray Oldenburg to provide a communicative
informatics approach to identity online. Companies can micro target personalized messages to
individual consumers with the recent advances in behavioral targeting. With behavioral
targeting companies may know your profile from email, social networks, and search behavior.
The identities created and manipulated by the consumer are reconstructed and digested by
algorithms to serve up the matched object of desire. The audience constructs social
communities, virtual communities and third places. Mobile devices make identity
consumption more ubiquitous. Using QR (quick response logos) even your shirt can offer
personalized messages your constructed identity. You can track your identity constructions
with tags, RSS and mobile tracking. User generated blogs, videos and podcasts further
fragment the marketing categories of identity.

Universal access in South Africa: Broadening communication or building
infrastructure?

Burton, Simon, University of KwaZulu Natal, South Africa

Van der Hoven, Anton, University of KwaZulu Natal, South Africa

Although the new media have, since their inception and initial dissemination, been
intertwined with ideologies of progress and development, it is increasingly recognized that the
social context at large and the imperatives of local everyday life are important, even crucial,
factors in the uptake of information technologies. As a result, the determinism often
underpinning the more celebratory accounts of the new media needs now to be qualified by
the recognition that social factors always make the social integration of new technologies
open-ended, provisional and peculiarly vulnerable to unintended consequences (Silverstone,
2005: 5). The following discussion of ICT’s [Glossary term: information and communication
technologies - used to denote the range of technologies associated with the distribution of
information.] in the South Africa situation will show that this is as true in the context of a
developing country as it is in the so-called first world (Silverstone, 2005).

Putting your relationship to the test. Constructions of fidelity, seduction and
participation in Temptation Island
Carpentier, Nico, VU Brussels, KUBrussels, Belgium

The reality show Temptation Island was broadcast for the first time in 2001 on the FOX
Network (US). In Belgium and the Netherlands, Kanakna produced a local version for two of
the SBS broadcasters, the North Belgian VT4 and the Dutch Veronica. Temptation Island
only seems to feed the banal voyeurism of its viewers and to offer the participants the
opportunity to derive pleasure from their stay (interacting with other participants or behaving



as tourists) and/or to increase their celebrity status. At the same time, popular culture is an
important site for the societal construction of meaning. It is a place where definitions are
offered on what our societies accept or not, tolerate or not, and sanction or not. Television
programmes such as Temptation Island are microcosms allowing us to examine our
boundaries as well as elements in our culture that we take for granted. It is in particular the
emphasis on human relationships, gender and sexuality - core elements of society - that makes
Temptation Island relevant research material. The analysis of the television text and the
reception of this text (on online forums) shows the cultural importance and gendered nature of
discourses on fidelity, honesty, physical beauty and on the holy rules of the game. It also
shows how the (male) viewers enter into a social contract with the programme, in order to
ogle the (female) bodies, to derive pleasure from the failure and misfortunes of the
participants of Temptation Island, and to tolerate emotional abuse in the name of the game.
Finally, the analysis allows raising the deontological question of how the members of the
production team can justify treating other people in such a destructive manner.

Creating social identity: Moral discourses as media narrations within mediated scandals
Burkhardt, Steffen, Hamburg Media School, University of Hamburg, Germany
Wolf, Frederike, Hamburg Media School, University of Hamburg, Germany

Media scandals are professionally produced narrations by the media, functioning as moral
discourses, which have not yet been sufficiently analyzed in the community communication
research. The relevance of the media scandal reveals itself as a central meaning-constructing
narration of modern times, including the construction of identity and mediation through the
media. Since a systematical comparative analysis of scandals, reaching further than the mere
identification of its phenomenon structure, has now become possible, they serve as interesting
research objects, from which a deeper insight can be gained into the dynamics of community
communication expressed across the media. Taking this into account, in our presentation, we
ascertain the functions of media scandals and present a new research model which enables
analysis of the constructive mechanisms of content, control, and critique for scandal
communication and its significance in the field of community communication. Seeking to
develop a model that enables us to systematically analyze media scandals and their connection
with the processes of social construction and social interaction in communication, we decided
on an integrative theoretical research model, combining functional, constructivist and
discursive approaches. This theoretical background is applied in the form of a qualitative
content analysis (cf. Keller 2001) on the following case: In 273 articles derived from
publications in 29 media titles from May 2003 until November 2003, we studied a German
media scandal concerning the President of the European Jewish Congress and Vice President
of the "Central Council of Jews in Germany", that deals with Anti-Semitism and social
identity in Germany.Our results reveal that in their early, booming, and establishment phases,
media scandals have become mechanisms of social control, and by attracting attention, they
have developed into potent instruments of public morality (cf.Burkhardt 2006, 2005;
Roberts/Doss 1997). This development does not hermetically take place in the media system,
but constantly remains under the influence of historical, political, social and economical
imperatives. The tabloid media, as a specific example, continually reflects the morals of the
public sphere, private life and politics. From the media system's point of view as a whole,
media scandals are constructed as professional, private and metaphysical dramas, aimed at
public control and clearance of social dysfunctional behavior. We are going to outline that
media scandals thus update the social memory by accepting or denying moral rules and by
creating a narration with a role model function, which is then presented in the media
coverage. By criticizing possible violations of norms, they function as instruments of public
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morality. Consequently, our presentation will show how media scandals give reasons to
reflect on the perception of moral in the social system, allowing members of society to take a
position. That signifies that media scandals imply the opportunity to take the polarity of
"good" and "bad" as the difference of "responsible" and "irresponsible". Our presentation will
finally give a deeper insight of how, with the use of symbolism, they aim at an establishment
of communities, by purposefully defining the belonging characters versus the ones being
excluded and thus update the rules and norms of community living and help to found social
identity.

Le créatif dans les enterprises du multimédia : un fan comme les autres ?
Charrieras Damien, Université Montréal, Université Paris III Sorbonne Nouvelle, France
Bellavance, Guy, INRS-UCS Montréal, Canada

Dans son article de 1981 sur la marchandisation de 1’audience, Dallas Smythe avangait la
thése controversée que les audiences des média travaillaient et, tout comme les ouvriers
¢taient dépossédés de la plus-value générée par leur force de travail, étaient flouées de la plus-
value qu’elle généraient par la vente d’espaces publicitaires aux annonceurs. Au-dela de la
controverse suscitée par I’analogie entre activité de 1’audience et travail, I’article de Smythe
avait le mérite de permettre a I’audience de revendiquer une participation ou une influence sur
les mécanismes de production des médias de masse (Mosco, 1996). Il nous semble que la
théorie marxiste du travailleur spoli¢ de sa plus-value et la théorie de Smythe sur I’audience
spoliée de la plus value qu’elle génere aupres des annonceurs pointent toutes les deux vers un
phénoméne qui condense ces antagonismes : la marchandisation du loisir chez le travailleur
(rappelons que Thornstein Veblen considérait le loisir comme le paradigme des nouvelles
sociétés capitalistes, sans toutefois s’intéresser a la dimension du loisir dans la production).
Nous explorerons ce phénoméne chez les créatifs du secteur du multimédia a Montréal a
I’aide d’une quarantaine d’entrevues semi directives réalisées entre 2004 et 2006. Lors de
I’analyse préliminaire de ces entretiens, il nous est apparu que les temps libres des travailleurs
de ces industries (notamment dans les jeux vidéo) étaient investis dans des activités qui
servaient directement a la bonification des productions réalisées dans le cadre professionnel. Il
pouvait s’agir d’activité de production artistique amateur, d’activit¢ de consommation
culturelle (jouer a des jeux vidéo, lecture de mangas, visionnement de films) ou encore
d’activités sociales diverses (discussion informelles). Nous explorerons les maniéres dont ces
activités hors travail sont canalisées et exploitées dans le cadre de la production en contexte
professionnel. Nous verrons si les enterprises étudiées encouragent ces activités hors travail,
si le potentiel de ces activités pour la bonification de la production a été repéré et est exploité
par ces enterprises. En résulte-t-il une perte de liberté de la part du salari¢ créatif de ces
enterprises multimédia ?

From Imagined Entities to Real Commodities: A Critical Analysis on the
Institutionalization of Media Audiences
Chen, Chun-Fu, Fu-Jen Catholic University, Taiwan

This study is intended to unravel the ways in which various institutions construct “audience
images” and their social and cultural implications. Drawing upon neo-classic economics and
cultural theories, it examines the formation of media audiences and the logic of “audience
commodity” trade in most contemporary societies. The analyses put forward how different
institutions manufacture formal and informal audience knowledge, and use it as the asset to
make “institutionally effective audiences” in the increasingly fragmented media marketplace.
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Based on the “structure-agent” approach embedded in sociological discourses, this study
emphasizes both the micro dimensions of audience behaviors and the macro analyses of
media ecology. The ultimate concern of the analyses is to critically explore the nexus of the
relationships between various industries, organizations, products, technologies, and audiences
that constitute the media marketplace, and rethink the role of audiences in the current media-
saturated societies. The study consists of three units of analysis. It begins with an overview of
some grand theories to lay out the historical development of media audiences in
communication studies. Next, it analyzes the values and meanings of media audiences in
accordance with the mechanism of “audience commodity” trade in the so-called “dual-product
market.” Furthermore, it also discusses the strategies that media firms and advertising
agencies use in the creation of the “utility value” of the dispersive audiences. In conclusion,
the study argues that audience is a fluid concept that exists only as imagined entities in the
presumptions of different communication theories. Nevertheless, the concept of “media
audience” is mainly constructed and manifested as commodities that have exchange value
through a series of institutionalized processes in the contemporary societies. Therefore, the
meanings of “media audience” nowadays are further apart from the “mass audience” concept
addressed in many communication theories.

The Meaning of News Reception
de Cheveigné, Suzanne, University of Marseille, France

In the wake of Stuart Hall's and David Morley's pioneering work, television reception studies
developed in the 1980's. However, somewhat paradoxically (and with some exceptions of
course) news, an emblematic television genre, was not very thoroughly investigated. Since
that period, research objects have widened to take in the wider notion of audience or to fit
television into everyday life, as Roger Silverstone was one of the first to propose, and became
even less likely to focus on a specific genre. Such developments have no doubt enriched our
understanding of television consumption and helped avoid mediacentrism and linear models
of communication. Nevertheless, in trying to understand the role news plays in specific areas
(we shall base our discussion on environmental questions but the same sort of problem
appears concerning other areas like medicine or science), we feel the need to consider the
potential specificity of the reception of non-fictional media discourse. How does television
news relate to understandings and evaluations of environmental problems, and to
environmental practices? There a large, if not predominant, cognitive dimension in the
reception of news discourse (although this definitely does not mean thinking only in terms of
information transfer). The role of the anchor person is also specific to news, a figure who
returns daily and may relate particularly closely to the viewer. This too needs specific
consideration. We shall discuss these questions, which are both epistemological and
methodological, based on empirical research concerning the reception of French television
news concerning the environment. We hope in this way both to bring new and original results
and to situate them in relation to the different trends of research on audiences.
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Relationships in Mumbai Advertising
Chowdry, Angad, SOAS, London University, UK

Relationships in Mumbai Advertising, based on field work at Lowe-Lintas as well as
advertising training schools in Mumbai, tries to show how media effect is imagined. In this
paper, I approached the relationship between advertisments and the ‘consumer’ from the way
'agency planners' imagine it. In particular, it outlines a journey into the advertising industry in
Mumbai, culminating in my attending a series of workshops training young advertisers.
Rather than assume that advertising has any effect, I take the strong nominalist position by
suggesting that advertising is represented as having effect. To put it in cruder terms, there is a
rhetoric about advertising having effect, amongst advertisers, PR companies and censorship
councils. The imagined nature of effect, rather than any emperical or positivist reality, is the
major theoretical affiliation that this paper develops. What this leads us to, ultimately, is a
series of assumptions about 'audiences'—these audiences are imagined as being effected in
particular ways—and 'non audiences'. The paper will interrogate the 'rhetoric of causality’
required to sustain this imagining and argues that such assumptions are related to the software
that planners use in order to assert the relationship between consumers, the media and
globalization to their clients. It also suggests that, for all its rhetoric of individualism and
modernity, most advertising production in Mumbai, India, still imagines the relationship
between brand and consumer through metaphors of family—the very things whose relevance
is disavowed by the practitioners themselves.

The struggle for recognition online: when users become media personas
Christensen, Lars Holmgaard Aalborg University, Denmark

As a result of the democratization of media technologies new interactive media has opened up
for alternative ways for people to express themselves in mediated spaces. It is an interactive
space recognized by its cut and paste culture, where trust and ontological security emerges out
of ‘folksonomies’ based upon the recommendations and the content exchange between
individuals. The content generated by users varies from creative pieces of art to political
issues but also very personal stories about everyday life are accompanied by photos in such a
way that you may talk about digital and personal life stories. Furthermore we have seen the
advent of YouTube, MySpace and several other sites for sharing user-generated content.
These media phenomena also present a kind of content that encompasses sociability and
community potentials that imitate and draw on conventions from traditional mass media
genres, which poses new challenges for traditional broadcast media and their position as the
public sphere. With new media the sharing of communication is no longer mass mediated but
mediated through a mass of media. On one hand, sites with user generated content have made
everyday people into everyday papparazi, and as such have created a media environment
where everyday people find themselves in a ‘middle-region’ (Meyrowitz 1985) and therefore
must find new ways of behaving in private as well as in public spaces. The blurring of these
spaces have thus become even more evident due to the fact that personal and intimate matters
in everyone’s everyday life now have public interest and public matters are being made more
intimate and personal as well. On the other hand it is the exposure and the mediated presence
that becomes a quality in itself so to speak and therefore becomes an important element for
individuals to construct identities and make sense of their lives. Continuing on from G.H.
Mead, Axel Honneth states that “In perceiving one’s own vocal gesture and reacting to myself
as my counterpart does, I take on a decentred perspective, from which I can form an image of
myself and thereby come to a consciousness of my identity [...] Individuals can only become
conscious of themselves in the object-position.”(Honneth 2006). Hence people gain access to
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themselves in a mediated public space, become conscious of themselves in the object-position
and gain personal recognition in mediated spaces. Through mediated social interaction people
acknowledge themselves and become private individuals in society, or as understood through
the words of John Dewey:”the private grows out of the public; personal understanding
emerges from shared communication.”(Dewey 1954)

Youth net-radio consumption, a two-tier subculture
Baker, Andrea, Monash, Australia

From March 2005 to November 2005 I undertook an ethnographic audience research project
that studied the net-radio habits of sixteen tertiary students from Monash University in
Victoria, Australia and City University of New York’ Brooklyn College, North America,
eight from each university. This paper reports on those findings. It is divided into three
sections. The first section reports that ethnicity and geography are the two key critical cultural
determinants of the first-tier subculture located within this international youth net- radio
audience. Members of this subculture are youths from culturally and linguistically diverse
backgrounds who consume radio online in order to touch base with their homelands or
motherlands or as a window to other cultures. In my research I argue that radio online is the
more conservative form of net radio because it is regulated, traditional, terrestrial radio
stations that also transmitted over the Internet. As Chris Atton would say, radio online is “still
tied to the conventions of doing media” (2002, 2004: xi). This subculture is formed out of, as
Sarah Thornton (1995) would say, shared tastes and interests (. i.e. desire for traditional
cultural music, language and news) and not reliant on the youth subculture model of
resistance put forth by Dick Hebdige (1979). In other words, these youths are not rebelling
against the dominant cultures. In most cases, the only problem they have is the inability to
access their own dominant culture because they are living abroad. In this case scenario, radio
online emerged as a positive globalizing communication force that helped youths from
culturally and linguistically diverse backgrounds maintain their multicultural identify. The
second section reports that desire for web-based alternative music not accessible on traditional
radio is the key critical cultural determinant of the second-tier subculture located within this
international youth net-radio audience. Members of this subculture are youths from Anglo
Saxon and culturally and linguistically diverse backgrounds who consume net-only radio in
search of alternative music not found on traditional radio. In my research I argue that net-only
radio is the more radical form of net radio because it is generally unregulated audio content
that webcasts exclusively over the Internet. As Atton would add, net-only radio emerges as a
more radical media form because its content is “socially”, “culturally” and “politically
radical” to what is found on traditional radio (2002:27). In this scenario these youths emerge
as users, producers and managers of this net-only radio content. Unlike the first-tier
subculture, this subculture, as Thornton (1995) would say, is formed out of shared tastes and
interests (. i.e. desire for alternative music) and also reliant on the youth subculture model of
resistance put forth by Hebdige (1979).The final section concludes that net-radio consumption
by an international group of tertiary students is associated with two factors. Firstly, that youth
net-radio consumption is associated with a two-tier subculture. Secondly, variables of
ethnicity and geography and desire for web-based alternative music that is not accessible on
traditional radio are the key critical cultural determinants in identifying this international
youth net-radio audience.
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An Eye on the World: Consuming International Development on the Screen
Stephen Coleman, Stephen, Institute of Communications Studies, Uni of Leeds, UK
Georgiou, Myria, Institute of Communications Studies, Uni of Leeds, UK

Images of young people as apathetic and disengaged are widespread. In talking to them about
their engagement with the media, news and international affairs, we observed attitudes and
experience which surpass simplistic stereotypes about youth as a self-absorbed generation.
The young people participating in our focus groups in London and Leeds engaged with the
mediated world in various ways. This audience research has revealed an impressively high
level of critical engagement with both politics and the media among a number of young
people; at the same time, it has revealed political and moral distance from current affairs
among others. Our findings are presented under five distinct but interconnected categories,
each of them revealing a dimension of young people’s engagement with the world and
international development. In this paper we discuss these five themes: the problematics of
engagement and the combination of young people’s embarrassment and uncertainty in talking
about a world which is often distant and unknown; media consumption patterns, highlighting
the stubborn predominance of established media in a constantly diversifying communication
environment.the difficulty faced by audiences in engaging with processes rather than events,
and in negotiating symbolic distance; the significance of cosmopolitanism, especially as the
levels of empathy and interest in international affairs were as a rule more intense for
individuals with connections across boundaries;the scope for globally-sensitive media
literacy, which raises important issues around proximity and distance, interpretation and
participation, in an increasingly interconnected and mediated world.

The Digital audiences and the Changing Public Sphere: Reception by Distraction or
Mobilised Digital Network
Couldry, Nick, Goldsmiths College, University of London, UK

This paper will reflect on two apparently contradictory trends. First, in some countries at least,
older habits of news consumption (the daily newspaper, the nightly TV news bulletin) are
declining and not being replaced by new habits for the digital media age: if so, Benjamin’s
(1968) vision of ‘reception by distraction’ will be realized in the area of news consumption,
with major consequences for national political constituencies. Second, new transnational
‘audiences’ are emerging in ‘hypermedia space’ (Kraidy 2007) at the interface between
prominent TV series (often comprising media rituals: Couldry 2003) and online commentary/
exchange, fed by inputs from personal/ mobile media. The resulting mobilizations of the
‘digital network’ (Sassen 2006) cut across national media territories and political boundaries.
Both trends are important for the changing texture/scale of the mediated public sphere. For the
first, the paper will draw on the UK Public Connection project (2003-6) (Couldry Livingstone
and Markham forthcoming). This project used diaries, interviews and a nationwide survey to
ask how far habits of media consumption still sustain people’s ‘public connection’ - their
basic orientation to a common space where issues for public (not purely private) resolution
can be debated and resolved. The project found most respondents had a sense of ‘public
connection’ sustained in part by their media consumption. For those who lacked independent
routes into the public domain, their ‘connection’ depended largely on news consumption
habits. Older styles of news consumption remained important-more so than hype about the
shift from television to the internet suggests—but are declining amongst the under 30s, without
being replaced by stable new habits: almost none of the project’s diarists used the Internet as
their main news source. While the subsequent sharp growth of UK broadband access might
alter things, the paper will note researchers’ tendency to exaggerate how far news audiences
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are moving stably online (eg Pew Internet 2007). By contrast new online spaces for
exchanging information, images and opinion (such as YouTube) can generate political
contention from entertainment media (see recent furore over racist comments in UK’s
Celebrity Big Brother, January 2007). In other geopolitical contexts, the routes from online
debate to political contention may be more direct and regular (Kraidy 2007). Without
claiming such sites generate a public sphere as such, the paper will ask how we are to assess
such manifestations of the digital network: as incidental interruptions to a longer-term
dissolution of a broad stable news audience, or as foreshadowing a new, less stable, but under
particular conditions politically salient audience made present principally through digital
media interfaces?

Réception et influence non consciente de la publicité percue en vision périphérique
Courbet Didier, I3M, Université de Nice-Sophia Antipolis, France

Marc Vanhuele, HEC School of Management, Paris, France

Frédéric Lavigne, LPEQ, Université de Nice-Sophia Antipolis, France

Amélie Borde, I13M, Université de Nice-Sophia Antipolis, France

En s'intéressant aux roles des traitements automatiques et non conscients (Fazio et Olson,
2003) dans les processus de réception et de persuasion publicitaires, notre recherche contribue
a développer ce que Petty et Cacioppo (1986) ont appelé¢ "la voie périphérique de la
persuasion". L'expérimentation porte sur les effets attitudinaux des messages publicitaires sur
Internet percus sans conscience dans le champ visuel périphérique (peripheral vision). Si
quelques expériences ont déja porté sur les effets attitudinaux des publicités pergues en dehors
du champ de vision focalisée (Shapiro, Maclnnis Heckler, 1997), nous estimons que les
résultats ne sont pas convaincants dans la mesure ou, au regard de la méthodologie utilisée, on
ne peut assurer avec certitude que les messages ont véritablement €té traités sans conscience,
en vision périphérique. Sans vouloir remettre en cause ces résultats, nous voulons montrer, a
l'aide d'une méthodologie originale, plus rigoureuse et controlant davantage le caractére non
conscient de I'exposition, que des messages publicitaires simples apparaissant dans le champ
de vision périphérique peuvent générer des effets favorables sur l'attitude a I'égard de la
marque alors que les sujets sont incapables de rappeler et de reconnaitre la marque auxquelles
ils ont été exposés (les hypotheses ne sont pas données ici). Nous souhaitons ¢galement savoir
comment évoluent ces effets aprés un délai de huit jours et expliquer les processus cognitifs
sous-tendant les effets.

Meéthodologie: Pendant que les sujets lisent des texte sur un ordinateur (pendant au total 6
mn), des banniéres publicitaires apparaissent en haut de I'écran, dans la région visuelle
périphérique. Le caractére périphérique de l'exposition visuelle est controlé par un systéme
reliant une caméra enregistrant en direct les saccades oculaires (eye tracking, type « eye
gazey) a un programme informatique. Aussitot que 'oeil sort du parcours de lecture du texte a
lire, le systéme informatisé¢ change en 1 ms la banniére expérimentale en une bannicre de
remplissage (filler). Ensuite, 15 minutes aprés (pour un groupe expérimental) ou huit jours
apreés (pour un autre groupe), alors que les sujets pensent participer, dans un tout autre
contexte, a une étude de marché faite par une entreprise, on leur pose des questions sur les
marques expérimentales. Les mesures des variables dépendantes sont un type de mesures
implicites, effectuées par ordinateur qui enregistre, notamment, les temps de réponse
(response time) : attitude a 1’égard des marques expérimentales; jugements sur l'adaptation
des marques a différentes catégories de produits; intentions d'achat. Un questionnaire post
expérimental a permis de s'assurer de la crédibilité et la rigueur de la procédure : les sujets ont
été certains de n'avoir jamais vu les marques auxquelles ils ont pourtant été exposés dans la
région visuelle périphérique au cours de la lecture des textes sur ordinateur. 247 sujets ont pris
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part a un plan d'expérience 2 X 2 X 2 : nombre d'expositions (5 vs 15, variable intra-sujet) X
type de message (logotype de la marque seule vs logotype de la marque associé a une photo
d'un produit, variable intersujets) X délai entre la phase d'exposition et la phase de mesure des
variables dépendantes (15 mn apres vs 8 jours apres), avec en plus un groupe controle.
Résultats et discussion: Les résultats montrant des effets sur les attitudes et les jugements sur
les marques seront présentés et discutés au cours du colloque. La figure 1 ci-dessous,
montrant certains effets, donne une premicre idée des résultats. Nous analysons les nouvelles
perspectives ouvertes par ces résultats pour les théories de la réception de la publicité. Plus
généralement, nous discuterons des perspectives ouvertes par les récents modeles sur la socio-
cognition implicite (implicit social cognition) (Gawronski and Bodenhausen, 2006) dans le
domaine de la réception de la communication persuasive.

Seeing films: audiences reaction to local cultural media products
Damasio, Manuel Jose, Universidade Lus6fona de Humanidades e Tecnologias, Portugal

This paper discusses the results of a large survey conducted in 2006 on the perception
Portuguese movies’ audiences have of their own locally produced films and compares those
with later results on internet based consumption of media among specific local audiences.
Audience’s reception of locally produced media contents, namely films, is marked by the
rejection of the consumption of these objects as a result of a bias against locally produced
cultural artifacts. The prejudice shaping this relationship, not only demands for new cultural
and social politics, but also raises a number of questions on local and European media
industry’s ability to cope with its own audiences’ expectations. Finally, broader
considerations are made on the different ways contemporary audiences are shaping media
technologies, and their respective cultural artifacts, through their own use and reception of
those technologies and artifacts. The results of both surveys allow us to discuss the role
locally produced contents play amongst local audiences and how the evolution of technology
is shaping that relation and the construction of local cultural identities through the use and
consumption of media.

Interpersonal and emotional communication about reality TV characters in families and
with peers

Doeveling, Katrin, Freie Universitit Berlin, Germany

Schwartz, Claudia, Institut fiir Hohere Studien, Wien, Austria

When looking at current statistics on reality TV in Austria and Germany, there is no doubt
that this genre is attracting large audiences. At the same time, one remarks a growing need to
understand not only the portrayal of the underlying narrative structures, especially the
emotional spectrum, but to grasp the emotional fascination on a wide range of audiences. On
one side, the study of emotional communication incited by the mass media and emotions
within media reception processes is attracting greater interest in mass communication
analysis. But, still, many questions remain unanswered. One of them is the function that
negotiation processes in appraisal play within one’s own emotional experience. We still need
to clarify the potential influence of communication about media content in families,
households and in peer-groups. Here, the question of particular interest is how popular
television is perceived within the social setting of the family and peers and how the reception
and involvement process is shaped through communicative behavior with relevant others. In
this regard, this paper outlines a possible starting point for the analysis and consideration of
socially relevant factors within reception processes, focusing on negotiation processes in
family settings and peer groups as important variables in mass communication analysis. We
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argue that especially casting shows (as one form within the hybrid genre of reality TV) are
suitable to create a common symbolic ground, leading to intensive discussions which reaffirm
common group structures. In such a way, the social appraisal engenders a continual emotional
negotiation and by doing so reinforces coalitions within groups. This extension of the
potential constituent of appraisal to the social realm within families and peers will be
underlined by collected data (interviews with fans of popular television shows in Germany
and Austria) to demonstrate how the social dimension needs to be perceived as one key
variable in emotional involvement with media content. One focus will be on children and
adolescents using the medially portrayed star figures not only for identification and as role
models but even more as a fundamental support within the process of their own identity
formation and orientation. Particularly for children and adolescents the family and the peer-
group can be considered as relevant social frames. By talking about or reenacting the
performances in their peer-group they use the television programs as a means to constitute
themselves as a social group, acting together and sharing a common emotional orientation
towards the characters of the shows. Whereas these ways of appropriation mainly occur at
school or other (semi)-public meeting places, the reception process itself is primarily situated
in the family and household. Ethnographic empirical research reveals that casting shows bear
the potential for a joint media experience integrating different generations. At the same time,
the educational background seems to be influential within emotional appraisal. Whereas in
educated families the shows’ reception brings (mainly female) family members together and
generates topics of (emotional) conversation, the reception within less-educated working-class
families resembles a more individual experience.

Publics, idéologie de la consommation et internationalisation de la télévision
Ferjani, Riadh Université de Tunis-Manouba, Tunisia

Abstract: L’objet de cette contribution porte sur 1’évolution des pratiques télévisuelles dans un
champ marqué par I’abandon de 1’idéologie développementaliste au profit de la promotion de
la consommation comme forme d’inscription dans la modernité. Souvent analysés comme
ensemble de consommateurs des produits médiatiques, les publics sont aussi des acteurs
sociaux dotés de capacités interprétatives qui peuvent leurs servir de cadres référentiels a
I’action. En effet, cette seconde dimension nous parait tout aussi importante a explorer que la
premicre dans la mesure ou il s’agit d’envisager la complexité des articulations entre
production et réception de la télévision. Nous partirons de 1’hypothése qu’il n’y a pas
nécessairement adéquation entre ses deux moments du processus communicationel et que le
succes d’audience n’est pas toujours synonyme d’adhésion aux messages médiatiques. Cette
démonstration sera étayée a partir des résultats d’une enquéte sociologique menée entre
novembre 2005 et février 2006 dans quatre grandes villes tunisiennes. La tendance générale
des habitudes d’audience de la télévision est a la fragmentation. Les facteurs explicatifs de ce
phénomene sont en rapport avec des facteurs sociaux liés aux rapports de pouvoir au sein des
familles mais aussi avec des facteurs conjoncturels liés a une offre concurrentielle et instable.
Ainsi, I’évolution de ’audience semble étre liée a ’arrivée de nouveaux diffuseurs nationaux
(Hannibal TV) mais aussi a 1’efficacité hypothétique des différentes pratiques mises en ceuvre
dans le cadre des relations sociales pour pirater les chaines payantes étrangeres.Par ailleurs,
les ajustements entre le national et I’international prennent forme autour de 1’imitation, de
I’achat ou de 1’adaptation des concepts de programmes de divertissement a forte dimension
mercantile mais qui peuvent &tre porteurs d’une parole dissonante par rapport au discours
officiel. Les attitudes des publics envers ce type de programmes semblent osciller entre
I’intérét accordé aux représentations dissonantes du social et la distanciation qui prend corps
autour du décodage des différents mécanismes de production de ces mémes programmes.
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Enfin s’il parait évident que I’acceés a la consommation reste largement déterminé par
I’appartenance sociale, nous essayerons de monter les différentes formes d’engagement par
rapport aux valeurs associées a 1’'univers consumériste. En effet plusieurs groupes sociaux
s’averent concernés par cet univers telle que la télévision le représente, méme si certains
I’associent souvent a une forme de propagande.

For Whom Does India Shine? ‘Bollywood’ and the strange case of Rang de Basanti
Gaur, Meenu, SOAS, London University, UK

In recent years the mainstream news media in India has indulged in much hyperbole about
India’s arrival on the global stage, summed up best by the slogan “India Shining” used by the
ruling BJP in the National elections in 2004. Many big blockbuster films in India have also
been part of this imagining. However, recently some films have challenged this view to ask
critical questions of whether such euphoria is justified given that poverty, corruption and
social unrest still govern the state of affairs in India. Rang de Basanti (Paint it Yellow, Rakesh
OmPrakash Mehra, 2006) was such a film. It rose to a cult status enthusing many with the
spirit of a radical change. However, the ways in which change was imagined in the film
underwent a shift when the news media appropriated the film. The ‘Rang de Basanti
phenomena’ was the term used by the news media for the anti-reservations campaign in 2006
by young upper caste students in India to protest the ‘Reservation’ policy of the Government
(similar but not identical to the policy of Affirmative Action in America). How did a film
about changing a corrupt Government machinery get deployed for a story against the
Government’s Affirmative Action policy? While originally the film was meant as a challenge
to the slogan “India Shining” it got redeployed within that very same framework, evidence of
which is the fact that the anti-reservationists called their campaign “Save Brand India.” Who
is the historical spectator to which this film was addressed and who were the audiences for
these news stories? This paper is an attempt to understand how the message of a film got
(mis)read and deployed for completely different (and opposed) purposes by the news media.

Male Audiences and the Representation of Masculinity in Irish Cinema
Ging, Debbie, Dublin city University, Ireland

Abstract: In the mid- to late-1990s, Irish Cinema underwent a radical shift, which entailed,
among other significant features, a thematic trajectory from rural to urban, from historical to
contemporary and from local to universal. This shift also involved a radical reconfiguration of
cinematic masculinities, not only in relation to the representation of male characters but also
in terms of how masculinity as discourse was being addressed: the earlier critiques of
traditional patriarchal masculinity, which emerged from a more politically engaged and less
commercial period in Irish filmmaking, began to give way to more ambiguous male-centered
narratives, whose protagonists resist unequivocal ideological categorization. What is most
striking about this new cycle of male-themed and male-oriented films is its preoccupation
with underclass, criminal and socially marginalized masculinities and the significance of the
emergence and popularity of these antiheroes at the height of the Celtic Tiger, a time of
unprecedented economic prosperity in Ireland. Although Ireland’s increased prosperity has
also brought forth a number of urban, middle-class films featuring new, gay and reconstructed
men (About Adam, Goldfish Memory and When Brendan Met Trudy), the enduring centrality
and popularity of this cycle of films over the past decade merits particular attention. This
paper presents themethodologies used to analyse this 'cycle' of Irish films. The research in
question looks beyond mere textual analysis to consider why certain films, which feature
working-class, unemployed, socially excluded and criminal masculinities, are popular among
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young Irish men, and how male audiences engage with the masculinities on display. It is
argued here that empirical audience research, which is substantially lacking in film studies
generally but is non-existent in Irish film studies, can provide rich insights into the complex
dynamic between mediated representations of gender and the material realities of men’s
everyday lives. The findings indicate that the articulations of class and masculinity in the
films under analysis provide significantly different pleasures for different interpretive
communities and that these films are widely understood and engagedwith by their audiences
not only in relation to national culture, identity or issues but also in the context of other,
predominantly British and American, film and media cultures. The findings also suggest that
the increasing commodification of socially-excluded masculinities serves to essentialise and
further marginalise young men from working-class communities.

"Programas de participacion y comportamento de las audiencias en la radio autonomica
de Galicia™

Gonzales, Aurora Garcia, Universidad de Vigo. Pontevedra, Espafia

Portas, Mercedes Roman, Universidad de Vigo. Pontevedra, Espaiia

The audience's participation in the autonomous radio is a reality fully consolidated. This paper
undertakes the conventional study of the relations between the mass media and the society
since is considered that the participation of the public in the media is connected with the
relation of these with the society. The predominance commercial logical has caused a
situation of social deficit for the media in your attention of its publics. In these pages I try to
do a systematic study of the audiences in the autonomous radio in Galicia and to know its
advantages and the objections that plant the fact to include in antenna the voices of the
listeners. The study will take a double dimension; by a part the programmatic point of view,
since the historic origin and the evolution in phenomenon of the audience's participation to
inclusion in the present design of the programming. And on the other hand since the social
point of view, considering the audience's participation in radio as a communicative action that
very well can serve to reinforce in the radio its role of social actor. The development of this
work requires three types of activities: descriptive, evaluative and instrumental in order to
establishing which is the present situation of this phenomenon in the mass media in general as
in the radio particularly. And more thoroughly it will try to know in an immediate way the
situation of some programs of participation that carry already time in the waves and the
consequences that have generated, and influencing of some way in the change the audience's
behaviour. The proposal is exactly oriented to the investigation in the radio communication.
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Online Media entering the media repertoires of different social milieus
Hasebrink, Uwe, Hans-Bredow Institut, Uni of Hamburg, Germany
Popp, Jutta, Hans-Bredow Institut, Uni of Hamburg, Germany

We would like to present research on the question, how people from different social milieus
integrate online media into their media repertoires. The concept of media repertoire refers to
how users combine different media and thus create comprehensive patterns of media use (see
Hasebrink & Popp 2006). As the empirical basis we take three waves (1995, 2000, 2005) of
the German long term study “Mass Communication”. Based on representative samples, these
surveys provide information on how often and for how long people use different media. In
order to understand how online media have entered the media repertoires of different social
milieus, we analyse the correlations between the media for each group. Then, by means of
cluster analyses, we describe the resulting media repertoires. The comparison between 1995,
2000, and 2005 provides evidence of how online media entered the media repertoires during
the first ten years of internet diffusion. The relevance of this approach is due to the fact that
audience research has been predominantly focused on single media. Thus there is a lack of
research on the question how media users integrate different media. This becomes particularly
obvious when new media enter the stage and the question is raised, to what extent the “new”
will substitute the “old” media. There is broad empirical evidence that today’s media users
typically combine different media. But how and why they do this has been neglected so far.
In analysing the place within people’s media repertoires, which online media have gained, the
paper takes up the Audience Section’s sub-theme “Integrating Digital Media” and refers to the
questions raised concerning “Digital Media Audiences”. In proposing a paradigm change—
from audiences of single media to media repertoires—the paper tries to contribute to the
overall objective of the conference to propose innovative connections between theory and
practice.

New expressions of the self: autobiographical opportunities on the Internet
Hayton, Kavita, Bournemouth University, Uk

Blogging, Blooking, YouTube and Myspace. What challenges and promises do these new
distribution methods hold for 'so-called' professional writers? For talented ‘amateurs’ do these
new media forms offer a genuine democratisation of discourses of the self and consequently
be seen as a significant technological and cultural development? Can they challenge the
hitherto walled garden of autobiographical publishing reserved for celebrities and professional
writers? Or are these new forms merely the 'babble' of a million soapbox speeches? This
paper will look at issues of reaching a wider or new audience/reader and assess the apparent
current success of internet distribution that cuts out the agent and publisher all together.
Events such as the Blooker Prize and the ‘blogs to printed book’ phenomenon are assessed in
terms of their effectiveness as viable distribution and marketing tools for new writers.
Interviews with published and aspirational writers, their agents and publishers will expand on
the above themes. An exploration of well known writer’s blogs and the autobiographical
nature of many blogging activities, will be compared to pre-internet outputs in order to offer
an initial mapping of this new distribution landscape for autobiographical works.
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Chinese BBSers’ Response to Regulation: A Case Study on SMTH BBS in Mainland
Campus BBS Regulation

He, Wei, Tsinghua University, China

Cao, Shule Tsinghua University, China

BBS (Bulletin Board System) is one of the most active internet applications in China for ten
years. It can be argued that most digital media audiences in China are BBSers (Users of BBS)
at the same time. There have been lots of studies about BBS as the virtual community,
however the BBS users/audience response to the outside forces and regulation needs further
exploration. Many Chinese universities and colleges began from the March 2005 to regulate
BBSs based on campus according to the order of Chinese Ministry of Education. The
measures include: denying the access of the users whose IP is out of campus, establishing real
name system and shutting down several BBSs directly. Almost one million BBSers were
involved. This affair can be considered as a typical attempt to enhance the governance of
internet. But it’s hardly a successful move as expected by the government. Many interesting
questions emerged from the complicated situation. How did the audience divide into sub-
groups with different attitudes and activities under the pressure? In what ways did they
express their support, escape, negotiation and resistance? How did they use various digital
media as effective tools of seminating related information and comments? To what extent
were they empowered by new media? What is the limitation of ‘active audience’ when they
are facing the structural and institutional power? The article chooses ‘SMTH’, the most
famous campus BBS in China based on Tsinghua University with more than 300,000 users, as
a case and does interpretive study. The authors start with the exploration with facts and details
of the affair, analyzing empirical materials from three sources in two-year time span: field
observing, face-to-face/online interviewing and text analyzing with the texts collected from
BBS forums and chat-rooms, blogsphere, news websites, wikipedia, newspapers, television,
etc. The article tries to provide answers to the questions above.

Media use and Euroscepticism in low SES groups
Herzog, Anja, Hans-Bredow Institut, Hamburg, Germany

In this presentation a closer look will be taken at low SES groups in Europe on the basis of
Eurobarometer data, at their attitudes towards Europe and their media use. Eurobarometer
data are usually analysed at European and at national level, but a closer look at different
socio-demographic groups is taken rarely. First results of our study have shown that groups
with lower SES are more sceptical about and less interested in Europe than elite groups.
Furthermore in these groups a rise of notice about European issues can be seen in the last
years, as more interviewees give a clear sceptical opinion instead of stating that they “don’t
know”. This negative attitude is a challenge for European integration and democratisation.
The premise for the functioning of public spheres as intermediary between politics and
citizens is the participation of all in the communication system (inclusion). Most of the
citizens experience European politics only via media. Therefore their habits of media use can
be seen as a “filter” for the formation of their opinions and attitudes. The following questions
among others will be analysed: Which media use low SES groups predominantly? Which
sources of information about the EU do they choose? How much do they trust in the media
and in national and European (political) institutions? The study analyses low SES groups in
Ireland, Austria and Germany. Low SES is defined by educational level, financial and
employment status. The three countries were chosen as examples for a very high, a very low
and a medium acceptance rate concerning the membership in the EU. The results will provide
a clearer picture of the relations between Euroscepticism and media use in lower SES groups
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and will show up strategies of their inclusion in the public sphere. By this the presentation
will fit in the sub-theme “audiences and public sphere” of the Audience section very well.

Truth Claims: Viewing Practices for Factual and Reality Television
Hill, Annette, University of Westminster, UK

The truth claims made within factual and reality television programming are a significant
aspect of understanding audience responses to factuality. The research in this paper is based
on a multimethod project conducted in Britain and Sweden, using surveys and focus groups
with representative samples from both countries. Research in news and current affairs,
documentary, and popular factual television has tended to use several approaches to
understanding actuality drawing on impartiality, realism, and theories of documentary and
drama (Corner 2006). Another approach used in this research is based on the sociology of
nature and performance (Szerszynski et al 2003). Audiences think about actuality in terms of
nature, that is to say nature is made of real material things and is bound to natural or unnatural
processes. The binaries of nature/artifice are part of how audiences understand truth claims.
Viewers place news, current affairs and certain kinds of documentary at the top of a truth
rating and reality TV at the bottom. Conversely viewers apply a performance rating with
reality TV at the top and news at the bottom of the scale. A truth/performance rating is a
simple and effective way for viewers to judge the referential integrity of various factual and
reality genres. Reality TV is perceived by audiences as having all the properties of a feral
genre (Clark 2003). It is a genre experiment run wild, a disruptive influence on truth claims
within factuality. Viewers’ critical engagement with truth claims indicates awareness of a
‘reality effect” on many aspects of factual programming. The apparent simplicity of
evaluating factual television as true to life gives way to a far more complex take on factuality.
Discussions regarding truth claims within news and current affairs, documentary, and reality
TV show how audiences have to be fast on their feet if they are to take into account the
changing nature of factual genres.

Youth Mobile Communication Analysis (YMCA)
Hynes, Deirdre, Manchester Metropolitan University, UK
Cawley, Anthony, Dublin City University, Ireland

The social adoption of the mobile phone is having significant consequences in society:
reshaping communication patterns and social networks, and access to media and information
services. This paper examines the social adoption of the mobile phone by Irish teenagers who
are emerging as ‘mature’ users of mobile communications. This familiarity influences their
attitudes towards and communications practices around the mobile phone, with consequences
for their future communication practices later in life. The paper examines two areas that have
been relatively neglected in prior studies of mobile phone usage: first, the influence of social,
cultural, economic and geographical factors on mobile phone usage; second, the position of
the mobile phone in relation to usage of other ICTs, particular broadband-enabled
communications. The paper argues that the teenagers’ relationship to the mobile phone is
evolving as newer communications technologies emerge. Further, the paper argues that
factors such as geography and cultural capital influence the sophistication of the teenagers’
communication practices. Therefore, despite near universal access to the technological device
among the teenagers, the mobile phone is caught up in wider digital and socio-economic
divides.
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Gender, Body Image, Sexuality & Race on the Cover Pages of Men's and Women's
Popular Magazines: A Comparative Analysis
Jain, Parul, Texas A & M University, USA

This research study analyzed cover-pages of ten men's and women's magazines published in
United States during November-December of 2006 to assess the production of a "typical
consumer". Paper argues that the front covers give a glimpse of what is inside the magazine
and by portraying the stereotypical, hegemonic ideals about body image, sexuality, race and
gender, popular texts not only present singular representations, but further the dominant
ideologies in the society and recreate and reify the monolithic identities. After carrying out the
analysis of the different magazines, argument was substantiated. Only two out of the ten
magazines had featured people of other races on the cover pages and stereotypical gender
portrayals seemed to be the norm. Assumptions about heterosexuality was assumed across all
the magazines and women were portrayed in submissive, demeaning, decorative ways where
as men were shown as sexual beings, aggressive and in-charge. Hegemonic body image ideals
about both sexes were furthered where masculinity in men and thinness in women were
considered a virtue and an ideal to be emulated. Thus media images can be held responsible
for producing a homogenous consumer and influences the development of the individual and
thus society at large. This study explored the similar themes and tied everything together
through the discussion of modern and postmodern stances that theses magazines adopt while
communicating and creating consumers.

Cross-Legitimization and Cross-Fertilization: The Past and Future of Collaborative
Studies on Gender and Reception
Kern, Bonnie, ERSICOM, Université Jean Moulin, France

Almost since its interdisciplinary conception, Gender Studies has collaborated with Reception
Studies to seek innovative theories and methods for the study of everyday audiences. In the
1970s and the 1980s, the alliance of these two fields in the United States and the United
Kingdom lent an academic credibility to the study of audience (e.g. the female gaze) and
objects (e.g. popular film) that had traditionally been overlooked due to either their supposed
lack of intellectual legitimacy or their stigmatization as a contributing factor to the decline of
Western Civilization.This conference paper proposes two major reflections: one that looks to
the past and the other to the future. The first reflection examines the symbiotic relationship of
Gender Studies and Reception Studies in pioneering Anglo-Saxon academic works. With
what theories and methods did these two fields cross-legitimize themselves and their chosen
objects / audiences of study? The second reflection explores the communication of the above
to areas where these two fields are emergent (notably Latin America, China and India). What
role is played by text translation, international conferences and, more recently, internet? This
paper aims to meditate and offer insights on the ever relevant collaboration between Gender
Studies and Reception Studies in the deconstruction of globalized gendered representations in
popular culture and their international reception. Just as these disciplines cross-legitimized
their subjects in the past, in the future we look forward to multinational cross-fertilization of
theory and practice in the study of gender and reception.
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A Dialectical and Culture-Specific Approach to Relational Communication Online: A
Korean Social Networking Site Case

Kim, Kyung-Hee, Hallm University, Korea

Yun, Haejin, Ewha Womans University, Korea

Social network sites are transforming the landscape of individuals’ relational development,
inheriting and amplifying the interpersonal component of previous Internet communication
services such as email, bulletin boards, and instant messaging. The purposes of this research
are twofold. First, it aims to survey changes in relational development that SNSs have
brought to individual users. The authors have chosen Korea’s Cyworld as a research site
because the pervasiveness of its service demonstrates that it is mature enough to epitomize the
full potential of SNSs as alternative interpersonal channels. The second purpose is to
investigate what relational aspects of “cying” takes in Korea’s collectivist culture. It is often
said that the incomparable domestic success of Cyworld in Korea can be attributed to the fact
that “social networking” lies at the heart of the Korean people who value personal
relationships in every aspect of their social lives. As the world’s first social network site,
Cyworld has recently started to compete for global markets with other SNSs of different
cultural origins such as MySpace (U.S.) and Mixi (Japan). This study thus offers a good
starting point for an intercultural approach to SNS research.The present study relies on
Walther’s Social Information Processing model for its theoretical framework. The model has
been used extensively for exploring relational development patterns through various
computer-mediated or Internet-based communication technologies. However, the authors
point out three weaknesses of SIP as employed in the present research: (1) SIP was originally
developed for text-based computer-mediated communication while Cyworld’s services center
on an assortment of graphical elements; (2) SIP focused on relationship developments among
people with no offline history while relational consolidation among acquaintances or
significant others is one of the major reasons for “cying”; and (3) SIP does not take into
account various aspects of self-concept that lead to different relational outcomes, especially
ones with cultural implications. Therefore, this study supplements SIP with dynamic theories
of self-concept by Triandis (1989) and Markus and Kitayama (1991), and advances that
theoretical applicability to social networking sites as a new type of computer-mediated
interpersonal media. The present study takes advantage of an inductive qualitative approach in
order to investigate a range of relational experiences by Cyworld users. Semi-structured in-
depth interviews are being conducted with typical Cyworld users who spend an average of 4
hours per week updating their own “minihompies” (personal spaces) or visiting their friends’
(NIDA, 2006). Theoretical sampling is used to locate candidate interviewees. The total
number of interview participants is expected to be around fifty, ensuring that a mix of
participants varies on key demographics such as gender, age, Cyworld membership tenure,
and usage. Chat interviews are being administered via instant messaging by trained
interviewers. Interim findings have discovered some of the processes through which users
develop their own uses of “cying” as an intrapersonal and interpersonal channel, and ways
that cultural nuances are embedded in usage patterns and the service. The SNS enables users
to appreciate “privateness” by providing minihompies. Cyworld users utilize the space as a
way of communicating with self as well as with others. Such self-reflected appraisal is one of
major merits for “cying.” Another intriguing point is that relationship development in
Cyworld focuses on converting online relationships into pseudo-kinship. The kinship
metaphor in Cyworld successfully dissolves relational tensions between two conflicting basic
human needs: namely, being connected and being alone. Detailed analyses will illuminate
how the exclusiveness of kinship in the Korean culture is re-constructed when individual
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users define their social boundaries while at the same time bridging their online and off-line
worlds.

Critique of Digital Activeness
Kim, Yeran, Hallym University, Korea

Digital culture seems to have become ubiquitous in our living environment. The routinization
of digital culture however has misled our understanding of digital ‘culture’ into a view of
generalization, if not of uniformity. My research aims to uncover and interpret specific ways
of young people’s everyday practice of the digital, as this seems to be articulated within one’s
repertoire of cultural practice. Plural modes of multi-sense stylization are examined, in the act
of expression, memorization, and communication across writing, image, and sound from the
internet to mobile technologies. Then the question is raised concerning this individual
production of cultural materials come into the market, as so-called in commercial terms,
‘user-created-content’. The Korea’s development of creative industries is then an articulation
of neo-liberal approach to culture at a global level and citizens’ desire for cultural
democratization in locality. The field of creative culture, which is actually the political and
industrial invention, has turned out to open up unexpectedly a new cultural ecology to the
young people in both terms of work and consumption. While Henri Jenkins suggests that
industrial marketing power and grassroots’ voluntary practice of DIY culture are ‘converged’
in the emerging, multi-platform participatory culture, does the cultural studies’ canon of
activeness with the potential of symbolic resistance still hold good? I will try to answer this
question through the critical examination of the complexity and contradiction between the
political and industrial appropriation [deterritorialization] of ‘creativity’ and, perhaps, and
sub-cultural reappropriation [reterritorialization] of it in the emergent fields of culture.

Fandom for Fame?: Talent shows and their young audiences
Klaus, Elizabeth, University of Salzburg, Austria
O’Connor, Barbara, City University, Dublin, Ireland

Our paper addresses the issue of celebrity and identity construction in relation to reality
television and focuses specifically on audiences for talent shows in Austria and Ireland. The
discussion is based on an analysis of qualitative interviews with samples of young viewers in
each country. Some scholars have suggested that the advent of reality TV has led to the
emergence of a culture of celebrity, in which ordinary people are temporarily transformed into
celebrities. Given the speed of production, reality TV formats require an increasing pool of
ordinary people who can be transformed in this way. Turner (2006), for instance, suggests that
audiences are encouraged to become DIY celebrities and that becoming a star is now an
integral part of young people’s life plans. Since media are now the symbolic centre, identities
are increasingly manufactured by television. Does this mean that the media in general and
Reality TV in particular is presenting a blueprint for contemporary identities for young people
that have as their main characteristic individualism and competitiveness? Textual analyses of
the talent shows tend to support the view that the neoliberal discourses which are generated
within the shows function to reproduce this ideology among young audiences. We feel that
this question is open to empirical investigation. Do they function to reinforcing a radical
individualistic stance and supporting the idea of the self-made individual? Do they promise
that everyone can make it, as long as they work hard, or as long as they look good? Do they
engender a kind of competitiveness in which the idea of winning is all important? Do they
promote an illusion of democratic choice and fairness because of the fact that the audience is
involved in the adjudication process and can determine who wins and loses? These are
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questions which have so far not been addressed in an empirical study, which would be
necessary in order to support or refute the underlying critical evaluation of Reality TV. Our
paper will address these issues. We have been talking to young people about their
involvement in these programmes to see what role they play within the overall context of their
daily lives. Starmania in Austria and You’re A Star in Ireland will be our central focus, but we
will also compare them with other talent shows aired in both countries. We are interested in
the attitudes and aspirations towards celebrity culture and how the values of individualism,
success, and competitiveness which are generated within the shows are accepted, refuted or
negotiated by young viewers. By examining the meanings and pleasures of these shows for
young viewers we try to evaluate whether celebrity is an important concept of audiencehood.

Creating Audiences: a case study of women's film and video distribution
Knight, Julia, University of Sunderland, UK

Film Studies has critically neglected the area of moving image distribution. Yet a
consideration of distribution practices and how they interconnect with promotion and
exhibition is crucial since they play an important role in shaping our moving image culture.
Only with a consideration of this area can we fully understand why we have the film culture
we do. This paper will use the history of women's film and video distribution in the UK as a
case study to look at how distribution practices impact on what films get seen by whom and
where. To do this, it will draw primarily on information taken from audience feedback forms,
royalty statements, distributor correspondence and research interviews. The paper will
demonstrate that the role of moving image distribution is not simply one of passive delivery
of work to audiences, but is integrally related to the creation of audiences for particular works.

Les audiences féminines de la télévision transnationale arabe en Algérie
Labandji, Sabrina Linda, Université Paris 8-Vincennes a Saint-Denis, France

Face a la multiplication des chaines de télévision transnationales dans le monde arabe, I’étude
des audiences au Maghreb est un enjeu de taille, a fortiori pour 1’Algérie, pays carrefour de
convergences culturelles diverses. Il est d’autant plus urgent d’investir ce champ que le
paysage audiovisuel maghrébin fait I’objet de sollicitations multiples (Eljazzera, journal
consacré au Maghreb, lancement récent de Medi sat 1, Nessma TV projet du groupe Karoui
and Karoui, groupe ART, France 24 en arabe, etc.). Nos travaux sur les audiences féminines
de la télévision algérienne (questionnement de 851 jeunes femmes des Ecoles Normales
d’Oran, de Constantine et d’Alger) nous font entrevoir de nouvelles perspectives de
recherche. En étudiant en particulier les femmes dans leurs rapports avec l'apport culturel
islamique et a proprement parler arabe d'une part, leurs cultures nationales autochtones
d’autre part, nous articulons les échelles nationale, régionale et globale. Nous avons dégagé
deux orientations majeures : d’une part, la télévision régionale arabe participe des rapports de
force endogene, notamment du clivage entre arabophone/ francophone et contribue a la
relégation du dialecte algérien. La télévision transnationale rehausse, dans 1’échelle du
prestige, le systetme de valeur d’un groupe particulier formé dans le cadre de la politique
d’éducation nationale instituée par le gouvernement algérien dans les années soixante-dix.
D’autre part, en touchant les femmes dans la sphére privée comme « autorité légitime »
(Weber), les programmes du Golfe, par le truchement du religieux, contribuent a 1’acces des
femmes a I’espace public (masculin). La télévision régionale du golfe modifierait les rapports
de genre et pourrait constituer pour les femmes algériennes une alternative au patriarcat. Ce
constat nous renvoie a la théorie d’Olivier Roy d’une conversion a « I’islam universelle ».
Une recomposition idéologique de [’espace régional arabe, alliant les valeurs de la
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« modernité occidentale » avec les composantes arabe et islamique. En somme un double
processus de conversion vers : une forme « d’éthique économique » combinée a I’islam issu
de la pensée d’Ibn Taimiya (théologien du 14e si¢cle). Nous proposons, donc, de concevoir la
télévision du Golfe comme « technique de conversion » a une variante arabo-musulmane du
systéme global. La notion de conversion évoquée en amont peut étre intéressante dans le
cadre des études d’audiences dans le monde arabe. Dans son étymologie latine (epistrophé -
retour a ’origine - et metanoia — changement, renaissance), il y a une polarité, fidélité-
rupture, qui souligne 1’ambiguité de la réalit¢é humaine et renvoie a la dialectique
changement/continuité qui caractérise le rapport des audiences aux contenus de la télévision.
Ce faisant, elle maintient présente 1’idée « d’audiences actives » et de renégociation culturelle
entre les composantes sociales locale et régionale/globale. Par ailleurs, elle permet de
réhabiliter deux champs qui bien souvent font défaut a la recherche sur les audiences: la
dimension historique ainsi que la dimension géopolitique (Mattelart).

Television and representation : French black viewers facing the small screen
Malonga, Marie-France, Institut Francais de Presse, Paris II University, France

In France, the representation of ethnic minorities on television is very limited. The small
screen tends to reflect the image of a society which seems to be only white. And when
minorities appear on the air their image is often caricatured and stereotyped. Although France
declares itself as a country based on an universalist and republican ideology, considering its
citizens without any distinction of origin, religion or race, problems of exclusion and racial
discrimination experienced by people of extra european origin lead to think that the country of
the Human rigths excludes a part of its population; a situation which television echoes.
Indeed, the small screen seems to find difficult to reflect a French society which is
unquestionably multicultural, having experienced important intermingling of populations
because of a history marked by slavery, colonisation and immigration. In this context, one can
wonder how black minorities cope with the symbolic exclusion they undergo through a media
which take an important place in the cultural environment and the life of people. If we
consider that television is a place of recognition, according to the analysis of Philippe Marion
and Anabelle Klein, and that recognition is a fundamental component of identity, one can say
that television play a role in the construction of individual identity. Television might reinforce
the exclusion feeling of black minorities who experience generally racism in their everday life
and affect their self-image and self-esteem. We have carried out a reception study among 43
French people of African and West Indian origin to know their perception concerning the
representation of ethnic minorities on the small screen. In this research we also use the
concept of identity strategy forged by some social psychologists as Carmel Camilleri who has
studied migrant populations. According to this researcher, migrant and ethnic minorities don’t
recognize themselves in the image that society reflect to them. So, there is a gap between their
social identity (the way society define them) and their personal identity (the way they define
themselves), to take up Erving Goffman’s concepts. To manage this dissonance they adopt
some identity strategies or defensive reactions whose main purpose is to restore their personal
worth. Our reception study wants to understand which strategies do black viewers adopt for
managing their caricatured and debasing image assigned to them by television, supposing that
media could serve them as tools in the setting up of these strategies.

Internet And The Construction Of Online Fan Communities. The Case Of ‘Star Wars’

Aranda, José Javier Sanchez, University of Navarra, Spain
Grandio, Maria mar del, Universidad Catolica San Antonio de Murcia, Spain
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Exploring newer forms of audience research emerging, this paper will try to explore the uses
of Internet for the creation of online fan communities regarding Star Wars movies. We will
use mixed methods based on 2.080 online surveys set gathered in the course of this research.
Generally speaking, fandom was considered a social and psychological pathology for the first
academic literature (JENSON, 1992) (EHRENREICH, B; HESS, E.; JACOBS, G., 2003).
However, researchers have now become more interested in fans, a group of audience who
shows an intense consume of popular film and television programs and incorporates these
receptions into real cultural activities (JENKINS, 1992; HILL, 2004). Along with this latter
approach of fandom, Internet has a key role to create audience communities. In fact, virtual
communities as specific “interpretative communities” (JENKINS, 1995) and “communities of
practice” (BAYM, 2000) have been taken into account by academics. In our case study, Star
Wars online fandom is probably one of the most distinctive ones. Episode III - Revenge of the
Sith completes the six-film series director George Lucas began in 1977. We seized the
opportunity of this final film in May 2005 to send a questionnaire to some Star Wars fans
sites. 686 surveys in English and 1401 surveys in Spanish were collected coming from the
United States, United Kingdom, Belgium, Spain, Mexico, Chile, Colombia, Argentina and
Peru, which can give us a wide open view of this international phenomenon.

Mobile Privatization
McGuigan, Jim, Loughborough University, UK

In Television, Technology and Cultural Form (1974), Raymond Williams launched an
influential attack on technological determinism as an unsatisfactory account of media
innovation. He argued for a more sociological approach that accounted for a complex set of
determinations, including intention. This perspective, which challenges prevailing
assumptions concerning the development of communications technology and its relation to
social change, has been up-dated and refined most notably by Brian Winston in recent years.
Less well known is that Williams also coined a somewhat neglected concept of ‘mobile
privatisation’ to describe the sociality of television-viewing in particular and modern
everyday life in general. Williams had already commented on the simultaneity of mobility and
social separation in his novel, Second Generation (1964), with regard specifically to motorcar
travel; and, he was later to return to the theme of mobile privatisation as a pervasive feature of
late-modernity across a range of different activities in Towards 2000 (1983). This paper aims
to explicate Williams’s formulation of mobile privatisation and to explore its analytical utility
for making sense of recently emergent and widespread kinds of media use. The concept is
clearly relevant to understanding the sociality of latter-day developments in digital
communications that facilitate personal mobility and are connected to processes of
individualisation. ‘Cool’ gadgets - mobile phones, mp3 players, wireless laptops and the
hybrid, multi-purpose communications device, such as Apple’s iphone - accentuate the mobile
privatisation of everyday life that was anticipated so presciently by Williams several years
ago and which characterises the consumer-producer fusion promoted in much media use
today.

The DVD and Audiences — Theoretical and Methodological Challenges
Mikos, Lothar University of Film and Television “Konrad Wolf, AV-Medienwissenschatft,
Germany

Since the DVD was introduced in 1997 it became very quickly an economical and cultural

success. Production companies get nearly 75 % of the revenue of film sales from the home
entertainment market—thanks to the DVD. About 50,000 titles (films and TV series) are
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available on DVD (plus a 30,000 adult titles). More than the VCR the DVD has changed the
use of film and TV. The digitalization extended the offer of a DVD. There’s not only a film
but also a lot of so called bonus material like a making of, audio commentaries, interviews
with actors and directors, trailers etc. This leads to a new way audiences deal with films and
TV series. There is a diversification of the market into different target groups using DVDs in
different ways, by different reasons and for different purposes. Based on two empirical studies
—a qualitative analysis of the modes of address and the aesthetic staging of the DVDs in
different genres and a representative survey (1002 people) on the use of DVDs in Germany—
the paper will deal with the theoretical challenge regarding the notion of the text in general
(can the whole DVD be seen as an “extended narration” of the original film or TV series?)
and on the other hand the theoretical and methodological challenges of audience research
regarding the question of interpretive frames through the bonus material of the DVDs and the
different acts of consumption (film, TV, DVD, Internet etc.) concerning a specific narration
like Lord of the Rings, 24, and others. On the one hand the paper will discuss the concept of
textuality (Fiske) and the concept of textual environment (Couldry) for the analysis of DVD.
On the other hand the paper will discuss the different modes of access and use of DVDs and
the methodological questions of audience research raised by the DVD.

Pseudo-hybridity in the "Korean Wave' in Japan: Focusing on the consumption of
Korean pop culture by Japanese young people
Na, Misu, Chonbuk National University, Korea

This article investigates Japanese university students' reception of the so-called 'Korean
Wave'. In particular, it explores how young Japanese consume Korean popular cultural
commodities such as TV drama, movies and Korean pop songs, in order to understand the role
which Korean culture plays in the re-articulation of Japanese cultural identity. The research
reveals that the consumption of Koran pop cultural commodities is not yet a 'mainstream'’
cultural activity in Japanese youth culture. However, this does not necessarily imply that
consumption of Korean popular culture is considered to be a negative activity. Indeed, young
Japanese audiences of Korean pop culture tend not to have any clear feature of marginalized
subcultural groups, but rather enjoy Korean pop cultural products as a new resource, not being
deeply aware of its origin. By consuming Korean pop cultural commodities, Japanese young
people discover characteristics which Japan has assumingly lost in the process of rapid
modernization. However, in so doing, young Japanese perceive Korea as 'other' without
appropriating Korean pop culture within their own popular cultural scenes and producing the
possibility of hybridity.

Imagining Audiences: Poverty and Immigration in the Montreal and New York Press
Nielsen, Greg, Concordia University in Montreal, Canada

This paper presents a variation on this session's theme. It uses Western theories about framing
and audiences to examine the exclusion of two types of Others who live in Western cities and
at the same time are almost never directly addressed as the audience of the mainstream press,
even though they are often the subjects of their numerous reports. I propose a dialogic frame
analysis designed to demonstrate the relation between journalists and their imaginary
audiences as found in 2005-06 daily newspaper reportage on poverty in Montreal (Le Devoir,
La Presse, The Gazette) and on immigration in New York City (The New York Times). The
research approach combines elements from political framing analysis and cultural theories of
audiences based on implied civic dialogues in order to generate a new critique of the
processes of exclusion enacted by the mainstream press in urban contexts of diversity.
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Applying a dialogic approach and frame analysis together leads to an examination of the
'cascade' of information from external sources (descent from policy, legislation, public
officials, community organizations, street informants) toward journalists and then back to
what I am calling an anticipated or imaginary audience, that is, the civic audience most
directly addressed by the journalist within the text. Dialogic frame analysis focuses on the key
references of authority and emotional-volitional tones that are employed to legitimate stories
and the contrast or complicity with the implied audience as its object of study rather than an
ethnographic or quantitative measure of effects on the empirical readership.

Emergence, Search and Social Networking
Nightingale,Virginia, University of Western Sydney, Australia

“The brain of a bee looks puny, but it may hold the secrets that will change the world”
(Macey, 2006). The theory of evolution has provided metaphors that inform theories of
artificialemergence, or self-organising systems design. The resulting emergent systems are
deployed in many of today’s most popular web services—like YouTube and MySpace. Most
importantly emergent systems inform new approaches to search, designed to harness the
power of collective intelligence. But the use of evolutionary motifs cannot disguise the fact
that the internet is not a natural phenomenon but a complex, chaotic, human artifact. Using it
changes the way people relate to each other and to the world around them. This paper
examines the shift to the social networking and networked individualism of web-interactivity,
and considers the social implications of the shift away from the social formations they are
replacing.

Enhanced Cultural Probes: How to Support Active User Participation in Audience
Research

Obrist, Marianna, University of Salzburg, Austria

Regina Bernhaupt

Marianna Obrist

Astrid Weiss

Manfred Tscheligi

The primary concern of the traditional cultural probes approach was to find new ways on how
technology can enter and affect everyday culture (Gaver et al. 1999). Recently, cultural
probes have been applied to bring information technology to the elderly (Nilsson et al. 2003)
or advising the design of children’s technology (Iversen & Nielsen 2003). The method is also
used for studying concept design (Jadskd & Mattelméki 2003) as well as studying mobile
contexts (Hulkko et al. 2004). Furthermore, cultural probes were adopted for the care sector in
order to better inform the design of applications in this sensitive environment (Crabtree et al.
2002). Another variation of the method is technology probes (Hutchinson et al. 2003), which
involves the installation of a new technology into a real use context. In order to support a
higher user involvement in new media audience research, we developed two methodological
variations: the “Creative Cultural Probes (CCP)” and the “Playful Cultural Probes (PCP)”
method. Both methodological variations are discussed within this paper describing the major
methodological advancements, the lessons learned from field studies and the main
contribution for better understanding the requirements and needs of the target audience. The
reported studies are focusing on interactive television in the context home, but the methods
are not limited to this context. Participants in different setting and cultures could be
encouraged to think about new product ideas themselves by providing them probe packages
with creative and playful material. Such material-e.g. creative cards, games, tangible
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components—stimulate user creativity and support active user participation in audience
research. The initial findings presented within this paper show that the playful probes material
is very useful to actively involve children. Therefore, we are interested in improving the
playful materials for future empirical studies for this special user group in different settings.

Audience and users: Conceptual shift, points of convergence and mutual enrichments
Patriarche, Geoffroy, Free University of Belgium (ULB), Belgium

Several studies have already focused on the concepts of audience (e.g. Carpentier, 2004) and
public (e.g. Dayan, 2001), and the relation between them (e.g. Livingstone, 2005). The
present study extends these investigations to the concept of user and examines how it is or can
be theoretically positioned towards the ‘audience’. The first part of this paper asks why
‘users’ tend to substitute for ‘audience’. It is argued that the conceptual shift is driven by
theoretical positions as well as technological innovations. The concept of use is indeed widely
constructed in diverse research traditions raising the issue of what people do with or through
media objects. Some of these traditions belong to mass communication research (e.g. uses and
gratifications approach, ethnographic studies of domestic audiences) while others have but a
loose connection with the field (e.g. French sociology of uses). In any case, the concept of
user brings into focus issues which are not directly addressed by the concept of audience.
Technological innovations are also responsible for the redefinition of the audience as users. In
fact several dimensions of new media objects put into question the fundamental presumptions
of what is an audience. This paper focuses on computerisation (i.e. one have to deal with the
considerable technological part of new media), selection (i.e. selective access to information),
interaction (i.e. computer-mediated communication between individuals) and co-production
(i.e. participation of ordinary individuals in content production and description), and examines
for each of these four dimensions the arguments which may speak in favour of ‘users’ and
against ‘audience’. The second part of this study demonstrates that despite their specificities,
the two concepts are being crossed by similar epistemological, theoretical and ideological
debates, especially on the active vs. passive nature of audiences or users, and the micro vs.
macro level of analysis. Moreover, it is argued that these points of convergence constitute a
fertile ground for mutual enrichments rather than simple substitution. This assertion is
elaborated through three issues. Firstly, the concept of audience invites to consider the ‘user’
as a discursive construct which is decoded by socially and culturally situated individuals.
Secondly, audience studies challenge the widely spread conception of information search as
an individual activity. Instead it is suggested that access to information is a social process
occurring in groups and ‘imagined audiences’ (Dayan, 1998). Finally, audience studies have
to deal with computer-mediated reception of media texts which are henceforth widely
discussed, interpreted, appropriated and redistributed online.
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Media brands for boys and girls in their everyday life: Perspectives on the product und
reception side

Paus-Hasebrink, Ingrid University of Salzburg, Austria

Bichler, Mag. Michelle University of Salzburg, Austria

The every day life of children is infused with cross-medially marketed media products. These
products’ development into a successful media brand is not only dependent on the respective
advertising strategies but also on the specific characteristics of the products themselves. By
far not all products tap the pulse of what children want and thus obtain the status of an
important brand. When it comes to the question which functions media products offer to
children, it is necessary to distinguish between boys and girls. While boys usually prefer male
characters from strange worlds especially for competition, girls more often have a preference
for realistic, female characters, often using them for self-entertainment. As research has
shown boys have a far broader range of media offers with a higher number of merchandising
products they can chose from. Due to the lack of attractive media characters, girls often
favour other products from non-media sources, which are marketed in the same way though
(e.g. Diddl-Maus, Barbie). The aim of this paper is twofold: On the one hand characteristics
of products targeted at boys (Dragonball Z) or girls (Sailor Moon) are examined. On the other
hand we present results of a reception analysis which shows how boys and girls make their
choices among the available media products and how they deal with them in their every day
life. Results are based on a multi-disciplinary study on media brands in Germany which
examined a) the producers’ perspective and their cross-media strategies, b) the actual media
content, and c¢) on the reception side, the children’s and their parents’ perspectives on media
brands.

Young Audiences Through the Eyes of Television Professionals
Pereira, Sara, University of Minho, Braga, Portugal

This paper aims to discuss the viewpoints of a range of television professionals regarding
young audiences—how they define children, how they understand this special audience,
including its needs and interests and how they view television in children’s lives. Focusing on
these ideas, the objective is to understand how they are translated into decisions about the
form and the content of the schedule, programming, production, marketing campaigns,
regulation measures and also research. The material that will be analysed was gathered from
interviews—about thirty—with professionals working in this specific field—programmers,
producers, directors, script-writers, marketing directors, regulators and researchers. Additional
research objectives include discovering the guiding criteria and the options of the people in
charge of programming for children for Portuguese terrestrial channels and understanding
how they programme in a multi-channel environment for a fragmented and demanding
audience. The paper will also trace the shifting balance between paternalistic, protective and
child-centred approaches and the view of the child as a consumer and a social actor. The
audiovisual changes that began in the 1990s in Portugal have led to a new conceptualisation
of the child audience. Children have become a powerful audience but this power is viewed by
TV programmers primarily in terms of consumption. Children are seen as sovereign
consumers in their own right and through the buying power of their parents. In this sense,
children are being seen more as consumers rather than as viewers. In this current climate, it is
important to discuss the notion of public service and its responsability towards young people.
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Age and newspaper reading: combining a social semiotic framework with verbal
protocols
Pinto-Coehlo, Zara University of Minho, Portugal

The layout of contemporary newspaper front pages is a perfect illustration of the dominance
of the image in the western societies modes of public communication. How do newspapers
readers react to this change? Does the traditional reader sticks to the old logic of reading when
she or he deals with a layout organized according to the logic of image, for example, the
tabloid ones? And what happens when a reader from a younger generation, socialised into the
logic of the screen, deals with a layout of a more traditionally oriented newspaper front page?

In this study we test general assumptions about the way people read a newspaper layout from
the social semiotic framework of Gunther Kress and Theo van Leeuwen (1998) against data
from readers’ actual interaction with newspaper front pages (3 from “quality press” and 2
tabloid, from portuguese press). In particular, we want to empirically test hypotheses about
relations between age (and its associated reading habits) and forms of reading (Kress, 2003).
First, we analyse the newspaper layout, using the social semiotic framework, in order to detect
“encoded ideal reading paths”, without previous knowledge of actual reading behaviour.
Second, we use verbal protocols (Pressley & Afflerbach, 1995) to register page descriptions
of 32 subjects, 16 aged between 15 and 18, and 16 aged between 40 and 55. Verbal data is
analysed in two different but complementary ways: the spatial order in which different areas
attract attention in order to determine reading priorities and order of reading; connections
established between the different areas in order to determine their relative “weight” and their
“information values”. Our aim is to trace patterns and to make comparisons between the
reading behavior of younger and older newspaper readers. The results show that age does
influence the way newspaper front pages are read, and that both kind of readers are actively
crossing the textual space.

Death of the Audience
Pohjonen, Matti, SOAS, London University, UK

Blogs are often quoted as examples of a more participatory mode of media production made
possible by new digital technologies. One key argument has been that blogs allow for a more
decentralized form of production where the hierarchical division between the writer and
audience becomes less clearcut as it is with older media forms such as print newspapers and
TV. Yet despite the abundance of commentary new media forms such as blogs have received
in the recent years, many of the claims, however, have not been backed up by detailed
empirical research. This paper, drawing on extensive ethnographic research into one such
celebrated case of "citizen journalism", will look at one particular aspect of blogging that has
perhaps received less attention: the complex construction of audiences in blogs. More
specifically, it focuses on desimediabitch, an Indian group-blog that gained global prominence
during the Asian Tsunami when it published SMS messages and eyewitness accounts from
crisis-struck areas in Sri Lanka and South India. These messages were then picked up by
major global newsmedia such as the Guardian, New York Times and the BBC and widely-
quoted as examples of the possibilities provided by new kind of emerging "citizen
journalism." It will specifically focus on the complex ways the audience was imagined and
constructed during this time when the blog received hundreds of thousands of visitors because
of its sudden global popularity. Following Katherine Hayles, the paper will specifically argue
that the categories of "audience" and "text" inherited from older media need to be critically
examined when we look at blogs. The challenge of understanding audiences in blogs is linked
to how we understand online digital textuality where texts often dynamically quote, comment
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on, amplify and otherwise intermediate each other. The audience is therefore often imagined
in blogs as a part of the text rather that as a separate entity. This, however, should not be
confused with being an inherently democratising force as some have argued. The issues that
get raised when we look at audiences and blogs have interesting similarities to post-
structuralist critiques of textuality and authorship. The paper therefore concludes by asking
for a careful examination of the new forms of power that are emerging with new online forms
of communication.

Blogs and podcasts as digital micromedia: conditions of interaction of digital audiences
Primo, Alex, Department of Communication, Universidade Federal do Rio Grande do Sul,
Brazil

The popularization of the Internet challenged the concepts of broadcasting and narrowcasting.
Now, with the emergence of Web 2.0 systems—which are focused on participation instead of
mere publication—, those concepts become even more limited. In this context, Thorton’s
(1996) media typology (mass media, niche media, and micromedia) may inspire new findings
in digital audience research. Even though mass media and niche media (e.g. segmented
magazines, cable channels) differ in size and focus of their audiences, they are both
characterized by the division of labor, pressure from internal marketing strategies and
advertisers, and by their content mainly based on hard news, stereotypes, hits and celebrities.
But, while Thornton defines micromedia as low circulating media with highly targeted small
audiences (e.g. fanzines, pirate radio), this paper proposes that “digital micromedia” (e.g.
blogs and podcasts) present characteristics that overcome her original proposition: such as
individual production, global reach, online conversations, networked communities. In contrast
to mass and niche media, based on a transmission model that reaches large audiences with
little interaction among its members, digital micromedia is headed toward small groups.
However, due to the interaction between these digital communities, significant social
activities may emerge as a network effect. In order to conduct this discussion, the analysis of
conditions of production and reception (traditional discourse analysis concepts) is not
sufficient. As the separation between media production and consumption becomes
problematic, this paper proposes that the “conditions of interaction” need to be taken into
account. Further, the inter-relation of those three types of media is argued, as they are
interdependent systems. These theoretical arguments are also based on the results of two
focus groups conducted with Brazilian podcasters and bloggers.

Are Reception Studies Still Relevant in the Context of Massive Changes in Media Uses?
Proulx, Serge, University of Quebec at Montreal, Canada

The 1980s were a boom period for reception studies, centering on mass-audience television.
Since then researchers have progressively introduced a methodological split between: a)
“reception studies”, which analyze media content decoding and interpretation, and
ethnographies of media uses in everyday life; and b) “ICT uses studies”, centered on user
adoption and the social integration of these technologies in specific spatiotemporal
environments (family, work, leisure). With the development of the Internet and network
technologies-especially since 1995, from which time Internet diffusion increased rapidly- ICT
uses and media reception practices have undergone significant changes. In the context of
convergence between media, computing and telecommunications, the epistemological and
methodological differences between reception studies and ICT use studies are blurring.
Symbolic interpretation of media content by the receiving subjects and the social and
cognitive appropriation of technologies by users in their material forms are two theoretical
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movements which have become entangled. To maintain an epistemological split between
these two types of communication studies does not appear useful. To move beyond these
differences we must concentrate on how approaches elaborated in reception studies can renew
theoretical frameworks for analyzing the individual and collective practices generated with
and through the Internet, particularly the second generation of Internet tools known
collectively as Web 2.0. The increase in communication devices favoring p2p and many-to-
many interaction as well as user-generated content, rather than traditional forms of mass
media diffusion, have helped accelerate a process of hybridization blurring the diffusion,
distribution and consumption of cultural products. The notions of “audiences”, “publics”,
“interpretative communities”, “virtual communities”, “collective of on-line users”,
“computer-mediated group communication”, and “on-line self-publication practices” require
revisiting in the context of emerging forms of personal media for mass diffusion and mass
communication. Indeed, these transformations in communication practices call for new
theoretical and methodological frameworks in communication and media research.

L’événement et son public dans le scénario de la crise politique au Brésil
The Event and the Public in the context of hte Brazil political crisis
Quéré, Louis, EHESS, France

Franca, Vera, UFMG, Brazil

Within the field of Communication Theory we don’t speak of passive audience neither of a
sort of mechanical process of de codification or of simplistic relationship of causality between
message and effect. The information paradigm has been largely overtaken (exceeded) by the
new studies about reception. Recently, these studies have been criticised and have accused of
promoting the inversion of the model E[JR while undervaluing the autonomy and the capacity
of resistance by the audience. Such critiques aim to reposition the axis of the analysis within
the communication process itself, and in the emphasis on the reflexivitythat occurs between
media production and reception (this was already mentioned in the pioneering work of
Umberto Eco and Stuart Hall in the 70s and 80s). The work we are presenting is located in
this trend (two-way flow) of thinking globalisation and the inter-dependency between the
different phases of the communication process. In our analysis it is the concept of the “event”
and the idea of the hermeneutic power of the event that allow us to define this junction; the
public is not a prerequisite in any given production; however the public is constructed in and
by the experience caused (provoque) by an event (in the same way the public participate in
the construction of this event).This paper relies on a specific political event and in in the
context of a scandal of corruption that took place in the National Congress of Brazil in 2005;
we will focus in the case of “Fernanda Karina” a secretary who accused her boss of being
involved in cases of corruption. Firstly this paper will look at what constitute an event—what
are the elements/things, the camp of possibilities, increase the available understandings and
carries the power of “effect.” It is necessary to identify the scope of meanings that intervene
in the construction of this event: inserted in the context of the political crisis; the “affairs”
went beyond the original meaning and pose new questions. The secretary became helsef an
event and she earned a large media exposure (visibility). The second point of this paper is
concerned with the power of affect—this means the formation and the position of the public.
An event that conjures up new meanings as the product of the experience and orientation of
the participants; the public is formed by those who are affected and who react reflexively to
an event. In our study, we seek to identify the affairs of the secretary. This will be done by
analysing entertainment television programs and by focus groups with ordinary people. Our
results point to different readings of the event and the critical re-inscription [?] of this event in
the context of the largest case of political degeneration in Brazil.
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A method for studying mobile and ubiquitous media in their context of use
Reitberger, Wolfgang, University of Salzburg, Austria

Due to some distinct properties of mobile and ubiquitous digital media audience research in
response to such media constitutes a methodological challenge. Mobile media can be found in
different contexts of use and can affect individuals as well as larger audiences. The context of
use potentially influences the effect of the mobile media on the audience. To meet this
methodological challenge we extended the paratype method (Iachello et al., 2006), which
combines cultural probing (Gaver et al, 1999), experience sampling (Larson &
Csikszentmihalyi, 1983) and experience prototyping (Buchenau & Suri, 2000). Cultural
probing and experience sampling are situated evaluation methods. They can be used to
evaluate digital media in its actual context of use. Experience Prototyping is a method that is
used during the design of interactive digital media content aims to simulate the experience of
different situations. To avoid bias and to reach a larger and more diverse audience a paratype
study is conducted by a group of individuals, which are called “proxies”. They act on behalf
of the researchers and have no immediate interest in the outcome of the study. We extended
the paratype method with an ex ante questionnaire to evaluate the baseline attitudes of the
target audience at the beginning of the study. This is necessary to compare this baseline with
the attitude measured in response to a mobile media application. The resulting method
consists of the following steps: It starts with an ex ante questionnaire evaluating the
participant’s attitude. At the same time the proxy fills in a questionnaire to describe the
context of the sampling. Next the proxy presents the mobile media application to the
participant. Finally the participant rates the acceptance and effect of the application in a
questionnaire. We applied our method to research a prototypical mobile media application.
The application aims to promote public mass transportation in order to reduce emissions and
to achieve positive persuasive effects. We evaluated the application in two successive studies
regarding acceptance, opportune contexts of use and effects on the audience. The findings of
our study indicate that the context of use has a significant impact on the acceptance and the
effect of this application. The outcome of the studies confirms the utility of our method for the
evaluation of mobile and ubiquitous digital media.

The Death of the Reader: Reception Aesthetics, Fans the Study of Media Texts
Sandvoss, Cornel, University of Surrey, UK

Concerns over meaning and aesthetic value have continuously haunted Media and Cultural
Studies. Nowhere is the dilemma of aesthetic judgment, however, more apparent than in the
field of fan studies, where paradoxically fan audiences have resorted to aesthetic judgment as
principle behind their highly discriminatory tastes and selection of fan texts, while many
scholars, following the unmasking of the social and cultural hierarchies reflected and
constituted through taste in the work of Pierre Bourdieu, have celebrated the disregard of
aesthetics in Media and Cultural Studies as inherent aspect of its progressive cause (see for
example Toby Miller, 2003). However, in its dismissal of aesthetic judgment fan studies have
overlooked noteworthy parallels in the development of fan studies and literary theory which
has sought to locate aesthetics initially in texts in and for themselves and subsequently in their
transcendental qualities and their function. In light of Terry Eagleton’s (1992) critique of both
Cultural Studies and post-structuralism which has underscored the conceptualization of
textuality in fan studies, this paper assess the lessons that audience studies — and fan studies in
particular — can draw from literary theory. Eagelton’s critique raises a number of important
questions: Have sociological studies of fan audiences in their emphasis of the micro over the
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macro, of fans in their subcultural context over wider social relations undermined the
progressive traditions and forms of radical enquiry as Bryan Turner has recently suggested?
Are fan studies unwittingly part of a revisionist wave which has suffocated the final sparks of
radicalism of the 1960s? Or is Eagelton’s critique merely a bitter replique of a scholar who in
the shifting sand of history sees the scholarly foundations of his discipline running through his
hands, witnessing the dunes of social, cultural, economic and technological relations upon
which all intellectual projects are built shifting from his field of enquiry to another?In order to
answer these questions this paper compares the traditions and aims of literary theory on the
one hand and fan studies on the other through the common concept of ‘reading’ as point of, if
not compatibility, but convertibility between these two fields. Vis-a-vis Eagelton’s critique
the paper proposes a model of (fan-)reading grounded in the functionalist formulation of
aesthetics in the work of the Constance School, and the work of Wolfgang Iser and Hans-
Robert Jauss in particular. Juxtaposing notions of audience activity and negotiation, which
signal a break in the communicative chain between text and reader, with the concept of
‘textual blanks’ and recent empirical work on fan audiences, the paper suggests that from the
post-structuralists rejection of the concept of the author epitomized in Barthes’s
pronouncement of the ‘death of the author’ follows a process of reading that assumes only a
performative but no longer a communicative element. The paper thus concludes that the death
of the author has inevitably triggered the death of the reader as audiences appropriate
mediated and fragmented texts and reconstitute textual boundaries in an intertextual field and
thus gain far reaching semiotic autonomy. The paper hence suggest a need to formulate
aesthetic categories that avoid the absolutism of traditional textual interpretation as well as the
relativism of post-structuralism and deconstructionism.

The transformation of audience: mass-media’s interactions in modern Russia
Sosnovskaya, Anna St.Petersburg State University, Russian Federation

Exploring transformation of communicative needs and ways of interaction with mass-media
of an audience in modern Russia, we distinguish between the emotional, behavioral and
dynamic components of this. We investigate photos and texts in printed and Internet media
since 2004.0ur form of audience’s research represents the interdisciplinary — discoursive and
socio-psychological approachs. We consider that it is possible to contact with the text, making
non-realized desires active and alive and to receive symbolical satisfaction fulfilling this
process. (Gestalt approach). In the analysis we use M.Bakhtin's dialogical model, his
opposition of Spectacle and Carnival which means intersubjectivity of interactions and an
opportunity of Carnivalistique freedom at spontaneous perception of texts. We are keen of
virtual communications, as possibility of long continuation of dialogue (construction of
collages of photos, discussion in forums etc). We examine dynamic function of interaction of
the author and the reader when self-expression of the author is the need of the reader. We
have revealed features of the Russian mentality and have explained its cultural genesis, have
found traditional forms of social - psychological protections; have assumed why “networked
individualism” is possible and impossible nowsdays in Russia. Inspired by book
“Transformation of intimacy” (1992, 2004) by A.Giddens, we began to collect histories and
phenomenas of mass-media testifying both new forms of gender interactions and reproduction
(re-construction) of the dominating discourse, traditional patriarchal models of division of
social gender roles.
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Japanese Young People and the concept of Audience Activity: Ethnography on Japanese
Engagement with Media and ICT in Everyday Life
Takahashi, Toshie, Rikkyo university, Tokyo, Japan

The paper considers how Japanese youths engage with media and ICT amidst the current
social and cultural changes in Japanese society in the face of globalization. The primary aim
of this paper is to analyze the complex and diverse ways in which Japanese youths engage
with media and ICT, understanding and bringing together audience activities under the
concept of 'audience engagement', as this term a) encompasses the multiple dimensions of
audience activities and thereby b) moves beyond simplified or dichotomized visions of
audiences. The concept of audience engagement encompasses some of the ideas developed
within active audience theories in both Western and Japanese media audience studies. I have
borrowed the following types of audience engagement from uses and gratifications studies
within American communication studies, audience reception studies of British cultural studies
and European reception theory and Joho Kodo (information behavior) studies of Japanese
audience studies: information and communication activity, selectivity, involvement, utility
and interpretation. I also borrow the following varieties of engagement from alternative
traditions: diffusion and participation. Methodologically, the qualitative approach adopted is
intended to complement the quantitative emphasis to audience research within Japanese
academia. Specifically, the present study is conducted as an ethnography of audiences,
among the so-called 'modern' Japanese families living in the media-rich Tokyo Metropolitan
Area. It makes use of previously identified dimensions of audience activities from several
traditions of audience research and adds to these new dimensions revealed from my fieldwork
via which Japanese young people engage with not only television but other media such as
mobile phones and the internet. Some of these may be universal categories, while others are
more specific to the Japanese audience. The seven modes of engagement I will consider in
this paper are: information-seeking activity, connectivity, 'world-creation', parasocial
interaction, utility, interpretation and, finally, participation.

Reality TV and Everyday Life: Correspondences and intersections
Thomas, Tanya

On the assumption that, concerning societal integration in post-modern societies mediated
experiences are said to take the place of personal experiences, some researchers have
interpreted Container-shows like “Big Brother”, the Austrian “Taxi Orange” or Casting-
Shows like “Pop Idol”, “Star Search” or “Fame Academy” as laboratories for the neo-liberal
character and have connected the analysis of Reality-TV and their audiences with radical
changes in society. Some argue that at the work place as well as in everyone’s life course
»self responsibility«, “self management” and “self-organisation” are increasingly expected
under the conditions of short term employment, decreasing wages, reduced social insurances
and protection (see Sauer 2001; Bernhold 2002; Klaus 2006). Concerning my own research
on Casting-shows (Thomas 2004; 2005, 2007) I suggested borrowing impetus from
Governmentality Studies that combine the analysis of power technologies, forms of
knowledge and procedures of subjectivation. From this perspective we look at the subject not
longer as a solely repressed one but as an active subject that is related to power and whose
different strategies of self-confession, self exploration and self-modelling have to be studied
in detail. At the same time we should avoid to focus on the reproduction of neo-liberal
paradigms on a discursive level only: First, we have to recognize contradictions and
inconsistencies presented in Casting-shows which do not only offer recipes for success. The
attention of the audience is also with the less successful candidates; the majority always fails,
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and therefore these shows also demonstrate that success is arbitrarily. Second, if we accept in
general that there may be a connection between narratives offered by the media and everyday-
life experiences of the viewers we have to recognize that these narratives meet a wide range
of different situations of living which means that the messages sent out by the programmes do
not necessarily find an open-minded audience. The chances to work on the own employability
may be experienced in different ways; every kind of work — as well as working on the self — is
based on different criteria, on abilities and resources. Not all the people are willing or able to
manage themselves and to take over self responsibility. Finally, I would like to mention
Cultural Studies which pays attention to the “policies of pleasure” and show people’s readings
of the media. This is the theoretical background of my audience research I will start in
February 2007. It is based on some research done in 2003 when I already did some interviews
with students (at the age of 10-17) concerning their interpretations of “Deutschland sucht den
Superstar”.

Audiences of the Street
Urbina, Franklin, Gregorian University, Italy

"The audiences of the street" include to the television and radio audience that have emigrated
(from the field to the city) and to the new citizens that use everyday streets and popular
markets of Lima city (Peru) to carry out socioeconomic activities of subsistence. It is an
audience composed by former peasants, children of the street, itinerants sellers and
unemployed. What we look for here is not to defend the street but to understand it and to
explain to it starting from the relation between mass media and audience. We are seeing that
the street in Latin America is a context culturally different to the context of the house, it
means that the use of mass media in the street changes regarding the context of the house.
Silverstone has talked about this in his book “Television and daily life” (1996) where he
noticed the importance of the house in the television culture and in their audiences. The
studies of audiences and their undeniable contributions of Lull, Morley, Silverstone and Tufte,
talk about of the private context of the house, but in their analyses and ethnographic works
they do not talk a lot about public contexts as the street, the neighbourhood and the market.
Contexts that are places and spaces, where they take place and they are given (as Martin-
Barbero and Canclini say) intense social relationships in the world popular of Latin American.
This way, we are seeing that the street in Latin America and especially in the urban-marginal
Peru has socio cultural stimuli. In the street and the markets, the oral communication prevails
in collective spaces. To listen popular music, to see video and to speak in the public space
outside of the house is what is passing in the streets and the popular markets of Lima. Here
the migrants and new citizens are using the music and the popular song transmitted by
musical videos (that themselves produce and sell), radios and the television to organize their
enunciation spaces, of conversation, and to express to alive voice migrant subjectivities and
civic thoughts in contexts of social exclusion and poverty. When we speak from the studies of
audiences we can not talk just about television audiences in the popular communication of
Peru and Latin America, but also of “spoken audiences” and ‘“sung audiences” (where the
public oralities, not private necessarily, they are important to communicate) and audiences of
the street in public contexts in contact with the urban world of the house. There is a collective
orality little studied in Latin America that gives that participative characteristic to their
communication and that today it is listened and it is spoken — between migrations, the use of
the mass media and the new cities—in the house and also in the streets and markets. The
question is if the audiences of the street, with the oral and the public, maintain the endogenous
identity of the Latin Americans?
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Re-interpretation of online communities by children. The case of Ketnet Kick
Van Lier, Tim, Free University of Brussels, Belgium
Pierson, Jo, Free University of Brussels, Belgium

We are living in a network society (Castells, 2004). Digitalisation and online networks cause
profound changes in mediated communication and media experience. Internet reconfigures
social networks and vice versa. Especially the Web 2.0 initiatives and online communities are
becoming very popular among young people: they grow up using and domesticating these
new media (Livingstone, 2002). In particular online communities could play a significant role
in the (future) lives of children. In this regard applications designed for pre-adolescents — i.e.
children between the ages of eight and ten — that aim at creating a sense of community.
However the question is: How do pre-adolescents experience these kind of online
communities and what do they consider important? In the paper we combine theories on the
evolution of media with insights on child development. An essential part of the theoretical
framework consists of visions of online communities linked to interactivity. Here we mainly
integrate visions from Rheingold, KJ Ward, Manovich and McMillan, while focussing on the
rise of web 2.0 notion and the concept of ‘prosumer’ (Manovich, 2001; McMillan, 2002;
Rheingold, 1993; Ward, 1999). Concerning child development, basic insights were taken from
Piaget and FP Hughes (1999). Holloway and Valentine (2002) and S. Livingstone (2002) are
some of the few researchers who are active in the domain of new media and children, and
serve as an important inspiration for our analysis. These insights, like play, multitasking and
media generation were applied to pre-adolescents. The research takes a mutual shaping
perspective. The research is based on the case study ’Ketnet Kick’, a successful game
developed by the Flemish public broadcasting company VRT (Belgium). The game facilitates
an online community for children, stressing the role of interactivity, collaboration and co-
creation. The goal is to ‘transform’ the Ketnet Kick audience into ‘real users’. First, diaries
and questionnaires were used to determine children’s user profiles. A distinction was made
between ‘traditional media users’, ‘screen entertainment fans’ and ‘game/MSN fans’ or
‘specialists’, based on a typology introduced by Sonia Livingstone (Livingstone, 2002). Next
four focus group interviews were used to match these profiles with the experiences of children
on the Internet and in an online community. Additional ten in-depth interviews were done
regarding Ketnet Kick. The objective was to determine to what extent oral communication is
an essential factor in the experience of online communities by children. We found that pre-
adolescents envisage a different kind of online community than is generally assumed. The act
of communicating online is not the ultimate goal of these children. Rather, they strive for
common experiences and cooperating for common purposes. This form of online
communities was coined as ‘imagion’. The term online community, then, may not be fully
applicable here, as it incorporates different connotations. Central in this research is the
combination of two disciplines to generate an interdisciplinary insight: the evolution of media
and media audiences on the one hand and theories on child development on the other hand.
The findings acknowledge the current changes regarding child sociology and media use and
provide insights on children’s online experiences as a reference for media producers and
parents.

Keeping in front of the public: Elinor Glyn and the adaptation of Three Weeks
Weedon, Alexis, University of Bedfordshire, UK

This paper looks at emerging practices in cross-media co-operation in the early years of film

and radio. The paper is a case study the British author, director and celebrity Elinor Glyn,
famous as the Hollywood celebrity author of ‘It staring Clara Bow (1927). Early in her career
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Glyn courted controversy with her story Three Weeks (1908). Immensely popular as a novel
in Britain and America, Glyn adapted it for the stage and screen. Through an analysis of the
correspondence, agreements, royalties, sales, scripts and scenarios, I will explore the business
of adaptation in the publishing, theatrical and film industries at this time. Focusing on Three
Weeks, but making references to her later films and novels, I argue that Glyn used her unique
position as an author-celebrity to promote her own beliefs about love and sexuality across a
wider range of media than British authors had been able to do before.

Watching and Shopping: Television Audiences’ Experiences with Home-shopping
Channels in Everyday Lives

Yoon, Tae-Jin, Yonsei University, Korea

Ok, Mi-ae, Yonsei University, Korea

Despite a short history of cable TV in Korea, 'home-shopping' channels made massive impact
on commodity markets. Various items of more than six billion US dollar are now sold a year
through these channels. But economic impact is only a part. Those television channels have
changed people's everyday lives: the way people buy things, the way they watch TV, the way
they communicate with others at home, to name a few. Television audiences do not have to
get out of their private space, or to meet salesclerks in person, in order to buy something.
Purchase is not a public activity any more. Also, They do not have to decide 'what to buy'
when they watch home-shopping channels. Instead, they have to decide 'buy or buy not.'
There is no 'flaneur' in home-shopping. Television audiences are now willing to watch those
long commercials, with even more attention than when watching soap operas. They recognize
that they are watching commercials, but they do not avoid them. If Sut Jhally's theory of
advertising is correct, they keep working, without getting paid. Why? People are hailed as
potential consumers, instead of audiences, in home-shoping channels. However, that does not
mean audiences consider themselves as consumers and nothing else. They enjoy those
commercials, just like when watching soap operas. Many of them say that home-shopping
channels are fun to watch, no matter what is being advertised, and whether or not they give a
thought of buying them. Are they watching a television show, or a commercial? Do they
distinguish them? Our study pays attention to the audiences of home-shopping channels. We
will scrutinize the meaning of their watching (and buying) experiences. Based on participant
observation and in-depth interviews, we expect to find out how the introduction of home-
shopping channels changed their understanding of 'watching TV' on one hand, and their
everyday lives on the other hand.

Connecting TV comedy shows with everyday lives
You, Kyung Han, Yonsei University, Seoul, Korea

Laughter texts, especially TV comedy shows have been poorly considered as a feasible
subject of such study so far. However it should be understood that TV comedy shows are not
only the symbolic text of pop culture but also a very influential factor of our life due to their
linkage with various media. The goal of this study is to investigate actual meanings of cultural
practice related to TV comedy shows, the typical text of laughter. For the study, two Korean
popular comedy shows, "Oot-Chaat-Saa (people who are looking for laughter)" and "Gag
Concert" and fad words used in each corner of two comedy shows were focused on. The main
question of this study is to interpret practical meanings of resistance, where fad words and
real-life parody of the TV comedy that has in practical respect. This research concentrated on
the practice of audiences in their life rather than decoding process which has been a popular
subject in the cultural studies. As subjects, audiences of pop culture who favor "Oot-Chaat-
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Saa" and "Gag Concert" were focus-interviewed by groups. From the interviews, it was found
that cultural practice of the text of laughter in real life has been processed such as
appropriation and re-appropriation, distortion, and transformation, and audience expressed its
resistance actually. Interviewees answered that they expresses themselves, confirms or shows
off intimacy, or forms their own unique play culture through fad words or parodies of TV
comedy which seemingly appears without particular meanings. In addition, it was revealed
that such behaviors distort existing systems, become effective resisting tools against existing
values, and even stretches out to establish their own new systems. However if the laughter
gets associated with power and dominant ideology, real-life practice related to such laughter
becomes a mere receptive action of agreeing existing systems and values, which might make
the resistance that should be inherent in such cultural practice weakened and eventually
captured by the dominant social systems. In the process, battles for hegemony can emerge and
also certain ritual features of rite of passage, to draw in or remove members from a group, can
arise. In that this state represents duplication of existing systems and their meaning, it would
be close to reestablishment of institutionalized practice, rather than cultural practice.
Nevertheless it should be noted that petty practice of comedy audiences' using fad words or
parodies sometimes distort or destroy various power relationships existing in fixed institutions
and systems, and gradually establish substantiality of its resistance through new unique play
cultures.

Arab Public Opinion, the Public Sphere and Satellite Television
Zayani, Mohamed, American University of Sharjah, United Arab Emirates

Increasingly, Arab public opinion has become more prominent and more relevant. While for
some political scientists Arab public opinion is a myth, for others it is a variable that is hard to
ignore. A number of factors have contributed to the consolidation of the role public opinion
plays in Arab societies and Arab politics, chief among these is media. With the influx of
satellite TV, it has become increasingly hard to keep Arab public opinion under control or
limit its effects. Taking issue with the contention that Arab satellite television channels, in
general, and Arab new(s) media, in particular, are shaping what the public thinks, this paper
suggests a more complex understanding of the intricate relationship between Arab news
media and public opinion formation. It proves to move away from a cause effect model
which often characterizes discussions about “public opinion”—and which presumes that
media in the Arab world has a tremendous and decisive effect on opinion formation and that,
in fact, opinion formation in the Arab world is far from being a media effect pure and simple
—toward a more theoretically viable concept. More than anytime before, new(s) Arab media
are increasingly constructing dominant narrative frames through which people understand the
world around them which comes close to what Habermas calls “the public sphere.” What is
new and revolutionary about new(s) Arab media is arguably not the discourse it promulgates
as much as it is the ‘publicness’ of such a discourse in a culture that is marked by political
restrain to say the least. To what extent this “media-mediated Arab public sphere” is
fundamentally different—conceptually, theoretically and methodologically—from the more
current term “public opinion” (which has a history of its own as epitomized by the
transmogrification of the terminology from “Arab masses” to “Arab street” to “Arab public
opinion”) remains an insistent question which cannot go unanswered.

43



COMMUNICATIONS POLICY AND TECHNOLOGY

La radio digital en Mexico : avances tecnoldgicos contra intereses economico-politicos
Maldonado Reynoso & Norma Patricia, Instituto Poltecnico Naciola, Upiita, México

En la actualidad las tecnologias digitales han ingresado en los distintos ambitos de la
sociedad, cambiando las practicas sociales de los usuarios, revolucionando el concepto de
tiempo y espacio, impactando los conceptos de productividad y competitividad. Llama la
atencion que en pleno siglo XXI, la industria radiofonica no entra de lleno a la etapa digital, ni
en paises considerados como de alta tecnologia y mucho menos en los paises mal
denominados “en vias de desarrollo”.

Lo anterior, trae como consecuencia un marco de discusion sobre la importancia y necesidad
de la incorporacion de las tecnologias de comunicacién e informacidon, pues bajo las
tendencias de la llamada Sociedad de la Informacion y el Conocimiento o era Digital,
pareciera que de no aceptar o alentar su uso, sobrevendria el retraso social y econdomico de un
pais. Asi pues, aparece la encrucijada sobre la radiodifusion digital con muchas preguntas al
respecto /qué es? jen qué consiste?, ;cuales son sus ventajas y desventajas? ;cual es el nivel
de desarrollo y/o implantacion en México,? ;a nivel comparativo como se encuentra México
con respecto al desarrollo e incorporacion de la Radio Digital comparandolas con paises
Europeos, Americanos y Latinoamericanos? Para responder estos y otros cuestionamientos, la
presente ponencia que surge de una investigacion mas amplia que realiza la autora, expone
algunos de los principales resultados que buscan evidenciar, que la tendencias de la Sociedad
de la Informacién y el Conocimiento que proponen la incorporacion de las tecnologias
digitales en todos los ambitos, prometiendo que ello traerd a la sociedad que los integre,
democratizacion, desarrollo y crecimiento, son argumentos sostenidos bajo los supuestos
teoricos del determinismos tecnologico, pues la innovacion y el desarrollo tecnoldgico pasan a
segundo término y no es la tecnologia como tal la que va haciendo los grandes cambios
sociales, son las tendencias de las grandes industrias y los grupos de poder que en el contexto
neoliberal, buscan enmascarar sus verdaderos intereses econdmico-politicos, bajo el escenario
de la sociedad digitalizada. La presente investigacion, analiza el dmbito de las nuevas
tecnologias digitales en la radiodifusion: (la transmision radiofonica digital), comparando la
teoria con la practica mediante un analisis de caso, la Radiodifusion Digital en México, con el
fin de aportar una vision critica a las mismas. Palabras clave: Radio digital, determinismo
tecnologico, neoliberalismo.

Intertechnological appropriation of ICTs by Quebec teenagers: challenging perceptions
to better define trends

Bonneau, Claudine, Ecole des Sciences de la Gestion, Département de management et
technologie, Université¢ du Québec a Montréal, Canada

Fusaro, Magda, Fcole des Sciences de la Gestion, Département de management et
technologie, Université¢ du Québec & Montréal, Canada

As part of a research initiative undertaken in January 2004, we analyzed the behaviours of 13-
17-year-old Quebecers who use information and communication technologies (ITCs). This
project was carried out in two phases. The first, i.e., the quantitative phase, made it possible to
draw a picture of the range of practices through the administration of a questionnaire to a
representative sample of 1,167 respondents. The second phase produced a qualitative analysis
of interviews of young people and their families, which were designed to understand how the
social uses of ITCs come into being. This methodological orientation made it possible to
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study the methods of use, appropriation and reappropriation of the Internet, the cell phone, the
landline, video games, the computer and television, not in a unitechnological silo perspective,
but rather via an intertechnological approach. This transversal point of view made it possible
to observe a real propensity toward the hybridization of uses of ICTs among adolescents — for
example, the joint development of technology-specific uses that transpose themselves into
various other technologies, as is the case with computer chatting and cell phone text
messaging. In the article, we will present the results obtained and the trends that emerge from
them. A keen analysis of the context in which the uses of ICTs by adolescents take shape,
within and outside the family unit, reveals new avenues that make it possible to better steer
government interventions, notably in terms of the education of parents and their children with
respect to ITCs. While the presence of computers in schools is an undeniable fact, the uses
favoured by adolescents do not occur within the framework of schools. In this sense, the
integration of ITCs into educational programs must take into account the new delocalized
geographic reality of adolescent practices. We will also see how parental control is exercised
through an examination of family rules, the monitoring of movements of adolescents who can
now be reached on their cell phones at any time, and attitudes about encounters with strangers
on the Internet. In a context where parents have more and more means to exercise control over
the activities of their children, we see new problems emerging with respect to adolescents’
right to privacy. Finally, this research initiative aims to better identify perceptions regarding
young people and technologies. Even as media discourse argues that adolescents play an
innovative role, we will see that their uses of ICTs are in fact rather conventional and hardly
original. Thus, we will challenge perceptions that tend to overestimate the technical skills of
young people to the detriment of those of adults. This reframing will enable suppliers of
value-added services and content, as well as government decision-makers, to better define
institutional policies in the area of technological research and innovation.

Regionalizing the Digitalized Animation Industry: Focusing on the Supporting Policy
Chuncheon, Korea
Jae-Woong Kwon, Hallym University, Korea

The 20™ century, having started with the development of modern industries, particularly
manufacturing, witnessed the advent of information and communication technologies by the
mid-century. With these new technological industries becoming the leading force displacing
their predecessors, the 21% century began. Next, the broad distribution of personal computers
along with the rapid development of information technology in the 1990s turned the term
“digital” into a household word. In addition, the connection between this new prime mover
and culture created a new concept “digital cultural products,” now recognized in the 21*
century as having potential. Based on this environmental change, this research targets Korean
digitalized animation because animation has worked as the leading area in Korean cultural
industries for years and is currently showing a radical change. Particularly, this research
focuses on examining supporting programs managed by Chuncheon, the local city that is
taking advantage of animation as the prime mover encouraging and globalizing its local
economy. In order to demonstrate that Chuncheon is developing digitalized animation, this
study analyzes the role and the policy of GIMC (Gangwon Information and Multimedia
Corporation), which is the policy practitioner for developing digitalized animation industry.
This study is conducted using qualitative methods. The first is the document data analysis and
the second is comprised of in-depth interviews. Several documents such as newspaper articles
and articles of academic journals are reviewed. For the interview phase, four people are
interviewed. One is an ex-member of GIMC and rest three people are currently taking charge
of animation development at GIMC. Each person is interviewed twice. The result is that
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supporting programs for digital animation are offered by the local government regardless of
the policy managed by the national government. GIMC plays an important role in developing
Chuncheon’s animation industry. It works not only as the policy practitioner but also as the
producer/financial investor and system organizer. Its changed role has resulted in
Chuncheon’s establishment of its global network as the local cluster and shows that the
Korean digitalized animation industry is being globalized. This research consequently works
as the basis from which to look at the Korean animation industry in new ways that contradict
the existing thought that Korea is one of the main subcontract-based production countries.
These finding thus provide strong evidence for further study of the Korean digitalized
animation industry in terms of international communication.

Theorizing Alternative and Activist New Media: Reconsidering New Social Movements
and the Sociology of Alain Touraine
Leah A. Lievrouw, Dept. of Information Studies, Univ of California, Los Angeles, USA

One of the most compelling aspects of contemporary media and information technologies is
how adaptable they are for advancing an almost endless variety of social, cultural and political
viewpoints and movements, especially in comparison to the relatively centralized, hierarchical
mass media systems that proliferated throughout most of the 20™ century. New media
technologies today, with their more decentralized, distributed, point-to-point architectures,
have become an indispensable platform for artists, activists, communities and citizens to
challenge and critique mainstream culture, politics, and society, and to gain visibility and
voice for their interests. New media are playing an increasingly focal role in today’s
alternative and oppositional social projects and movements, where they help shape
participation, and are in turn shaped by it. In previous work I have described several main
genres of oppositional, alternative, and activist new media projects, and the characteristics
that distinguish these sites and uses (Lievrouw, 2003; 2006; in press). I have suggested that
through the reconfiguration of media technologies and infrastructure, and the remediation of
media content and interaction, new media technologies are both the means of expression,
creativity, and resistance in contemporary society, and expressions of creativity and resistance
in themselves. In the present paper I present a preliminary analysis that theorizes alternative
and activist new media projects in the context of new social movement theory, particularly the
early work of French sociologist Alain Touraine. In The Post-Industrial Society (1971
[1969]; see also Maheu, 1996), Touraine contends that the fundamental conflicts and
dynamics of what he called post-industrial or “programmed” society are knowledge-based and
cultural. Actors resist domination and mobilize their interests through personal expressions of
autonomy, identity and creativity and interpersonal interaction. I argue that Touraine’s actor-
centered sociology, which predates Daniel Bell’s classic and more economically- and
occupationally-driven account of post-industrial society, offers a useful framework for
thinking about the ways that people reconfigure and remediate new media as resources and
structures for social and political participation and resistance.

Towards democratic regulation of European media and communication
Hannu Nieminen, University of Helsinki, Finland

Two different logics can be discerned that guide EU’s media and communication policies.
One follows market logic and seems to guide especially EU’s information society and media
policies. The other is advised more by democratic and cultural aims and it influences EU’s
policies in education and culture. After summer 2005 these two logics, although originally
conflicting, seem to have come closer to each other, a recent example of which is the EU
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document on Media Pluralism (January 2007). This development, albeit influenced probably
by the panic that followed the summer 2005 referenda, may give room to more profound
discussion about the aims and principles of EU’s media and communication policies. Some
indications of this can be found e.g. in many recent speeches by Margot Wallstrom, EU Vice
President for Institutional Relations and Commuinications Strategy. Basing on the recent
developments in EU’s policies in the areas described above, I will ask if there are elements in
the recent discussion which would support the creation of a wider European framework of
democratic regulation of media and communication. To this aim I will first elaborate the ideal
conditions for democratic regulation of media and communication in European scale. Basing
freely on a Habermasian concept of the public sphere, I will discuss if the concepts
accessibility, availability and dialogicality can suffice for operational dimensions in modelling
the ideal of regulatory framework. Secondly, I will assess the EU’s recent media and
communication policies against the ideal model. As a result, two proposals will be developed:
first, the analytical concept of democratic regulation of media and communication, and
secondly, an operational model to assess the existing regulatory systems from a democratic-
normative standpoint.

Digital distribution of media products in some technologically advanced nations
Navendu Tripathi

As technology gets more advanced, 'digital' distribution of media products is becoming the
norm across most technologically advanced nations across the globe. Some of these advanced
nations have also come up with rigid deadlines for the 'digital switchover' (US, all EU nations,
Japan, Korea and some others plan a switch-off of the analog spectrum by 2012 or earlier).
Various technologies and distribution models are being used to ensure the digital transition.
While most nations are drawing up DTV (digital television) standards along with HDTV
(high definition television) standards to ensure terrestrial digital television broadcasts, others
which have well established and technologically sound cable and satellite networks in place
are depending on them for the digital switch overs. Still others are experimenting with the
new IPTV (Internet protocol television) technology of the telecommunications companies.
And all this plays out within the regulatory framework of these nations and lobbying efforts
by incumbents to increase barriers to entry. Each country has its own dynamic and it's
difficult to predict clearly who the winners would be given the changing regulatory scenarios,
strategic strengths of various players and rapidly evolving and converging media
technologies, but a few global trends are highlighted through this study. In each century
political/economic power flows from the transportation/ communication channels of that era.
From railroads to broadcast spectrum and cable channels, the control of these 'supply' routes
ensures the domination in economics and politics of respective nations. This is a crucial phase
in history as the 'digital switch overs' are redefining and redrawing these 'supply' routes/
channels/ pipelines. The race to ensure supremacy over these is not quite unlike those for the
railroads/ broadband spectrums and cable networks in the 18" -20™ centuries. And the battles
are just as fierce. Networks for media distribution are being redefined, production and
distribution conventions are being challenged, regulations are being rethought and at large it's
a chaotic symphony with varied notes dominating in various nations and at various times.
However, what is not to be missed in this struggle is the creativity involved, which is an
inherent byproduct of all struggles. From 'interactive' features, peer-to-peer 'user' generated
and distributed content, convergence of voice, video and data on a single platform/ devices,
mobile and wireless devices to increasing importance of 'social networking' and sharing,
almost anything and everything seems possible in the 'digital' world. Hence an important
dynamic not to be missed is how technological innovations might become the determining
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factor for choosing distribution models and vice-versa. The study is primarily aimed at
analyzing successful 'digital switch overs' using different technologies under varying
regulatory structures across the globe. Hence it takes a look at some of the most 'digitally
advanced' nations. The choice of nations is determined by their 'digital penetration' and
'structural dissimilarity' to each other. Research Question: What are the emerging global
trends in the switchover from 'analogous broadcast technologies' to 'digital distribution
technologies' in the 'digitally developed' nations?

A comparative analysis of motivations, goals, services and their relation to network
structure

Van Audenhove, Leo, Vrije Universiteit Brussel, Belgium

Ballon, Pieter, Vrije Universiteit Brussel, Belgium

Staelens, Tomas, Vrije Universiteit Brussel, Belgium

Wireless City Networks are a recent, but growing phenomenon. In the United States hundreds
of cities are looking into the possibility of rolling out Wifi or WIMax based networks over
substantial parts of their territory. Worldwide it is estimated that more than 1.000 cities have
plans to deploy such networks (CDG, 2005). The underlying rationale is that wireless city
networks are cheap and flexible alternatives for fixed broadband networks. Cities more and
more see broadband Internet access as a necessary and therefore public utility to be provided
to their communities at affordable prices or even free of charge. As current market forces
often fail to provide cheap services, cities argue it is their obligation to fill the void. The
deployment of wireless city networks is however more than just infrastructure provision.
Initiatives are linked to broader city policies related to digital divide, city renewal, stimulation
of inovation, stimulation of tourism, strengthening the economic fabric of the city, etc. In this
article we will argue that explicit and implicit goals are directly linked to the coverage and
topology of networks, the technology used, the price structure, etc. Furthermore we will argue
that the differences in context between the US and Europe explain the different infrastructural
trajectories taken. Overall and on the basis of empirical findings we caution for the over
optimistic view that wifi based wireless city networks are an equal alternative for providing
broadband access. There are both financial and technological uncertainties which might have
a serious impact on the performance of these initiatives. The paper is based on a comparative
analysis of 17 wireless city network initiatives in 15 cities, 9 European and 6 American. On
the basis of a literature study an analytical framework was developed, which was
subsequently used to analyse and describe the cases. In this paper we will subsequently
discuss 1) the networks their charactersitics, 2) the goals and target groups envisioned, 3) the
services and prices offered, 4) the investments needed and financial arrangements taken, 5)
the problems and results encountered. The paper ends with 6) overall conclusions and
recommendations for policy and future research. The paper does not describe the individual
initiatives as such. However, the arguments made will be substantiated with information from
the original case studies.

Blog Marketing as Storytelling: A Narrative Study of Levi’s “Stay True”
Wei-Jung Chang

With the emergance of Web 2.0, blogging is suddenly at the eye of the media storm.
Mainstream sources such as Business Week and The New York Times are covering blogging as
if it were brand new. Time magazine's 2006 Person of the Year is “You”, which indicates
user-generated content as the spirit of Web 2.0. Hence blog marketing is becoming
commonplace as brands start to use the Internet for publicity. Brands convey their values
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through blogging, and blogs create more opportunities, and more challenges. Each brand has
its own story, and stories have been around for millennia, probably as long as humans have
existed on earth. With the help of new technologies, today stories are hitting the world of
brand building in a new way. Brands are now taking a page from the storytelling tradition.
Taking Levi’s campaign of “Stay True” in www.wretch.cc, a famous Taiwan website second
only to Yahoo!, as an example, this study shows how user-generated content can be used in a
planned and integrated campaign. By interviewing with many celebrities, the bloggers
represent the spirit of Levi’s without talking about Levi’s in the articles and make the
campaign a hit with over 200,000 unique visitors. Based on Carolyn Miller’s concept of genre
as “social action”, the author considers how blog marketing has evolved as a narrative genre
in the trajectory of campaigns vis-a-vis the development of Web 2.0 that has brought more
and more user-generated possibilities. Following a discussion of the characteristics of
blogging, the study then focuses on the holistic selling proposition (HSP) of Martin
Lindstrom, a technique that conveys information within a whole context, a technique that
enables the world of religion to captivate audience. Furthermore, user-generated content is
gaining as a marketing channel and as a consumer medium because it transforms an
interruptive ad embedded in mass-produced content into an integrated experience created by
consumers, reflective of their life. This kind of participative marketing often reaches beyond
the originating campaign. Herein lies the value of user-generated content: a completely
blurred line between marketing and social experience. Blog marketing, combining brand
identity with social experience via storytelling, is thus not only a “massive social experiment”,
but also a new genre for the narrative of marketing.

Gateway-ing the nation state: ICTs in the service of national goals
Araba Sey, Annenberg School for Communication, University of Southern California, USA

Governments in most developing countries are keen to appropriate the tools of ICT for global
networking despite the danger that “the more states emphasize communalism, the less
effective they become as so-agents of a global system of shared power. The more they
triumph in the planetary scene... the less they represent their national constituents” (Castells,
1997, p.307). Through an analysis of Ghana’s ICT policy framework and ongoing
developments in wireless telephony, this paper discusses the government’s efforts to make
Ghana the “gateway to Africa,” and the expectation that this will translate into socioeconomic
development for the nation. It argues that while ICTs represent a challenge to the authority
and realm of influence of governments in developing countries, they also constitute
compelling material for political rhetoric on development at the local level, and a perceived
means of increasing the nation’s significance at the global level.

Domesticating the Wireless Beast: Wi-Fi Access — Cafe Policies and Cultures
Maren Hartmann, Institute for media, communication and information (IMKI), University of
Bremen, Germany

It is no longer surprising to state that Wi-Fi access is gaining prominence, especially in larger
cities. What we do not properly know yet, however, is who is behind the spread of Wi-Fi in
what places (and why) and who uses it, for what purposes (and when and how). What kind of
appropriation processes, what kind of small policies are being implemented around the use of
Wi-Fi in public spaces in cities? What does the everyday life use of Wi-Fi look like? What are
the interests behind Wi-Fi implementation? These and other questions are central to the here
proposed paper. The specific city focused upon is Berlin. City politics and policies often lag
behind the needs and desires — and actions — of their citizens. At least within the German
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context, municipal governments have not been too forthcoming in thinking about the
provision of free Wi-Fi services. But this is not to say that Berlin is without Wi-Fi access.
Instead, there are at least two other 'movements' that support the implementation of Wi-Fi in
an increasing number of locations: on the one hand, there are attempts to provide free access
to everyone by wireless enthusiasts (maybe similar to, but less well organized than, NYC
Wireless), while, on the other hand, more commercially oriented endeavors take the chance to
increase their attractiveness through the implementation of Wi-Fi technologies. The latter has
not reached the extend of chains such as Starbucks in the USA and elsewhere, but has rather
been based on individual implementations (or commercial meta-networks that support
individual implementations). This has led to Wi-Fi access now being offered in several
locations, primarily cafes in the city center(s), hotels, but also airports, train stations, hospitals
and some state buildings. The alternative schemes — two of which (Qype and Freifunk) will be
presented in the paper — are currently asking their users to share their resources. Through open
source software and basic sharing of existing access lines, meshed networks are being
developed and users participate in a city-wide Wi-Fi network. The proclaimed aim is a
democratization of communication media and better local social networks. A closer look at
both these development directions (commercial and enthusiast) will provide the first part of
the paper. Not only the 'ideological' background of the above-mentioned schemes differs
widely, but also the uptake and appropriation of these services. The alternative schemes are —
at least for the time being — less visible in public city-spaces. The commercially oriented
schemes, however, are already changing the way people engage with each other in public
spaces — and also influence the way these users engage with their networked laptops. In the
second half of the paper I will thus concentrate on the way Wi-Fi has visibly entered Berlin
city space. Two case-studies will be presented in brief: both of them are Wi-Fi cafes, albeit in
rather different locations and with rather different people using them. This part of the paper is
meant to offer a nitty-gritty view, a thick description on the entry of Wi-Fi into public places.
It helps to open up the question of the relationship between the above introduced development
directions and more general questions of the relationship between city spaces, Wi-Fi
information access and social change overall. These will be the focus of the third, the final
and most speculative part of the paper. This shall serve as the outline of a longer-term
research project on the subject which is currently run in Berlin.

Press and profitable news. A new business model for online papers
Anabela Gradim, Universidade da Beira Interior, Portugal

This work is a study on the Portuguese newspapers that, in the last few years, have started to
offer on-line editions cumulatively with those ink-stained. It focuses, among that group, on
the two paid digital papers that exist in the country: “Expresso” and “Publico” online. The
aim is to esteem the economical impact, or its lack, these digital versions have in the whole of
the activities of the newspaper. As it is, economical losses are the rule, and online newspapers
are still to find out a business model that can bring profits instead of losses. To investigate the
nature and possibilities of such business model — which should be a combination of pay-per-
click and click-per-view, or allow a true syndication of contents generating revenue by means
of micro-payment — as well as to present the state of the art of the main Portuguese online
newspapers it’s the aim of this article. Online newspapers are engaged in a paradox with no
way out at sight: in its great majority, they offer for free what they also sell — their news. It’s a
real catch-22: newspapers know they cannot afford not having a strong presence in the
Internet, but in the new medium users seem quite reluctant to pay for content. The result, in
the case of the Portuguese digital newspapers, is that 80% are offering for free, on the web,
the same product they also sell, and the remaining 20% that don't, continue to accumulate
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losses. Hence, when we try to think of new policies and a business model for online
newspapers, we’re reflecting on something the industry, for years, has been hunting without
success. We’re talking about something that doesn't exist yet, but is feasible and should exist.
One thing’s for sure, newspapers are not mistaken when they decide to make a presence on
the internet, even without getting any revenue from it: the web represents a huge market to
explore, one which simply can’t be ignored. In the Portuguese context, in most cases, the
number of accesses to digital editions is higher than the ink-stained circulation of the same
product. So the big question is: how to profit from it? How to make an income from those
millions of clicks, that represent a share of attention advertisers should cherish? Nowadays
papers compete not only with themselves, offering on the web what they try to sell, but also
with a growing menace: free papers, such as ‘Metro’ and ‘Destak’, which have seen their
circulationrise impressively, while the paid papers circulation decays. These two combined
threats urge newspapers to rethink their cost policies and their economical activities on the
web. The traditional model of business, in classic newspapers, is well known: news are paid
by advertisers, or by their readers, or, in most cases, by both. An application of this model to
the on-line version of the traditional newspapers is what has been tried so far without great
success, either because advertisers show reluctance in paying for pixels, or because it is not
possible to convince reader's to pay for a product it used to be offered for free, and still is in
countless sites. In this paper we shall explore how some changes — both in technological
interfaces and web policies - in these two ways of doing the news pay for themselves could
contribute to optimize the resources of digital newsrooms, and if that increase of resources
was reinvested on the sites, to constitute a decisive step for the entrance of the Portuguese
digital newspapers in the third phase of online journalism as Pavlick conceives it.

News in the connected world. News users and news experiences
Ike Picone, Vrije Universiteit Brussel, Belgium

Our daily newsgathering has severely changed over the past decades with the advent of radio
and television giving the public an almost constant flow of information nowadays. The last
medium to have enhanced the way we deal with news is without a doubt the internet and the
way it enables many new forms of news “experiencing”. Blogging, tagging, rating,
commenting, sharing and even producing the news are facilitated by internet’s features and
the technological convergence, while the information overload has led to news often
experienced as a free commodity. Internet makes it possible to interact, but does this also lead
to more participation? Are people waiting for the possibility to easily find peer-rated
information? Are the persons leaving a comment on a news site the same people who write
letters to papers? Generally speaking, is the news user willing to use and participate in these
new information possibilities and on what conditions? In order to answer these questions the
existing conceptual framework needs to be redefined and refined. The classic concepts of
thenews reader/consumer/citizen must be complemented with concepts like the news enjoyer,
the plug-in reader, the blogger or the citizen journalist. While news consuming becomes a
more lean-forward activity for the blogger, the enjoyer will strive for a one-way entertaining
information stream. Therefore, we must not only look at how news is consumed but how it is
retrieved, handled, sharedwith others and finally even produced by the news users. Expert
interviews showed that two aspects seem to be of particular importance when analysing these
practices. Firstly, the degree of trust news users put in online news sources. Not only various
news sites must be taken into account, but also the virtual social networks (the blogosphere,
instant messaging or online game worlds) through which especially youngsters seem to
increasingly get their news. Secondly, the degree of participation different users expect from
these sites will play an important role in the appropriation of these application in their
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everyday life. The scope of this paper is to take the first steps towards such a framework,
which is needed to analyse these evolutions. In order to do this, an in-dept study of the
literature on e-publishing, newspaper readership and online use of news has been undertaken,
supplemented with relevant marketing studies on consumers and specialized blogs. Striving to
stay in touch with the evolutions that are now taking place in the media world, experts in the
field of newspapers, new media and journalism were interviewed on how they perceive the
role of this new user. A first test of these concepts will be held through in-depth interviews
with lead-users based on purposeful sampling. The paper presents the first results of a four-
year research on the attitudes of users towards new ways of news consultation and
participation in the framework of the interdisciplinary FLEET (Flemish E-publishing Trends)
research project (Belgium).

Risques et responsabilités dans la production des services: quelle implication du
consommateur ?
Defuans Christine, Ledun Marin, France

A partir du début des années quatre-vingt dix, on observe une mise en avant croissante, dans
l'entreprise, de certaines caractéristiques attribuées au consommateur (ses aptitudes réflexives,
son potentiel créatif ou encore sa capacité d'expertise). Cette tendance accompagne une
association toujours plus formelle et méthodique du consommateur aux processus de
production. L'entreprise cherche ainsi a limiter certains risques commerciaux ou stratégiques,
voire, de plus en plus, a partager ces risques avec le consommateur. Dans cette logique, le
client/consommateur est alors qualifié par exemple de « co-concepteur » (i.e., fortement
impliqué dans la chaine de production, des phases amont de conception jusqu'a la
distribution). « L'orientation client » des entreprises témoigne de l'accent mis par celles-ci sur
la dimension d'interdépendance entre l'entreprise et le consommateur, et d'une volonté de
maitrise sur cette interdépendance. Le méme processus s'observe d'ailleurs a l'intérieur de
l'entreprise, dans les nouveaux modes managériaux ou la notion de client-employé (ou
cliemployé) par exemple, désigne un modele d'engagement réciproque entre l'institution et les
salariés, considérés a la fois comme ressources et sources de revendications. Dans le cas des
consommateurs, la reconnaissance de l'expertise de l'individu, au cceur des démarches
participatives, concerne tant sa capacité a produire de l'information pertinente et utile a
l'entreprise, qu'une posture stratégique pour susciter son engagement dans la production (voire
de partager une part de responsabilités dans la production et I'usage des services). Mais bien
que diversement associé aux différentes phases de production, tout particulierement dans les
grandes entreprises, le consommateur demeure faiblement impliqué dans I'ensemble du
processus, car son pouvoir de décision ou son influence « politique » sur les choix de
l'entreprise restent limités. Par ailleurs, nous notons que les revendications sociales, portant
sur une plus grande implication du consommateur, tendent a s'intensifier (association de
consommateurs et lobbying, recours juridiques, regroupements conjoncturels ou ponctuels de
consommateurs, etc.). Consommateurs et entreprises se mobilisent également et de fagons
diverses vis-a-vis de tendances sociales fortes (Développement Durable par exemple). Or, la
demande d'implication formulée par le consommateur/client ne signifie pas nécessairement
I'engagement de sa responsabilité au coté de l'entreprise. Sa contribution et son degré
d'implication, voire l'expérience qu'il peut vivre au travers d'une pratique de coopération,
semblent surtout relatifs a un objectif de « valorisation de sa contribution » pour lui-méme (ou
pour ses spheéres d'appartenance sociale). Les notions de participation ou d'implication du
point de vue du consommateur/client, relévent donc de représentations et d'une définition
sensiblement différentes de celles que véhicule 1'entreprise. Nous proposons de mettre en
parallele et de confronter ces deux points de vue (consommateur/entreprise), dans le but de
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cerner plus finement ces modes de représentations et d'identifier leurs impacts sur le lien
social, résultant de ces formes évolutives d'interactions entre les acteurs, dans la production
des services. Cette analyse se nourrit de travaux de recherches diversifiés (théses de doctorat,
travaux universitaires, projets de France Télécom Recherche et Développement).

Wi-Fi and the Right to Communicate
Hamelink, Cees J., University of Amsterdam, The Netherlands

This paper will address the state of affairs regarding the recognition of a human right to
communicate, discuss the legal obligations this right implies for public policies, explore the
availability, accessibility and affordability of broadband for the realisation of these
obligations, and raise the usual warning flags about deterministic thinking. The proposal for a
"communicative city" award will be presented for discussion.

Telecom growth in poor regulatory environments: A comparative analysis of Indonesia
and India

Payal Malik

Divakar Goswami

The conventional wisdom is that good policy and effective regulatory structure result in better
telecom sector performance. This paper explores this a priori belief about the correlation
between regulatory effectiveness and sector performance through a comparative analysis of
Indonesia and India. Both countries undertook significant reforms of their telecom sector in
1999 but ended up with counterintuitive results. Despite having a more favourable
institutional and regulatory climate, India’s telecom sector performance scores lower than
Indonesia’s. A number of propositions are explored to explain the seemingly paradoxical
outcome. Conventional wisdom: Regulatory reforms of the telecom sector, that include
privatization, competition and regulation, are perceived to lead to improved sector
performance. Empirical evidence also supports this hypothesis. Wherever comprehensive
reforms of the telecom sector have been carried out in Asia, there are significantly higher
number of lines and better service quality (Fink et al. 2001). Along similar lines, it has been
proposed that effective regulation is correlated with better sector performance. Poor
regulatory performance is seen to limit the benefits of telecom reform, especially in countries
with a tradition of weak governance (Smith and Wellenius 1999). Investment climate and
investment opportunities in the telecom sector are shaped by policy and regulatory decisions
(Melody 2005). Since telecom infrastructure deployment and services are dependent on the
level of investment being made in the sector, regulatory effectiveness plays a key role in
sector performance. This is also supported by empirical studies that, for example, have found
regulatory effectiveness among EU countries to be strongly and positively correlated with
investment in the telecom sector (Cadman and Dineen 2006). Similarly, a study of 19 Latin
American countries found that institutional factors are a significant determinant of telecom
investment (Gutierrez and Berg 2000). Over the last decade, a large number of Asian
countries have initiated reforms of their telecommunication sectors and have witnessed
significant expansion of their telecommunication networks and striking improvements in
productivity (Fink et al. 2002). For example, Asia’s share of the global mobile telephone users
has leapt from 13% to 35% during the last 15 years and is expected to reach 50% by 2010
(Fink et al. 2001). However, neither telecom sector performance nor the trajectory of reform
process has been uniform within or across regions. While there may be growing consensus
that privatization of state-owned operators, the introduction of competition, the opening up of
markets to private investments and the establishment of an effective regulator are desirable,
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rarely have countries adopted these steps in a comprehensive manner (Fink et al. 2002). In
countries where these reform steps have been followed, the sequencing of reforms has varied
from country to country, depending upon the political economy of reform. Comparative
analysis of the reform process: Although Indonesia and India embarked on significant reforms
of their telecom sector in 1999, each followed a different trajectory. Neither country whole-
heartedly embraced the three mantras (privatization, regulation, competition) of the
liberalization process nor did they follow them in the recommended sequence. However, as
can be seen on Figure 1, India has moved rapidly towards an open competitive model, made
clear separations between the policy and regulatory functions, privatized one of the historical
incumbents and has adopted a Unified Access Regime hailed the world over as a forward-
looking, technology neutral solution to convergence. On the other hand, Indonesia has created
a regulatory body but still embedded within the ministry, partially privatized both historical
incumbents though the government has controlling shares in both, adopted a messy licensing
framework that constraints infrastructure rollout and requires individual licenses for different
services, introduced limited competition in the mobile market though the historical
incumbents are dominant in the mobile and every other market in the telecom sector. Prima
facie, India seems to be ahead of Indonesia in the reform process. Privatization: Neither
country has fully privatized the state-owned incumbents. Indonesia partially privatized the
fixed international incumbent PT Indosat in 1994 and the Government currently retains 14
percent of the shares and the “golden” controlling share in that company. PT Telkom, the
fixed domestic incumbent, was partially privatized in 1995 and the Government retains 51.2
percent of the shares and control over the company. PT Telkom and PT Indosat also control
the dominant GSM operators. India privatized the international incumbent, VSNL in 2002,
nearly 12 years after Indonesia. VSNL is currently run by a private company, Tata Indicom.
The domestic fixed incumbent, BSNL, continues to be fully government owned. Regulation
Unlike European countries, where the setting up of a National Regulatory Authority (NRA)
preceded the opening up of the market, in Indonesia and India, there was a reversal of
sequence and the NRA came into being after GSM licenses were issued. In Indonesia, GSM
licenses were issued nearly 10 years before the NRA was established; whereas in India the
intervening time was only two years. Unlike most countries in the world, Indonesia is
endowed with two regulatory bodies but this hasn’t translated into an effective regulatory
environment. Although the Telecommunication Law of 1999 provided the government the
option to create an independent regulatory agency, that option was not exercised until 2003. A
ministerial decree in 2003 established the Indonesian Telecommunications Regulatory Body
(BRTI) to be effective starting January 2004. However, since its inception, BRTI was seen as
a “transitional” body that would become fully independent only at some undetermined time
(Koesmarihati 2005).

Scenario Planning: Reflections on the value of this research method for a more inclusive
information and technology policymaking practice

Williams, Amanda, University of Calgary, Canada

Matos, Stelvia, University of Calgary, Canada

Langford, Cooper, University of Calgary, Canada

This paper addresses one of the primary methods that can, and should be, of use to researchers
interested in promoting a more inclusive citizen focused policymaking process in their future
research endeavours: scenario planning. It begins with a brief review of the scenario planning
process. In this section we answer questions such as: what is the scenario; why has this
approach often been ignored by social scientists (including communication scholars); and,
what sort of knowledge might be gleaned from a practice that explores not “what is” but
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rather what is “probable”, “imaginable”, or “possible”? Next, an empirical bridge for this
methodological discussion is provided, as we highlight how scenario planning can be applied
in practice. In this instance, we focus on a research project in Alberta, Canada, which aimed
to explore the challenges and opportunities that a government funded broadband infrastructure
initiative (“the SuperNet”) offered to rural business users. More specifically, we review the
steps that were followed for building scenarios, present our research results (including the
specific policy recommendations that emerged when thinking about the role of government in
funding broadband infrastructure projects), and consider some of the general strengths and
weaknesses that we discovered in relation to our overall research design. Overall, in our hands
scenarios are used to explore a variety of quite different imaginable worlds when the context
is the research subject’s evaluation of situations completely unfamiliar to them (our problem
wasidentifying uses of a broadband network when subjects had no experience of broadband).
Our goal is to add concreteness to discussions of policy options in unfamiliar territory. In this
we deviate from the most common use of scenarios where a trajectory is proposed and
scenarios explore lower limit, middle, and high limit alternative scenarios. Lastly, we propose
some general directives for those hoping to use this method. This includes suggestions
regarding the recruitment of research subjects, how best to present the scenarios within the
communities, and ideas regarding the dissemination of research results to both government
officials and participant communities.

The interconnection between the form and the content of video game: A medium
perspective
Meily Cheung Mei Fung

Video gaming is one of the most popular forms of entertainment nowadays. Teenagers and
children are fond of playing video games. The National Institute on Media and the Family
(2005) conducted a survey among school children in the U.S.A and found that 87% of 8- to
17-year old children play video games at home. The vast majority of the studies on video
games have focused on examining the content and the social impact. Many scholars are
interested in investigating the negative effects of video games on their players. Most of them
attempt to link violent video gaming with aggression thoughts and behaviors of players.
Although the content of video game is one of the research focuses, little attention has been
given to the relationship between the form and the content of the medium. In fact, some
scholars note that the content of a medium is strongly related to its form. Some ideas and
content may be suitable to be accommodated by one medium but not the other. This study
explores the interconnection between the form and the content of video game. The approach
of medium theory is adopted in this study. The key thinkers of medium theories share the
assumption that the forms of media are worth studying. Whatever the content is, the medium
itself brings impact to human experience and interaction. The forms of the medium create,
select, modify the content which the medium carries and transmits. Such a medium
perspective helps us understand the effect of media on a higher level. The form of a medium
makes the content available in many ways. First, the form excludes the content. Some content
will not be considered for a particular medium just because the medium cannot accommodate
it. Second, the form works against the content. Not all the content is suitable to be presented
through a particular medium. Third, the medium create the received form thus its content.
Some received forms are made available by the medium. Forth, the form chooses its content.
The form of the medium suppresses the choice of some content and favors the choice of the
selection of others. Fifth, the medium modifies the received form thus its content. Through in-
depth interviews with video game producers, designers and experts, the study reveals how the
form of video game shapes the content. The content of difference topics is changed and

55



modified in order to fix the requirements of video game. Some “commandments” that guide
the content appeared on the medium are identified. The study also acknowledges the role of
human actors in the selection and modification of content.

Developments in Cyberculture Studies in Brazil: Epistemological clusters
Correa Araujo, Denize

This research aims to identify and classify new developments in cyberculture studies in
Brazil, attempting to design a cybermap indicating the status of the studies geographically,
thematically and conceptually. Emphasis will be upon the epistemological clusters in content.
It uses regional and thematic clusters explored in the initial part of the research as a
background frame to contextualize the themes examined. This analysis aims to identify the
origins of theoretical concepts and foundations adopted in Brazil in order to find out how they
were reconfigured within the Brazilian scenario-their convergences working as intersection
points. The results of the two first studies show that there are already more than eighty
scholars conducting research in cyberculture, in eleven research groups about the topic and
ten programs that offer studies in cyberculture and communication. There are three regions in
which studies have been conducted: the northeastern area, more specifically at UFBA and
UFPE; the southeastern area, in Rio and Sdo Paulo; and the southern area, at PUC-RS,
UFRGS and UTP. The approaches chosen by each scholar were classified in five clusters:
cybercities and mobilities; cyberculture imaginaries; websociabilities and subjectivities;
immersion and interfaces; digital journalism. From these classifications, it was possible to
confirm one of the hypothesis: that concepts and theories were reconfigured to fit Brazilian
culture, and some researchers, from different institutions, work as a network, publishing
together or forming societies and research groups. This preliminary study, already published,
displays the convergences among researchers and their theoretical references, contributing for
a general view of the studies and the development of the theme. In addition, this work points
out their divergences, implying that ideas and concepts can be taken in more than what they
explicitly convey. While the first part of the research, “geographical clusters”, is more
informative, the second, “thematic clusters” is gradually contributing to the third section,
which is in development. This section deals with the epistemological background, and tries to
detect in depth the origins and departure points of the studies about cyberculture in Brazil.
The methodology applied is dialectical in order to develop a dialogue among the concepts,
from ideas to practical performances. Although approaches can vary in many instances,
certain theoreticians have been convergently adopted. Among the many examples, the names
of Baudrillard, Castells, Couchot, Deleuze, Gibson, Kerckhove, Maffesoli, Manovich, Quéau,
Rheingold, and Wiener seem to be recurrent. This research, including the classification in
three divisions, is an attempt to identify trends after the first decade of studies in the area of
communication and cyberculture. It also aims to draw a cybermap, suggesting areas not yet
explored and possible paths to lead to other directions.

Zoning Mobility
Susan Drucker, Hofstra University, School of Communication, USA
Gary Gumpert, Urban Communication Foundation, USA

The combination of the physical and virtual technologies of transportation and
communication define cities, suburbs, and rural areas, and the relationship between them. Cell
phones towers, broadband and Wi-Fi rollout challenge public and private policy makers who
seek to find ways of maintaining, updating and improving cities by integrating the latest
technologies. Today the citizen is measured by his/her connection or affiliation with multiple
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communities. Psychological presence in physical space is altered through ubiquitous, flexible,
and mobile media connection. Yet in “updating” the city, fundamental concepts of planning
and governance are challenged. There was a time when regulation of both spaces and media
were based solely on geography. The traditional concept of zoning has been reevaluated has
been the subject of several interesting new perspectives, most notably the New Urbanists. A
call for mixed use zoning takes on new meaning when one cannot anticipate the uses of
spaces and when psychological presence in physical space can be so easily altered through
ubiquitous media connection. Connectivity and interactivity on demand seamlessly accessed
regardless of location creates a mixed use zone of an unprecedented scale and nature. Is the
implementation of wi-fi a new form of zoning? Zoning mobiity has become a new goal. There
is a renewed need to examine how zoning and technologies shape social interaction in cities.
This paper will examine the connection between mobility, place, and community and discuss
how policies and practices in zoning might best address the changing nature and experience of
urban space.

Cooperation and empowerment:
An exploratory investigation of bringing ICTs to aboriginal communities in Taiwan
Chen-Ling Hung, National Taiwan University, Taiwan

Aboriginal people in Taiwan have been within disadvantaged groups in terms of their ethnic
position and socioeconomic resources. Their situation becomes worse due to the lack of
access to ICTs in the information society. To bridging the digital divide between the
aboriginal people and other ethnic groups, Taiwan’s government has initiated a project to
build technology centers in remote aboriginal communities. The digital opportunity center, as
is called in Taiwan, was a similar institution to the community technology center in many
countries, which provides a space with ICT equipment for community residents to access. In
the context abovementioned, this paper examines the process of establishing the digital
opportunity centers (DOCs) in Taiwan to see how this project was taken into practice and
what factors caused its success. Based on the theoretical thesis of social construction of
technology (SCOT), this paper looks into institutional factors and social processes of human
agency. Since this DOC project involved different actors such as the government, non-
government organizations and grassroots groups, this research highlights two concepts,
cooperation and empowerment, to examine the interaction among key actors in the process of
establishing DOCs in aboriginal communities and potential benefits being brought by this
cooperation. To reach above research goal, the researcher conducted field work in five
aboriginal communities of southern Taiwan between 2006 and 2007. This research finds that
many factors influence the cooperation between the public and private sectors, including
mutual trust and understanding, clear rules about the project, efficient communication and
negotiation, and stable budget and resources to carry out the project. Close cooperation will
positively affect the operation of DOCs and the empowerment of aboriginal people. For those
aboriginal people and grassroots groups, participating in the process would help to cultivate
and accumulate the autonomy of their own, the capability touse ICTs and capitals in many
forms (such as cultural, economic and social). Therefore, this paper contributes to technology
and policy research by proposing a critical review of policy practice of bridging the digital
divide in a developing country as well as demonstrating the dialogue between theory and the
empirical study. This paper also fits the theme of the conference in general and the CP&T
section specifically. By addressing the policy of bridging the digital divide, this research bears
a deep concern of social inclusion in the global information society and identifies innovative
ICT strategies that offer the prospect of benefiting and transforming people and their
communities.
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The Expansion of Surveillance: The Commercial Use of the Korean Resident
Registration Number
Jong In Chang

To every Korean citizen, a thirteen-digit number is provided by the Korean government,
namely the Resident Registration Number (RRN, ‘Jumin Deungrok Beonho’ in Korean). This
Number is unique, unchangeable, and permanent so that it distinguishes a person from
another. The RRN has played a significant role as means of social control since it is used in
private sectors as well as in public sectors. Furthermore, originally utilized in 1968, this
thirteen-digit Number is used as one of the surveillance technologies in information society.
This paper attempts to analyze how the RRN is exploited in commercial sectors and how
privacy and surveillance issues are brought about by the use of the RRN. One of the important
sociological questions about technology and society is how, and to what extent technology
affects our society. This may be a critical issue since every technology gains its value from
how much it affects other parts of social system. Hence, the problem of privacy being
impinged by various surveillance technologies is one of the important concerns in IT-driven
social transformations. The spectrum of surveillance has been expanded in contemporary
society: from the public sector to the private sector. Also, the nature of surveillance
technologies has been transformed. In ‘Consumer Capitalism’ society, we cannot ignore the
positive aspects of cost reduction, administrative efficiency and better social service by using
personal information. On the other hand, critics tried to highlight the issues of privacy
invasion, abuse of personal data and degrading informational human rights. The commercial
use of personal information can be a double-edged knife. However, data surveillance (often
abbreviated to ‘dataveillance’) seemed to have serious problems. Moreover, in Korea, since
the RRN was designed to be mandatory and thereby facilitate dataveillance, the possible risk
of an infringement of privacy can be higher than in any other societies. Given the expansion
of online networks, and the incorporation of digital technologies and information into many
phases of contemporary activities, dataveillance is gaining much significance. Compared to
conventional physical or electronic surveillance, dataveillance is inexpensive and is getting
cheaper, thanks to IT. Furthermore, it is now favored due to its limitless application once the
relevant raw data are available. The reason that dataveillance or hyper-surveillance is
considered much more dangerous than the other surveillances in the previous era is
“digitalization.” Digitalized data can be integrated, shared, and copied more efficiently. The
RRN can be a tool of data surveillance and hyper-surveillance. Therefore, it is necessary to
investigate what the social signification of the RRN is in Korea, how it is used in commercial
sectors, and what effects of the RRN can result in. Based on these considerations, I will
investigate the changing concepts of surveillance and the patterns of social control, which
reflect the authority and presence of ever-increasing surveillance power. I also will examine
the Korean Resident Registration Number closely as a case study.

Communication and Media Policy in a Postmodern State: Bangladesh and its
accommodation of the new technologies

Brian Shoesmith, University of Liberal Arts, Dhaka, Bangladesh

Shameem Mahmud, University of Dhaka, Bangladesh

Both China and South Asia have witnessed dramatic and radical transformations of their
respective mediascapes. Of the two regions China is best documented. In fact we would go so
far as to say no other national mediascape has been as intensely scrutinised as that of China,
largely for geo-political and human rights reasons. South Asia, by contrast, has attracted less
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attention, with the exception of the Bangalore computer hub. In this paper we seek to redress
this imbalance by looking at the various communication policy issues currently confronting
the region. South Asia comprises India, Pakistan, Bangladesh, Sri Lanka, Maldives, Nepal
and Bhutan. It is impossible to adequately cover communication policy initiatives in all of
these countries. Consequently, after identifying some general trends in the area we will focus
specifically on Bangladesh as a case study because its particularity. Bangladesh has a set of
political and economic characteristics that set it apart from other member states of the region,
which in turn have a distinct bearing on its communication policy formation, or rather, lack
thereof. The general trends identified include the rush to create communication hubs that
mirror the Bangalore experience in a variety of locations throughout South Asia, active
government intervention in this process, the formation of communication policy that
encourages global investment, the creation of new markets for advanced technologies, the
rapid uptake of these technologies by populations hitherto starved of access to basic
communication means and the social changes associated with these trends e.g. the impact of
mobile phones and computers on gender relations in traditional cultures. In addition the pre-
eminence of India as the regional power has to be acknowledged. The current communication
environment in Bangladesh will be analysed by applying this matrix and comparing it to a set
of conditions that we will argue contribute to the particularity of the country. These are
economic (Bangladesh’s reliance on garment manufacture, its status as an aid recipient
country, foreign remittances), political (its political instability; the absence of a
comprehensive communication and media policy; the presence of a strong civil society [there
are over 2000 NGOs currently operating in Bangladesh]) and the socio-cultural (the tensions
inherent between secularism and fundamentalism in the world’s third most populous Muslim
nation, the significance of the mobile phone in communicating between rural Bangladesh and
the diaspora). In this paper we will argue that Bangladesh may be a harbinger of the future
where politics and culture are decoupled thereby throwing into doubt the need for a national
media policy in an increasingly globalised, or in this case, regionalised world.

Quality of (user) experience
De Moor, Katrien, Dept. Of Communication Sciences, Ghent University, Belgium
De Marez, Lieven, Dept. Of Communication Sciences, Ghent University, Belgium

Conceptualisation and measurement of rising concept.Today’s ICT and multimedia
environment is an environment in which technology provides content creators and consumers
with a myriad of coding, security, access and distribution possibilities, and in which
broadband and wireless communication infrastructures enable access to information and
multimedia services from almost anywhere at anytime. Over the last decade, a number of
important trends have been manifesting themselves within this environment: a growing
convergence, an overload of ‘multi-featured’ innovations, shortening product life cycles and
an increased competition. As a result, the current ICTmarket became a fast changing market,
in which important steps of the development process are being skipped. Moreover, it is also
characterized by a growing number of failing innovations. ‘A lack of user insight’ is often
taking the blame for this, resulting in an increased importance of the user, user-centric
innovation development and the quality of experience of that user. The role and place of the
consumer has radically changed in today’s ICT environment. Consumers have not only
become much more demanding; they also start to acquire a central place in the development
process. The shift from push to pull, or from technology-centric towards more user-centric
product development can be framed within the theoretical context of ‘diffusionism’ versus the
more user-centered ‘social shaping’ and ‘interactionistic’ paradigms. In this globally altered
environment, ‘Quality of Experience’ clearly became a ‘buzzword’, ‘the only metric that
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matters, ‘the ultimate baseline or the crucial element to distinguish oneself from the many
competitors. Obviously, ‘user experience gained momentum’ over the past years. At the same
time however, this ‘quality of user experience’ concept is also confronting us with a number
of difficulties and challenges. Despite the growing importance of QoE as a concept; designing
for an optimal QoE and implementing QoE in a more user-centric development process,
remains very difficult. Two main reasons for this gap between theory and practice are (1) the
lack of a concrete definition and comprehensive conceptualization of the QoE-concept and (2)
the lack of a good QoE-measurement flow. For both aspects, a fundamental review of the
current approach is required.

Digital Radio Policy in Canada: fragmentation or evolution of the medium
O'Neill, Brian, Dublin Institute of Technology, DIT Rathmines, Dublin, Ireland

In December 2006, the Canadian Radio-Television and Telecommunications Commission
(CRTC) issued its review of Digital Radio Policy. This replaced the transitional digital radio
policy of 1995, and sought to implement a framework designed to support multi-platform
digital radio broadcasting in an increasingly complex technological environment for the
medium. Drawing on policy analysis, interviews and expert group perspectives, this paper
traces the background to the legislative provision for digital radio development in Canada.
While Canada was an early adopter of the Eureka-147 or Digital Audio Broadcasting (DAB),
the policy of DAB as a replacement technology approach proved to be mistaken. Subsequent
extensive regulatory intervention to protect Canadian interests similarly proved ineffective
against the dominant influence of US interests on Canadian broadcasting, evidenced most
recently by the entry of satellite-delivered subscription radio services of XM Radio and Sirius.
It is argued that the approach adopted in Canada’s new digital radio policy needs to be set
against the background in which the future of radio is now much less obvious and clear than it
was ten years ago. Instead of a relatively straightforward transition from analog to digital
audio broadcasting (DAB), there is now a wide selection of both competing alternative and
complementary technological options for digital audio delivery. As such, radio can be seen to
be either facing the danger of fragmentation or in fact surviving by infiltrating into new
platforms and becoming more polymorphic. The paper offers a critical appraisal of whether,
given previous experience and lessons learned, Canada’s regulatory approach is the
appropriate one and potentially a model for other sectors and other markets.

Post-Normal Science and Communication Technology Policy
Sandra Braman

The surprisingly large descriptive literature about relationships between communication
research and policymaking published since the 1880s speaks to the conditions of the modern
nation-state as it developed in conjunction with a particular stance towards the value of
evidence-based decision-making and the concomitant development of research methods. The
state, knowledge production, and the subject of communication policy have all continued to
evolve, however. Thus the relationship between communication research and policy in the
21st century must take into account three tranformations: from the bureaucratic welfare state
to the informational state, from “normal” science to “post-normal” science, and from
traditional forms of media to the digital environment. This paper will begin by introducing the
four forms of post-normal science as they affect the use of knowledge by policy-makers, and
examine in detail four examples of the consequences of this shift in the nature of knowledge
production for the ways in which we make law and policy for digital technologies. These
examples range across stages of policy-making processes, including attention to the nature of
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the data used by policy-makers, opportunities the informational state offers for administrative
interventions into how policymakers use the results of research, epistemological
developments that shape how research results are framed, and identification of research
subjects as so exceptional that research need not apply. Analysis of legal developments and
policy-making processes provides the empirical evidence discussed. While U.S. law is used as
the exemplar case, the paper will include a discussion of the relationships between U.S. law
and the laws of other states, regions, and international groups that make clear the extent to
which the case is generalizable as well as the limits of the case. The paper will conclude with
a look at the implications of these developments for communications technology policy
analysis and policy-making going forward.

Approaching Working-Class ICTs in China: Practices, Issues, and New Ways of
Thinking

Jack Linchuan Qiu, School of Journalism & Communication, Chinese University of Hong
Kong, Hong Kong

Do information and communication technologies (ICTs) help the poor or do they further
promote the interests of the rich? Do they reduce inequality or make it more acute? While
thinking about the uneven development of ICTs and its social consequences, we often
immediately think about the “digital divide” between the information haves and have-nots, a
binary mode of thinking that simplifies things into two categories. We either have or do not
have the gadget, skill, or access. There is either upward social mobility, or, people would “fall
through the Net”. But is this all that is going on? Using China as the context, which stands
emblematic of similar growth in much of the developing world, this paper highlights the
pivotal techno-social emergence of working-class ICTs such as cybercafé, prepaid mobile
service, SMS and Little Smart (a low-end wireless phone). After a few years of phenomenal
increase since the turn of the century, these inexpensive ICTs have constituted the bulk of
China’s telecom market, creating a new social group of the “information have-less” that
populates the vast gray zone between the haves and have-nots.

The growth of working-class ICTs in China, 1999-2006

Cybercafé user Prepaid mobile SMS traffic Little Smart user

population phone subscription volume (billion  population

(million) (million) messages) (million)
1999 0.98 % --* 0.6
2000 4.64 14.9 1.4 1.3
2001 5.19 46.2 18.9 6.0
2002 11.47 88.6 90.0 13.0
2003 16.14 124.4 137.1 37.3
2004 23.03 187.8 217.8 65.2
2005 29.97 235.0 304.7 85.3
2006 44.25 --* 429,7 91.1

* Data unavailable

Sources: Year-end data compiled on the basis of CNNIC Semi-Annual Survey Report of Internet Development in
China (1999-2007), MII Annual Statistical Reports on the Telecommunications Industry (1999-2007), China
Mobile Annual Reports (2000-2006) and China Unicom Annual Reports (2000-2006).

Accompanying the rise of working-class ICTs is the materialization of new ICT practices:
many members of the information have-less spend more than 10 hours a week online, yet they
do not possess personal email accounts; they have mobile phones, yet they seldom make a
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phone call (because they text). These practices give rise to a broad range of theoretical and
policy issues that will be outlined in this paper. To do so, I shall synthesize recent studies on
China’s underclass and information technologies as well as my own fieldwork since 2002. I
shall also discuss broader implications beyond China and propose a new research agenda for a
long-term empirical project that reflects the reality of the ongoing techno-social emergence of
working-class ICTs. After all, Internet and mobile phone are no longer exclusive privilege for
the elite. There is, indeed, a genuine possibility for the information society to be re-imagined
as something more inclusive and more democratic, from the new perspectives that this article
will focus on.

Bringing Politics Back In: Comparing Info-Societies in Brazil and India
Chakravartty, Paula, U. Mass, Amherst, USA

As two of the most important “emerging” economies that are also democracies, the Brazilian
and Indian states as well as their civil society counterparts, play a pivotal role in global
debates about the terms of the information society. Although we may be tempted to draw
from historical precedents to the earlier non-aligned era, global integration and institutional
shifts make for a vastly different context in which North-South differences are represented.
Given the trend towards global convergence in regulatory policies, this paper consider how
politics—broadly defined—shapes the vision of access to information in practice both
nationally and through transnational alliances. Specifically, this paper considers how the
problems of access are formulated in two nations where redistributive questions articulated
around class, but also caste, race, gender and region, have fuelled public opposition to the
norms of the neoliberal info-development vision.

Surveillance at the Edge of Chaos: reconceptualizing intensity in terms of discursive
structure
Kenneth Farrall, Annenberg School for Communication, U Penn., USA

As the world wobbles into the 21st century, debate has erupted as to the proper role of
surveillance in ensuring the security and viability of global civilization. Surveillance, from a
policy perspective, is best conceived as operating on the "edge of chaos," the phrase made
popular by complexity theorist Stuart Kauffman. Living systems tend to evolve to a state
delicately balanced between order and chaos, where there is a large degree of novelty and
innovation but not so much variance that the system collapses into total disorder. Anthony
Giddens and Michel Foucault have helped us to understand that surveillance plays a critical
regulatory role in any complex social system. On the other hand, the sub-discipline
“surveillance studies” has called our attention to an intensification of surveillance worldwide
and its negative impact on the human right to privacy and self-determination. Echoing this
concern, NGO Privacy International recently released a global index of nation states ranked
by the intensity of surveillance, based on thirteen specific criteria, including data retention
practices and privacy enforcement. The report serves as a useful tool for global human rights
and privacy activists. This paper aims to contribute to this privacy discourse in two ways:
first, it demonstrates the social toxicity of extreme surveillance in terms of cybernetics —
specifically, Ross Ashby’s Law of Requisite Variety. The paper then develops a model for
measuring changes in the intensity of surveillance, not by some indexical, scalar value (as is
the case with the Privacy International report), but in terms of certain global structural
parameters in the way surveillance is socially constituted. The goal of this approach is to
facilitate policy by more clearly identifying targets for policy action. To describe these
structural parameters, this paper adopts both the language of network theory and vocabulary
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common to discourse analysis, paying particular attention to the notions of “discursive
formation” and “discourse object.” Global surveillance can be modeled as a meta-discourse,
an ecology of surveillance discursive formations — market surveillance, crime surveillance,
terror surveillance, and health surveillance further clustered within global, national, state, and
community-bounded discourses — in the process of constant interaction. Distinct formations
constitute and circulate objects in distinct patterns, but the borders are porous, and certain
objects (credit reports, for example) circulate well beyond their initial locations. From this
perspective, the intensification of surveillance may be understood in terms of the merging of
discursive formations rather than some scalar increase in a surveillance intensity index. The
loss of discursive boundaries in surveillance eliminates what Maria Los has called “potential
lines of resistance, refuge and difference that may save us from the totalitarian abyss.” Of
particular interest to the paper will be the disappearing boundaries between national/global
security state and global capitalist surveillance discourses and the negotiation of tensions
between global and national boundaries. Case studies will include the legal battles between
Google and the US DOJ, recent revelations about the relationship between AT&T and the
NSA, and continuing resistance of the Peoples’ Republic of China to the international
wireless encryption standard.

Trends in e-gorvnement research: the paradigm shift towards user-centred and
multichannel e-governement

Laurence Hauttekeete, Ghent University, Belgium

Pieter Verdegem, Interdisciplinary Institute for Broadband Technology (IBBT), Belgium

Following the ICT boom, policy makers initiated different e-government strategies. These
strategies were supposed to be a perfect answer to a new developing ICT environment and to
create new channels in which government and citizens could interact and communicate (Prins,
2001). Theoretical approach: user-centered and multichannel e-government. During the last
years however, the egovernment strategies have been fairly criticized due to two
shortcomings: 1) E-government services have until now been primarily guided by supply-side
factors (starting from the existing government services), which is a too stringent way of
working and thinking, and asks for reconsideration; 2) There is often a strong technology-
driven approach. This contrasts sharply with the European Commission’s request that — in the
light of its vision of ‘ambient intelligence’ — the user, the individual has to be placed at the
centre of future developments for an inclusive knowledge-based society for all (Gareis, 2004).
Recently and partly as a reaction to these two shortcomings, there has been a paradigm shift
towards new concepts such as ‘user-centered government’ and ‘multichannel e-government’.
E-government is based on the principle of enabling users to access public services through
new delivery channels such as the internet. However, one has to bear in mind that the benefits
of online services depend not only on the availability of those services, but also on how they
are organised and provided to the users (Millard, 2003). User-centered e-government requires
both an understanding of user needs and the ability to deliver services according to those
needs. This approach is expected not only to increase customer satisfaction, but also to
provide additional gains in terms of improving the efficiency of government and the increased
use of electronic government services. An emerging approach to meet the objectives of better
quality and improved efficiency is through multichannel service delivery (OECD, 2005). The
focus of this method is on the use of a mix of delivery channels (not only internet, but also
digital television or mobile applications) in order to improve and facilitate user’s overall
experience in accessing public services (EC, 2006). Empirical research and results: The
empirical part of this research consists of two studies: 1) A qualitative research by means of
focus group interviews, in which we tried to assess people’s attitude towards (e-)government.
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2) A large-scale quantitative survey investigating the needs and expectations towards
(multichannel) e-government services. The qualitative design proved that people are already
familiar with the concept of ‘egovernment’, but that there is still a long way to go. People are
often not aware of the availability of different electronic government services and still have a
rather conservative attitude towards these new services. The quantitative research design is
complementary to the qualitative study. 1651 respondents—collected by means of an online
and offline survey—were questioned about their needs and expectations towards egovernment,
their consumption behaviour (use and attitude) concerning internet, iDTV and mobile
applications, their current usage and satisfaction of the (e-)government services, and the
potential of multichannel delivery.

Digital revolution in an ageing society? A multi-method study on media inventories and
media use in the households of older adults

Thilo von Pape, Institut fiir Kommunikationswissenschaft, Ludwig-Maximilians-Universitit
Miinchen, Germany

Thorsten Quandt, Institut fiir Kommunikationswissenschaft, Ludwig-Maximilians-Universitét
Miinchen, Germany

When analyzing the evolution of media and communication in our everyday life, predictions
from technological and social perspectives largely agree: There are dramatic changes on the
way. However, the predicted nature of these changes varies according to the viewpoint. While
the providers of new communication technologies envision a “digital revolution” driven by a
rapid diffusion of smart, ubiquitous and connected technologies, social scientists expect the
mostdramatic changes to be of a demographic nature. So on the one hand, a faster diffusion of
innovations is expected, and on the other hand, society witnesses a growing proportion of
older adults and seniors, who are traditionally considered as being rather reluctant to
innovations. This discrepancy is a central concern to ICT policies today: If the ageing
population manages to use new technologies, these innovative tools can help to overcome the
handicaps connected with age, thus enhance the quality of life — and solve some of the
demographic problems. At the same time, there is the risk of a constantly growing digital
divide between the younger, dynamic population and the elderly, who might be completely
left behind. With these two contradicting prognoses, the future media development and
societal future remains unclear. In order to overcome this uncertainty, we realized a study of
household media inventories and media use, combining both qualitative and quantitative
methods. The basic idea behind this: If we know how the people integrate new media with the
already existing ones in their everyday life now, we can come up with better informed
theories on how the inclusion of innovations into the households might develop in the future.
Therefore, we described the whole domestic mediascapes of 100 German households, using
interviews and structured observations, supported by photographs of the main media rooms.
Of the 192 people living in these households, 85 persons were over 50 years old (up to 93
years old!) — and from all the inhabitants, we acquired the whole use profile of all the media
in the household during partially structured, modular interviews. Based on these data, we
identified typical patterns of how older users appropriate new media and integrate them into
their traditional living world. The media’s functionality has to fit their personal use contexts,
and the media are (re)interpreted according to the existing domestic environment, which
seems to remain rather stable over time. Thus, we found that media become less social in use
when the people are growing older—since they are often living as singles again—, yet the media
environments in form of, for example, traditional ‘TV shrines’, still seem to be ‘ready’ for
social/family use. In our presentation, we will sketch these domestic media environments in
more detail. Both quantitative data and in-depth analyses of single cases from this study will
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shed a light on the questions how new media have been integrated into seniors’ households so
far, how this differs from the younger generation, and how it might develop in the future.

Putting down stakes: The role of metaphor in the regulatory construction of cyberspace
Gandy, Jr., Oscar H., Annenberg School for Communication, U. of Pennsylvania, USA
Neil Farrall, Kenneth, Annenberg School for Communication, U. of Pennsylvania, USA

Understanding the development the internet requires a comprehensive assessment of the
strategic resources that interested actors bring to bear on critical points of engagement with
those institutions that identify, assign, and enforce the rights and responsibilities that define it.
This paper is focused on the role of courts in the United States that help to set boundaries and
shape behavior in cyberspace. An analysis of the strategic use of metaphor by justices, judges,
plaintiffs, defendants, and a rapidly growing pool of “friends of the court,” reveals the ways in
which boundaries are drawn, and rules are set into place, only to be stretched and distorted in
order to justify an outcome apparently chosen in advance. Cases at the heart of our analysis
include those in which competing interests attempt to protect children from pornographers
and sexual predators, by establishing “adults only zones” and requiring the identification of
those who would “visit” those establishments, while others seek to protect the most important
“technology of freedom” since the printing press. More technical, but no less critical cases
involve attempts to define the meaning of trespass and harm as they apply to information, and
the precise nature of the services and responsibilities shared by ISPs and peer-to-peer
networks. The actors and interests involved in these cases range from investors, artists and
engineers to librarians, civil libertarians, and advocates for the visually impaired. The
metaphors they use as strategic resources in the production of influence within the courts
reflect the common goals they seem to share.

Communication Technology and Public Safety: An Emerging Policy Research Agenda
Gordon A. Gow, University of Alberta Edmonton, Alberta, Canada

Public safety communications is emerging as a field of growing interest for policy makers
around the world. Recent events such as the Indian Ocean tsunami and the London bombings
have made it clear that although we are surrounded by communication technology, it often
fails us when it is needed most. Consider for example mobile and nomadic (VoIP) phones,
which are now receiving considerable media coverage related to public safety. On the one
hand, this technology is marketed as a major breakthrough for personal safety by enabling
anytime, anywhere access to assistance. On the other hand, the sheer volume of these phones
in service today has in some cases led to the degradation in the quality of emergency services,
due in part to network congestion during critical incidents as well as to problems with
identifying and locating distressed callers. Mobile phones have also gained a nasty reputation
for their use in criminal activities and terrorist plots, such as the 2004 Madrid train bombings.
This of course is in addition to ongoing fears over the health effects of radiofrequency
emissions and traffic safety concerns related to the use of this technology while driving. These
developments help to illustrate why there is a need “to identify and discuss new agendas, new
approaches and present innovative methods in future and emerging communication research"
related to public safety services. A sustained program of multidisciplinary research can
contribute to this process by developing a big picture understanding of the issues and by
working to identify appropriate forms of regulatory oversight in vital areas of network
development and in the so-called “social regulation” of established communication services.
Responding to this perceived need, this presentation identifies and describes emerging
technology policy issues in the field of public safety communications. Data has been gathered
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through a review of recent government reports and academic literature, as well as the author’s
involvement in several key initiatives now underway in this area. These include the
CANALERT public warning project in Canada, the EU’s Public Safety Communications
Forum, as well as the ITU’s standardization work in telecommunications for early warning
and disaster relief. The primary aim of the presentation is to provide a high level overview of
emerging developments in this field and to suggest how these relate to a number of
crosscutting issues and concerns within communications policy research. The presentation
will be organized according to four themes, each touching upon wider policy topics:

(1)Public alerting and emergency broadcasting;

* Political economy of communication

(2)Personal safety and social surveillance;

* Information privacy rights

(3)Emergency services and Next Generation Networks;

* Technology assessment, foresight planning

(4)Interoperability challenges for public safety communications;

* Spectrum management, open source standards

The presentation will conclude with brief comments on the planned activities of a strategic
research network being organized in the area of Communication Technology and Public
Safety.

Policies for ICT Diffusion in Turkey
Funda Basaran, Faculty of Communications, Ankara University, Turkey

In order to analyze the diffusion of information and communication technologies and services,
the model of diffusion of innovations that was formulated by Rogers is generally accepted as
a starting point. According to Rogers (1995), diffusion of innovation can be defined as the
process “by which an innovation is communicated through certain channels over time among
the members of the social systems.” Typically, a sequential stage model consisting of
awareness, interest, evaluation, trial, and adoption phases is assumed. The past research has
sought to explain the diffusion of an innovation based on the adopter characteristics, the social
network in which the adopters belong to, the communication process, and the characteristics
of the innovators. Although the traditional diffusion of innovations theory has provided many
useful insights into understanding the adoption and diffusion of technologies in the past,
recent works in diffusion of interactive technologies point out some limitations of the model.
In particular, the innovations are often characterized as complete objects that need to be
“diffused” in a linear sequence within a context marked by individual decisions in free
markets. On the other hand, the political economy approach takes the diffusion process not
only as an economic problem but also as a social equality and justice issue. From this point of
view, it suggests these policies to be structured for the public interest. Additionally, historical
analysis does not take the diffusion without a subject as a base, but rather the diffusion where
some actors that can direct the process are defined and some certain conditions of realizing
the diffusion process are determined is taken as a base also. Diffusion of technological
innovations and turning these innovations into an advantage not only for economic
development but also for social and cultural development requires a series of public
deployment policies that are determined by taking historical, social and cultural situations of
each country into consideration. When the telecommunication policies are reviewed
historically it can be observed that some special policies with the purpose of increasing
diffusion of network and services have been implemented in different periods. In this study,
the diffusion of information and communication technologies and services in Turkey is
analyzed historically in the framework of actors, policies and the outcome of these policies.
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These policies are classified in terms of the processes and their consequences as “public
service”, “strategic deployment”, “social-Darwinist”, “protecting disadvantageous”,
“diffusion of techno-economic paradigm” and “focused scattering”. Historical analysis of the
diffusion of information and communication technologies and services and a classification of
related policies can be used to shape a future for new technological systems which will make
them advantageous not only for economic development but also for social and cultural
development. At the same time, this will show the reasons behind the international differences
emerging during diffusion of these technologies.

The values of the civil society: the example of the WSIS
Riondet, Odile, Université d'Alsace, France

Most international meetings bear witness to the emergence of so-called civil society. The term
civil society refers to actors other than big business and the State, and comes close to the ideal
of representing a wide variety of participants, including the disempowered groups. In fact, and
as Meryem Merzouki highlighted in September 2003, the associations represented at the
World Summit on the Information Society were very diverse. Lobbyists were as much on
display as those representing simple citizens. Civil society is not a homogenous organisation
but a conglomerate of more or less organised bodies. However, this does not hinder the
different elements which constitute the civil society from issuing texts and proposals. Despite
this, can one use the texts produced by the civil society to construct proposals which would
lead to an agreement as to objectives? In what way are these suggestions the vectors of
implicit and explicit values which can be discussed within a framework of “communicational
action”? How do they differ from the principles proclaimed by the States? How can proposed
means and actions be differentiated? The most striking feature is some similarity between the
principles instigated by the States and the civil society: it is necessary to build an information
society which is humane and inclusive, cares for minorities, fosters the expression of different
viewpoints... The texts point out the same populations at risk of being marginalized by the
information society: the disabled, children, women... Other similarities can be detected for
the services mentioned above (health, education) or anticipated risks (security, cultural
impoverishment...). Does this mean then that there is no real difference between the values
themselves but simply a confrontation between influential groups? It is therefore necessary to
examine the various dimensions and forms which constitute a code of ethics: which are
favourable to the civil society? Some of the numerous authors working on ethics are close to
our concerns since they are interested in ethics as well as technology. One of them is, of
course, Jacques Ellul who, by suggesting a “moral mapping of technology” underscores the
way in which ethical realities partly form individual behaviour. Habermas follows in showing
how science and technology turn into ideology of replacement, but especially when describing
situations of asymmetrical communication and the role of discussion in these situations. But
ethical considerations emanating from different sciences and technologies are also of some
interest even if they do not deal with the information society. Jean-Pierre Changeux comes
especially to mind as having stimulated thought on the relationship between the scientific and
the political world. Whereas Henri Atlan defined the nature of liberty as one of deficit, when
confronted with the systematic search for well-being. The texts produced during the WSIS in
Geneva will be analysed with regard to their ethical dimension and their tendency towards
action: how can an informal agreement on the wording in an instant be transformed into a
pattern of action and into an element of group structuring?
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Citizen journalism or new tools for old media?: The Case of Turkey
Aydogan, Aylin, Faculty of Communication, Ankara University, Turkey

Internet has created many myths since it was made available to the public. One of the recent
popular topics in this fashion is citizen blogs and similar innovations, which were based on
the interactive character of the Internet. It has been claimed that a new kind of journalism
named as online journalism, multimedia journalism, citizen journalism is emerging. Popular
literature and optimistic mainstream researchers argue that new style web journalism
empowers users/citizens and have the potential to reverse shortcomings of traditional media
which has been characterized as “top-down or one-way.” A more democratic and
participatory democracy is this expected by the popular press. However, like in many
technological artifacts in the history, once again emancipatory character of new technologies
have been based on technological merits of applications. Few have questioned broader social
and economic motives under which new innovations were introduced or if current
technologies have been used to strengthen commercial and homogenizing practies of
established media monopolies. In this paper optimistic expectations will be questioned using
empirical data on the case of Turkey. In Turkey, some of the web journalism sites sponsored
by the mainstream media have been applying various methods to improve interactive
character of the Internet in order to create more “reader friendly” websites which can also be
defined as an effort to make use of “information sensitive to the market.” One of those tools is
implementing new applications to measure popularity of certain topics. Not only clicks are
counted by expert software but readers are called to vote for different news stories. This way
more attractive stories of headlines are being created on the web which is later used by the
traditional paper-based versions. Writing comments to news, forwarding “popular” stories to
friends by e-mails are among other tools to create a consumer base. For example knowledge
gained from popularity index of news on the websites were being used by managerial elites of
traditional media in order to consolidate their market base. Our research shows that althoug
those tools were presented as being more democratic and participative, it is difficult to argue
that this is enough to overcome bias and homogenouity of existing media structures.

Community Radio’s in the West: a legacy of struggle for survival in a capitalist
consumer-oriented media-world
Cammaerts, Bart, London School of Economics and Political Science, UK

This paper will return to a technology that is much older then the field of media and
communication itself, namely radio. It will more precisely review the litterature on
community radio and examine the difficulties community radio’s in the West encountered in
getting recognised as a third voice, next to commercial and public broadcasters. The focus is
specifically on the West as many community media discourses, theories and policies are often
oriented towards developing countries and emerging democracies, while community radio’s
in the West are often forced to operate in the margins. A comparative analysis of the
regulatory history relating to community radio will be presented with case studies on the US,
the UK and Belgium. This will indicate the different trajectories community radio initiatives
in these countries have followed. Some influence of distinct regulatory paradigms (Van
Cuilenburg & McQuail, 2003; Hallin & Mancini, 2004) can be observed, but overall in every
country community radio has a legacy of struggle for existence. A common thread in the
cases studied is the difficulty involved in (local) community radio legitimating its existence
on the FM-band alongside commercial and public broadcasters. Unlike these latter,
community radio movements have little lobbying power and are usually positioned as rogue
and unprofessional actors within the broadcasting community. The outcome of these struggles
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is again very different from one country to another. Overall, and especially in countries with a
strong public service tradition, community radio has only fairly recently been recognized as a
distinct media sphere, complementary to public and commercial broadcasters. This is the case
in Belgium and in the UK. Belgium is a specific case as it has two different regulatory
regimes for community radio’s, one for the South (and Brussels), which is influenced by the
French-system of intra-sectorial subsidiarity and one for the North of Belgium, which is
liberal and conflates community radio with commercial non-public radio, treating all non-
public radio’s in the same manner. In countries with a liberal tradition, such as the US,
community radio has a longer history, but this does not mean that there was/is no struggle or
conflict regarding the right to communicate and the regulatory instruments to guarantee that
right. As such, the present situation in these countries will be assessed as well. To end,
prospects for the future of community radio in the West will be presented. With regard to the
latter, it is inevitable to turn to the possibilities and potentials ICTs offer to community radio
in terms of for example streaming and pod casting. However, also on this level regulatory and
copyright issues emerge.

Driving Under the Influence: The Role of Policy in Media Convergence
Bates, Benjamin J., School of Journalism & Electronic Media, University of Tennessee, USA
Wells, Scott, School of Journalism & Electronic Media, University of Tennessee, USA

There is little doubt today that media are converging, and will continue to do so. While media
convergence is arguably driven primarily by technological change and resulting economic
forces, policy has often been influential in the process over time. There have been policies
directly addressing convergence, both negatively (bans on cross-ownership or market entry),
and positively (opening markets, setting cross-market standards, mandating access). At times,
old media have sought to use policy to protect markets and their monopoly power, just as new
players have sought to have policy open markets for competition. In addition, a range of
media, technological, economic, and information policy has had indirect impacts. Industrial
and technological research policies can result in the development of new media and can shift
costs and impact on barriers to entry. Social policy can encourage access and openness.
Intellectual property policy can open or seek to limit new uses of information and media. In
addition, policies can often conflict in purpose and impact, or may result in unintended
consequences. This is particularly evident in media and information policies attempting to
deal with complex and evolving media and information markets. Social and economic policy
generally works by seeking to encourage or discourage certain behaviors. However,
policymakers may base their policy on inaccurate or incomplete understanding of the real
world and its interactions. In such cases, policy may have unintended, even perverse, impacts.
This paper will review the role of policy in the drive to media convergence in the United
States in the last half-century, and how policy has interacted with technological, economic,
and market forces in the drive to convergence. We will examine the direct and indirect role
played by various policies in influencing convergence, and discuss their relative effectiveness,
and what implications can be learned to help develop more effective policies in the future.
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Expanding the net: policy principles for sustainable diversities and IP-based media
technologies.
Dwyer, Tim, School of Communication Arts, University of Western Sydney, Australia

For the past 50 years there has been substantial international support for the proposition that
plurality in ownership was the best way to promote diversity of opinions. Structural limits on
the number of media outlets owned by one proprietor have been regarded as a precondition
for achieving a diverse range of viewpoints in democratic nations (Hoffmann-Reim, 1996;
Doyle, 2002: Dwyer et al, 2006; Hitchens, 2006). The assumption by legislators and policy
makers was that concentrated ownership confers undemocratic power on owners to sway
governments, and advance their own private interests. In addition, the terms plurality and
diversity have been used in the policy discourses of liberal democratic nation-states to
describe the architecture of service provision and the range of available formats and content
genres. In these discourses, cultural diversity can tend to be seen as a matter of ethnicity,
religion and (limited) cosmopolitanism, insulated from questions of (structural) media
diversity more generally. At the same time, conventional wisdom has it that the Internet, with
limitless spatialisation and transcendence of place is endlessly diverse in terms of news,
opinions and cultural representations. In some ways, in terms of specific search possibilities,
this is the case. However when we consider usage patterns in practice, and the way traffic
actually flows around the net, we get a different story. Much of our time on the Internet is
channelled through search engine websites, and other major branded portals and websites, or
websites linked with larger traditional media, all often located in the developed North
(ClickzStats, 2007; Hitwise, 2007; Neilsen//Netratings, 2007; Technorati, 2007). Clearly
media concentration is an ongoing trend that follows the predominant tendency within
capitalism toward centralization of economic power in the hands of oligopolies. Yet in terms
of diverse sources of content there are two opposing impulses behind media convergence as a
process. Firstly, there is an economic logic to leverage branded content across several media
platforms. Secondly, cultural logics to consume media in more engaging and collective ways,
for example, in so-called ‘social networking’ and ‘user-generated’ content activities, drive
how consumers (but less so citizens) actually use content and participate in convergent new
media contexts (Levy, 1997; Jenkins, 2006). In my view these usage patterns and industry
developments suggest a need for the wider application of policy frameworks for notions of
diversity than is currently envisaged under, for example, proposed changes to the TVWF
Directive. In light of these trends the paper asks how might we begin to construct a set of
normative policy principles to promote diversities of viewpoints and cultures more broadly in
IP media contexts? The starting point is to consider the work of a number of commentators
who argue that digital media policies need to be reframed in terms of a ‘democratic politics of
difference’ (Beck, 2006; Born, 2006). We can then look to a range of major international
policy instruments which already signpost mechanisms and action plans to guide policy
development (UNESCO’s instruments for cultural diversity; EU media policy instruments).

Re-inventing ICT and re-classifying existing tools for Strategic Regional Integration and
Development Practices in Africa
Ngwainmbi, Emmanuel K., Elizabeth City State University, USA

As foreign companies continue to flow into charted and uncharted African territory, vying for
global markets, and space and redefining the local consumer appetite, a myriad of problems arise-
-recasting existing technologies in support of support Millennium Development Goals (MDGs) in
each country and developing local ICT initiatives in order to tackle the MDGs and pursue
sustainable development. For finance facilitation and development-geared institutions like the
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African Development Bank, the United Nations Development Programme (UNDP) agencies and
Union Economique et Monetaire Ouest Africaine (UEMOA), Islamic Development Bank (IsDB),
and the Economic and Monetary Community of Central Africa (CEMAC), intergovernmental
organizations like the Intergovernmental Authority on Development (IGAD), the New
Partnership for Africa’s Development  (NEPAD) and South African Transport and
Communications Commission (SATCC), political institutions involved with setting the
development agenda in African countries (the African Union), and regional economic
communities like the Common Market for East and Southern Africa (COMESA), South African
Development Corporation (SADC), Economic Community of Central African States (ECCAS)
and the Economic Community for West Africa (ECOWAS), the struggle between identifying
ICTs that can promote the invention of home-grown information and communication technology
and implementing them for strategic development of the regions remains a major challenge for
African governments, one of whose major MDGs is to reduce poverty in African countries by
50% before the year 2015. For the local population, ICT is chiefly a tool for social mediation,
rather than a channel for economic self-empowerment. Ultimately, it becomes more difficult for
each country to inculcate regional development initiatives let alone expedite implementation of
regional integration projects. While some progress has been made in terms of studies conducted
on the erection of power pools across national borders as well as in the implementation of
malleable interregional trade policies, many countries have not upgraded the importance of ICT
in strategic regional integration and development and up-scaled investment in ICT, as their
budgetary allocations for the latter is still at the minimum. This paper argues that infrastructure is
the catalyst for regional development in Africa and governmental as well as international
organizations within Africa should invest financial and technical resources in the re-invention
and reclassification of ICT to expedite development activities and programs. In a chronological
format, the paper will (1) address generally types ICTs in Africa at the dawn of the 21* century,
(2) the size and accessibility of cell phones and internet and their uses, (3) explain ways by which
such existing technology can be redirected toward development initiatives and (4) identify new
initiatives and inventions in ICT that can be targeted to support local efforts that seek to enhance
the economy economic like the low cost laptop designed by Nigeria. Further, it will (4) describe
the information, communication, political and technology (ICPT) challenges being faced by
countries in promoting regional integration and trade. The following economic sectors on
regional integration and trade will be discussed—transport, water, energy and ICT.

State Telecom Surveillance and Technology-Neutral Policy in the USA: Policy and
Theory Issues
Shields, Peter, Communication Studies, Eastern Washington University, Cheney, USA

The mode of regulating state telecom surveillance is transforming in many countries. The
proliferation of “technology-neutral” initiatives is at the heart of this sea change. The
initiatives are concerned with extending law enforcement’s traditional monitoring and
interception capabilities, developed in the era of the plain-old-telephone system, to more
recent and emerging network infrastructures. In so doing, the initiatives treat network
technologies in a non-discriminatory fashion regardless of the significant technical differences
that may exist between them; technology-specific regulations are eschewed. In the US
context, the focus of this study, three interrelated claims justify the initiatives. First, network
surveillance is one of the most effective tools government has to deter terrorism and
organized crime. Second, the initiatives will ensure law enforcement’s network surveillance
powers are smoothly extended to new network technologies, avoiding the need to re-imagine
surveillance regulations each time a new technology is deployed. Third, while the initiatives
promise very substantial public safety and national security benefits, their costs are negligible:
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state surveillance power will be maintained, not increased; civil liberties will continue to be
protected adequately; economic costs, when incurred, will be modest and fairly distributed.
Oppositional discourse focuses on this third claim. Civil liberty groups and some academics
persuasively argue that the initiatives actually augment state power without increasing law
enforcement’s accountability as well as undermine citizens’ rights. Industry actors opine the
prohibitive expense of some initiatives and their damaging effect on the innovation process.
This paper contributes to the oppositional discourse by addressing its most serious limitation,
namely its failure to critically assess the claim that network surveillance is an effective means
of deterring terrorism and organized crime. This failure confines critics to the limited terrain
of arguing about whether the initiatives’ costs outweigh their benefits. But before engaging in
debates over trade-offs and how best to strike a balance between costs and benefits, it is
crucial to examine whether state network surveillance does in fact come with a significant
public safety/national security dividend. This paper argues that network surveillance is not an
appropriate deterrent. Moreover, enhancing the state’s surveillance power by way of
technology-neutral initiatives may well contribute to the escalation of terrorism and organized
crime. The policy implications of these conclusions are discussed. The paper also seeks to
make modest connections between this analysis and ongoing discussions concerning the “risk
society” thesis associated with social theorists, Beck and Giddens. For these scholars,
contemporary society is exposed to particular types of “manufactured” risks resulting from
the modernization process itself (e.g., scientific innovation and technology development).
They claim that extant risk-management techniques not only fail to mitigate these risks, they
generate new risks and uncertainties of their own. Drawing on this perspective, the paper
makes two arguments. First, while the US State’s technology-neutral initiatives are
advertised as low-cost, effective strategies for reducing risks associated with technology-
enabled terrorism and crime, they are in fact ineffective deterrents that simply generate new
control problems. Paraphrasing Beck, these initiatives “feign control of the uncontrollable.”
Second, the risk-society thesis provides a framework that can accommodate both the critics’
concerns about the costs and risks associated with the surveillance initiatives, and the
argument that the initiatives are likely to be ineffective and may even escalate the problems of
terrorism and organized crime.

The postmodern analyses of the internet: an examination of their ideological new clothes
Rebillard, Franck, Institut de la Communication, Université Lyon 2, France

In many public discourses, the internet is frequently considered as a revolutionary technology,
able to radically transform everyday life in western societies. Following this idea, the
entrepreneurial adoption of the internet can be seen as a means to break down the pyramidal
structure of firms, and to allow less hierarchical work relationships. The weblogs are shown
as an opportunity for citizens to express themselves in political debates. The internet ordinary
users would also be required to become anonymous reporters and to threaten the established
journalistic system.

In this optimistic way of thinking, the internet appears as the main and decisive tool to bring
western societies in a postmodern era, which would overcome the Fordist model of
industrialized production, the delegation’s procedures of representative democracy, and the
mass media’s usual gate-keeping. Such analyses found a new source of strength during these
two last years, according to the idea that the “web 2.0” would precisely constitute the
transition to a new society. The empirical study of press articles, essays, and academic works,
all centred on the mutations of information with the internet, published in France and in the
US during this period, shows three recurrent items in these post-modern analyses : egalitarian
horizontality ; active participation ; autonomous creativity.
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These items can be understood from the scholar field of social history of ideas, and more
particularly from what is generally described as the “utopy of communication”. Some of these
postmodern analyses’ items own very well known ideological origins : certain items are very
similar to the organicist theory of cybernetics (Wiener), and other ones draw to the older
“religion of networks” (Saint-Simon). However, they also present a more global and original
aspect. These recurrent items of the postmodern analyses of the internet seem to — consciously
or not — rely on a recuperation of some arguments of the anticapitalist critique, such as
developed by the counter-culture on the Californian campus in the 1960’s and 1970’s, or even
within the social movement of May 1968 in Paris.

The postmodern analyses of the internet can be sociologically interpreted as a manifestation
of the “New spirit of capitalism” as defined by Boltanski and Chiapello (2007) when these
authors attempt to renew Max Weber’s founding work in “The Protestant Ethic and the Spirit
of Capitalism”. Network-based organization and individual autonomy, as ancient claims of
the “artistic critique” of capitalism, are now taken to be reached, thanks to the internet, and
are thus positively appreciated by many commentators. These ones simultaneously forget the
more negative counterpart of the new forms of capitalism : maximal exploitation of people’s
spare time, psychological insecurity,... It is a paradox that the postmodern analyses insistence
on the ability of the internet to solve the former problems caused by capitalism tends to hide —
or, at least, to minimize - the bad consequences of neocapitalism. Because of this ideological
veil, postmodern analyses of the internet generally fail to identify the whole aspects of the
social insertion of the internet.

Mass Education, New Technology, and Policy Visions: Offline Determinants & Online
Realities of E-Learning Policy
Yong Jin, Park, Department of Communication Studies, University of Michigan, USA

In theory, new technology brings unprecedented democratic potentials (Castells, 1998, Pool,
1983). In practice, however, the actualization of democratic potentials is contingent upon a
social environment where institutional, cultural, and economic factors are intertwined (Barber,
2001; Mansell, 2004). The aim of this study is to critically examine the moderating role of
government policy in the posited relationship between the Internet and democracy in the
context of e-learning. This study compares the policies of the US, the EU, and S. Korea to
identify scopes, causes, and impacts of different e-learning policy formulations. The main
thesis is that regulatory legacies embedded in each nation reconcile the development of
effective domestic policies, curtailing democratic potentials of digital transformation in mass
education. Policy lessons will be drawn for active governmental roles in designing
educational environments that help shape informed citizenry.

Rationale: According to Dewy (1916), the function of education on informed citizenry resides
at the core of democracy. Note the Internet creates decentralized networks where access to
information widens with low transaction cost (Kahin, 2003). In short, digital landscapes open
up the possibility of the dissemination of knowledge in a massive global scale (Dutton, et al,
2004). That is, the government has its autonomous role to play in ensuring the potentials of
the Internet in disseminating for citizenry (Galperin, 2004). The task is then to identify
institutional, cultural, and economic determinants that constrain the government’s capability
to actualize the potentials of new communication technology (Horwitz, 1993; Neuman, et al,
1996). Note, however, the limits of most studies on e-learning policy. First, most analyses are
confined in national contexts. Second, studies remain descriptive with textual analyses of
policy outcomes. To our knowledge, there exist only a few attempts to examine policy
impacts and genesis in comparative contexts (e.g., Dumort, 2002). The proposed study aims
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to fill this gap by expanding the discussion into comparative contexts and to construct a
bridge between the theory and the practice of techno-policy.

Research Questions: RQ1: What is the impact of governmental policy in the digital
transformation of mass education? RQ2: How do distinctive regulatory legacies, unique to
national entities, shape policy visions in promoting thepotentials of news forms of educational
delivery?

Methodology: The results of this study will be two fold. First, quantitatively, the comparison
of 55 countries will be made to assess the impacts of different governmental policies in global
contexts. Second, qualitatively, the case studies provide the typology of e-learning policies in
three nation-states: (1) the US, (2) the EU, and (3) S. Korea. From UNESCO data sources,
e.g., EFA Global Monitoring Report & WHED, the hierarchical linear regression model will
include indicators of socio-economic statuses, broadband penetration, and qualities of
education of each country. The critical analysis will further focus on policy visions and
determinants in threenation states, i.e., how and why a particular policy regime is adopted. In
integration, the study aims to answer RQ 1 (policy impacts) and RQ 2 (policy scopes &
genesis) respectively and to triangulate findings for overall arguments.

The New Agenda Setting Paradigm in the Web: Cibermedia Towards News Social
Filters
Noguera Vivo, Jose Manuel, Universidad Catolica San Antonio (UCAM), Murcia, Spain

As everybody knows, sharing is the most important element in the so called Web 2.0. Tools
like Flickr, Blogger, MySpace or any kind of wikis (for example, Wikipedia) are specially
designed- both technically and ideologically- for user to share their contents. And for that
reason, it could be said that the Web is more social than ever. Regarding this up-and-coming
process, cibermedia do not want to be put aside and they are increasing their use with their
news and with links to social media and other websites where the “user generated content”
(UGC) is the most important information. Since The Washington Post signed an agreement
with David Sifry to use Technorati on August 2005, many cibermedia have followed this
practice: placing buttons which say “blog this” (like ZdNet and Hindustan Times in 2004) and
publishing links to the “most blogged articles” (usually with Technorati) or to other social
filters like Digg, Facebook, Newsvine, Reddit or MyYahoo. The importance of this “social
selection of news” on the Web must be underlined. In fact, this process implies a very
important strategy. Media are trying to “move” their contents to “places” on the Web where
people are talking: the social media. At the same time, this fact is creating a shared agenda of
news, a really new (and maybe alternative) Agenda Setting paradigm. Now, journalists can
not ignore that the most important news on the Web is the one that people are searching for.
Cibermedia and the social media are sharing a news agenda for the first time in History.
Because of that, both need to know what are publishing on “the other side” constantly. This
paper tries to show what kind of social filters are the most popular among the cibermedia. We
will go deeper to know how they are used (knowing who is blogging about news, sharing the
content, tagging news...) and what all these movements around the cibermedia and the Web
2.0 mean. The key question would be: do the media really want to be more social or is just a
“tag”? The second part of this question might come out with our case study. To aim the
objectives mentioned above, we will analyze fifty news which belong to several international
media (The Washington Post, The New York Times, Le Monde, Clarin, El Pais, El Mundo...).
This sample was collected from January to February 2007. This research will shed light on the
most important reactions of cibermedia in the last years, a step to recognize the relevance of
social media and, maybe, the beginning of the end of Agenda Setting as we know it.
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The evolving relation to information, knowledge and learning
Claire Bélisle
Eliana Rosado

For centuries, knowledge has been associated primarily with academic institutions. Schools
were recognized as the obligatory and unique access to organised knowledge. Universities
with their research units were the main producers and distributors of knowledge. With the
universal access to online cultural heritage and convivial editing and publishing tools, the
Internet is becoming a real challenge to academic strongholds. The mastery of these new
digital tools is taking place more and more outside schools and universities. Young people
seem to be born with a cell phone in one hand and a mouse in the other. Although training can
greatly expand one’s use of the computer, most people start using one with only a minimum
of help. Another important evolution is the fact that information and knowledge are becoming
more and more sought for their efficiency and economic value than for their justified truth
value. As the French philosopher Lyotard wrote as early as 1979 in his seminal work on the
postmodern condition and the fate of knowledge, are teachers being asked today to “Be
operational, that is measurable, or disappear”? As efficiency and practicality become
dominant values, the criteria for appreciating knowledge are changing as well as expectations
concerning the role of schools and universities in transmitting this knowledge and developing
‘knowers’. Within academic circles, knowledge is seen as the result, in a human mind, of
understanding information and integrating it meaningfully with pre-existent knowledge.
However this educational conception of knowledge, as an individual psychological act, does
not account for a widening notion of knowledge used to designate strategic information
selected and processed within specific contexts, such as professional practices, industrial
operations or global marketplace behaviours. Critical changes characteristic of the knowledge
society are being identified more and more, and a different relation to knowledge is emerging
from “changes in ‘the world (objects, phenomena) to be known’ and changes in conceptions
of knowledge and processes of ‘coming to know’. Have educationalists and teachers lost
ground in setting the standards for learning and knowledge validation? These issues will be
developed in reference to the analysis, done within a European research project, of ten
national Frameworks for integration of ICT in education, and to the results of a survey done
with nearly 600 university students, in the first months of 2006, about their use of digital tools
in their university work. Results show that their relationship to information and knowledge is
changing and it is this evolving relationship that needs to be revisited by reflexive critical
thinking. Media and communication research needs to focus more on exploring and
understanding how schools and universities can develop in learners not only cognitive and
critical thinking skills, but also a discerning capacity to interact with different types of
knowledge, humanist knowledge and scientific knowledge, descriptive knowledge (facts and
figures) and explanatory knowledge (the why? questions), within a lifelong learning
endeavour encompassing personal and cultural development, political awareness raising and
professional maturing.

Building Arab Information States: A Critique of the World Economic Forum’s
Education Initiatives in Jordan, Egypt and the Palestinian Territories
Tawil-Souri, Helga, Department of Culture and Communication, New York University, USA

As management enthusiasm for corporate social responsibility pro